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EXECUTIVE SUMMARY 
When we started our investigation, we realised that ‘advertising’ (as per our original 
mandate) can be interpreted very broadly. The terminology we found more frequently used 
was  expressed as an ‘intervention’, which could include all manner of communications 
including pamphlets, posters, public relations, sampling, events, school education 
programs and retail promotions. Even packaging can be a form of advertising, and indeed 
often it is a well-executed retail presence that has a significant bearing upon consumer 
purchase. 

We rapidly realised that too narrow a lens would exclude many important reports as to the 
success or failure of different interventions. 

So, in the interest of a more complete report, we opted to take a wider view. 

We did this by reviewing the literature in three categories: 

1. National diet programs 
2. Regional and localised programs 
3. Specific commodity programs 

National Diet Programs 
We didn’t have the space to include every campaign, but reviewed ones from Australia, 
Canada, Denmark, the USA and the UK. 

The results of these national diet campaigns is mixed. If they are reviewed in terms of  the 
objective of altering eating behaviours so the broad population eats the recommended 
serves of fruit and vegetables, none, barring one, have achieved this. 

Only the Danish ‘6 om Dagen’ campaign seems to have attained this goal.  

Alternatively, from a strictly vegetable demand point of view, many have achieved a 
moderate shift to an increased intake. 

The UK ‘Food Dudes’ program is the other stand-out, in terms of its success in changing 
children’s eating habits. 

Both of these have been running for a long time and retained the same campaign 
branding. 

They have become so pervasive they could be called a movement rather than a program. 
Indeed, Food Dudes has been judged to be so successful that it is now being adopted in 
other countries. 

The lessons that are suggested by these results are: 

• Short-term campaigns are not the solution. To change behaviours requires 
consistent and long-term campaigns. 

• Advertising is only one component. These campaigns require a full range of 
activities and a substantial community commitment. 
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Regionalised and Localised Programs 
Examples of a range of different programs were reviewed, from statewide to schools to 
supermarket interventions. 

Most were successful in achieving some increase in fruit and vegetable intake. Some were 
more oriented towards awareness, and weren’t so measurably successful with regard to 
changing behaviours. 

Some common features stood out: 
• Marketing services should be involved in the set up and naming of a program right 

from the outset; 
• Success depends on engaging all stakeholders in the community, be they parents, 

children, schools, medical service practitioners, local government and non-
government organisations; 

• Continuity beats changing the program every couple of  years; 
• Specific goals help define targets and help provide direction to all stakeholders. 

Specific Commodity Programs 
We undertook an extensive review of commodity programs, both in Australia and 
overseas. We examined ABARES 2014 agricultural statistics, and were somewhat 
disappointed to find that ‘vegetable production has increased steadily (less than 2% per 
annum), which is consistent with the Australian population growth of about 1.7% over the 
same period; implying that per capita consumption of vegetables has remained stagnant. 

‘Consumption of vegetables is estimated to be 162 kilograms per capita annually. 
However, there is still substantial room for growth with about 90% of Australians not 
consuming the recommended daily allowance of vegetables.’1 

While we didn’t cover every commodity program that has been undertaken, we covered a 
wide range. From an Australian vegetable perspective, there doesn’t appear to be 
incontrovertible evidence of sustained success on a national basis. The results of the WA 
‘Fresh Potatoes’ campaign have polarised opinions. Protagonists point to increased 
awareness and demand. Detractors question the benefits, both short and long-term. 

Beyond potatoes, we needed to evaluate non-vegetable commodities, including avocados 
and mushrooms, to find Australian examples which endorsed specific commodity 
campaigns. 

The American system of check-offs (levies) being applied to marketing, and the 
requirement to evaluate these every five years, has driven grower organisations to seek 
the services of agricultural economists. They have, in turn, applied the science of 
econometrics to the analysis of effectiveness. In many cases a Benefit-Cost ratio (BCR) 
was calculated with regard to the efficiency of these programs, and results were notably 
positive. There seems little doubt that, where the growers are motivated to fund marketing 
efforts over a sustained period, it has proved beneficial. 

