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VEGETABLE HEALTH 
CONFIDENCE GAP
From Knowing to Doing

Healthylife Living Healthy Report Expo
Plus One Serve of Vegetables by 2030



1. Australia eats too few vegetables

2. Confidence and literacy are low

3. Price and value perceptions influence choice

4. Retail purchasing data confirms the gap

5. Plus One Serve ƨ a fresh approach

!ŵŬŲũëŁĮëʀŬ ÑĎĤĎŲëăŁĎ ^ňŲëĿĎ WëŦ



THE STATE OF THE NATION
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Many Australians believe they eat enough vegetables
THE HEALTH CONFIDENCE DISCONNECT
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Attitudes to Vegetable Consumption 

Strongly Agree

Slightly Agree

Neutral

Slightly Disagree

Strongly Disagree

46% 
Agree they consume enough 
vegetables

37% 
Agree their kids consume 
enough vegetables

Reference: Hort Innovation Thought Leadership Series - .èÉùÉ×¾ǈ óéïè{ÔÉ{×éƷǈp±¾±ï{¨Ô±ǈ+Ù×éóÖåïÉÙ×



The Serve Literacy Gap
THE HEALTH CONFIDENCE DISCONNECT

10%

31%

37%

17%
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Confidence in What a Serve is

Extremely Confident

Very Confident

Moderately Confident

Slightly Confident

Not at all Confident

Reference: Hort Innovation Thought Leadership Series - .èÉùÉ×¾ǈ óéïè{ÔÉ{×éƷǈp±¾±ï{¨Ô±ǈ+Ù×éóÖåïÉÙ×

10%

65%

25%

DEFINITION OF A

 RAW 
SERVE OF VEGETABLES

½ cup of green leafy or raw 
salad vegetables 

1 cup of green leafy or raw 
salad vegetables 

2 cups green leafy or raw 
salad vegetables

10%

65%

25%

DEFINITION OF A

 COOKED
SERVE OF VEGETABLES

¼ cup cooked vegetables ½ cup cooked vegetables One cup cooked vegetables

Common confusion:
Å cooked vs raw serves
Å mixed meals
Å portion estimation



Shopping Behaviour is Changing
THE HEALTH CONFIDENCE DISCONNECT

Reference: Hort Innovation Thought Leadership Series - .èÉùÉ×¾ǈ óéïè{ÔÉ{×éƷǈp±¾±ï{¨Ô±ǈ+Ù×éóÖåïÉÙ×

NIQ 2026 Consumer Outlook Homescan 
Å Cost-of-living pressures are shaping behaviour.
Å Consumers prioritising value, promotions and affordability.
Å Shoppers have been increasingly adopting the omni shopping behaviour, 

with 55.5% of Australian shoppers purchasing at 4+ retailers every quarter.  
Å @É¾Ä±èǈªÙéïǈÙ½ǈÔÉùÉ×¾ǈÉéǈéïÉÔÔǈªÔÙé±ǈïÙǈªÙ×éóÖ±èéƷǈÄ±{èïéƂǈûÄÉÔ±ǈ¾ÔÙ¨{ÔǈªÙ×½ÔÉªïǈÉéǈ

an uprising concern.
Å When confidence is low, the perceived cost is high.

)jgƃ
Snacking Vegetables especially baby carrots and baby cucumbers are 
growing quickly. Population growth, higher prices and heavier 
purchase volumes have propelled growth across the snacking 
market this year 



