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Public summary

Veglnfluencer was an innovative program with a clear mission: to empower child settings-based experts and health
professionals with the knowledge, resources, and tools needed to boost children’s acceptance and consumption of
vegetables. This project built on the foundation laid by the VegKIT project and brought a fresh, engaging approach,
placing growers (farmers) at the heart of educational efforts.

The primary objectives of Veginfluencer were to achieve widespread market penetration through the viral #VegInfluencer

TikTok campaign, maximize exposure of available resources and to educate key target groups, including child settings-
based experts, health professionals, families, and growers. The ultimate goal was to increase the awareness and
utilisation of VegKIT resources and, most importantly, enhance children’s vegetable intake.

In addition to the TikTok campaign which achieved unprecedented success in educating the community, engagement of
key target groups was achieved through the following approaches:

Attendance at relevant conferences.

Attendance a\ﬂevents where children are the target audience.

Restructuring of the VegKIT website to improve user experience.

eDM newsletters sent to increase awareness of the VegInfluencer project and access to the VegKIT website.

Refinement of existing and development of new resources.

Resources developed over the life of the project, including program and resource guides, information sheets, recipes,
supporter toolkits, and social media packs, can be accessed at www.vegkit.com.au, categorized by the intended target
audience.
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Introduction

Children’s vegetable consumption has stagnated far below recommendations outlined in the Australian Dietary
Guidelines®. Consecutive health surveys demonstrate children are not consuming enough vegetables. In fact, only one in
twenty Australian children are eating the recommended amount?.

Establishing healthy eating patterns as a child, including adequate consumption of vegetables, is essential to forming
good dietary habits that help prevent negative health outcomes during childhood and later in life.

A considerable amount of effort and funding was previously invested in the development of best-practice guidelines to
increase children’s vegetable consumption across various out-of-home settings including long day care, schools and
healthcare. This project sought to utilise the learnings, expertise, resources and tools already developed (notably from
VegKIT) to address the declining vegetable consumption in children by broadening dissemination while also developing
complementary, innovative tools and resources.

Project lead Nutrition Australia and partner VEG Education were well placed to respond to the challenge to lift ailing
vegetable consumption amongst Australian children given their long-standing history of working with these settings and
extensive pre-existing stakeholder networks.

This project aligns with the following outcome / strategy from the Vegetable Industry Strategic Investment Plan 2022-26:

e Outcome 2: Demand creation: Demand creation supports the Australian vegetable industry to develop existing
and future domestic and international markets.

e  Strategy 4: Support vegetable product differentiation and initiate stakeholder education initiatives (e.g. health
benefits).

The potential long-term impacts of this project include:

e Increased confidence and capacity of child settings-based experts and health professionals to promote
vegetables.

e Increased child settings-based expert and health professional sector implementation of the evidence-based
approaches to increasing children’s vegetable consumption.

e Increased consumer (children and families) knowledge and confidence to consume vegetables.

e Vegetables will be positioned as an important component of a healthy diet in children.

References

1.  Australian Government Department of Health 2024, Australian Dietary Guidelines Summary Book, Australian Government Department of
Health, viewed 05 July 2024,
<https://www.eatforhealth.gov.au/sites/default/files/files/the guidelines/n55a_australian_dietary guidelines summary book.pdf>

2 Australian Bureau of Statistics 2022, Dietary Behaviour, ABS, viewed 05 July 2024, <https://www.abs.gov.au/statistics/health/health-
conditions-and-risks/dietary-behaviour/latest-release>
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Methodology

Nutrition Australia designed the project methodology to reach an audience of the key target groups The methodology
consisted to four phases over the twelve-month project period as outlined below:

e Phase 1: Project set up (month 0-1)

e  Phase 2: Scoping and development (month 0-3)

e Phase 3: Implementation (month 3-11)

e Phase 4: Monitoring and evaluation (month 11-12)

Phase
Phase 1:

Project set up

Activity

Project reference group established, and terms
of reference prepared in collaboration with
Hort Innovation and the delivery partners of
MT22006 and VG22003.

