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From Knowing to Doing
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PlusOne Serve of Vegetables by 2030
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The food group serves Australians are purchasing
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THE STATE OF THE NATION
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New Base A

1.79

Serves /
Person / Day

Total national volume of fresh
& processed vegetables

Total national volume of
vegetable waste across
supply chain

Number of persons

Top-down and Bottom-up aligned

Vegetable consumption behaviour
— in home vs. out of home

Panel survey of food waste
(corrected with bin audit) 1 77
from households
[ ]
Serves /
Person / Day

Home scan volume of frozen
& canned vegetables
purchased by households

Home scan volume of
fresh vegetables purchased
by households

New Base B
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Recommended new
baseline for vegetable
consumption

1.8

Serves /
Person / Day
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THE HEALTH CONFIDENCE DISCONNECT
Many Australians believe they eat enough vegetables

Attitudes to Vegetable Consumption

46% 37%

Agree they consume enough Agree their kids consume
vegetables enough vegetables

Slightly Agree

Neutral

Slightly Disagree

12%

Strongly Disagree

6%
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Confidence in What a Serve is

Extremely Confident

Very Confident

Moderately Confident

Slightly Confident

Not at all Confident

THE HEALTH CONFIDENCE DISCONN

" The Serve Literacy Gap

DEFINITION OF A

COOKED
SERVE OF VEGETABLES

DEFINITION OF A

RAW
SERVE OF VEGETABLES

65% 65%

25% 25%

10% Q 10% O
] I

% cup of green leafy or raw 1 cup of green leafy or raw 2 cups green leafy or raw Y4 cup cooked vegetables %2 cup cooked vegetables One cup cooked vegetables
salad vegetables salad vegetables salad vegetables

Reference:Hort Innovation Thought Leadership Series @ E0 E x %Lj 6éi e{ OE{ x é 3@”&&"& i AUév\ﬁ é CMVMﬁ healthy@’/ NielsenlQ



THE HEALTH CONFIDENCE DISCONNECT \\\\\

Shopping Behaviour is Changmg\\‘
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NIQ 2026 Consumer OutloolHomescan

Costof-living pressures are shapingehaviour.
Consumersprioritising value, promotions and affordability.

Shoppers have been increasingly adopting the omni shopping behaviour,
with 55.5% of Australian shopperspurchasing at 4+ retailers every quarter.
@E %A+ e Lj2 Uéi LjU%LJOEUE x %4LjEé Ljéi EOOLj2 OL
an uprising concern.

When confidence is low, the perceived cost is high.

)1 gb

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
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THE HEALTH CONFIDENCE DISCONNECT

s2 Shopping Behaviour is Changing

‘ B Snackables” %9
CARROTS

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

33.1% |

18.6%

100%
I

6.4%

1.0%

Total Vegetables Total Snacking Baby Carrots Baby Cucumbers Snacking Tomatoes
mmmm Frequency % Chg  mmmm KG per Occasion % Chg  mmmm Price per KG % Chg Buying Household % Chg  «=@==Dollor %Growth

Powered by NIQ Discove
Reference:NielsonlQPanel On Deman#iomescan AUz HORTICULTURE AUST eTD
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No clear responsibility for
behaviour change

Campaigns and interventions
could be very expensive and
time-intensive

More of the same vegetables
feels hard and uninspiring;
introducing new vegetables feels
difficult and overwhelming

Struggle to see how to put more
in current main meals

Less perceived relevance to
some meal occasions such as

- @

breakfast and snacking

Reference:Plus one serve community listening RESEARCH DEBRIEF

May 2025

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

.

=0 +ONE SERVE
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Unsure what exactly constitutes a
ht D1 20k We U1 W6 Ys Wa
to different vegetables / cooked /
uncooked

OU0t el YWG6Ys WacU! Wi
currently eating

For some, already believe they
are eating enough vegetables

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

l\\U/S_V\E\q Innovation heolthg@ NielsenlQ



THE HEALTH CONFIDENCE DISCONNECT

" About Aussie vegetable shoppers

Main Shopper <35 Main Shopper 35-44 Main Shopper 45-54 Main Shopper 55+

N KON~ Wc c Kkt = O~ Wc c Kkt = OMN-~ We ¢ kt P~ LWcckt
53 Occasions 62 Occasions 70 Occasions 75 Occasions
78.5Kg per year 103.2Kg per year 114.4Kg per year 118.4Kg per year
Annual volume-8.4% Annual volume +4.8% Annual volume +1% Annual volume +0.6%
20% on promo 22% on promo 26% on promo 26% on promo
Online share = 9.2% Online share = 13% Online share = 10% Online share = 5.4% 1“ b
-
-

Reference:NIQHomescare Latest 52Vks- w/e 02/11/25
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A Vegetables Are Not Rejected ¢ They Are Misunderstood

Consumers want to eat healthier

A Consumers believe they are doing
reasonably well

A Consumers struggle to translate
guidelines intobehaviour

A 67% say maintaining a healthy
body weight is more important
than 5 years ago

A The gap ibehavioural not
motivational alone.

