
Retail Setting
Action Plan
An evidence-based, co-designed plan to grow vegetable 

demand across Australian retail environments.
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Dear Vegetable Industry, Health and Govt 
Stakeholders,

Australians are eating fewer vegetables than ever before, 
with serious consequences for our health, economy, and 
food security. Despite having world-class growers, supply 
chains, and retailers, our nation continues to face a major 
shortfall in daily vegetable consumption. The ABS National 
Health Survey 2022 (released December 2023) revealed 
that only 6.5% of adults and 4.6% of children (aged 2–17) 
are eating enough vegetables. On average, Australians 
consume just 1.8 serves per person per day—less than 
half the recommended five.

This shortfall is more than a statistic—it represents 
billions in lost industry value and a profound cost to 
national health and wellbeing. Addressing this requires 
more than good intentions. It demands a clear, achievable 
target, deep consumer understanding and insights, a 
Settings-based approach, and evidence-led action.

That is why the Plus One Serve of Vegetables by 2030 
program has been established—a bold, transformational 
national initiative built on global best practice, 
harnessing cross-sector expertise, and national 
community listening to drive positive dietary change 
through a Settings-based approach. Led by AUSVEG, 
and supported by industry, government, researchers, 
educators, health professionals, and community partners,  
seeks to lift consumption by just one extra serve (75g) per 
person, per day by 2030.

The potential impact is enormous: for every $1 invested, 
modelling shows a $12.30 return, generating $4.68 billion in 
benefits by 2030—including $3.03 billion in supply chain 
value and significant public health gains. But achieving 
this target will require coordinated action, investment, and 
collaboration across the entire value chain.

The health crisis we can no longer ignore

• Australians eat 19kg less veg per person per year 
than in 2001.

• Only 6.5% of adults and 4.6% of children meet the 
recommended five serves daily.

• Malnutrition affects 80% of older Australians, while 
younger generations face shorter life expectancies.
This health emergency is fuelling chronic disease 
and placing unsustainable pressure on our 
healthcare system.

Impact on growers and the economy

• Declining demand threatens the future of 2 in 5 
growers, who may leave the industry within a year.

• This will mean higher food costs, fewer farms, and 
increased risk to national food security.

• With 98% of fresh vegetables grown locally, urgent 
action is needed to protect growers and strengthen 
regional communities.

Retail is the linchpin

Retail accounts for around 82% of vegetable sales, 
meaning what Australians see and buy in-store directly 
shapes what they prepare and eat at home. This makes 
the Retail Setting Action Plan (RSAP) the critical first step 
in shifting consumption.

Vegetables are at the core of a healthy lifestyle, yet 

Developed through global evidence scans and extensive 

consultation with retailers, researchers, growers, 

and consumers, the RSAP identifies key intervention 
themes for action. Central to this plan are five priority 
research areas identified for immediate delivery in 
collaboration with major and independent retailers:

This shortfall is not just a major health concern, it has 
widespread implications for our economy, food security 
and the long-term viability of Australian vegetable growers.

If we do nothing, we will see more lifestyle-related illnesses, 
increased pressure on the healthcare system, declining 
farm incomes, with one in three Australian vegetable 
growers potentially leaving the industry and greater 
reliance on imported vegetables which in turn increases 
costs to consumers. 

• Accessibility & Value - testing structural pricing 
strategies to make vegetables accessible for all 
Australians, the best choice for health and wellbeing.

• Convenience & Ease – increasing vegetable content 
and variety through nutritionally balanced recipes, 
meals, portioned/bundled solutions (recipes, kits, 
bundles and digital tools) that support meal planning.

• Knowledge & Skills – embedding vegetable 
understanding and know-how to address barriers 
and unlock motivators across multiple consumer 
touchpoints.

Health Communication – amplifying the benefits of 
vegetables through compelling, health-driven messaging 
that is relevant, motivating and fit to the diverse Australian 
communities of today.