Description

An initial meeting was facilitated by Hort
Innovation on the 1%t of August 2023 with
project leads from the delivery partners of
MT22006 and VG22003.

Risk register and M&E plan prepared.

Comprehensive project risk register and M&E
plan prepared by the project team.

Appendix 1, 2

Phase 2:

Scoping and
development

Report on program development, marketing
and communications plan, digital strategy
prepared.

A communications plan encompassing a social
media strategy was developed by the project
team. This included confirmation of audiences,
identification of talent and video briefs for the
social media campaign.

Appendix 3

Audience research conducted.

Baseline research of child settings-based
experts and health professionals conducted to
provide an understanding of their current
knowledge related to how to increase
vegetable intake as well as gather information
on how these target groups prefer to receive
education strategies.

Appendix 4

Phase 3:
Implementation

Launch event held.

Project leads and staff hosted project launch
event with hosted project launch event with
invited target audience at Velisha Farms.

Appendix 5

TikTok VegInfluencer campaign conducted.

TikTok campaign commenced December 2023
via @vegeducation TikTok page.

Appendix 6

Facebook Live sessions held.

Four 15-minute Facebook Live sessions
designed to engage the target audience of
child-setting cooks were held.

Appendix 13

VegInfluencer eDM Newsletter distributed.

A VeglInfluencer eDM was distributed to
Nutrition Australia and VEG Education mailing
lists with the outcomes of raising awareness of
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Phase

Activity

Description

the project and driving traffic to the VegKIT
site.

Appendix 14

Relevant conferences attended.

Project leads and staff attended Early
Childhood Australia National Conference, Hort
Connections and The Education Show National
Conference, as well as The Little Food Festival,
to engage with target audiences.

Appendix 15

New resources developed.

Existing VegKIT resources were refined, and
new resources developed.

Appendix 16-22

VegKIT redevelopment / website
enhancements completed.

Redevelopment of the VegKIT website to
improve the user experience and promote the
download of resources.

Appendix 23

Media coverage.

The VeglInfluencer project was showcased in
print and online media.

Appendix 24

Phase 4:

Monitoring and
evaluation

Efficacy of project evaluated.

Efficacy of project has been evaluated in line
with the M&E plan, including measurement
and assessment of all activities such as web
analytics, content downloads, share / spread of
key messages and media coverage. Included in
final report below.

End of project stakeholder research completed.

The end of project survey was conducted with
child settings-based experts and health
professionals to understand the impact of the
project on target audiences.

Appendix 25

Final report submitted.

Final report including key findings, outcomes
and recommendations submitted to Hort
Innovations 01 August 2024.
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Outputs

Output

Risk register

Listed
in M&E

Plan

Description

Comprehensive project risk register and

Detail

infographics for utilization

with practical strategies for
health/child settings-based
professionals.

and 2 sets of social media infographics
were developed throughout the project.
These can be accessed directly from the
VegKIT website:

