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About Which?

üWhich? was created on 7 October 1957 in a London garage on a 
shoestring budget by a volunteer group of friends.

üNow the largest national consumer organisation in Europe.

üOver 700,000 members with more than 1 million subscriptions to our
magazines.

üWhich?is not-for -profit so any income from our products is ploughed
back into our campaigning and lobbying.

üWe exist to tackle the issuesthat matter to all consumers.



Which? work on food

ÁPolicy and campaigns work

ÁWhich? magazine and on-line articles and new

stories

ÁTravel Which? and Gardening Which?

ÁWhich? Local

ÁWhich? Conversation

ÁWhich? Awards and Best Buy Icon

ÁGood Food Guide

http://local.which.co.uk/home/
http://www.which.co.uk/publications/books/good-food-guide/the-good-food-guide-2011/
http://www.which.co.uk/publications/books/good-food-guide/the-good-food-guide-recipes/
http://www.which.co.uk/publications/magazines/which-gardening/


The case for action: 

obesity and diet -related disease 

OECD Factbook 2010: Economic, Environmental and Social Statistics © OECD 2010

Quality of life - Health - Obesity

Obese population aged 15 and above
As a percentage of population aged 15 and above, 2007 or latest available year





Food marketing is one of many barriers to 

healthy diets: Foresight map