Shopping Behaviour is Changing
THE HEALTH CONFIDENCE DISCONNECT

Total AUS | 52 we 10/08/25 vs. YA | KPI Drivers % change vs. YA

Reference: NielsonIQ Panel On Demand Homescan | AU ƨ HORTICULTURE AUST LTD ƨ
FRESH PRODUCE | Entire Dataset ƨ Exported Aug 26, 2025
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More of the same vegetables 
feels hard and uninspiring; 

introducing new vegetables feels 
difficult and overwhelming

For some, already believe they 
are eating enough vegetables

ÖŰƚƨƖĲШőŸƽШůċŰǃШƚĲƖƻĲƚШƣőĲǃќƖĲШ
currently eating

Campaigns and interventions 
could be very expensive and 

time-intensive

No clear responsibility for 
behaviour change

Struggle to see how to put more 
in current main meals

Less perceived relevance to 
some meal occasions such as 

breakfast and snacking

In the face of busy lives, this adds 
one more thing to worry about

Unsure what exactly constitutes a 
ћƚĲƖƻĲќШċŰĬШőŸƽШƣőŔƚШůŔŊőƣШċƓƓũǃШ
to different vegetables / cooked / 
uncooked

Consumer Challenges that make +1 veg feel hard
THE HEALTH CONFIDENCE DISCONNECT

Reference: Plus one serve community listening RESEARCH DEBRIEF т 
May 2025



About Aussie vegetable shoppers
THE HEALTH CONFIDENCE DISCONNECT

Main Shopper <35

ΝЮΝ~Шccќƚ

53 Occasions
78.5Kg per year

Annual volume -8.4%

20% on promo
Online share = 9.2%

Main Shopper 35-44

ΞЮΟ~Шccќƚ

62 Occasions
103.2Kg per year

Annual volume +4.8%

22% on promo
Online share = 13%

Main Shopper 45-54

ΞЮΠ~Шccќƚ

70 Occasions
114.4Kg per year

Annual volume +1%

26% on promo
Online share = 10%

Main Shopper 55+

Ρ~Шccќƚ

75 Occasions
118.4Kg per year

Annual volume +0.6%

26% on promo
Online share = 5.4%

Reference: NIQ Homescan ƨ Latest 52 Wks - w/e 02/11/25



Vegetables Are Not Rejected ɸ They Are Misunderstood
THE HEALTH CONFIDENCE DISCONNECT

Consumers want to eat healthier
Å Consumers believe they are doing 

reasonably well
Å Consumers struggle to translate 

guidelines into behaviour
Å 67% say maintaining a healthy 

body weight is more important 
than 5 years ago

Å The gap is behavioural, not 
motivational alone.

Reference: HealthyLife Living Healthy Report 2026 

The cost myth
Vegetables ~ $0.74 per serve
Healthy grocery baskets can 

be cheaper overall

Weekly household shop
Cost per serve and per week



SETTING THE SCENE - WHY WE EXIST

A wicked problem that requires urgent national action

ÅDeclining consumer demand and rising costs of 
production has the vegetable industry on its knees. 
Å40% of vegetable growers say they are considering 

leaving the industry, and 80% would sell if they were 
offered a fair price for their farm.
Å98% of vegetables consumed in Australia are grown in 

Australia, and only 6% of total volume is exported.
ÅLess growers means higher food costs, less jobs across 
Ùóèǈè±¾ÉÙ×éƂǈ{×­ǈ{ǈïÄè±{ïǈïÙǈ óéïè{ÔÉ{Ʒéǈ½ÙÙ­ǈé±ªóèÉïýƇ

ÅAustralians eat 19kg less vegetables per person per year
ÅIntake is only 1.8 serves daily or 135g
Å25% of vegetables purchased are going to waste 
ÅOnly 6.5% of adults and 4.6% of children meet the 

recommended five-plus dietary serves daily. 
ÅMalnutrition affects 80% of older Australians and 

younger generations face shorter lives. 
ÅThis health emergency is fuelling chronic diseases and 

straining healthcare systems.

