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1.0 Summary 

The Vegetable Industry Development Program (VIDP) was created to help vegetable growers build 
their businesses and remain competitive in an increasingly market-driven and globalised industry.   
The VIDP brought a fresh approach to industry development, focused from an extension perspective 
on electronic dissemination of program outputs and the establishment of partnerships with regional 
service provider networks. 

The main sub programs of the VIDP related to: generation of insightful reports on consumer 
behaviour and market trends, fostering people development within the industry, increasing 
understanding of economic issues impacting upon businesses, targeted delivery of R&D outcomes, 
and development of an e-based system for effectively delivering R&D outcomes, information and 
insights to industry. 

AUSVEG was contracted in August 2009 to the specific role of providing national communications 
support to the Knowledge Management (KM) sub program of the VIDP, in order to raise awareness 
of the VIDP within the industry.  The KM sub program’s objective was to ensure that findings and 
outputs from research were being increasingly applied by industry stakeholders in decision making.  
Its main product was a national R&D database; an e-based system which indexed HAL R&D reports 
completed on behalf of the vegetables sector.  The search engine and database was integrated 
within the new AUSVEG website when it was launched in May 2010 and there are now over 600 HAL 
final reports accessible online. 

The objectives of the AUSVEG communications sub program were to: 

 Keep the industry up-to-date with VIDP outputs, particularly those relating to the KM sub 

program. 

 Highlight the opportunities that VIDP provides to industry and raise awareness about how to 

access program outputs. 

 Promote utilisation of the KM system by growers and industry stakeholders. 

 Increase participation in VIDP activities and uptake of outputs. 

 Demonstrate the program’s value to industry. 

 

In order to achieve these objectives, AUSVEG successfully conducted a range of communications-
related activities.  A combination of:  

 Media releases to raise awareness within the industry and the community; 

 Articles in industry publications such as Vegetables Australia magazine; 

 Briefings with leading members of the supply chain to increase visibility and adoption of the 
KM platform by the primary advisors to levy payers; 

were used to increase awareness of the program and its outputs, whilst promoting the program’s 
value to industry.  AUSVEG also provided additional communications support to other sub programs 
where linkages into the KM system were required.  For example, by publishing articles in its weekly 
newsletter, including onserts with its magazine and providing general feedback on other 
communications activities, such as the development of website content and fact sheets. 

AUSVEG’s target of two media stories per month was easily exceeded over the course of the project, 
with AUSVEG generating in excess of 800 media mentions, highlighting a range of VIDP products 
including the Veginsights market reports, new economic findings and the national R&D database. 
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The expected outcomes of the communications sub program are as follows: 

1. Vegetable growers, the supply-chain representatives they deal with, and the research 
community are better informed about the VIDP, particularly the KM sub-program and how it 
can benefit them through better access to R&D resources and tools.  This has occurred as a 
result of increased industry communication and media coverage about the program and its 
activities, as well as targeted face-to-face briefings with leaders in the supply chain and 
services industries. 

2. Effective dissemination of information relevant to the industry has occurred, ensuring that 
industry stakeholders are well-informed about the VIDP and its objectives. 

3. The KM sub-program has received the communications support it required in order to carry 
out initiatives relating to: effective delivery of R&D outputs to growers and the ongoing 
development of an online KM system integrated within the AUSVEG website. 

4. Other VIDP sub-programs received communications support where linkages into the KM 
sub-program were required. 

 

Given its involvement with the program since August 2009, AUSVEG recommends that future 
consideration should be given to: streamlining access to the KM search engine; skills and training 
needs within the industry in support of consumers and markets and KM activities; more flexible 
market research to respond to the emerging requirements of industry; additional briefings with the 
services sector to increase adoption of the KM system amongst key advisors to levy payers; easier 
access to economic data to ensure industry is rapidly using findings and outputs from research to 
effectively formulate policy and manage the image of the industry; and, a multi-tiered 
communications/extension approach that makes use of different media formats and channels. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

6 
 

2.0 Introduction 

This final report focuses on the role and activities of an individual subprogram of the Vegetable 
Industry Development Program (VIDP). However, it is important to understand that each individual 
subprogram and activities occurring collaboratively between subprograms made a significant 
contribution to achieving the broader VIDP goal and objectives.  

Program goals and objectives 

The Vegetable Industry Development Program goal was “to provide knowledge, tools and insights to 
decision makers to improve the competitiveness of Australian vegetable growers in domestic and 
international markets”.  

This was achieved by addressing a number of program objectives, as follows:  

 Program Objective 1: “A new generation of leaders are active in the industry” 

 Program Objective 2: “Decision making in the industry is increasingly market driven” 

 Program Objective 3: “Industry is more informed and understands the benefits and the 
qualities of Australian vegetable products, so as to optimise their path to market” 

 Program Objective 4:  “More growers are actively seeking to evolve their business models to 
meet new challenges posed by the market”  

 Program Objective 5: “Findings and outputs from research are increasingly being applied by 
industry stakeholders in decision making” 

 Program Objective 6: “Industry is effectively using findings and outputs from research to 
formulate policy and manage the image of the industry”  

 Program Objective 7: “Levy payers are better able to provide feedback into the National 
R&D system” 

 

Program structure   

To achieve the goal and objectives, a structure involving a number of subprograms, along with a 
National Coordination role was utilised. Participating subprograms are detailed in Table 1 below.    

Table 1: Vegetable Industry Development Program Subprograms 

Project number Project title  Organisation  Subprogram leader 

VG08040 Economic Research Services for 
the Vegetable Industry 

Industry Data Economic 
Analysis 

Ian James 

 

VG09144 Vegetable Industry Development 
program – National Program 
Coordination 

Rural Directions Pty Ltd  David Heinjus  

VG 09145 Vegetable Industry Development 
Program People Development 
Subprogram 

Dianne Fullelove and 
Associates Pty Ltd 

Dianne Fullelove  

VG09146 Vegetable Industry Development 
Program Consumers and Markets 
Subprogram 

Freshlogic Pty Ltd Martin Kneebone 

VG09147 Vegetable Industry Development Freshlogic Pty Ltd  Steve Spencer 



 

7 
 

Program Knowledge 
Management Subprogram 

VG09149 InnoVeg Local Partnership 
Program- Coordinating 
Collaborative and Innovative 
Industry Development Products 

RMCG Dr Anne-Maree 
Boland 

VG10117 InnoVeg – Tier 2 development 
products for delivery to the 
Vegetable Industry 

RMCG Dr Anne-Maree 
Boland 

VG09161 AUSVEG Support to Vegetable 
Industry development Knowledge 
Management Subprogram  

AUSVEG Ltd Richard Mulcahy 

VG09191 National Vegetable IPM 
Coordinator 

Schofield Robinson 
Horticultural Services 

Lauren Thompson 

 
In addition to the above subprograms, there was a project titled “Collaborative Industry 
Organisations Support to VIDP” established. This was managed by Vegetables Program Manager 
Horticulture Australia Limited, Kathryn Lee and delivered by the organisations detailed in Table 2 
below. 
 