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

be cheaper overall

Reference:HealthyLifeLiving Healthy Report 2026

THE HEALTH CONFIDENCE DISCONNECT

Weekly household shop

Cost per serve and per week

Average cost
ADG' foed group perserve’ Healthy shop® Average household shop*

$ serves,/week cost/weelk serves/week cost/week

Vegetables & legumes
Fruit 1.04 36.3 $37.75 28.6 $2974
Meat & alternatives 1.32 48.5 $64.04 304 $48.06
Grains 0.31 1061 $32.89 62.3 $1933

Dairy & alternatives 0.79 415 $3276 26.6 $21.15

Discretionary (sometimes)

$250.52

Total number of serves or cost $239.25

18.9 more $1.27
serves cheaper

+ONESERVE AUSVEG | orl otion Nealthylife. NielsenlQ

Difference between shops




SETTING THE SCENBRVHY WE EXIST

A wicked problem that requires urgent national action

Australia has some of highest R
consumption rates of ultra-processed ¢ : | Fresh,

foods, researchers say ; g R Healthy and
, S , | Affordable

onvegetable . |
consumntlun «Q »”

Vegetable Plus One Serve
Industry by 2030

Sentiment
Report

September 2025

and innoy

AUSVEG | +GNE SERVE

THE NATIONAL HEALTH CRISIS VEGETABLE GROWERS AND OUR REGIORNAL
WE CAN NO LONGER IGNORE COMMUNITIES ARE AT BREAKING POII&V

A Australians eat 19kg less vegetables per person per yea A Declining consumer demand and rising costs of /\Y
A Intake is only 1.8 serves daily or 135g production has the vegetable industry on its knees‘ N

A 25% of vegetables purchased are going to waste A 40% of vegetable growers say they are considering
. . . leaving the industry, and 80% would sell if they were
A Only 6.5% of ad_ults and _4.6 Yo of chlldren meet the offered a fair price for their farm.
recommended fiveplus dietary serves daily. _ _ _
A 98% of vegetables consumed in Australia are grown in

ounger generations face shorter lives.
d _ It 9 _ _ L A Less growers means higher food costs, less jobs across
A This health emergency is fuelling chronic diseases and UbeéLje+%EUxEBL{ x- Li{ Ljit Ae+{ 1L

straining healthcare systems.

+ONE SERVE 59_5_‘@ Innovation



THE ROADMAP TO 2030

National Strategy and Behaviour Change Program

National Strategy and
Consumption Baseline

Plus One Serve
by 2030

A bold, collaborative and innovative approach to
increasing Australia’s vegetable consumption.

' AUSVEG | +GNE SERUE

Vzgeo+x3L" {é+0ExxLj%e UOLj%{ e OLji. UL2aUxé 608

\/ Global best practice review of evidence
V' National behaviour change framework
\/ Costbenefit and scenario modelling

V' Economic impact assessment

Multi-year R&D Collaborative
Co-Investment Program

AUSVEG +ONE SERVE

OF VEGETABLES Innovahon
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PRIMARY SECONDAY
SCHOOL SCHOOL &
& OSCH TERTIARY
«—
HOME
EARLY
CHILDHOOD
RETAI L EDUCATION
& CARE
bl
/

/ V' National Behaviour Change Program

vV Setgj’l%s)pased R&D and Implementation

V' CoDesign, Cdnvest, CeDeliver
V' Seed Funding from Hort Innovation
V' Nation-building Impact

Program Launch and
Brand Building

New R&D program a multi-billion-dollar
boost for Australian growers, regional

communities, and a healthier Australia
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IMPACT ASSESSMENT

A formidable triple -bottom -line of benefits

Increasing vegetable consumption by /

as little as 1 serve a day per person el IR y . . .
will deliver a triple bottom line of : e e Incr_easmg consumption (+58%) IS
benefits and significantly improve the =+~ O\ achievable by 2030

health, economic, social and bl & o

environmental wellbeing of

Australians.

Thriving, healthy Aussie . T o ' In total benefits
kids, families and . gt 48 ; $12.30 return per $1 invested

communities.