THE NATIONAL HEALTH CRISIS 
WE CAN NO LONGER IGNORE

VEGETABLE GROWERS AND OUR REGIONAL 
COMMUNITIES ARE AT BREAKING POINT 



National Strategy and 
Consumption Baseline

National Strategy and Behaviour Change Program

Vƶgèó±Ʒǈ¨{é±ÔÉ×±ǈ½èÙÖǈ½{èÖǈïÙǈªÙ×éóÖåïÉÙ×
VGlobal best practice review of evidence
VNational behaviour change framework
VCost-benefit and scenario modelling 
VEconomic impact assessment

Multi -year R&D Collaborative 
Co-Investment Program

Program Launch and 
Brand Building 

VNational Behaviour Change Program
VSettings-based R&D and Implementation
VCo-Design, Co-Invest, Co-Deliver
VSeed Funding from Hort Innovation
VNation-building Impact

THE ROADMAP TO 2030



+1
serve

Increasing vegetable consumption by 
as little as 1 serve a day per person 
will deliver a triple bottom line of 
benefits and significantly improve the 
health, economic, social and 
environmental wellbeing of 
Australians. 

Thriving, healthy Aussie 
kids, families and 
communities. 

Grower and industry 
economic benefits. 

Sustainable 
communities and jobs 
creation. 

$4.68B

$3.30 B net supply chain economic benefit  
(2030) across growing regions and 
supply chain - growers to retailers

12,841

$1.38 B

jobs added  across vegetable 
production regions

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

in total benefits 
$12.30 return per $1 invested

Increasing consumption (+58%) is 
achievable by 2030

A formidable triple -bottom -line of benefits
IMPACT ASSESSMENT



WHAT WE DO ɷ OUR PROGRAM

Four pillars for national action

RESEARCH & 
DEVELOPMENT

SETTINGS-BASED 
APPROACH

DRIVING NATIONAL 
BEHAVIOUR CHANGE

PLEDGE FOR 
MORE VEG

A bold, transformational 
6-year R&D co-investment 

program informed by global best 
practice, scientific evidence, and 

consumer insight. We identify 
needs, prioritise action, co-design 
solutions, test learn and evidence 
how to effectively drive change.

Positive change happens when we 
meet consumers where they live, 
work, shop, learn, connect, and 

play. Settings-based Action Plans 
are developed using latest 

evidence, expert and consumer co-
design. These are used to guide 

R&D and implementation.

A powerful change narrative 
underpins the national behaviour 

change campaign - stitching 
together the interventions in the 
Settings ƨ nudging all  Australians 
to add one more serve of veg to 

their day. This is nationally scaled 
and sustained to embed change.

A national problem requires 
national action ƨ from local 

community-based orgs to health 
sector and food system operators, 

and all levels of government. 
The Pledge for More Veg and 

Commitments Framework is used 
to supercharge collective action.



HOW WE CREATE IMPACT

ɿÑĎĤĎŲëăŁĎ DĄōŬƗŬŲĎŇʀ ɷ driving positive change together

NATIONAL
RESEARCH 
NETWORK

VEGETABLE 
CONSUMPTION 
COLLECTIVE

NATIONAL
PROGRAM
PARTNERS

SETTINGS-BASED 
INTERVENTIONS

Global Best Practice
Intervention Design

New Evidence

Pooled Co-Investment
Social Impact
Healthier Australia

National Authority 
Vegetable Hub 
Policy

A coordinated, multi-disciplinary 
national collaboration that unites 
óéïè{ÔÉ{ƷéǈÔ±{­É×¾ǈ×óïèÉïÉÙ×Ƃǈ

behavioural science, retail, 
agricultural, education, and public 
health researchers to drive the 
evidence base for increasing national 
vegetable consumption.

A national alliance of government 
health promotion agencies, peak 
health bodies, foundations, and 

NGOs ƨ  working together to 
improve diet quality, increase 
vegetable consumption, and 
reduce the burden of chronic 

disease for all Australians.

Large corporate, philanthropic, 
government and health-focused 
organisations that play an active 

role in turning national intent 
into measurable consumer 

ÉÖå{ªïǈïÄèÙó¾ÄǈƶgÄ±ǈ^Ô±­¾±ǈ½Ùèǈ
PÙè±ǈp±¾Ʒǈ{×­ǈ+ÙÖÖÉïÖ±×ïéǈ

Framework (2025ƨ2030) - driving 
national action at scale.