Table 2: Organisations delivering the Collaborative Industry Organisations Support to VIDP  

Project number Project title  Organisation  Subprogram leader 

VG10096 Collaborative Industry 
Organisations  

Horticulture Australia 
Limited 

Kathryn Lee 

VG10097 Collaborative Industry 
Organisations – Queensland  - 
Support to VIDP 

Growcom Margie Milgate 

VG 10098 Collaborative Industry 
Organisations – New South Wales 
- Support to VIDP 

NSW Farmers 
Association 

Dr Alison Anderson 

Alicia Harrison 

VG10099 Collaborative Industry 
Organisations – Victoria - Support 
to VIDP 

Vegetable Growers 
Association of Victoria 

Tony Imeson  

VG10100 Collaborative Industry 
Organisations – Tasmania -
Support to VIDP 

Tasmanian Farmers and 
Graziers Association.  

Nick Steel  

VG10101 Collaborative Industry 
Organisations – South Australia - 
Support to VIDP 

Virginia Horticulture 
Centre Inc 

Mike Redmond 

VG10102 Collaborative Industry 
Organisations – Western 
Australia -Support to VIDP 

Vegetable Growers 
Association of WA Inc 

John Shannon  
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The role of the Collaborative Industry Organisations Support project was to provide a conduit for 
outputs from each of the VIDP subprograms. Working with the InnoVeg subprogram the 
Collaborative Industry Organisations provided a delivery mechanism to industry for VIDP.  

The remainder of this final report focuses specifically on the project VG09161, delivered by AUSVEG.  

The national peak industry body AUSVEG was contracted in August 2009 to assist in communicating 
the main outputs of the VIDP to levy payers at a national level.  A critical feature of the VIDP was the 
creation of a national R&D database which indexed all R&D projects.  These projects would be easily 
accessible to levy payers and the industry from a single online location.  The database was built into 
the AUSVEG website and launched together with a search engine in May 2010 and now includes 
over 600 R&D reports and/or tools.   

AUSVEG’s role in the VIDP was to provide communications support, primarily to the KM sub program, 
in order to ensure the communication of the key program outputs to levy payers and the broader 
industry, and to raise awareness about the activities and outcomes of the program. 

The aims of the AUSVEG project as set out in the contract were: 

 The communication of VIDP program outputs into the AUSVEG Communications sub-program. 

 Providing communications support to other sub-programs that will require links into the KM  

and Communications sub-programs. 

 Monitoring of vegetable stakeholder participation, use and understanding of outputs 

channelled through the Communications sub program. 

 Providing structured feedback to the various sub program managers on gaps, comprehension 

challenges and opportunities to improve the communication of their sub-program outputs. 

The different components of the AUSVEG project are listed in Table 3 below. 

     Table 3. Vegetable Industry Development Program (VIDP) Industry Communications 

Item Purpose Who is 
responsible 

Source of 
funding 

Photo library Access to a library of images for use in 
industry articles 

AUSVEG VG09161 

Media – press 
releases and general 
interest media stories 

General media articles for regional 
newspapers and radio to raise awareness 
of VIDP and industry partners 

         Target 2 stories per month 

AUSVEG VG09161 

Industry 
Communication 
through industry 
magazines and 
journals 

Articles for vegetable industry magazines 

 Building awareness of VIDP 

 Reporting findings of R&D 

 Promoting industry development 
activities and events and KM 
website 

 Industry case studies and 
testimonials 

AUSVEG VG09161 
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 An article in each edition of 
Vegetables Australia 

 Target regular publications of 
articles in other industry 
magazines 

E-communication 
with industry 

Electronic alerts and communication 
with stakeholders using segmented 
industry database 

 Building awareness of VIDP 

 Reporting findings of R&D 

 Promoting industry development 
activities and events, and KM 
portal 

 Industry case studies 

AUSVEG VG09161 

Website presence HAL and AUSVEG websites to provide 
introductory information on the VIDP 
and provide links to KM portal 

 Include industry and VIDP events 
calendar. 

AUSVEG VG09161 

Communication 
Product Library 

Built from the above activities as VIDP 
progresses 

AUSVEG VG09161 
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3.0 Method and activities 

This section outlines the method used to disseminate outputs of the Vegetable Industry 
Development Program to the industry and reports on the activities that were completed by AUSVEG 
in achieving its objectives as part of the VIDP. 

A list of key activities/outputs is provided below in order to illustrate the work undertaken on the 
project, however, further detail explaining the methodology and some of activities completed is 
provided in Sections 3.1 to 3.7. 

Key activities/outputs: 

 Veginsights weekly market variables were published to the AUSVEG website and Veginsights 
weekly reports were distributed via email before these were changed to a monthly format. 

 19 Veginsights monthly and 10 Veginsights quarterly reports were distributed to the levy 
payers and the industry via the AUSVEG electronic database reaching around 3000 
subscribers and uploaded online to the KM system. 

 Six briefings were held with several leading service providers and supply chain businesses on 
the benefits of the KM system, in order to promote adoption by key advisors to levy payers. 

 Feedback on technical and formatting aspects of the KM system was provided to Freshlogic 
in the development of the new AUSVEG website. 

 AUSVEG attended several meetings with Freshlogic and the website developers throughout 
2009 and 2010 prior to the launch of the KM system, to provide feedback on aspects of the 
development of the system. 

 Two surveys were conducted to obtain feedback on the Consumers and Markets sub 
program’s Veginsights reports and their value to the industry, including the areas of most 
value and least value according to subscribers. 

 Articles were written, researched and published in every edition of Vegetables Australia 
magazine (articles in a total of 17 editions of the magazine).  Interviews with sub program 
leaders were conducted as required. 

 Over 800 media mentions were achieved in relation to the VIDP over the life of the project. 

 A large range of media releases were written and issued on topics including the KM system, 
people development, Veginsights findings and economics data. 

 A variety of articles were published in the Weekly Update newsletter in relation to new 
events or outputs of the VIDP. 