 

                                                
1 AusVeg and HAL: ‘Australian vegetable industry Strategic Investment Plan 2012 – 2017’. 2012. 
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Conclusion 
Our investigations have resulted in eight key learnings: 

1. Advertising alone appears to be insufficient to change consumption; 
2. More subtle and proactive strategies need to be introduced to facilitate sustainable 

change; 
3. Visibility and prominence at the point of purchase is vital; 
4. Schools and workplaces are key environments to showcase variety and choice; 
5. Cost effective, convenient packaging including single serves encourages healthy 

snacking; 
6. Positive role models can strongly influence consumer behaviour; 
7. Children whose unhealthful food consumption is less entrenched present the 

greatest opportunity for dietary change to embrace vegetables; 
8. A tool kit of strategies is required to counter the far-reaching influence of years of 

powerful unhealthful food marketing. 

In addition it became clear to us that there are two ways of looking at vegetable marketing 
promotion: From top-down and bottom-up. 

Top-down would include dietary/obesity programs, where the promotion of a better healthy 
lifestyle for health reasons is the broader context but includes higher vegetable intake as 
part of an overall package. Bottom-up is the promotion of vegetables by the industry to the 
greater community. Programs that effectively ‘brand’ certain foods fall into this category 
and include vegetables/fruits/fungi like potatoes, avocados or mushrooms. 

While there are, no doubt, benefits are inherent in both approaches, the ‘bottom-up’ may 
not be practical for many growers, especially in the more niche markets (eg kale or snow 
peas). 

These growers, and society as a whole, would benefit from the active promotion of the 
value of vegetables in totality in combating obesity and associated diseases. 

Two international programs stood out as being extremely successful: the Danish ‘6 om 
dagen’ and the English ‘Food Dudes’. We would recommend further examination of these 
and consideration of application to the Australian industry and public. 
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SECTION ONE: INTRODUCTION AND 
BACKGROUND



 

 

E f f e c t i v e n e s s   

 Eva lua t ion  o f  t he  E f fec t i veness  o f  Hea l th  C la ims  in  Food  Adve r t i s ing  VG14035              Page  10  o f  167 r t i s i .  

         

P | 10 
 

1.1 Introduction  
 

We were briefed to assess health claims and health based messaging campaigns to 
determine whether there is evidence that these can have a positive and lasting impact 
on the consumption of healthful foods, specifically fresh fruit and vegetables (frequently 
referred to as FV). 

Our investigations were undertaken over the nine-and-a-half week period commencing 
February 9 through to April 16.  

Academia has invested thousands of man hours researching the subject from all 
manner of perspectives including health (obesity, diet, nutrition), industry (producer, 
industry bodies including HIA) and consumer (media consumption, competition, 
demography and psychographics). We have attempted to cover as wide a range as 
possible in the time allocated.  

We focussed much of our effort on the three leading markets, United States, United 
Kingdom and Australia. Somewhat surprisingly, with so much academic analysis, 
methodology is frequently under question so content is thin while hypotheses are rife. 

Australia is one of the most sophisticated in its activities, in its analytics and reporting.  

We would like to thank the following for their kind input: 

o Dr Harry Kaiser, the Gellert Family Professor of Applied Economics and 
management at Cornell University. 

o Dr Christina Pollard, Food and Nutrition Policy Advisor, Research 
Associate, Department of Health WA, Curtin University 

o Mr Richard Mulcahy, CEO AusVeg 
o Mr Chris Rowley, Former Chair of the International Fruit and Vegetable 

Alliance and industry authority. 
o Mr David Chenu, GM Marketing, Horticulture Innovation Australia  
o Ms Robbie Davis, CEO Potatoes South Australia 
o Mr Greg Seymour, CEO Mushroom Growers Australia  
o Mr Anthony De Pietro, CEO Premier Fruits 
o Mr Mike Brownlee, Independent Researcher 
o Mr Will Gordon, Industry Services Manager, Horticulture Innovation 

Australia 
o Mr Byron de Kock, Vegetable Program Implementation Manager, 

Horticulture Innovation Australia 
o Mr Bradley Mills, Industry Services Manager, Horticulture Innovation 