We sincerely thank the many cross-sector stakeholders 
who have gathered evidence and contributed their expert 
advice to shape this plan. Now, the task is clear: to move 
from planning to implementation. Together, we can deliver 
the consumption uplift that our industry, economy, and 
communities so urgently need.

Together, we can deliver the uplift in vegetable consumption 
that our industry, economy, and communities so urgently 
need.

  
What is the 
Retail Setting 
Action Plan

A message from Plus One Serve 
The retail setting is 
core to our success 

“Achieving our goal requires a national movement to 

inspire every Australian to add just one more serve 

of vegetables to their day. For shoppers, this means 

‘putting the value back into veggies’ - making them 

feel more a�ordable, convenient, desirable, and 

central to everyday meals. With 82% of vegetables 

flowing from farm gates through supermarkets, 

green grocers, and fresh markets, retail is the front 

line where choices are made that shape healthier 

lives, stronger communities, and a thriving future for 

Australian growers.”

Michael Coote
CEO of AUSVEG

Justine Coates
Managing Director,  
Plus One Serve - AUSVEG
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Addressing the current low consumption of 
vegetables in Australia

Australia is facing a deepening vegetable consumption 
crisis with far-reaching health, economic, and environmental 
consequences. The ABS National Health Survey 2022 
(released December 2023) reveals that only 6.5% of adults 
and 4.6% of children aged 2–17 years are meeting the 
recommended daily intake of five serves of vegetables – a 
failure rate that leaves over 19 million Australians nutritionally 
exposed. Alarmingly, average reported intake has declined 
from 2.4 to 2.2 serves per person per day, a backwards 
step also reflected in AIHW’s apparent consumption data for 
2022–23. Industry modelling of the flow of vegetables from 
the farm gate through the supply chain to retail and into 
homes (adjusted for waste using e-Diary and Kerbside Bin 
Audit data), finds that the true daily intake is even lower – at 
around 1.8 serves per person per day (135 grams). Retailer 
insights add to the picture: Woolworths report shoppers are 
buying around 2.5 serves per person per day, yet a quarter 
of these vegetables never make it to the plate - ending up 
as waste in Australian households (Healthylife Living Healthy 
Report 2024). 

The implications are stark. Persistently low vegetable intake 
is a major driver of preventable chronic disease, projected 
to add billions to national healthcare costs in the coming 
decades. For growers and the food supply chain, low demand 
suppresses farmgate returns, undermines investment, 
and weakens regional economies. Environmentally, wasted 
vegetables squander land, water, and energy, while 
contributing to greenhouse gas emissions.

Addressing this crisis requires tackling the barriers that 
shape everyday purchasing decisions. Price perception, 
fear of waste, low time convenience/ease, and low 
value recognition remain persistent obstacles. Practical 
solutions include clearer unit pricing, bundling, smart 
digital prompts that nudge healthier choices, and value-
focused merchandising that highlights vegetables’ 
freshness, affordability, and versatility. By reframing 
vegetables as accessible, easy, delicious, and integrated into 
the weekly shop, these strategies can shift behaviour at scale.

Australia cannot afford to continue on this trajectory. 
Closing the vegetable consumption gap must be treated 
as a national priority – not just a health challenge, but an 
economic, social, and sustainability imperative. Coordinated 
interventions across government, industry, retail, and 
community are needed to reset consumption patterns, 
reduce waste, and “put value back into vegetables.” 
Without decisive action, the costs – to people, growers, and 
the planet – will only escalate.

Our first setting-based roadmap
The Retail Setting Action Plan is the first of its kind and has 
been developed from an assessment of global initiatives, 
expert input and co-design with retailers, researchers, 
growers and community (consumers). The plan’s output 
includes focus areas for further research, an industry 
engagement/governance model and importantly an 
approach to support grocery retailers and their partners in 
efforts to grow the vegetable category and consequently 
increase consumption.