 Webpages on the KM system and public areas of the AUSVEG website were updated on a 
regular basis by AUSVEG to add/edit content as required by various sub programs (examples 
include the addition of economic data on financial performance, production and trade, the 
uploading of fact sheets and general information about the program etc). 

 AUSVEG participated in regular team meetings and monthly teleconferences as organised by 
the National Coordinators. 

 AUSVEG edited articles by Ian James of the Economics sub program as required to appear in 
the Weekly Update newsletter. 

 AUSVEG edited articles by Ian James of the Economics sub program as required to appear in 
Vegetables Australia magazine on a bi-monthly basis. 

 Feedback was provided on content for the Consumers and Markets Veginsights reports, 
including feedback on the likely impediments to adoption and the value of certain elements 
of those reports to the industry. 

 Proofreading was completed on occasions for various sub-programs, including of the 
Veginsights market reports and people development materials to identify spelling/grammar 
issues. 
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 Meetings were held with Freshlogic and HAL to determine requirements for the 
development of an automated submission process for summarising final reports.  The 
process will be integrated within the KM system enabling service providers to upload 
information for approval by HAL.  Several meetings were held between HAL, AUSVEG and 
Freshlogic throughout 2012 and feedback was provided both in-person and electronically on 
likely impediments, opportunities and process related concerns. 

 

AUSVEG’s primary role was to increase awareness of the VIDP amongst the industry by providing 
communications support to the KM sub program.  The majority of activities listed above were 
focused on increasing awareness of the KM system and conveying the benefits of the system to the 
industry. 

In order to ensure the messages were reaching the appropriate audience, communications were 
targeted through a range of media, including trade/industry media, rural media, in-house 
publications such as Vegetables Australia and the Weekly Update newsletter, as well as 
metropolitan media channels. 

 

- 3.1 Media Coverage and Monitoring 
 

In order to ensure wide media coverage for the VIDP across a variety of media channels, AUSVEG 
issued media releases on a regular basis.  This enabled AUSVEG to achieve positive media coverage 
for the VIDP across print, radio and online, over the life of the project. 

AAP Medianet was utilised in order to issue media releases to a wide audience.  Depending on the 
topic, media releases could be issued to metropolitan media, regional media, or farm/rural media.  
Media releases were also issued to AUSVEG’s custom media distribution list. 

In relation to media monitoring, the task of reporting on media coverage was added to AUSVEG’s 
operating plan towards the latter half of the program.  AUSVEG was, however, constantly monitoring 
media hits for mentions of the program since its commencement.  The Media Monitors service was 
utilised to record and evaluate the level of media interest in the program.  AUSVEG was able to 
achieve significant coverage for the program by utilising these strategies, with over 800 media 
mentions recorded over the life of the project. 

In order to ensure coverage in different publications, messages sometimes needed to be adapted to 
suit the audience.  The rural publications like Good Fruit and Vegetables magazine were interested in 
stories about rural trends and the ‘state of the industry’ whilst more mainstream metropolitan print 
publications like the Herald Sun and the Sunday Times were interested in stories that had a 
consumer angle.  AUSVEG used these media channels to promote the KM system, with a particular 
focus on the more salient aspects of the program that had linkages with the KM system, such as the 
Veginsights market reports. 

By increasing awareness of the Veginsights brand, AUSVEG became recognised as a source of 
reliable information on industry trends and insights.  AUSVEG was able to leverage these 
opportunities to report on the findings of the VIDP and increase overall awareness of the activities of 
the program. 

In regards to radio coverage, a similar strategy was employed.  The AUSVEG spokesperson would use 
these opportunities to promote the benefits of centralised access to R&D through the KM system, 
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whilst reporting on key findings and program outputs, such as new economic data or 
consumer/market insights.  Live radio interviews in particular, presented a particularly valuable 
opportunity to promote the program, as they could not be censored like pre-recorded radio grabs.  
The spokesperson could refer back to the KM system wherever possible, thus increasing awareness 
of the program by listeners, which in the case of regional radio stations like ABC rural etc, is likely to 
have included many vegetable levy payers. 

Details of the publications and broadcasters that carried stories on the VIDP are included in the 
Evaluation section of this report. 

 

- 3.2 Knowledge Management system 
 

As the KM system was integrated within the AUSVEG website, AUSVEG was heavily involved in 
providing feedback on the development and implementation of the KM system, as well promoting it 
to a wide audience through a range of communications activities. 

 Development 

During the development phase in 2009/10 AUSVEG provided feedback on the importance of 
making the KM system as accessible as possible for levy payers.  For instance, AUSVEG stressed 
the need to minimise load times and avoid Macromedia flash objects where possible, in order to 
make the website widely accessible to levy payers, many of which are based in regional areas 
where internet speeds can be slow.  The average age of the vegetable grower is approximately 
55 and anecdotally, technological skill is known to be quite low, although gradually increasing.  
In order to minimise the risk of low adoption and maximise opportunities for use of the KM 
system, AUSVEG stressed the need for a user-friendly navigation system and interface. 

In order to convey its feedback, AUSVEG attended several meetings with the website developers 
LCubed, together with the project managers of the KM system, Freshlogic, in order to provide 
feedback throughout the development process.  Feedback included providing input on menu 
names and structure, as well on aesthetics such as the look and feel of the website and colour 
schemes and branding. 

AUSVEG did not, however, contribute significantly to discussions concerning the structure and 
layout of the KM system itself, with these elements managed by Freshlogic.  AUSVEG did 
however have input into the menu structure and layout of the public areas of the AUSVEG 
website.  It was determined that the KM system should be password protected (secure) in order 
to protect the investment of levy payers in the R&D that was to be indexed there.  AUSVEG was 
involved in the process of determining the level of access required by different users of the 
website. 

 Implementation 

AUSVEG was involved in updating webpages and reports found within the KM system on an 
ongoing basis and providing feedback on improvements to the KM system post its launch in May 
2010.   Specifically, AUSVEG provided ongoing feedback in relation to the search engine function.  
Among the improvements AUSVEG suggested were the use of icons, segmentation of individual 
search results to make it easier for the user to understand, a back button, itemisation of search 
results and a listing of the number of search results, and a link to the search engine on the first 
page of the Technical Insights section.  A number of these recommended improvements were 
adopted, though feedback was provided that it was not technically feasible to adopt some of 
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them, such as displaying the number of search results, and itemising search results by date or 
type. 