Long Day Care Resources

Y A dix 1
es M&E plan prepared by the project team. ppendix
¢ icati |
ommunications plan Yes A communications plan encompassing a | Appendix 3
social media strategy was developed by
the project team.
Audi h
udience researc Yes Baseline research of child settings-based | Appendix 4
experts and health professionals was
conducted and reported on.
Launch day Project leads and staff hosted project ;
Yes launch event with hosted project launch Appendix 5
event with invited target audience at
Velisha Farms.
Suite of 105+ still phot: hs f
uiteo st pho ogr.?lp s from Yes lAfoIder containing still photographs Appendix 27
farm, launch event and child focused dth h ect has b
settings to be utilized on social S t, roug OUF pro;ect. a.s o
media, articles, website as required. createdf with staff pictured signing Hort
Innovation Talent Release Forms.\
T'kTok & Instagram. Campaign Yes The Veg Influencer TikTok campaign has | Appendix 6-12
including 72 activations per b leted. with kev | )
month for 5 months with | een.cpm;.) eted, with key ear.nlngs
vegetable focused posts |dent|f|ed.|r.1 data report supplied by
including VegKIT highlights, Heaton Digital.
VegInfluencer videos, Link to VegInfluencer TikTok Campaign.
infographics and other
relevant content. This will also
include paid boosts to TikTok
to generate maximum
engagement with target
audiences.
4 x (15minute) Facebook Live sessions Yes 4 x Facebook Live sessions were held Appendix 13
which demonstrate quick and easy recipe throughout the project with a target
ideas for child setting focused menus by audience of child settings-based cooks.
chef / culinary nutritionist.
Veglnfluenc.er newsletter (to be Yes eDM newsletter distributed to VegKIT Appendix 14
embedded in eDMs) sent to VegKIT and e .
X mailing list as well as new subscribers
NA subscribers. X
from the VeglInfluencer project.
5 x digital factsheets / Yes 14 scalable recipes, 3 information sheets | Appendix 16-20
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Output

Description

OSHC & Schools Resources

Health Professionals Resources

Health / child settings-based

professional toolkit to be uploaded ves 'Fl)'ooflk|t .deS||gned fc:jr Helalth d and Appendix 21
to the VegKIT website. rofessionals was develope gn
uploaded to the VegKIT website:
Health Professionals Toolkit
A growgr s toolkit to §uppon the. Yes Toolkit designed for Growers was Appendix 22
promotion of the project and their farms
. R L developed and uploaded to the VegKIT
into their local communities. website:
Growers Toolkit
gewsle'tter articles in AUSVEG ‘Australian Yes Article included in AUSVEG Australian Appendix 24,
rower. Grower Summer 18" December, 2023\. Page 2
Media coverage. Yes Article covering Launch Day — Wyndham | Appendix 24
Star
AUSVEG Australian Grower Article
LinkedIn Post —Jemma O’Hanlon
LinkedIn Post — AUSVEG
Instagram Post — Veg Education
Instagram Post — Nutrition Australia
Kiddipedia Article
Attendance at 3 x Conferences Yes The Early Childhood Australia Appendix 15
(breakfast session, trade display, Conference attended 2023.
conference presentation etc.) at . .
relevant health professional or child Little Food Festival attended 2024.
settings-based professional Hort Connections attended 2024.
conferences. .
The Education Show attended 2024.
Reportmg to Hort Innovation about Yes Reach & engagement data has been Appendix 26
website reach/engagement. . .
exported, showing the growth in access
to the VegKIT site since the
commencement of the Veginfluencer
project.
Changes .to the VegKIT site map, page Yes Following variations to the project Appendix 23
content, images etc to encourage uptake A
agreement, further changes to site map
by end users of the Veglnfluencer
. were made.
program, as required.
Embedding of the project profile Yes During Nutrition Australia’s “Try for 5” Appendix 5

within other campaigns the
project team are involved in. For

campaign, CEO Lucinda Hancock
attended the Veg Influencer Launch

Hort Innovation
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Output

example Tryfor5 — NA’s National
Nutrition Week campaign —
inspires all Australians to eat
more vegetables — social media
campaign, new and engaging
website annually, access to
recipe collection, live cooking
events, virtual farm tours,
resources, veg tips and hacks.

Description

event which provided opportunity for
cross promotion of these projects.

End of project audience
research

Yes

The end of project survey was
conducted with child settings-based
experts and health professionals and
reported on.

Appendix 25

Hort Innovation
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Outcomes

Outcome

Alignment to fund

outcome, strategy and KPI

Description

Evidence

Intermediate Outcome:

Target groups develop
positive perceptions of
vegetable promotion.

Outcome 2:
Demand creation

Demand creation supports
the Australian vegetable
industry to develop
existing and future
domestic and international
markets.

Strategy 4:

Support vegetable product
differentiation and initiate
stakeholder education
initiatives (e.g. health
benefits).