Addressing low vegetable intake in 
Australia

Project Methodology

$4.68B  
BENEFITS

$12.30 return per 
$1 invested

The Plus One Serve program

net supply chain economic 
benefit (2030) distributed across 
the vegetable growing regions and 
along the vegetable supply chain 
from growers to retailers

$3.30B 

jobs added across vegetable 
production regions

12,841 

decrease in healthcare costs from 
reduced health risk associated 
with cardiovascular disease, cancer 
and type 2 diabetes

$1.38B 

Retail as the priority setting to tackle the 
issue

Achieving this outcome will require coordinated 

investment and delivery in the Retail Setting. 

Supermarkets, green grocers, and fresh markets 

are the dominant channel for vegetable purchasing 

and consumption in Australia, accounting for 82% 

of domestic supply sold (Hort Innovation, 2024). 

Shifting the dial on vegetable consumption requires 

heavy-lifting in the retail setting.

In response, the Plus One Serve national strategy was 
developed to drive a measurable increase in vegetable 
consumption: an additional serve (75g) per person, per 
day by 2030. Economic modelling confirmed this target 
could be achieved with a potential return of $12.30 for 
every $1 invested, and a total benefit of $4.68 billion by 
2030—including $3.03 billion in supply chain value and 
substantial public health gains.

This document is the Executive Summary 
of the Retail Setting Action Plan as part of 

the Plus One Serve program.

Figure 1 Retail Setting Action Plan project methodology

Module A:

Global review 
of retail 

interventions

Module B1:

Research SME 
Consultations

Module B2:

Retailer
Consultations

Module B3:

Industry/Grower
Consultations

Module C:

Co-design Retail Setting
Action Plan (RSAP)

Co-design Workshops

Create DRAFT RSAP

Final Workshops

Deliver Final 

Retail Setting 

Action Plan
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Figure 3: How the customer experience is impacted by the Plus One Serve Framework motivators / barriers

We undertook a global review of retail interventions and mapped them to the Plus One Serve 
framework

Global review of retail interventions

Global Review
To support stakeholder engagement and intervention 
design, a Retail Shopper Journey Map (Figure 3) was 
developed to analyse where and how key behavioural 
barriers occur throughout the vegetable purchasing 
process. Drawing from the Plus One Serve Behavioural 
Intervention Framework, the tool maps priority barriers 
against sequential phases of the shopper experience—
from planning and product selection through to post-
purchase use in the home.

Mapping 
consumption 
barriers 
across the 
retail shopper 
journey

The global review of retail interventions examined 
twenty-one (21) grocery retailers, encompassing    
forty-seven (47)  interventions worldwide. These 
initiatives span a wide range of focus areas, including 
industry programs, gamification, digital and loyalty 
programs, school initiatives, in-store services, 
healthcare-led initiatives, in-store activation, incentive 
schemes, per-serve pricing, product positioning and 
store design.

Successful and relevant initiatives

Following a comprehensive global retail intervention 
scan eight priority initiatives were identified doe 
profiling (Figure 2). These were selected for their 
breadth in addressing identified barriers and 
demonstrated effectiveness in driving positive 
behaviour change, as evaluated using the Plus One 
Serve Behavioural Intervention Framework.
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The Food Foundation’s 

Peas Please Campaign (UK)
Ritchies Prive Per Serve Pricing 

& Coles/Woolworths Unit 

Pricing (Australia) 

The Good Mood Food, 

Deliciously Affordable & 

National Fruit and Veggie 

Month

Sainsbury’s Top Up Scheme 

(UK)

Healthylife Food Tracker 

(Australia)

DC Greens’ Produce 

Prescription Program (USA)

Sainsbury’s Great Fruit & Veg 

Challenge (UK)

AI Dynamic Pricing

In-store shopping 

experience

Online shopping 

experience

Knowledge & Skills

Consumer knowledge of selection and 
preparation promotes purchase and reduces 
waste.
Impact point: Pre-shopping (recipe research), 
In-store (information displays, staff assistance), 
Post-purchase (preparation, storage)

K&S

Wellbeing & Environment

Prioritising sustainable and healthy options 
influences purchasing decisions.
Impact point: Pre-shopping (brand values, 
sustainability certifications), In-store 
(marketing, product labelling). W&E

Accessibility & Perceived Value

Easy access and reasonable prices encourage 
purchase and repeat business.
Impact point: Pre-shopping (price 
comparisons, store location), In-store 
(placement, promotions).