In regards to the updating of the KM system, AUSVEG would periodically review the publication 
of new final reports by Horticulture Australia Limited (HAL) and provide these to Freshlogic so 
they could be summarised for inclusion in the KM system.  Once this process was completed, 
AUSVEG would receive an ‘upload file’ from Freshlogic to be loaded into the backend database.  
AUSVEG has since suggested an automated process requiring project service providers to 
complete this summary online, to be directly uploaded into the KM system along with the final 
report upon approval by HAL.  This process is currently being finalised by Freshlogic. 

 

- 3.3 Supply Chain Briefings 
 
Throughout the course of the project, AUSVEG was able to identify that the majority of access to the 
R&D database online had been by intermediaries that growers deal with on a regular basis, such as 
agronomists, consultants and researchers.  While the website platform was limited in its ability to 
provide data on segmentation of growers versus researchers etc, a review of recent logins on a 
periodic basis suggested that it was the research and agribusiness community that were accessing 
the KM system the most. 

Accordingly, AUSVEG decided that it was important to stimulate greater involvement from these key 
groups.  As we knew that agronomists and other specialists were likely to be best placed to 
understand the requirements of growers in terms of accessing R&D through the KM system, AUSVEG 
reviewed its communications activities and decided to conduct select face-to-face briefings with 
leading service providers in the agribusiness sector.  The purpose of these briefings or presentations 
was to explain where and how to access the R&D database and the benefits it could offer to the 
growers these businesses work with on a regular basis. 

Strong interest was shown by agronomists and the supply-chain at these briefings in accessing the 
R&D resources now available through the AUSVEG website, in particular the national R&D database 
and Veginsights reports.  AUSVEG subsequently created logins and approved registered access to the 
website for many personnel within these organisations.   Overall, the briefings were well-received 
and AUSVEG expects they will result in an end benefit to the growers these providers work with. 

Over the course of the project, AUSVEG conducted supply chain briefings with the following 
agribusiness organisations: 

- Elders 
- Peracto 
- Landmark 
- Bayer CropScience 
- Incitec Pivot Fertilisers 
- Syngenta 

The following slides were used to guide attendees through the KM system, explain how it works and 
outline the range of resources and search options available to users of the system. 
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- 3.4 Vegetables Australia coverage 
 

Articles were written, researched and published in every edition of Vegetables Australia over the life 
of the project in order to promote and raise awareness of VIDP products and activities.  Vegetables 
Australia is the most widely distributed magazine in horticulture and reaches around 6,000 
subscribers.  The VIDP was featured in a total of 17 editions of the bi-monthly magazine.   

The topics for VIDP articles  were determined between AUSVEG and the National Coordinators in 
order to profile the most topical or relevant aspects of the program.  AUSVEG sourced content for 

A slide explaining how to use the national R&D database The process of searching was explained 

The large range of search options was outlined, as was the registration process. 

How to navigate search results was explained It was explained that each report has been summarised 
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articles through interviews with sub program leaders, existing information on file and through 
information obtained directly from VIDP products. 

In order to get these articles to print, time was spent on activities including researching, editing, 
proofing, interviewing and writing.  The articles also had to be designed and appropriate images 
were sourced from the photo library maintained by AUSVEG. 

The following articles appeared from August 2009 to June 2012: 

- ‘Development update - Nearly all components of the revised Vegetable Industry 
Development Program have been contracted’ (September 2009) 

- ‘Get with the program - The innovative new industry development program is underway, 
with growers set to reap the benefits.’ (November 2009) 

- ‘A word to the web-wise - Technology is helping growers access outputs and information 
from the new Vegetable Industry Development program’ (January 2010) 

- ‘Investment in people = investment in industry’ (March 2010) 
- ‘Veginsights: The Market Q4 2009’ (May 2010) 
- ‘Young leader in the pack’ (July 2010) 
- ‘The Vegetable Industry Development Program: One year on’ (September 2010) 
- ‘Collaborative approach key to industry development’ (November 2010) 
- ‘New AUSVEG website launched - The Vegetable Industry Development Program’s KM 

program is attempting to develop a better way for useful information to reach growers and 
other industry participants’ (January 2011) 

- ‘The Vegetable Industry Development Program: Grower resources revealed’ (March 2011) 
- ‘The Vegetable Industry Development Program: Getting the message out’ (May 2011) 
- ‘The Vegetable Industry Development Program: Shining the spotlight on carrots’ (July 2011) 
- ‘The Collaborative Industry Organisations: Channels of communication’ (September 2011) 
- ‘The chain of communication’ (November 2011) 
- ‘Planting seeds of thought’ (January 2012) 
- ‘Translating better practices’ (January 2012) 
- ‘Discussing better business - The InnoVeg Talking Business program continues with its aim of 

assisting and informing the decision-making process for growers’ (March 2012) 
- ‘Investigating IPM - The costs and considerations of adopting an Integrated Pest 

Management (IPM) approach in lettuce growing are the focus of a newly published business 
case’ (March 2012) 

- ‘VIDP: Industry development program yields national R&D database’ (May 2012) 

Illustrative examples of some of the articles that were published appear below. 

    

Vegetables Australia coverage of the communications 
program 

An article on the lettuce harvester business case produced 
by InnoVeg. 
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- 3.5 Survey and evaluation work 
 

One of AUSVEG’s activities was the monitoring of vegetable stakeholder participation, use and 
understanding of outputs.  There were a number of barriers in evaluating the adoption of the KM 
system by growers. The website development platform did not offer the capability to differentiate 
between different user types in regards to providing comprehensive statistical data; historical data 
on user types was poor and newly registered growers were reluctant to provide sufficient 
information (such as crops grown etc) that would make segmentation viable.   

Essentially, this segmentation process was to be undertaken as part of the KM sub program, while 
the act of communicating with industry stakeholders was to be undertaken as part of the core 
communications project, managed by AUSVEG.  However, the lack of sufficient data from growers on 
crops grown etc, made e-communication activities by segment impractical.  AUSVEG monitored the 
situation throughout the project and it became clear through observing logins to the KM system, 
that the research and agribusiness communities were using the system more readily than growers.  
As such, AUSVEG decided to approach promotion of the KM system differently and commenced the 
supply chain briefings that have been outlined above. 

In addition, two evaluation surveys were completed by AUSVEG to enable a greater understanding 
of the response to the Veginsights market information being produced by Freshlogic and 
communicated to the industry by AUSVEG.  Questions for the surveys were created in cooperation 
between Freshlogic and AUSVEG. 