Target audience of
education sector, health
professionals, growers and
families were engaged
throughout project via
online and in person
events and eDM
newsletters.

Detailed in Appendix 5, 6,
13, 14, 15.

The Veg Influencer project
goals and methods were
presented to 20 attendees
from the education,
healthcare, consumers and
growers’ sectors at the
VeglInfluencer Launch Day
in October 2023.

The VeglInfluencer TikTok
campaign reached over
480,000 views.

2,718 participants viewed
the VeglInfluencer
Facebook Live events
during February-April
2024.

The VegInfluencer eDM
was shared with over
8,000 recipients, with the
average open rates (28.5%)
and click rates (2.5%)
[higher than the average‘ of
similar eDMs (24.0%,
2.2%), indicating interest in
the project and outcomes.

600+ children and their
families were engaged
with meaningful
conversations around
vegetable intake at the
Little Food Festival.

Attendees at The Early
Childhood Australia
National Conference, Hort
Connections and The
Education Show were
directed to the VegKIT
website for resources
suitable for their setting.

Intermediate Outcome:

Target groups have a suite
of relevant and evidence
based VegKIT resources to
share and distribute in
their settings.

Outcome 2:
Demand creation

Demand creation supports
the Australian vegetable
industry to develop
existing and future
domestic and international

Existing VegKIT resources
remain on the VegKIT
website.

Some existing resources
have been enhanced.

New digital factsheets and
infographics were

The VegKIT website
received total of 4,902
views from January 2024-
June 2024. 860 resources
were downloaded from
the VegKIT website in this
time frame.

Hort Innovation
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markets.

Strategy 4:

Support vegetable product
differentiation and initiate
stakeholder education
initiatives (e.g. health
benefits).

developed and uploaded
to the VegKIT website.

The VegKIT website was
enhanced to improve user
experience and increase
usage (downloads). This
placed the VegKIT website
in prime position as a ‘one
stop shop’ for
professionals within the
target groups to access
resources to increase
vegetable consumption in
children.

Detailed in Appendix 16,
17,18, 19, 20, 21, 22, 23,
26.

End of Project Outcome:

Target groups have
increased confidence and
capacity to promote
vegetables.

Outcome 2:
Demand creation

Demand creation supports
the Australian vegetable
industry to develop
existing and future
domestic and international
markets.

Strategy 4:

Support vegetable product
differentiation and initiate
stakeholder education
initiatives (e.g. health
benefits).

Knowledge and awareness
of the problem (declining
vegetable intake in
children) has been
improved through the
VeglInfluencer TikTok
campaign which had
unprecedented reach in
target groups, as well as
conference attendance,
Facebook Live sessions and
eDM distribution.

Detailed in Appendix 6, 7,
8,9, 10, 11, 12,13, 14, 15.

Awareness and usage of
resources available to
target groups has
increased as a direct result
of the project as
determined in end of
project stakeholder
research and number of
website views and
resource downloads. These
resources are designed to
increase confidence of
those in child-based
settings to increase
vegetable intake in
children.

Detailed in Appendix 25,
26.

The Veglnfluencer TikTok
campaign reached over
480,000 views.

2,718 participants viewed
the Veglinfluencer
Facebook Live events
during February-April
2024.

The Veginfluencer eDM
was shared with over
8,000 recipients, with
higher than average open
and click rates, indicating
interest in the project and
outcomes.

The VegKIT website
received total of 4,902
views from January 2024-
June 2024. 860 resources
were downloaded from
the VegKIT website in this
time frame.

Hort Innovation
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Monitoring and evaluation

Five key evaluation questions were posed in the Monitoring and Evaluation plan to measure overall success of the
project. To what extent each key evaluation was achieved has been outlined below.

Key Evaluation
Question

Project performance

Continuous improvement
opportunities

To what extent has
the Veglinfluencer
program supported
target groups (health
professionals and
professionals working
in childcare settings,
growers, families) to
promote vegetables
in their settings?