A&PV Pre-shopping Post-purchase experience

Waste & Shelf Life

Concerns about spoilage deter purchases, while 
proper storage influences post-purchase 
consumption.
Impact point: In-store (packaging, date 
labelling), Post-purchase (storage, 
consumption).

W&SL

Taste & enjoyment

Expected ‘good’ taste drives repeat purchases 
and consumption.
Impact point: In-store (sampling, marketing), 
Post-purchase (consumption).

T&E

Retail Setting

Convenience & Ease

Pre-prepared options and easy shopping 
experiences increase purchase frequency.
Impact point: In-store (product placement, 
store layout), Online-shopping (ease of 
ordering), Post-purchase (preparation time).

Quality & variety

High-quality, diverse selections attract 
customers and increase purchase likelihood.
Impact point: In-store (visual appeal, selection), 
Online-shopping (images, descriptions).

C&E

Q&V 

Q&V 

A&PV 
W&E

K&S

C&E

W&SL

T&E

K&S

C&E

Figure 2: Eight priority interventions through the global review
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Highlight of successful global retail interventions that have relevancy to Australian retail and consumers 

Examples of innovative & successful 
initiatives

C. The Good Mood Food, Deliciously Affordable and 
National Fruit and Veggie Month: 

An advertising and public awareness campaigns through direct 
consumer engagement.

Initiative type: Industry program

Key success:

• Direct-to-consumer marketing initiative that played out 
across the country using a range of channels, including 
TV, newspapers, radio, online, social media and retail 
partnerships.

• 20.3M Australians reached and more than 79,000 user 
website visits.

A. Peas Please

A UK-wide initiative aimed at increasing vegetable 
consumption through multi-sector collaboration and 
commitments; involved 110 organisations.

Initiative type: Industry program

Key success:

• By 2022, UK food businesses had sold or served 771 
million additional portions of vegetables as part of the 
Peas Please initiative.  

• Businesses participating in Peas Please have collectively 
sold 1.1 billion additional portions of vegetables from 2017 
to 2023.

D. Sainsbury’s Top Up Scheme (UK) 

A top-up card cash incentive used for fresh fruit and 
vegetable purchases among low-income families 
redeeming the UK Healthy Start Card.

Initiative type: In-store activation / incentive scheme

Key success:

• Customers redeeming an NHS Healthy Start 
scheme top-up coupon purchased 13 more 
portions of F&V per basket compared to those that 
did not.

• Intervention contributed to a 0.9 daily increase in 
produce portions per household, for those that 
redeemed at least one top-up voucher.

• The % of FV weight within total baskets also 
increased by 1.6 percentage points.

Current 
Pricing

Per kilo Per unit Per 220g
(approx. 1 

unit)

Per 100g Per serve 
(75g)

Woolworths
online 

Coles
online

Alternative 
method

RitchiesIn-store

$8.90 $2.23 $1.96 $0.89 $0.67

New pricing vision – per unit 

B. Ritchies Per Serve Pricing & Coles/Woolworths 
Unit Pricing (Australia)

A value perception initiative that presents fresh produce costs 
per serve to improve price perception.

Initiative type: Pricing

Key success:

• The pilot delivered a 6% increase in fresh vegetable sales 
and is now rolled out across 78 stores.

• Positive anecdotal customer feedback on price clarity 
and simplicity.