Federal and S/T Government
Agriculture and Health

People and Communities
Priority Settings ς Home, Retail, Education

Co-Design
Co-Invest

Co-Deliver
Data & Insights

R&D projects form the applied 
research and translation backbone 
of the program ƨ taking insights 
from the National Research 
Network and converting them into 
evidence-informed, consumer-
validated interventions in key 
Settings.



@ĎŁĮƐĎũĮňĤ ë ɿģũĎŬĪ ëŦŦũōëĄĪʀ ĮňģōũŇĎĊ ăƗ behavioural  science 
Umbrella brand to stitch together Settings -based interventions

Lƴ !ǳǎǘǊŀƭƛŀΣ ƛƴǘŜǊǾŜƴǘƛƻƴǎ ŀƴŘ ΨŎŀƳǇŀƛƎƴǎΩ ƘŀǾŜ ōŜŜƴ 
effective while in market, yet short-lived and standalone 

Around the world, successful behaviour change programs are 
multi-layered, collaborative, and sustained over time

¢ƘŜ tƭǳǎ hƴŜ {ŜǊǾŜ ƻŦ ±ŜƎ ōȅ нлол tǊƻƎǊŀƳ ƛǎ ŀ ΨŦƛǊǎǘ ƻŦ ƛǘǎ ƪƛƴŘΩ ŦƻǊ !ǳǎǘǊŀƭƛŀΦ
It is different because it is informed by science, drives change within key Settings, with a sustained national overarching campaign.

V^²µ» wV ^»ʀµ k^r@



Applying behaviour  change science to deeply understand 
motivators, capability, and opportunity

The 
Interventio
n Toolkit

Captured by a powerful 
Change NarrativeReview of research, audience segments 

in the context of placed based settings 
and broader societal contexts

061

USING THE COM-B MODEL TO IDENTIFY THE BARRIERS TO BEHAVIOUR CHANGE AROUND 

CLIMATE CHANGE

We utilised the COM-B model to identify, at a broad level, the 
barriers that exist when taking action on climate change.  It 
incorporates both personal and system-level barriers to behaviour 
change.

We provided respondents with 31 response options which were 
assigned to one of the 6 sub-constructs.

The 3 core constructs and 6 sub-constructs are:

Capability
Å Physical
Å Psychological

Opportunity
Å Physical
Å Social

Motivation
Å Automatic
Å Reflective

PROJECT SUNRISE ςAUDIENCE SEGMENTATION.  JULY 2020. BASE=2510

V Meet consumers where they live, work, shop, learn and play

V A settings-ōŀǎŜŘ ŀǇǇǊƻŀŎƘ ǘƻ ŎƭŀǊƛŦȅƛƴƎ ΨǘƘŜ ǇǊƻōƭŜƳΩ 

V Understand predictors of behaviour - motivation, opportunity and capability

V Unlock the emotional truth with a powerful change narrative 

V Design interventions ς trigger, expose, and inspire 

V Nudge Australians to build healthy habits 

COM-B Model for Behaviour Change
Miche et al. 2014

COM-B MODEL FOR BEHAVIOUR CHANGE



Impact Areas
ƴ<ÙÙ­ǈ½Ùèǈ^±ÙåÔ±Ƈǈ<ÙÙ­ǈ½Ùèǈ<èÙû±èéƇǈ<ÙÙ­ǈ½ÙèǈïÄ±ǈQ{ïÉÙ×ƇƵ

Together, we are building a national legacy - uniting industry, government, health, corporates, philanthropies and communities t o 
create healthier people, stronger growers, a more resilient economy, and a sustainable future for all Australians.

Strengthening demand to create 
thriving regional communities, 

bolster supply chains, and secure 
the food future of Australia.