A key objective of the VeglInfluencer project was to improve
accessibility for the target audience to the VegKIT
resources, which are designed to be easy to implement
(therefore increasing the target audience’s confidence to
use them for their purpose of promoting vegetables in their
settings).

Target groups were supported to promote vegetables in
their settings through accessing and implementing
evidence-based resources housed on the VegKIT website.
This was achieved using eDMs (targeting those who had
signed up for VegKIT / VegInfluencer newsletters), the
VeglInfluencer TikTok campaign (targeting education
professionals, healthcare providers and growers who are
made up of a younger audience and likely to access social
media) and Facebook Live sessions (targeting child based-
settings cooks through private groups).

Figure 1 shows a comparison of the target group’s
confidence to contribute to the increase of vegetable intake
in children as a result of accessing Veglnfluencer / VegKIT
resources. This shows that confidence of respondents to
contribute to the increase of vegetable intake increased
overall after accessing Veginfluencer / VegKIT resources.

Ongoing maintenance and
promotion of the VegKIT
website to target settings as
an evidence-based resource
‘hub’.

0

Number of Respondants
(4]

Figure 1: Confidence of target groups to contribute to the increase of vegetable intake in children before accessing Veglnfluencer / VegKIT

Hort Innovation

Figure 1: Confidence of target groups to contribute to the

increase of vegetable intake in children before and after

accessing VegKIT / VegInfluencer, n=28

Very Good Good Poor Very Poor
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resources compared to after accessing the resources. n = 28.
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Key Evaluation
Question

Project performance

Continuous improvement
opportunities

To what extent did
the target groups find
the VegKIT and
VegInfluencer
materials (videos and
resources) to be
relevant to promote
vegetables in their
settings?

89% of respondents in the end of project survey agreed or
strongly agreed that they would recommend the VegKIT
website to other professionals in their setting, indicating
they believe resources housed on the website to be
relevant to achieve the goal of promoting vegetables in
their settings.

Figure 2 shows the number of survey respondents who
would recommend the VegKIT website to other
professionals in their setting.

Ongoing maintenance and
promotion of the VegKIT
website to target settings as
an evidence-based resource
‘hub’.

15

Number of Respondants

Figure 2: Number of respondents who would recommend

VeglInfluencer / VegKIT to other professionals

Strongly Agree Agree Neutral Disagree

W Responses

Strongly Disagree

Figure 2: Number of target audience surveyed who would recommend resources to other professionals in their setting. n = 28.

Key Evaluation
Question

Project performance

Continuous improvement
opportunities

To what extent has
the VeglInfluencer
program been
successful in engaging
target groups?

Target groups were engaged through Facebook Live
sessions, eDMs and in person event attendance as listed
below, in addition to the main focus which was the
Veglnfluencer TikTok campaign.

Hundreds of thousands of TikTok users have been reached,
with an overall sentiment of positivity and a community
feel.

At the time of writing, over 900,000 views from paid
advertising alone have been achieved. This number will
increase to over 1 million views with the distribution of all
paid advertising spend.

If this project was to be
repeated or extended, an
increased spend on the TikTok
campaign would ensure
target groups were
continuously engaged.

The existing TikTok campaign
could include a call to action
to encourage the engaged
audience to register for the
VeglInfluencer newsletter,
download and distribute
resources from the VegKIT
website.

To what extent has
the format of the
program activities

A significant goal of the VegInfluencer project was to
increase awareness of the VegKIT website and resources
housed there, and in turn increase usage of the resources

Future projects could
leverage off the success of the
VeglInfluencer social media

Hort Innovation
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such as conference
attendance,
Facebook Live
sessions and
resources been
successful in
supporting the target
groups to uptake the
Veginfluencer
program?

as measured by website views and resource downloads.
The following activities saw significant engagement with
target audiences, boosting awareness of the resources as
well as access which is shown in the number of website
views and resource downloads, particularly over the final 6
months of the project. Spikes in website views also coincide
with key events of the project as follows:

Facebook Live sessions saw an audience of 2,718
participants in the target group of child settings-based
cooks gain awareness of the VegInfluencer project and
VegKIT resources.

eDMs saw an audience of over 8,000 captivated recipients
receive updates on the project. A large spike in VegKIT
website traffic in January 2024 was attributed to the first
eDM send date which included a call to action to visit the
website.