E. Healthylife Food Tracker
A digital platform linked to Everyday Rewards card providing 
insights to shopping habits, highlighting the proportions of 
various food groups in cart.

Initiative type: In-store activation / incentive scheme

Key success:

• In 2024, 344,000 people signed up to Food Tracker by 
Healthylife

• Promising results, with active users buying more core 
foods than non-Food Tracker users (up 0.3%).

• Serves of the Grains and Vegetables food groups have 
increased by over 10% on average per household.

• Around 8,700 Food Tracker users have purchased 17,000 
Healthier Options.

F. DC Greens’ Produce 
Prescription Program

A healthcare-led initiative that 
provides low-income families with 
prepaid cards to purchase fresh 
produce.

Initiative type: Industry program

Key success:

• In the 1st year of the program 
(2019-2020), approximately 
600 individuals participated. 
75% reported an increase in 
F&V consumption, and 35% 
reduced their BMI.

• In 2024, 800 + families were 
enrolled and $767,999 spent 
on fruits and vegetables.

G. Sainsbury’s Great Fruit & Veg Challenge (UK) 

A digital rewards initiative that gamified vegetable 
purchases through the Nectar loyalty app, making healthy 
choices more engaging and accessible. Personalised goals 
and easy participation encouraged widespread involvement 
across diverse shopper groups.

Initiative type: In-store activation / incentive scheme

Key success:

• In 2023, 700,000 customers participated, purchasing 
110 million portions of fruit and vegetables and earning  
£1.7 million of Nectar points.

• In 2021, participants took home an extra 3.6 portions 
of fruit and vegetables per week during the challenge, 
with increases of 2.7 portions per week in the weeks 
post-challenge.

H. Albert Heijn AI Dynamic pricing
Utilises artificial intelligence to dynamically adjust prices 
based on real-time data.

Initiative type: Pricing

Key success:

• Expanding from perishables to include groceries with 
longer expiration dates, Albert Heijn’s dynamic pricing 
software saved over 1.5 million kilograms of food waste in 
2024.
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Persistent barriers to vegetable consumption continue to 
shape purchasing decisions and are often intertwined across 
settings. Accessibility & Perceived value, waste & shelf 
life, convenience & ease, knowledge & skills, and emotional 
well being and functional wellbeing reinforce one another, 
discouraging sustained adoption and consumption of 

Vegetable purchasing decisions were often reported to occur 
prior to the point of sale, limiting opportunities for in-store 
engagement. As a result, strategies aiming to shift consumer 
behaviour must also address pre- and post-shopping contexts, 

where habits and intentions are formed and reinforced.

Community listening 
contributions

Figure 5: Interconnected Barriers

ACCESSIBILITY /

PERCIEVED VALUE

TASTE & 

ENJOYMENT

EMOTIONAL 

WELLBEING

QUALITY & VARIETY KNOWLEDGE & 

SKILLS

FUNCTIONAL 

WELLBEING

WASTE & SHELF LIFE CONVENIENCE & 

EASE

Perceived value & 

Shelf life

� Fresh produce is perceived as expensive, particularly relative to packaged 
and fast foods.

� Shelf-life concerns amplify the risk of waste, compounding perceived cost.
� Many consumers shop with strict budgets and stick rigidly to pre-written 

lists.

Convenience & 

Shelf life

� Vegetables are seen as time-intensive and inconvenient relative to 
processed options.

� Online shopping habits (saved lists, ‘buy again’) reduce exposure to new 
items.

� Most purchase decisions are habitual and made before entering the store.

� Concerns about freshness and longevity in supermarkets were widespread.
� Consumers blame cold storage practices for vegetables "going soggy in two 

days."
� Waste leads to emotional frustration and discourages repeat purchases.

Quality & 

Waste

� Consumers feel they lack practical knowledge (e.g. storage, preparation, 
flavour enhancement).