In September 2010, a telephone survey of 56 growers and a concurrent online survey of 38 people 
on the AUSVEG electronic mailing list was conducted to assess the use and application of the 
Veginsights weekly newsletter and quarterly reports, including the sections people found most 
interesting, preferred distribution methods, existing sources of general market information and any 
gaps in the market information currently being received. 

Questions in September 2010 survey included: 

- What type(s) of vegetables do you produce? 
- How many tonnes of vegetables will you produce in the current financial year? 

An article on InnoVeg funded LOTE activities in the NT 

An article profiling the Consumers and Markets program 
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- Are you currently receiving and using the weekly Veginsights newsletter? 
- What section(s) of the newsletter do you find most interesting? 
- How would you rate it out of 10? 
- What do you like/dislike about the current format of the newsletter and how can it be 

improved? 
- Do you currently receive the Veginsights quarterly reports? 
- Do you find the reports useful in your business?  If Y, how so? 
- What sections of the quarterly report do you find most useful? 
- How would you rate the quarterly reports out of 10? 
- Are there gaps in the market information you receive overall? 
- What other information would you like to receive? 
- How often do you want the information? (weekly, monthly, annually) 
- How would you prefer to receive the information? 
- In your business, if you use market information, what do you currently use market 

information for? 

 

A second survey was conducted in early 2012 and the results published in March 2012.  The second 
survey was created using Survey Monkey, an online survey evaluation tool and the survey went to  
approximately 3000 subscribers on the AUSVEG mailing list that receive Veginsights.  For the second 
survey, to encourage a higher response rate, an iPad was offered by  Freshlogic  as a prize. The 
winner was randomly drawn from the respondents.  The survey was sent directly to registrants on 
the AUSVEG database and promoted heavily in the Weekly Update newsletter.  There were 169 
responses. 

Questions in the 2012 survey included: 

- How are you involved in the Australian vegetable industry? 
- Which Australian state or territory are you primarily based in? 
- Which vegetable crops do you grow or work with? (Please list below, or type 'all') 
- Do you source and use vegetable market information? 
- What sort of market information do you seek/gather? 
- Do you rely on sources for market information other than through AUSVEG? 
- How do you use vegetable market information? 
- Have you ever read any Veginsights material? 
- How useful do you find this material? 
- How useful do you find the following sections of Veginsights... 
- Have you changed how you use market information in the last two years? 
- What sort of changes have you made? 
- Are you satisfied with how you access the market information you need? 
- How do you prefer to access vegetable market information? 

 

The two surveys were used to gauge awareness of the Veginsights reports and obtain feedback on 
the most useful aspects of the reports, as well as those elements that should be changed or were 
considered of little relevance.  The completion of the surveys demonstrates the work that was 
undertaken by AUSVEG to monitor stakeholder participation, use and understanding of outputs. 
More detail on the findings from the two surveys is provided in the Evaluation section of this report. 
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- 3.6 Distribution of VIDP outputs 
 

One of AUSVEG’s main tasks was the distribution of the Veginsights reports on a weekly, monthly 
and quarterly basis to its database of around 3000 subscribers.  While the weekly report was 
uploaded to the AUSVEG website, the monthly and quarterly reports were distributed via email 
using Constant Contact – a mass email distribution service. 

Constant Contact was utilised as it enabled cost-effective dissemination of email messages in a 
format that offered the path of least resistance regarding junk mail and spam filters.  That is, it was a 
system designed to ensure messages didn’t accidently get filtered into junk mail and spam filters on 
the recipients’ computers.  The service also allowed the administrator to measure the percentage of 
‘opens’ by recipients. 

Distribution of the reports, involved formatting the emails appropriately, using graphic design 
elements and images as needed.  All communications were proofed prior to distribution.  To enable 
easy editing by the project managers of the Consumers and Markets sub program, the reports were 
published in pdf format, so that they could easily be linked to the email.   The disadvantage of this 
format is that users would have to click a link to view the reports, but the benefit was easy editing by 
the project manager.  Portable digital format (pdf) is a universally accessible publishing format and 
was chosen for this reason. 

Once they had been distributed, the monthly and quarterly Veginsights reports were also published 
within the KM system on the AUSVEG website. 

 

- 3.7 Communications support for sub-programs / feedback 
 

As well as providing specific communications support to the KM sub program, AUSVEG also provided 
ad hoc support to other sub programs where linkages into the KM sub program were required.  Over 
the life of the project, examples included: writing articles for publication in AUSVEG’s weekly 
newsletter, the Weekly Update; including fact sheets and other collateral as onserts with Vegetables 
Australia magazine that reaches around 6000 recipients; proofreading material for the people 
development program newsletter; updating various webpages on the AUSVEG website to 
incorporate information on industry development, fact sheets and business cases; and linking to the 
InnoVeg newsletter in the Weekly Update.  

A trial of SMS communication with the AUSVEG database was undertaken towards the end of the 
project.  A compilation of the Veginsights Category Profiles was sent by SMS to around 443 growers’ 
mobile telephone numbers.  45 people opened the Category Profiles pdf document using the link 
provided in the SMS.  This represents a 10 % response rate and at the time of writing, different 
media types are planned for a further trial before the project concludes. 
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4.0 Evaluation 

In evaluating the performance of this project, it is evident that significant coverage for the VIDP was 
achieved in excess of targets outlined in the project requirements.  Whilst uptake of the KM system 
still presents its challenges and there are associated measurement and adoption difficulties that will 
need to be overcome, AUSVEG proactively sought to adapt its communications approach mid-
project to meet these challenges.  By leveraging from the supply chain and service providers that 
provide trusted advice to growers on a regular basis, AUSVEG targeted those who are in the best 
position to influence use of the national R&D database and the KM system long-term. 

Over the course of this project AUSVEG was able to successfully raise awareness of the VIDP and its 
outputs within the industry, achieve wide ranging media coverage utilising findings from the VIDP, 
particularly those relating to consumer behaviour, market trends and economic business impacts, 
and contribute to the improvement and ongoing maintenance of the KM system that was managed 
by Freshlogic.  Evidence of the performance of this project is provided below. 

Veginsights monthly and quarterly reports 

The Veginsights monthly and quarterly reports were distributed to AUSVEG’s national database of 
around 3000 subscribers. 

The open rate for the reports averaged 26.5 per cent.  While this may seem low, it is consistent with 
standard results for email based communications and compares favourably with other industries 
using the same email distribution service (see below).  AUSVEG put in place a system where it 
renamed the subject of each Veginsights email to reflect the most interesting finding from that 
edition.  This process was in place about 1/3 of the way through the project and saw a spike in the 
open rate for the Veginsights reports. 