' et < . N ly chain economic benefit
Grower and industry . net supply c
economic benefits. ' ' $3 . 30 B (2030) across growing regions and

supply chain - growers to retailers

1 2 8 4 1 jobs added across vegetable
y

production regions

v .
N - Sustainable
- 9 - communities and jobs e . J
Uy creation. A . 3 03 $ 1 3 8 decrease mhealt_hcare c_osts from
y e 7 . reduced health risk cardiovascular

disease, cancer and type 2 diabetes
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RESEARCH &
DEVELOPMENT

A bold, transformational
6-year R&D canvestment
program informed by global best
practice, scientific evidence, and
consumer insight. We identify
needs,prioritise action, codesign
solutions, test learn and evidence
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how to effectively drive change.
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WHAT WE D@OUR PROGRANMZN: SERVE

AUSVEG

OF VEGETABLES

Four pillars for national action

SETTINGSBASED
APPROACH

Positive change happens when w
meet consumers where they live,
work, shop, learn, connect, and
play. Settingsbased Action Plans
are developed using latest
evidence, expert and consumer €c
design. These are used to guide

[{%)

R&D and implementation.

\_ ,/

DRIVING NATIONAL

BEHAVIOUR CHANGE

A powerful change narrative
underpins the nationabehaviour
change campaign stitching
together the interventions in the
Settingsa nudging all Australians
to add one more serve of veg to
their day. This is nationally scaled

and sustained to embed change.

\_ ,/

PLEDGE FOR
MORE VEG

A national problem requires
national actiona 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

Federal and S/T Government
Agriculture and Health

A coordinated, multidisciplinary
national collaboration that unites

6éi e{ OE{ 3¢éLj0Ox{ - Ex%Ljx6i eEi E
behavioural science, retail, NATIONAL
agricultural, education, and public

J b RESEARCH

health researchers to drive the
NETWORK

evidence base for increasing national
Global Best Practice

vegetable consumption.
Intervention Design
New Evidence

SETTINGSBASED

INTERVENTIONS gaad
R&D projects form the applied CoDesign
research and translation backbone Colnvest
of the programe taking insights CoDeliver

[ETRVS

from the National Research
Network and converting them into
evidenceinformed, consumer
validated interventions in key
Settings.

Data & Insights

p

People and Communities

Priority Settingg Home, Retail, Education

+ONE SERUE  AUSVEG
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¢ 4t D cOriyioguositivg Enlige together

Large corporate, philanthropic,
government and healthfocused
organisations that play an active

role in turning national intent

NATIONAL into measurable consumer
PROGRAM EOQ&{ a1 Lji A UGS %ALjz
PARTNERS PU@* Ljp £+ %3 Lj{ x- Lj+

Framework (20282030)- driving
Pooled Celnvestment national action at scale.
Social Impact

Healthier Australia

VEGETABLE
CONSUMPTION
COLLECTIVE A national alliance of government

health promotion agencies, peak
health bodies, foundations, and
NGOs working together to

National Authority
Vegetable Hub

Policy improve diet quality, increase
vegetable consumption, and
reduce the burden of chronic

disease for all Australians.
Hort 1 =
Innovation healthy@/ NielsenlQ
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Umbrella brand to stitch together Settings -based interventions

Ly 1 dzAAONIfAFZ AYUGSNBSYyuAZya |apihd HdondlduckedsiuAn@havolir@rang® $roprdms are

effective while in market, yet shorived and standalone multi-layered, collaborative, and sustained over time
L ?M’- - Carrots; Corn; a : —
ﬁ 99 2 B ; g?eapﬁr freshtand Afy @ 0= o HALF
Gofor2&5 = ; aﬂg}_ﬁ; g‘L’er%?n or g LIFE IS 'YOUR
e k. Gk PLATE

treat

Broccoli;
slice, dlce or
swap forrice

Peas Please UK - key settings {education, food Héive o Plan \ ; "
e ’ ve t {US) - Young Adults sV %
service, manufacturing, retail) g Inglorious Ves EU - food waste

VesPower UK - children

¢tKS tfdzAa hyS {SNBS 2F +£S3 o0& uHnon tNRBINIY Aa
It is different because it is informed by science, drives change within key Settings, wstlistined national overarching campaign.
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COMB MODEL FOR BEHAVIOUR CHANGE