� There is confusion about seasonality, which leads to price shock and poor 
selection.

� Families struggle with meal planning and getting children to accept 
vegetables.

Knowledge & 

Functional wellbeing

� Vegetables lack "social currency" and are not seen as exciting or 
crave-worthy.

� Instagram and food culture often focus on indulgent or protein-centric 
meals.

� There is a "fear of failure" when preparing meals that may not be accepted 
by the household.

Enjoyment & 

Emotional Wellbeing

Interconnected barriers

Figure 4: Vegetable consumption barriers are interconnected across settings
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1. Accessibility & Perceived Value

Overcoming barriers of price perception, 
and low value recognition requires 

systemic strategies such as unit pricing, 
bundling and digital prompts to encourage 

healthier purchasing, and value-focused 
merchandising that reframes vegetables 

as affordable, high-quality staples.

Better ‘value in the moment’ via  seasonal, 
bundles, pack formats and sizes

More affordable offers and swaps tailored 
to a diverse Australia

Purposeful placement with omnichannel 
integration

Innovative structural pricing strategies

Build ‘healthy habits’ with nudges, hacks, 
swaps, and behavioural cues

Veg rewards, challenges, gamification and 
offers

experiences. 

benefits

Three priority 
behaviour 
barriers were 
identified from 
our stakeholder 
consultations

Consultation with key stakeholders
Insights from the global intervention scan were further examined 
through co-design workshops with  nutrition scientists, 
consultations with major and independent grocery retailers, 
engagement with vegetable growers and consumer arounds the 
nation. These activities were mapped to possible interventions 
using the Plus One Serve Behavioural Intervention Framework, 
which identifies key barriers to vegetable consumption and 
associated intervention levers.

Listening to the community

National Community Listening Research led by AUSVEG with 
Fiftyfive5 (2025) was also undertaken to assess consumer 
perceptions and contribute additional evidence to the design of 
the RSAP.

Establishing priorities for action

Three priority behaviour barriers from the Framework were 
identified as the most relevant for retail-based interventions:

• Accessibility and perceived value

• Convenience and ease

• Knowledge and skills

In total, seventeen options for interventions were selected and 
mapped against these barriers, as shown in Figure 3.

2. Convenience & Ease 3. Knowledge & Skills

Veg rewards, challenges, gamification and 

Making vegetables easier and simpler to 
buy, prepare, and enjoy through 

convenient hacks, swaps and 
ready-to-use options, serves included in 
all meals and recipes, healthy snacking 

innovations, and seamless shopping 
experiences. 

‘Upping the veg’ with nutritionally 
balanced meals, kits and bundles

Make it ‘easier’ with serves of, how many it 
feeds, simple swaps, and hacks

Including veg in ‘all meals’ across more 
occasions

More snacking and pre-prepared 
solutions: fresh, frozen, pre-cut

Tools to support meal planning with swaps 
for $, liking, variety

In-store recipes, tips and visual prompts 
celebrating taste

Building skills and food literacy to make 
vegetables appealing and easy to choose, 
prepare, and store - through helpful tips 

on seasonality, serving sizes, nutrition, and 
waste reduction – making healthy eating 

an enjoyable and everyday choice.

Embedding vegetable knowledge across 
multiple consumer touchpoints

Inspire with tools to help select, prep, 
store, and track veg choices

Evolve shopper experience across path to 
purchase

Inspire and educate with functional 
benefits

National behaviour change narrative with 
retail integration 

Figure 6: Identified key priority areas for driving change in 
retail setting
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Stakeholders proposed  
Key areas of focus for 
foundational retail-focused 
research

Co-design with researchers
A series of consultations and a co-design workshops were held 
with Australia’s leading behaviour change, nutrition and retail 
scientists across research faculties.

Proposing research areas

Five priority research projects have been identified for 
implementation in partnership with major and independent 

retailers (Figure 4). These projects represent the initial phase of 

activity under the Retail Setting Action Plan and are designed 

to address key behavioural barriers identified through research, 
consultation, and consumer insight.