Business Type Open Rate 

Accountant 14.7% 

Art Gallery 23.2% 

Association 20.6%  

Communications 16.5%  

Consultant 14.9%  

Crafts 25.5%  

Education and Services 19.0%  

Entertainment 15.6%  

Event Planning 17.0%  

Franchise 16.3%  

Government Agency 22.6%  

Hotel, Inn, B&B 19.2%  

Legal Services 18.9%  

Manufacturing & Distribution 18.6%  

Marketing/PR 14.5%  

Medical Services 18.0%  

Non-profit 21.7%  
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Office Supplies 13.3% 

Personal Services 18.0%  

Products & Services 15.8%  

Professional Services 16.5%  

Publishing 18.6%  

Real Estate 16.4%  

Religious Organization 22.8%  

Restaurant/Bar/Catering 18.5%  

Retail 17.6%  

Salon/Spa 16.9%  

Sports & Recreation 18.7%  

Technology 14.8%  

Transportation 18.4%  

Travel & Tourism 17.4%  

Web Developer 18.5%  

Other* 17.5% 

Source: Constant Contact 
 

Website Hits 

As Figure 1 below shows, visits to the AUSVEG website have grown dramatically since the website 
was launched at the end of May 2010.  AUSVEG has heavily promoted access to the KM system in 
Vegetables Australia and in its media coverage. 

Figure 1. Visits to the AUSVEG website 
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Media Coverage 

As evidence of the performance of the AUSVEG communications sub program, over 800 media 
mentions were recorded in relation to the VIDP over the life of the project.  Media mentions were 
monitored using Media Monitors and a listing of some of the media providers that carried VIDP 
related stories is provided below, along with their circulation figures. The Herald Sun which carried 
VIDP articles has a circulation of up to 500,000. 

Print coverage of the VIDP was achieved in the following publications, among others: 

The Herald Sun, Australian Financial Review, Daily Telegraph, Courier Mail, Hobart Mercury, West 
Australian, the Coffs Coast Advocate, North West Star, North Queensland Register, Queensland 
Country Life, the Northern Star, Sunraysia Daily, Northern Territory News, Adelaide Advertiser, 
Toowoomba Chronicle, Queensland Times, Weekly Times, Ballarat Courier, the Northern Daily 
Leader, the Sunday Tasmanian; the Sunday Mail Adelaide; the Sunshine Coast Daily; the Sunday 
Times; and Good Fruit and Vegetables magazine. 

Radio coverage of the VIDP was achieved on the following stations, among others: 

3AW Melbourne, ABC 774 Melbourne, 2UE Sydney, Mix 94.5 Perth, ABC 612 Brisbane, 6PR Perth, 
ABC 666 Canberra and ABC 936 Hobart, 2NM Muswellbrook, ABC North Coast NSW, ABC Wagga 
Wagga, Heart FM, 2HD Newcastle, 2TM Tamworth, Hot FM 91.1 Sunshine Coast, ABC Ballarat, ABC 
Illawarra, ABC Gippsland, ABC South Western Victoria, ABC Central Victoria, 4WK Toowoomba, ABC 
South Western Victoria, 2WG Wagga Wagga, ABC South East NSW, ABC Central Australia, ABC 612 
(Brisbane); ABC 891 (Adelaide); ABC NewsRadio (National Australia); 2GB (Sydney); Hot FM 91.1 
(Sunshine Coast); Curtin FM (Perth); River FM; Hot Tomato (Gold Coast); 4BC (Brisbane); MIX 94.5 
(Perth); Melbourne Talk Radio (Melbourne); and ABC 666 (Canberra). 

Internet coverage of the VIDP was achieved on the following websites, among others: 

www.news.com.au, www.weeklytimesnow.com.au, www.farmonline.com.au, 
www.northernstar.com.au, www.produceplus.com.au, www.thechronicle.com.au, 
www.farmbusiness.com.au, www.dailytelegraph.com.au, www.heraldsun.com.au, 
www.freshplaza.com.au, www.connectedchefs.com, www.couriermail.com.au, 
www.dailyexaminer.com.au, www.ipswitchadvertiser.com.au, www.freshplaza.com, 
www.ausfoodnews.com.au, www.foodweek.com.au, www.fruitnet.com, www.countrynews.com.au, 
www.brassicastoday.com, www.indaily.com.au, www.agribusinessgippsland.com.au and 
www.dpi.vic.gov.au. 

Examples of Media Coverage 

 

http://www.news.com.au/
http://www.weeklytimesnow.com.au/
http://www.farmonline.com.au/
http://www.northernstar.com.au/
http://www.produceplus.com.au/
http://www.thechronicle.com.au/
http://www.farmbusiness.com.au/
http://www.dailytelegraph.com.au/
http://www.heraldsun.com.au/
http://www.freshplaza.com.au/
http://www.connectedchefs.com/
http://www.couriermail.com.au/
http://www.dailyexaminer.com.au/
http://www.ipswitchadvertiser.com.au/
http://www.freshplaza.com/
http://www.ausfoodnews.com.au/
http://www.foodweek.com.au/
http://www.fruitnet.com/
http://www.countrynews.com.au/
http://www.brassicastoday.com/
http://www.indaily.com.au/
http://www.agribusinessgippsland.com.au/
http://www.dpi.vic.gov.au/
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An article (above) in the Herald Sun published in December 2011 covering findings from the Veginsights reports 

A 2011 article on new trade data on imports/exports 
published in the Courier Mail 

Profiling findings from the Veginsights reports in 
Queensland Country Life 
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2TM (Tamworth) 
Rural News - 04/10/2011 - 12:15 PM 
Newsreader 
Station Ph: 02 6765 7055 
A survey by the Australian Bureau of Statistics shows that 
on average Australians spend just $13 a 
week on vegetables. Andrew White from AusVeg says 
the figures are concerning. 
© Media Monitors 2011 
Interviewees: Andrew White, Spokesman, AusVeg 
Duration: 0:49 
Summary ID: W00045735150 
This program or part thereof is syndicated to 11 station/s. 