Building more sustainable and 
nutritious food systems, curating 
veg cities, reducing food waste, 
and greater social wellbeing.

Ensuring all Australians ƨ 
including underserved and diverse 
communities ƨ have access to and 
can enjoy vegetables every day.

Improving physical and mental 
health, reducing chronic disease 
incidence, and boosting vitality 

through better nutrition.

Health & Wellbeing Equity & Access Environment & Social Impact Growers & Supply Chain

These impact areas closely align with the vision and impact areas of aligned food and health 
sector orgs, corporates via ESG commitments, and philanthropic donors. 

IMPROVING THE LIVES OF ALL AUSTRALIANS



DRAFT NOT FOR DISTRIBUTION

Who can commit

Producers, processors, 
wholesalers and retail

QSR, restaurants, caterersManufacturers and ready-to-
eat providers

Government and system 
influencers

Media and broadcastersEvent venues, institutions, 
schools, healthcare

Impact Areas The Commitment Framework (2025-2030)

Health & Wellbeing
1. Increase serves of vegetables in recipes, meals and snacks on offer.
2. Motivate Australians to increase vegetable consumption through communication, rewards, range and display.
3. Educate and inspire Australians to add more vegetables into daily life ƨ improving physical, mental and social wellbeing.

Equity & Access
4. Grow (improve) perceived value for consumers to buy and eat vegetables.
5. Make vegetables convenient and easy to purchase, prepare, and consume.
6. Improve access to vegetables for priority populations across Australia.

Environment & 
Social Impact

7. Transform towns, cities, and places by restructuring food systems to be more nutritional and sustainable.
8. Innovate solutions and educate consumers on ways to increase skills and extend usage to reduce vegetable waste.
9. Reduce waste across the vegetable supply chain through improved packaging, storage, procurement and redistribution.

Growers & Supply 
Chain

10.Provide structural support to the vegetable supply chain to grow sustainably with increased consumer demand.
11. Identify and develop novel ways to grow, supply and offer vegetables that meet the needs of an evolving and diverse Australia.
12.Collaborate to offer ways to secure and provide vegetables across settings and communities.

The Pledge for More Veg
GROWING NATIONAL IMPACT

Good for People. Good for Growers. Good for the Nation.
Commitments and Actions are aligned and reported as we progress towards achieving our goal.



LAUNCHING 

THE PLEDGE FOR MORE VEG

Driving Positive Change through Collective National Action 

# VOLUME VEG
Total volume of 
vegetables sold 
by type / format

# SERVES
Total additional 
number of serves 
of vegetables

# PEOPLE
Total reach by age, 
life stage, H/H and  
priority populations

1. Individuals: committing to adding more veggies to snacks and meals everyday.

2. Community-based facilities and businesses: taking action to increase the provision and 
consumption of vegetables.

3. Large Philanthropic and Corporate ESG donors: with a vested interest in supporting the 
program to grow social impact. 

4. Food System and Health Sector: with a vested role in driving vegetable consumption 
through the Commitments Framework 2025ƨ2030 and Action Plans ƨ measured, tracked and 
reported annually

Who can take the Pledge?

# ORGANISATIONS
Number of orgs 
making a Pledge 
for More Veg



THE PLEDGE FOR MORE VEG

Commitments Framework and Pledging Orgs

A NATIONAL PLEDGE TO ACCELERATE AND GROW IMPACT

ÅThe Pledge was launched on the 29th of October at 
Parliament house event hosted by renowned chef 
Matt Moran and Milton Dick MP.

ÅThe Pledge for More Veg draws on global best 
practice and is about everyone doing their part ƨ 
from individuals and schools, to retailers, growers, 
workplaces, politicians, and health and community 
orgs. 



Learn more about Plus One Serve
THE HEALTH CONFIDENCE DISCONNECT

Visit us at the stand to learn more about 
Plus One Serve and test your knowledge 
of serving size and measure your veggie 
intake. 

Visit plusoneserve.com.au 
for more information