Goals

Projects are intended to generate practical 

evidence on implementation effectiveness and 

consumer response in commercial environments. 

Outcomes from these trials will inform future 

refinement and broader rollout of interventions 
across the retail sector.

Figure 7: Top priority research projects aligned with key behavioural drivers and barriers

Innovative structural

pricing strategies

Approaches such as per-serve and per piece pricing displayed to 
improve perceived value, dynamic discounting to reduce waste and 
move stock, and loyalty program incentives to reward frequent 
vegetable purchases.

‘Upping the veg’ with 

nutritionally balanced 

meals, kits and bundles

Make it ‘easier’ with 

serves of, how many it 

feeds, simple swaps and 

Increasing and integrating vegetable options and variety across all 
touchpoints – creating meal solutions that are nutritionally 
balanced, portioned, and right sized based on household make-up.

Integration of nutritional content within popular apps, websites, 
social platforms and ways to offer recipes, weekly meal planners, and 
'add-to-cart' online bundles to simplify decision-making and 
promote vegetable-rich meals.

Sharing helpful information including tips, hacks, nudges on how to 
prepare, cook, and store vegetables along the path to purchase – i.e., 
social media, online grocery platforms, in-store signage, and retailer 
newsletters.

Communicating the nutritional value of vegetables with simple, 
motivating messages, i.e., prompting with functional benefits like gut 
microbiome, mood boosting, mental focus, immunity boosters, 
super-energy foods, crunch time for focus, etc. 

Accessibility & Perceived Value

Convenience & Ease

Knowledge and Skills

Embedding vegetable 

knowledge across 

multiple consumer 

touchpoints

Educate and inspire with 

new ways to talk about 

functional benefits
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How do we 
Successfully partner to deliver the plan?

The Governance Model

Address foundational research questions 

The action plan has prioritised areas of research that may 
be supported via levy or other investment aimed at better 
understanding the link between nutrition, health, vegetables 
and consumer choice. The goal is to increase consumption, 

demand, grow vegetable sales and increase grower returns.

Support food processors and grocery retailers 
in product, packaging and supply chain 
development to drive consumption

Collaboration between growers and grocery retailers to 
drive new product development, new varietals, innovation 
in packaging that increases shelf life and better matches 

products to meet household and consumer needs. 

Support grocery retailers in test & learn

In some instances, grocery retailers may require support 
in systematically testing and measuring initiatives aimed 
at increasing vegetable consumption. This has been 
demonstrated in recent initiatives related to per serve pricing 
in store. Researchers and industry can support the early 
assessment of projects to test commercial and consumption 
outcomes.

Projects with grocery retailers in category/
consumer activation of initiatives to drive 
consumption on-line and in-store
Ultimately increased consumption will be driven by in-
store and on-line activation of initiatives in grocery retail 
– improving ‘value in the moment’ at key points of decision 
along the path to purchase.

Commitment frameworks 
Co-design of commitment frameworks that describe an 
organsational pledge to increasing vegetable consumption 
through initiatives such as increased vegetable content, 
nutritionally balanced meals, and targeted in-store initiatives.
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Figure 8: Partnering to successfully deliver the RSAP

Effective delivery of the Retail Setting Action Plan requires alignment between retail implementation, public-
good research investment, and industry coordination. Oversight of the broader Plus One Serve strategy remains 
with the National Program Steering Committee (NPSC), comprising Hort Innovation, AUSVEG, and other strategic 
partners. 
 
To support the implementation of trial projects, a Retail Working Group is proposed as a collaborative 
platform. Interested retailers and implementation partners can contribute to the design, feasibility testing, 
and evaluation of proposed interventions. This group would operate during the trial phase and facilitate 
coordination between commercial and research stakeholders.
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Support structures and enablers

A delivery mechanism is needed to support co-design, retailer 
participation, and knowledge sharing during the trial phase. This 
function would facilitate implementation, not govern it.