An article on the KM system published 
in The Weekly Times 
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Various article published related to the VIDP 

Cooking habits as revealed in Veginsights are 
covered in this article in the Sunday Times 

This article drew attention to new findings from the 
Economics sub program of the VIDP 
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ABC South East SA (Mt Gambier) 
Limestone Coast Mornings - 05/05/2011 - 10:11 AM 
Stan Thomson 
Producer Ms Selina Green 08 8724 1041 
 
Thomson talks to Andrew White, AUSVEG about getting the vegetable growing community 
online. White says the vegetable industry invests levy funds, and matches $14m of government 
funding, for research and development every year. White explains that the AUSVEG website has 
been redeveloped, with a database system centralising industry R and D. White says 
governments need to invest in better technology access, such as broadband, for rural 
communities.  © Media Monitors 2011 
 
Interviewees: Andrew White, AUSVEG 
Duration: 6:50 
Summary ID: W00043591338 

 

 

Consumers and Markets Surveys 

Two surveys were conducted over the life of this project to evaluate the relative success of the main 
products of the Consumers and Markets sub program.  These surveys also yielded some interesting 
results in relation to industry communications. 

a) September 2010 Survey 

 

 
 
ABC 666 Canberra (Canberra) 
Drive - 18/05/2011 - 03:06 PM 
Louise Maher 
Producer Ms Melanie Sim 02 6275 4544 
Interview with Andrew White, 
spokesperson, AUSVEG, about the 
findings of a survey about 
vegetables suggesting people would eat 
more vegetables if they enjoyed cooking 
more. White also 
explains the national vegetable levy and 
how it was used to fund the research. 
Maher and White 
discuss the other trends the survey 
discovered such as what vegetables 
different genders tend to 
lean towards. [cont] 
© Media Monitors 2011 

An article in the Herald Sun covering 
findings from Veginsights 
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A telephone survey of 56 growers and a concurrent online survey of 38 people on the AUSVEG 
electronic mailing list was conducted to assess the use and application of the Veginsights weekly 
newsletter and quarterly reports. Questions covered: 

 What people found most interesting. 

  Preferred distribution methods. 

  Existing sources of general market information. 

  Any gaps in the market information currently being received. 

A combination of qualitative and quantitative data was gathered. 

Most growers indicated that they found the weekly reports useful, but mostly just as general 
background information. The quarterly reports were less well-known than the weekly product and 
the majority said that they didn’t receive or use either of them. 

The majority of growers were more aware of the Veginsights weekly newsletter than the quarterly 
reports, most likely due to the more regular distribution of the weekly product and growers’ 
sporadic reading of the emails, with many indicating that they were too busy to read the reports all 
the time in any level of depth, or that they obtained market information already from other sources 
such as markets and agents. Even though all the people surveyed were on the list to receive the 
quarterly reports, many did not use them or were not aware of them. 

There was intermittent strong support for the products, with respondents indicating that they found 
the information and statistics on the domestic Australian market, data on market size and sales 
contributions and information on consumer buying patterns and trends the most interesting overall. 

Respondents said that they wanted more information on things of relevance to them directly such as 
imports, input costs and commodity spotlights and comparisons, while responses were fairly split 
when it came to whether the information should be distributed on a weekly or a monthly basis. 

Overall, the perspective was that there were some things in the publication that were very well-
received, but that growers did not read the publications regularly, with their patchy knowledge of 
the publications indicative of their use as an add-on to other methods of obtaining market facts and 
information through other sources. 

Of those surveyed by telephone 39 people offered a rating for Veginsights weekly, with the average 
rating 6.83 out of 10. Of the 32 online respondents who provided a rating, 6.16 was the average 
rating out of 10. 

Of those who completed the survey online the average rating for the quarterly reports was 6.45 out 
of 10, however, there was a lower baseline for this question with only 20 out of the 38 people 
surveyed providing a rating. The telephone survey of growers revealed similar results for the 
quarterly reports, with the average rating 6.52 out of 10 provided, again from a low baseline of 
overall respondents to the question.   A number of growers said they did not receive and use the 
quarterly reports, even though this survey only included those on the distribution list. 

While many growers said that they found the Veginsights reports useful for general information, the 
majority struggled to find direct practical application for the information in their businesses, stating 
that they already used market information from other sources such as markets, agents and other 
industry contacts, and simply used any additional market information to complement this. 

The overall ratings for the Veginsights weekly newsletter and the Veginsights quarterly reports were 
relatively low, both averaging less than 7 out of a possible rating of 10. While there were a number 
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of growers who praised the reports and said that they were really useful, overall there was a general 
malaise about their practical application. 

Some growers were really happy with the Veginsights reports and noted that they sent them on to 
others within their businesses – indications were that these tended to be those growers who were 
already very ‘market aware’. 

Respondents said that they liked to use the reports for general information and guidance to get an 
overall picture of the industry, but called for specific information that is more directly relevant to 
them in their particular situation (what crop they grow etc). 

Growers indicated that they did not use this market information on a daily basis, with around 50 per 
cent suggesting that a monthly distribution of market information would be better. 

 

b) March 2012 Survey 

A second survey was undertaken in early 2012 using Survey Monkey.  This time, the survey was only 
done electronically and only those on the recipient list for the Veginsights newsletter could respond. 

169 responses to the survey were received, with 45% of responses from growers.  The questions for 
the survey were devised by Freshlogic and AUSVEG and an iPad prize was offered by Freshlogic as an 
incentive to complete the survey. The winner was drawn randomly from the respondents. 

Overall awareness of Veginsights was strong, though an inherent bias should be noted given all 
those who were surveyed are on the recipient list to receive the publication.  92.1 % of respondents 
had read Veginsights, though the result was slightly lower for growers.  

 

Similar to the last survey, the most useful sections were category profiles, market size and sales 
trends and news and innovations from the world.  
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66.9% had not changed the way they used market information in the last two years, meaning 33.1% 
had changed the way they used information.  On balance, while this cannot be directly attributed to 
Veginsights, this would appear to be a positive endorsement of the program, at the very least with 
respect to stimulating thought amongst growers about how they use market information. 

On a scale of 1-6 (6 being best), 33% of growers rated Veginsights a 3 for usefulness, 31% rated it a 4, 
and 20% rated it a 5. 

In the first survey respondents had requested greater access to information specific to them.  The 
category profiles reflected this sentiment and were widely praised, as were news and innovations 
from around the world. 

Reflecting other anecdotal feedback, both surveys showed that retail advertising activity was of 
limited benefit, with an average rating of 3.51 out of 6, the lowest of the five areas surveyed.  
Wholesale pricing information is of benefit to the peak industry body in formulating policy and 
responding to media enquiries.  Growers and industry members may be more attuned to this 
information from the marketplace, with an average rating of 4.01 provided for this section- still a 
reasonable result out of a total of 6 overall. 

