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What is Overweight and Obesity? 

 Overweight – Excess weight for a given 

height for a given age 

 Obesity – Excess fat in the body for a given 

age. 

 Indicates imbalance between caloric intake 

and expenditure. 

 Determined by – genetics, environment and 

behaviour 

 



Young Age is a critical period. 

 Period of growth – gaining height and weight 
is critical for this period. 

 Measurement and definition issues related 
to overweight and obesity exist. 

 Changing cut-offs with age and different 
standards/norms. 

 Most behaviors establish themselves in this 
age. 

 Body/image consciousness also develops at 
this age. 

 Tracking of childhood obesity into 
adulthood. 



      Chubby ≠ Healthy 
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Prevalence of various complications of overweight 

 in 10-15 year old in an AIIMS Study (n=218) 

Long-term health effects: 

• 70% to 80% overweight children are overweight adults 

• Diabetes- 30-40 % of kids born in 2000, Heart disease in 30s 



•The 2007 India GSHS was a school-based 

survey.  

•A two-stage cluster sample design was used 

to produce data representative of all 

students in classes 8, 9, and 10 in India.   

•Uses a self-administered globally standard 

questionnaire 

•The overall response rate was 83%.  

•A total of 8,130 students participated in the 

survey. 



12.9% 14.1% 11.2% 

 

 



Literature Review on childhood obesity 







Determinants 

 Sex – Usually more in Boys 

 

 SES – Children in lowest SES category 4-5 

times less likely to be obese as compared 

to children in highest SES. 

 

 Rural / Urban Difference:  Urban children 

show higher rates of overweight and 

obesity. 





Obesogenic Environment 
 



Home Environment 

•Example Set by Parents 

 

•Children decide meals of family 

 

•Food habits – “ Convenience trumps goodness” 

in today’s fast paced life. 

 

•Typical family outing is to go to a Cinema/mall 

followed by Burger/Pizza/Chhole Bhature. 

 

•Availability of sweetened beverages and 

namkeens at homes – For Guests. 
 



Community Environment 

 Density of stores selling beverages/chips 

and namkeens/ fast food joints 

 

 Places for Exercise/Parks 

◦ Issues of cultural acceptability 

◦ Security / lighting 

◦ Pavements and their encroachment 

◦ Urban Design/Flyovers 



Ballabgarh Environment 

Indicators Urban Rural 

Diet Environment 

Density of stores Selling 

•Fruits and Vegetable 

•Chips and Namkeens 

•Fast foods 

 

13.6/Sq Km 

122.2/Sq Km 

7.2/ Sq Km 

 

36.7/Sq Km 

92.6/Sq Km 

10.0/Sq Km 

Exposure Score to Marketing  

•Fruits and Vegetables 

•Chips/Namkeens/drinks 

 

0.8/3 

2.4/3 

 

0.5/3 

2.1/3 

Physical Activity Environment 

Density of LTPA facilities  5.8 / Sq Km 1.3/ Sq Km 

Walkability Score 8.7 6.3 



School Environment 

 Food Environment 

◦ Breakfast/Lunch  

◦ Canteen policy 

 Physical Activity 

◦ Exercise period 

◦ Availability of play ground 

 Education  

◦ IEC within schools 

◦ Curriculum 





Promote Intake of Healthy Food 

 Define what is good and what is bad - Clear 
guidelines for adults and children need to be 
developed and disseminated. 

 Population education and awareness about 
reading labels, understanding portion size 

 Consumer information - pack nutrition 
information 

 Tax on sugar sweetened beverages 

 Reduce marketing exposure to children 

 Schools, child care, sports facilities to create 
healthy food environment 

 Improve access to healthy food 

 



Role of Food Industry 

 Marketing 

◦ Advertisement 

 Television - use of “Stars” 

 Hoardings/Billboards 

◦ Pricing 

◦ Gifts and inducements 

 Food Portion size 

 Food Product development – Healthier 

Choices – Low salt/sugar alternatives 





Effectiveness = "Exposure" + "Power" 

Exposure 

- the reach 

- frequency  

- media impact of the 

marketing message  

Marketing of food and 

non-alcoholic beverages 

to children 

Exposure Power 

Power 

-- Creative content,  

 -design and execution of 

the marketing message  

-Power of “free toys”  

 

Impact on: 

 

- Food preferences 

- Purchase requests 

- Consumption patterns 



Evidence of the impact of advertising regulations 

Ban on advertising to children in Quebec (1980) 

Between 7.1% and 9.3% drop in the probability of purchasing fast food  

Annual drop of between 11 million and 22 million fast-food meals 

Impact on purchases behaviour. Baylis & Dhar (2007) 

Ban on advertising to children in the UK (2008) 
Children aged 4–9 saw 52% less advertisement on unhealthy food 

Children aged 10–15 saw 22% less advertisement on unhealthy food 

Change in exposure to the messages - UK Ofcom evaluation (2010) 

Following the food advertising regulations in France 
(2004) 

21% of individuals above age 15 changed their eating habits 

17% of individuals above age 15 changed their food-purchasing habits 

Impact on self-reported behaviours - Ministère de la santé de la jeunesse et des sports 
(2008) 



Junk food – global regulations 



Make Physical Activity entertaining and 

attractive and a joint activity 





Steps to be taken 

 Measure and Monitor obesity in a nationally 

representative sample regularly. 

 Modify and Monitor Environment 

 Initiate School based health promotion 

interventions 

 Regulate Marketing to children 

 Use fiscal measures to promote healthy diet 

◦ Higher taxes on unhealthy food 

◦ Subsidy for fruits and vegetables 
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