Australia 
 
 

Our investigation, although comprehensive, could never claim to be the definitive 
piece. At the time of our investigations we learnt of two significant new broad based 
interventions about to be launched in North America. In Canada, `About half your 
plate` is just going to market, and in the United States the Partnership of Healthier 
America has just announced its launch of FNV, a brand focussed on increasing 
consumption and sales of fruit and vegetables among teens and mothers. 
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Equally, the number of influences on what people eat  that are recorded in ecological 
frameworks are testament to the complexity and difficulty for both sceptics and 
proponents to argue their respective cases ( see chart below from School of Public 
Health Minnesota, USA2) 

 

An ecological framework depicting the multiple influences on what people eat. 

 
Source: University of Minnesota (Story et al [2005]) 

 

                                                
2 Story M; Kaphingst KM; Robinson-O’Brien R; Glanz K. ‘Creating Healthy Food and Eating Environments: Policy and 
Environmental Approaches’.  Annual Review of Public Health, 2008, 29: 253-72 
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There are a large number of initiatives that have been documented: from relatively 
simple interventions to broad based campaigns. 

The literature of the efficacy of FV promotion doesn’t necessarily differentiate as to 
what it defines as advertising. It could be a flier handed out as part of an intervention 
in a supermarket, it could be a poster, a website, a PR campaign or a teaching 
program within schools. 

All of this has value, as much of it has been examined from an empirical 
perspective, and provides an insight into efficacy. 

Accordingly, we have included as many of these studies as possible, in the interests 
of including as much as we could find in the time frame. 

Moreover, the literature covers a wide range of interests, in terms of motivation for 
the studies undertaken. 

This reflects the different interest groups and their motivations: 

1. Growers: to improve the demand for their produce, with resultant increased 
purchases of their products and/or increases in prices. 

2. Retailers: to increase the volumes of a high-margin segment of their food 
offering. 

3. Department of Agriculture: Federal and State. To build a higher level of 
demand for agricultural products. 

4. Departments of Health: Federal and State. To improve the health of the 
community by eating more fruit and vegetables as a daily habit. This is most 
frequently within the context of obesity programs. 

5. Industry Boards eg Mushroom Growers Australia. To increase the demand 
for their members produce. 

6. Non-Government Organisations eg. The Cancer Council. To improve the 
health of the community. 

While these entities may have different motivations, they share a belief in the need 
for consumers to change their eating behaviour, and to persuade them to eat more 
fruit and vegetables. 

We have grouped the analysis into four major sections: 

1. National diet programs; 
2. Regional/localised interventions; 
3. Specific vegetable promotions; 
4. General comments on the effectiveness of different strategies. 
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2.1 Introduction 
At the time of writing, the following countries have run national campaigns to encourage the 
daily consumption of vegetables and fruit3: 

1. Argentina: ‘5 al dia’ 
2. Australia: ‘Go for 2&5’ 
3. Brazil: ‘5 ao dia’ 
4. Canada: ‘Fruit and Veggies – Mix it Up’ 
5. Chile: ‘5 al dia’ 
6. Denmark: ‘6 om dagen’ 
7. France: ’10 Par Jour’ 
8. Germany: ‘5 am Tag’ 
9. Hungary: ‘3 x 3’ 
10. Italy: ‘Frutta nelle Scuole’ 
11. Japan: ‘5 A Day’ 
12. Mexico: ‘5 x Dia’ 
13. Netherlands: ‘2 x 2’ 
14. New Zealand: ‘5+ a Day’ 
15. Norway: ‘5 m Dagen’ 
16. Peru: ‘5 al dia Peru’ 
17. Poland: ‘5 Porcji’ 
18. South Africa: ‘5 a Day for Better Health Trust’ 
19. Spain: ‘5 al Dia’ 
20. Sweden: ‘5 om Dan’ 
21. Switzerland: ‘5 am Tag’ 
22. United Kingdom: ‘5 A Day Just Eat More’ 
23. United States: ‘Fruits & Veggies More Matters’ 
24. Uruguay: ‘5 Por Dia’ 
25. Venezuela: ‘Cinco al Dia’ 

Wikipedia4 attribute this movement to a recommendation by the World Health Organisation in 
20035, and published ‘Fruit and Vegetables For Health’ in 2004 following a conference in 
Kobe6. 