Applying behaviour change science to deeply understand

motivators, capability,

% Clarify
the of
. %y Problem behaviour 5@
E ]
§ BEHAVIOUR i3 g
e CHANGE i o

and broader societal contexts

< <K<K <K<K KL

COMB Model for Behaviour Change
Miche et al. 2014

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

Asettingsd F SR F LILINR | OK G2 Of I NAFeAy3

Understand predictors dfehaviour- motivation, opportunity and capability

Unlock the emotional truth with a powerful change narrative

Design interventions trigger, expose, and inspire

Nudge Australians to build healthy habits MONASH
University

o
Predictors %

Review of research, audience segments
in the context of placed based settings

and opportunity

¢ behaviour
2, New
% habitual
.§_ behaviour
Change
- e

Captured by a powerful
Change Narrative

ulation
& tegistation

The g}
Interventio
. uoneiseal 8
n Toolkit uop=i”

Environm,
enta)
Restructuring

O

Butinyon,
!?luau‘,_,m::gg

BehaviourWorks
AUSTRALIA



IMPROVING THE LIVES OF ALL AUSTRALIANS

+CNE SERVE Impact Areas ' ,
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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.
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Environment & Social Im|

Health & Wellbeing Equity & Access

Improving physical and mental Ensuring all Australians Building more sustainable and Strengthening demand to create

health, reducing chronic disease including underserved and diverse nutritious food systems, curating thriving regional communities,

incidence, and boosting vitality communitiese have access to and  veg cities, reducing food waste, bolster supply chains, and secure
through better nutrition. can enjoy vegetables every day. and greater social wellbeing. the food future of Australia.

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

+2NE SERVE AUSVE
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GROWING NATIONAL IMPACT
The Pledge for More Veg
'l' N R[R"[’ Good for People. Good for Growers. Good for the Nation.

oT TR Commitments and Actions are aligned and reported as we progress towards achieving our goal.

AUSVEG

FORM

Impact Areas The Commitment Framework (20252030)

1. Increase serves of vegetables in recipes, meals and snacks on offer.

Health & Wellbeing 2. Motivate Australians to increase vegetable consumption through communication, rewards, range and display.
3. Educate and inspire Australians to add more vegetables into dailglifieproving physical, mental and social wellbeing.
Mﬁ" ' 4. Grow (improve) perceived value for consumers to buy and eat vegetables.
I % Equity & Access 5. Make vegetables convenient and easy to purchase, prepare, and consume.
k‘{m g*&ﬁ e 2 =Y (‘gﬁfﬁ 6. Improve access to vegetables for priority populations across Australia.
) . 7. Transform towns, cities, and places by restructuring food systems to be more nutritional and sustainable.

q Environment & . . .
A!“ uu..AA— 8. Innovate solutions and educate consumers on ways to increase skills and extend usage to reduce vegetable waste.

v' -..s‘ = Social Impact : : : T
H b "% ﬁi P . Reduce waste across the vegetable supply chain through improved packaging, storage, procurement and redistribution.
Growers & Suppl 10. Provide structural support to the vegetable supply chain to grow sustainably with increased consumer demand.
Chain PR 11.1dentify and develop novel ways to grow, supply and offer vegetables that meet the needs of an evolving and diverse Austr
12. Collaborate to offer ways to secure and provide vegetables across settings and communities.
. Who can commit .

g
==

Producers, processors, Manufacturers and reaeyp- QSR, restaurants, caterers Event venues, institutions, Media and broadcasters Government and system
wholesalers and retalil eat providers schools, healthcare influencers




LAUNCHING &

THE PLEDGE FOR MORE VED

Who can take the Pledgé"?

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

2. Community-based facilities and businessestaking action to increase the provision and
consumption of vegetables.

RER\IB

OF VEGETABLES

AUSV‘Q

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

4. Food System and Health $ctor: with a vested role in driving vegetable consumption
through the Commitments Framework 2028030 and Action Plarssmeasured, tracked and

reported annually

N ( A N

\
# ORGANISATIQPNS # VOLUME VEG # SERVES # PEOPLE
Number of orgs Total volume of @ Total additional '6' Total reach by age,
making a Pledge vegetables sold / number of serves life stage, H/H and
for More Veg by type / format .|:|_|]_[u]. of vegetables | S | priority populations

N /

+ONE SERVE. AUSVEG




A NATIONAL PLEDGE TO ACCELERATE AND GROW IMP a

%f% THE PLEDGE FOR MORE VEG o

A The Pledge was launched on the 29th of October a8
Parliament house event hosted by renowned chef &
Matt Moran and Milton Dick MP.

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

orgs.

\,.0 The Food | s
QFoundatlon,,‘ N
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Commitments Framework and Pledging Orgs



THE HEALTH CONFIDENCE DISCONNECT
Learn more about Plus One Serve

Visit us at the stand to learn more about
Plus One Servaand test your knowledge

of serving size and measure your veggie
intake.

Visitplusoneserve.com.au
for more information

+ONESERVE AUSVEG | orl ation Nealthylife. NielsenlQ