Innovation funding 

and trial support

Shared metrics 

and evaluation 

Trial concepts must be co-designed with retailers to ensure 
operational feasibility, customer relevance, and alignment with 
commercial timelines. Retailer input is essential from the outset 
to maximise uptake, adaptability, and impact.

Retailer readiness & 

alignment

Coordinated 

consumer 

communication

1

2

3

4

5

6

Accurate, consistent metrics are needed to 
evaluateinterventions and track progress (e.g. waste-adjusted 
consumption baseline from VG23005).

Co-investment models are required to support pre-commercial 
trials and provide pathways for scaling interventions that 
demonstrate impact and feasibility.

R&D coordination, 

co-design & 

delivery 

support

Early engagement with growers and suppliers to assess 
feasibility, manage availability, and coordinate changes in 

A shared messaging library and behavioural change guidance to 
ensure consistent, compelling, and locally relevant shopper 
communications across retailers.

Grower and supply 

chain alignment

The following support 
structures reflect the 
systems, resources, 
and collaborative 
mechanisms required 
to move from pilot 
interventions to 
broader scale-up 
and implementation. 
These enablers 
were identified 
through stakeholder 
consultations and 
reflect recurring 
themes from 
global practice and 

domestic evidence.

Function

Develop evidence-based 
concepts informed by behavioural 
science and consumer insight

Adapt concepts to operational 
context, brand positioning, and 
customer needs

Intervention 

design 

RD&E Partners

(e.g. Hort Innovation, 
CRCs, researchers)

Retail-Led Partners

(e.g. major and independent 
retailers) 

Provide materials, prototypes, or 
guidance to support trial rollout

Lead in-store or online 
execution

Implementation

Support message development 
based on behavioural framing 
and nutritional relevance

Localise messaging, format, 
and tone to suit brand and 
audience 

Communications

Contribute learnings from 
commercial implementation to 
refine or scale successful 
approaches

Knowledge 

sharing 

Fund pre-commercial trials and 
strategic R&D to inform 
public-good outcomes

Co-invest in successful 
initiatives that align with 
business priorities 

Innovation 

& scaling 

Define metrics; collect and 
analyse impact data 

Share relevant sales or 
engagement data (as agreed); 
provide operational feedback

Evaluation 

Publish findings, develop case 
studies or toolkits for broader 
industry benefit

Figure 9: Proposed roles and responsibilities for RD&E and retail partners to support implementation

Figure 10: Support structures and enablers required 

National Commitments Framework 

An opportunity for retailers to drive vegetable demand

Peas Please was a UK-wide initiative that brought together 
stakeholders from across the food system to address low 
vegetable consumption. It secured commitments from 
110 organisations, including farmers, retailers, restaurants, 
caterers, food manufacturers, NGOs, and government 
departments, all working collaboratively to make vegetables 
more convenient attractive and normal for consumers.

The Peas Please commitments framework includes two 
commitments for retailers:  

• Serves (portions) and transparent reporting

• Promoting veg; policy and marketing

In the UK, a ‘Menu of Actions’ was co-designed to support 
retailers in developing, implementing, measuring and 
reporting on progress.  
 
There exists an opportunity to work with Australian grocery 
retailers around making a public commitment as to the 
actions they are taking to increase vegetable demand and 
consumption. 

“Retailers commit to re-evaluate the 

way they sell vegetables, adopting 

new measures to drive increased 

consumption while maintaining their 

existing commitments to reduce waste.”



For further information, contact:

3 Glenarm Road,  

Glen Iris, VIC 3146

Levy funds – R&D projects 

This project has been funded by Hort Innovation, using the Vegetable research and 

development levy and contributions from the Australian Government. Hort Innovation is 

the grower-owned, not-for-profit research and development corporation for Australian 
horticulture.
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