Some countries had already instituted a campaign (Western Australian Fruit and Vegetable 
Campaign was initiated in 1990 and New Zealand’s ‘5+ a Day’ was founded in 1994), but it 
appears that the 2003/4  WHO/FAO initiative was the catalyst for global adoption. 

The WHO document provides the following introduction to their joint initiative with the FAO: 

‘Fruit and vegetables are important components of a healthy diet, and their sufficient 
daily consumption could help prevent major diseases, such as cardiovascular diseases 
and certain cancers. Approximately 16.0 million (1.0%) disability adjusted life years 

                                                
3 http://www.5aday.co.nz/kids-zone/5plus-a-day-around-the-world.aspx  
4 http://en.wikipedia.org/wiki/5_A_Day  
5 http://www.who.int/dietphysicalactivity/publications/f&v_promotion_initiative_report.pdf  
6 http://www.who.int/dietphysicalactivity/fruit/en/  
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(DALYs, a measure of the potential life lost due to premature mortality and the years of 
productive life lost due to disability) and 1.7 million (2.8%) of deaths worldwide are 
attributable to low fruit and vegetable consumption. 

‘Moreover, insufficient intake of fruit and vegetables is estimated to cause around 14% 
of gastrointestinal cancer deaths, about 11% of ischaemic heart disease deaths and 
about 9% of stroke deaths globally. 

‘A recently published WHO/FAO report recommends a minimum of 400g of fruit and 
vegetables per day (excluding potatoes and other starchy tubers) for the prevention of 
chronic diseases such as heart disease, cancer, diabetes and obesity, as well as for 
the prevention and alleviation of several micronutrient deficiencies, especially in less 
developed countries.’7 

In the Australian context:  

‘Diet is arguably the single most important behavioural risk factor that can be improved to have 
a significant impact on health. As the quality and quantity of foods and drinks consumed has a 
significant impact on the health and wellbeing of individuals, society and the environment, 
better nutrition has huge potential to improve individual and public health and decrease 
healthcare costs. Optimum nutrition is essential for the normal growth and physical and 
cognitive development of infants and children. In all Australians, nutrition contributes 
significantly to healthy weight, quality of life and wellbeing, resistance to infection, and 
protection against chronic disease and premature death.  

‘Suboptimal nutrition is associated with ill health. Many diet-related chronic diseases such as 
cardiovascular disease, type 2 diabetes and some forms of cancer are major causes of death 
and disability among Australians. More than one-third of all premature deaths in Australia are 
the result of chronic diseases that could have been prevented. Many of these are mediated by 
overweight and obesity. The prevalence of type 2 diabetes is increasing and is expected to 
become Australia’s leading cause of disease burden by 2023. Cancer is Australia’s leading 
broad cause of disease burden (19%), followed by CVD (16%). The most recent available 
estimate for the total cost of poor nutrition was more than $5 billion per year, based on 1990 
costings. Given that the cost of obesity alone was estimated to be $8.283 billion per year in 
2008, the current cost of poor nutrition in Australia is now likely to greatly exceed the 1990 
estimates.’8 

 

 

 

 

2.1.1 WHO 2004 Report: ‘Effectiveness of Interventions and Programmes 
Promoting Fruit and Vegetable Intake’  

                                                
7 World Health Organisation; ‘Fruit and Vegetable Promotion Initiative’: A Meeting Report, 25-27/08/2003. Introduction 
8 National Health and Medical Research Council: ‘Eat for Health. Australian Dietary Guidelines.’ Canberra, 2013 
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The initiating conference contained a large amount of evidence that is listed on the WHO 
website9, in particular a presentation into ‘Effectiveness of Interventions and Programmes 
Promoting Fruit and Vegetable Intake’10 11. 