In the first survey, respondents indicated that they also received market information from 
wholesalers, market agents and others in the supply chain.  This theme was also evident in the 
second survey, but the sentiment was not as strong, perhaps evidence of the fact that those who 
choose to be on the mailing list are also those that are more likely to step outside normal contacts in 
order to source market information widely from a range of sources. 

Although the questions were different, the overall sentiment and recognition of Veginsights in the 
second survey was more positive than the first, perhaps indicating that the changes made to 
particular components of the reports over time and promotion and awareness raising efforts have 
had a positive impact on the audience. 
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5.0 Implications 

The VIDP has enabled much of the vegetable R&D work that has been completed over the past 
decade to be summarised, categorised and uploaded to a searchable national R&D database, 
accessible by growers and the industry via a login on the AUSVEG website.  However, access to the 
national database by levy payers appears to be minimal when compared to access by the research 
and agribusiness communities. 

As a result of these anecdotal observations, in addition to its existing communications activities, 
AUSVEG decided to adapt its approach and commenced a series of briefings with prominent 
agribusinesses within Australia in order to convey to them the benefits of access to the national 
database.  The strategy was that this information could then be communicated to the growers that 
these service providers work with on a regular basis.  This work was quite effective, however, future 
resources to assist with a more comprehensive program of briefings would be beneficial. 

It was recommended in the review of industry development conducted by Consulting and 
Implementation Services (CIS) that dedicated ‘on the ground’ resources be contracted to reinforce 
the awareness raising activities that have been conducted by AUSVEG at the national level.  Industry 
development officers (IDOs) were recommended for the key vegetable growing regions around 
Australia.  In the next stage of industry development activity a key challenge will be ensuring that 
these IDOs can work effectively with growers in the regions and that there is coordination with the 
activities being undertaken by the peak industry body.  Use of the KM system as a central data 
source will be important in order to communicate the latest R&D findings to levy payers.  
Identification of the most appropriate R&D for each individual business or enterprise, as well as 
interpretation and dissemination of this information in an appropriate format, will be one of the key 
tasks of the IDO. 

In order to support greater access to the KM system, improvements to the system’s design can still 
be made to better streamline usability and make access to the search engine page on the website 
easier.  By minimising the number of ‘click throughs’ to access the search engine, the uptake of the 
system may be increased and some of the barriers to adoption removed. 

Challenges regarding technological knowledge within the industry are also apparent here.  These 
may be addressed through a targeted program of education or training focused on improving 
understanding of and access to the KM system.  In other words, training for growers on how to 
access the internet, use email and use the KM system to download R&D and access calculators and 
tools.  Further challenges borne out due to insufficient internet access speeds may only be 
addressed though by the national broadband network, or other infrastructure improvements, when 
they are eventually rolled out to vegetable growing regions around Australia. 

In the short term, there exist significant opportunities for vegetable growers to capitalise on the 
information provided to-date through the Consumers and Markets, InnoVeg and the KM sub 
programs of the VIDP.  From a communications perspective, there are opportunities to leverage  
from innovative new media channels to communicate this information using audio streaming, for 
instance, to target growers via their smart phone whilst at work.  While use of new media has been 
implemented to a limited extent in the past, if supported with training and education on how to use 
the internet to access the KM system, this process is likely to be more successful. 

The InnoVeg Program has also seen the production of a considerable range of fact sheets, business 
cases and calculators relating to a wide array of topics, from pests and diseases through to business 
management.  Due to the requirement to ‘work through’ these fact sheets or business cases, these 
may well be most effectively communicated face-to-face by the IDO network, once it is in place. 
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The level of information available on individual crops through the Veginsights category profiles may 
be extremely useful for growers, though a certain level of understanding and interpretation is 
necessary in order to apply the findings in a practical sense at the business level.  Again, some 
consideration may be given to the training needs of the industry in this regard, if the historical 
sources of market information (namely wholesalers and market agents) are to be bypassed in favour 
of a more market-aware and autonomous vegetable growing community.  AUSVEG understands that 
some of the existing consumer and market material will be made available in future through GoTAFE 
in Victoria, where those who in enrol in a specific unit will be provided with training to assist in 
interpreting the information contained in these reports.  The ultimate success of this type of course 
is yet to be seen. 

While weaknesses have existed in the reliance on electronic dissemination methods, to some extent 
addressed by the CIO sub-program, these may be more comprehensively addressed through 
provision of additional hard copy resources via the dedicated IDO network, training on 
interpretation and application within ones business, and education to address a reliance upon 
historical practices and data sources (such as market agents) that, in some cases, prevent vegetable 
enterprises from becoming innovative or thinking outside the square. 

From a communications perspective, continued resourcing to build upon the multi-tiered approach 
leveraging from audio, print and online media will be important in securing ’buy in’ from growers.  
The need for a more flexible economic / policy capacity within the vegetable industry to provide 
timely access to data, analysis and address policy issues associated with R&D will also be vital, as will 
a more flexible consumer and market program that can address the changing needs of a dynamic 
market.  In this regard, the ability to complete more flexible custom market research on topical 
issues will be vital.  For instance,  market research on the impacts of a recent price change or on the 
likelihood of consumers purchasing a particular new product or packaging type. 
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6.0 Recommendations 

System Enhancements 

 Click throughs to the national R&D search engine should be streamlined so that the search 
engine appears sooner once the user logs in, thus promoting increased access. 

 The search engine for the national R&D database should be reviewed again and 
improvements considered, including the potential to count search results, sort search results 
and add icon-based representation for search results to improve user friendliness. 

Communications and Training 

 Skills and training to support understanding and interpretation of the Consumer and Market 
reports and explain how to use the KM system may be beneficial e.g. training sessions on 
how to access the internet and use the KM system. 

 Flexibility within the Consumer and Market program to undertake custom research on 
emerging issues on behalf of the industry may provide increased benefit to levy payers. 

 Additional briefings with the supply chain to ensure greater adoption of the KM system by 
agronomists and leading advisors to vegetable levy payers may strengthen adoption of the 
KM system in future. 

 A dedicated face-to-face communications capacity may be useful in future, with on the 
ground resources available to disseminate information and products on a one-to-one basis 
in key regions around Australia. 
 

Data Access 

 Greater flexibility in accessing economic data on imports/exports and industry performance 
in a timely manner would assist with the goal of the VIDP to ensure industry is using findings 
and outputs from research to effectively formulate policy and manage the image of the 
industry. 
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