Conference attendance reached target groups and saw
valuable conversations which supported target groups such
as those in child-based settings (The Early Childhood
Australia National Conference, The Education Show),
growers (Hort Connections), and, most impactfully, children
themselves and their families (The Little Food Festival) to
access the Veglnfluencer project and VegKIT website.

The Veglnfluencer TikTok campaign reached over 480,000
views.

campaigns and build on
lessons learnt throughout the
project including resourcing
required to maintain and
further develop the VegKIT
site, utilization of clear CTAs
within social media
campaigns and utilization of
sought after resources such as
recipes. Further learnings
specific to the social media
campaigns include the type of
content that resonates with
viewers and best ways to
reach our target audiences; a
combination of TikTok videos,
eDMs, and online events
(Facebook Lives).

Future attendance at events
including or similar to The
Little Food Festival, which
align with the project’s goals,
would further support
families to increase vegetable
intake in children at a
community / grassroots level.

Is the material being
rolled out according
to planned timelines?

All activities were rolled out on time.

N/A

Hort Innovation
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Recommendations

A number of key learnings and recommendations have arisen from the delivery of the ‘VegInfluencer’ project. These have
been outlined below.

Summary of Learnings:

1.
2.

Resourcing is required to maintain the VegKIT website and to develop new resources.
Recipes are highly sought after; in particular scalable recipes from a credible source.

Social media can be valuable in engaging the target audience but requires a clear call to action and ongoing
communications and engagement activities.

Newsletter eDMs are effective in increasing website traffic when a relevant call to action is included.

Children and families should be engaged and events that do so are beneficial as they place the child at the centre
of conversations.

A continuation of the VeglInfluencer TikTok campaign and extension activities should continue in order to further grow
the awareness and knowledge of stakeholders. Recommendations for a project extension include:

1.

Ongoing resourcing to maintain the VegKIT website.

The VegKIT website is recognized as an evidence-based hub of resources for child-based settings professionals,
health professionals, growers, and families. To sustain this status, resourcing to complete maintenance of the
website is required.

Maintenance of existing resources and development of a new suite of resources, tools and educational recipes.

As this project highlighted the desire within target groups for recipes that meet the Australian Dietary Guidelines
and are accepted by children, a focus of future projects should be to leverage this need to create opportunities
to provide the following health messaging to stakeholders along with recipes, among other suitable resources:

e The urgency of increasing vegetable intake in children,

e How to increase vegetable intake in children every day.

e And how to scale and tailor a recipe for different settings or situations.

Continuation of communications and engagement strategy leveraging off successes of this project, specifically:

e A 12-month TikTok campaign leveraging off the original VegInfluencer project which will ultimately create
significant exposure, awareness and engagement for the vegetable industry.

Note the focus of future social media campaigns should be on awareness. A focus should also be placed on
other aspects of the project which contributed to increased website traffic and social media campaigns
could investigate potential methods to move followers from social media to these other aspects. An
example would be to register for eDMs as, coming from well-known and credible brands within these
settings (Nutrition Australia and Veg Education), this was incredibly effective in directing the target audience
to the website (increasing website traffic).

e Paid advertising which would exponentially grow views and engagement throughout the campaign.

e eDMs to a growing database to achieve increased awareness of the project and traffic to the VegKIT
website.

Representation at The Little Food Festival, or similar events, to increase vegetable consumption in the family and
community setting.

As events such as The Little Food Festival were effective in opening conversations with families and the broader
community around vegetable intake, pique interest in the matter and then direct to the VegKIT website, future
projects should consider attendance at similar events to reach children, families, and the broader community.

Hort Innovation 17



Intellectual property

Intellectual Property Register attached as Appendix 28.
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