In this, the authors noted: 

‘In some developed countries, including Australia, Nordic countries, the United 
Kingdom of Great Britain and Northern Ireland, and the United States of America, fruit 
and vegetable promotion initiatives (‘5 a Day’ type campaigns, or nutrition education 
and information approaches) have been established for several years.’ 

Appendix One lists further details of selected programs listed in the article. 

The aim of this project was to ‘summarise evidence of the effectiveness of fruit and vegetable 
promotion interventions and programs worldwide.’ The primary outcome measured was the 
‘change in fruit and/or vegetable intake’ and the secondary outcome measured was the 
change ‘in rates of non-communicable diseases and risk factors’. 

The study reviewed 3499 unduplicated records from the literature and contacts with experts. 
This was whittled down to 48 independent studies: 16 of the studies were of intake among 
children and 32 among adults. 

2.1.2 WHO Report: Results for Children’s Studies 
The reviewers were conservative in their conclusions, noting that none of the 16 studies 
among children ‘showed a detrimental effect on fruit and vegetable consumption’.  

However, of the 16 studies: 

• a large majority (11 – almost 70%) had statistically significant positive effects in terms 
of increasing the intake of fruit and vegetables.  

• Of the remainder, 2 had no significant effect/no significant change, 2 had no difference 
at follow up and 1 show a significant increase in both the intervention group and the 
control group.  

• The studies among primary school age children were all positive 
• Only two of the four studies among older, secondary school age, children showed no 

effects of intervention. 

The report noted that ‘a multi-component, focused approach seems to be the most effective in 
increasing fruit and vegetable consumption in children’, including: 

• Specific fruit and vegetable messages (‘not embedded in a “healthy eating’ message, 
but with particular attention to fruit and vegetables; 

• Hands-on skill-building (‘as opposed to passive learning’); 
• Active provision of F&V at lunch 
• Involvement of parents, teachers and peers 

Appendix Two contains the detailed summaries of the results that were listed in the 
appendix of the WHO paper. 

                                                
9 http://www.who.int/dietphysicalactivity/fruit/en/  
 
10 http://www.who.int/dietphysicalactivity/publications/f&v_promotion_effectiveness.pdf?ua=1  
11 Pomerleau J, Lock K, Knai C, Mckee M ‘Effectiveness of Interventions and programmes promoting fruit and vegetable intake’ 
Background paper for the joint FAO/WHO Workshop on Fruit and Vegetables for Health, 1-3 September 2004, Kobe, Japan. 
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2.1.3 WHO Report: Results for Adult Studies 
 

The review of Adult programs concluded that ‘most interventions led to an increase in intake 
compared to control groups’. 

The studies were classified according to the respondents: general population of an area; 
worksites; health care settings; low income populations; churches and supermarkets or other 
retail settings. 

General population 3 out of 4 positive  

Worksites  7 significantly positive, 4 no significant effect 

Health Care  8 significantly positive, 1 no significant effect 

Low-income  All 5 positive 

Churches  All 3 positive 

Supermarkets  1 significantly positive, 1 no significant effect 

 

2.1.4 WHO Report: Conclusion 
The WHO report conformed to strict quality standards. 

The results clearly indicate that in most cases interventions led to an increase in consumption 
of fruit and vegetables. 

It seems clear from these results that, where undertaken with a full program of support, 
campaigns to promote a responsible diet with the consumption of fruit and vegetables can be 
effective. 

 

2.2 Australian ‘Go for 2&5 Campaign’ 2005 - 2008 
 

The Go for 2&5 social marketing campaign was originally developed by the Western Australian 
Department of Health in March 2002. It was later (2005) adopted by Commonwealth, state and 
territory health jurisdictions (with the exception of Victoria) as an approach to increase fruit and 
vegetable consumption. The campaign was a collaborative effort between government and the 
private sector. 

In this section, while the emphasis is on the national campaign, it is sometimes not feasible to 
separate out the mention of the WA campaign. The latter is, however, covered in more detail 
in Section Three. 
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The campaign included: 

• Mass media advertising 
• Website 
• Public relations events 
• Publications 
• School and community 

activities  

The primary target market was the family’s grocery buyer and meal preparer, especially with 
young children. The secondary target audience was listed as ‘children aged 5-12 years and 
youth aged 13-17 years’.12 Morgan includes as a secondary market those who act as 
influencers: for example, health professionals, growers, retailers, educators and government.13 
 

2.2.1 Effectiveness: Emily Morgan 2009 
Morgan cites a number of articles to conclude that the Go for 2&5 was a very successful 
campaign: ‘Evidence from Western Australia and Queensland shows that implementation of 
the campaign increases both awareness of the recommended servings of fruit and vegetables 
and actual consumption. It has been estimated that an investment of approximately $1 million 
per year for up to three years of the campaign achieves average increases in consumption of 
fruit and vegetables of half to one serve per day across a state.’14 

Morgan continues: ‘In Western Australia, fruit and vegetable consumption increased by 0.8 
servings per person per day (0.2 servings of fruit and 0.6 servings of vegetables, or 75g) over 
the three year intervention period. The campaign was found to have the most profound impact 
on male low consumers of fruit and vegetables.’15 

‘In Queensland, an evaluation completed halfway through Phase one of a four year campaign 
revealed an increase of 0.4 servings per person per day (0.1 servings of fruit and 0.3 servings 
of vegetables). It is anticipated that the results of this campaign will continue to improve as the 
campaign completes Phase one and progresses into Phase 2.16  

2.2.2 Effectiveness: Woolcott Research 2007 
In 2007 the Department of Health and Ageing of the Australian Federal Government appointed 
Woolcott Research to undertake research into the effectiveness of the national Go for 2&5 
campaign. 

The campaign had only run from the end of April to July 2005. 

 

                                                
12 Woolcott Research Pty Ltd, ‘Evaluation of the National Go For 2&5 Campaign’. January 2007 
13 Morgan E, ‘Fruit and Vegetable Consumption and Waste in Australia’. Vic Health and Deakin University, 2009 
14 Morgan references Miller M, Pollard C, Hendrie D, and Rowley C: ‘The Case for Enhanced Investment in Go for 2&5 in South 
Australia’, Adelaide: Department of Health and Primary Industries and Resources South Australia 
15 Morgan references Pollard C, Miller M, Daly A, Crouchley K, O’Donoghue K, Lang A & Binns C: ‘Increasing Fruit and Vegetable 
Consumption: Success of the Western Australian Go for 2&5f Campaign’ Public Health Nutrition, 11(3), 314-320 
16 Morgan here cites Gellweiler, K: ‘ Go for 2&5 Fruit and Vegetable Campaign Results – Phase 1’ Brisbane, Queensland Health, 
2006 
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Woolcott undertook three separate national telephone surveys. The first was prior to the 
launch of the Go for 2&5 campaign, and provided a benchmark. The second was undertaken 
following the television campaign, but prior to the end of the total campaign. The third was 
undertaken at the end of the entire campaign. 

In each case the telephone interviews were conducted among two target audiences: Parents 
of children aged 0-17 years; and children aged 9-12 years. 

Parents: Vegetables 

The results can be summarised as follows: 

• While stated levels of vegetable consumption were higher than that of fruit 
consumption, a relatively low proportion (approximately 10%) indicated that they 
consumed the recommended number of serves of vegetables a day. A quarter were 
only eating one serve of vegetables a day, with similar proportions eating two serves 
and three serves. 

 

 

Table 2.2A Individual Vegetable Consumption: Woolcott Research 2007 
 Baseline 

N=1200 
% 

Follow up 1 
N=591 

% 

Follow up 2 
N=1001 

% 

Less than one serve per day 1 1 2 

One serve per day 23 27 16 a 

Two serves per dayw 27 26 24 

Three serves per dayw 24 23 25 

Four serves per dayw 15 12 19 a 

Five or more serves per dayw Nett 10 8 12 

Mean Serves of vegetables per day 2.6 2.5 2.9 a 

w Note: This includes the few respondents who indicated half a serving short of the servings mentioned 
a Significant difference over baseline study 

 

 

• Following the campaign, there was a significant decrease in the percentage of 
respondents claiming to consume one serve of vegetables a day and a significant 
increase in those claiming to consume four serves a day. 

• This was reflected in perceived amount of vegetable consumption required to maintain 
good health, as in Table 2.2B below 
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Table 2.2B Perceived Amount of Vegetable Consumption Required to Maintain Good 
Health: Woolcott Research 2007 

 Baseline 
N=1200 

% 

Follow up 2 
N=1001 

% 
One serve per day 9 6 a 

Two serves per day 22 19 

Three serves per day 25 22 

Four serves per day 18 16 

Five or more serves Nett 24 32 

   Five serves per day 19 28 a 

   Six or more serves per day 5 4 

Other 0 0 

Don’t know 2 2 

This question not included in Follow up 1 
‘a’  Means significant difference over baseline study 

  

 

• The predominant influence on parents’ decisions to try to increase vegetable 
consumption was a desire for better health, as per Table 2.2C below. 

 

Table 2.2C Major Influences in the Decision to Increase Vegetable Consumption: 
Woolcott Research 2007 

 Baseline 
N=331 

% 

Follow up 2 
N=266 

% 
Health related reasons  76 80 

Advertising 8 13 a 

To influence others/family/ encourage children 6 6 

It’s common knowledge/ I just know you should eat 
a lot of veggies 

4 4 

Availability 4 0 

Advice from others 4 6 

Base: Respondents who increased family vegetable consumption   

 

• When asked whether they had ‘seen, read or heard any advertising campaigns about 
food and health or physical activity in the last few months’, 59% in the Baseline survey 
said they had. This rose to 66% at the end of the campaign. 
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• This was higher for Western Australian respondents. Probably due to the running of the 
Go for 2&5 campaign in that state for a number of years prior, as well as a ‘Find 30’ 
physical activity campaign recently. 

• In terms of what they recalled, the table below shows definite attribution to the ‘Go for 
2&5’ campaign elements, and the effectiveness of television advertising. 
 

Table 2.2D Major Unprompted Description of Food/health/Physical Activity Campaigns 
Seen, Read or Heard (Parents): Woolcott Research 2007 

 Baseline 
N=710 

% 

Follow up 2 
N=661 

% 
Messages from national ‘Go for 2&5’ campaign(Nett) 17 38 a 

   ‘Go for 2&5’ TVCs Nett 2 16 a 

   ‘Go for 2&5’ press/magazines Nett 4 6 a 

   ‘Go for 2&5’ cinema Nett 0 1 

Healthy eating Nett 20 16 a 

Be more active Nett 21 16 a 

Physical activity campaigns Nett 25 16 a 

Overweight and obesity Nett 14 7 a 

Food and beverage company advertising Nett 6 5 a 

Other health related campaigns Nett 1 2 

Messages from weight loss companies Nett 4 2 a 

Specific types of fruit Nett 1 1 

   

Base: Respondents who increased family vegetable consumption 

‘a’ Significant difference 

  

 

• In terms of prompted recall, the study found significant increases in awareness, 
especially immediately following the television campaign. Even in the baseline 
campaign, 21% of parents indicated that they had seen the TV commercial. This was 
attributed primarily to the WA campaign having run for some years plus some false 
association to other similar health campaigns in other states. However, there was a 
substantial jump to 70% in the study immediately after the flighting of the TV campaign, 
which dropped back to 63% at the end of the campaign (indicating the fall off in TV 
awareness). 

• 29% of parents who claimed to have seen the ‘Go for 2&5’ campaign in the Baseline 
study believed that the campaign prompted them to take action. This increased to 44% 
in the first follow up study, which dropped off insignificantly to 42% at the end of the 
campaign. 

• The most common action claimed to have been taken was to increase the amount of 
fruit and vegetables they ate and to buy more fruit and vegetables when shopping 
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Children: Vegetables 

• The authors noted that there was no overall change over the campaign in the number 
of days when vegetables were consumed. (This doesn’t address the amount of 
vegetables each day, however.) 

• The sample of children aged 9-12 ‘clearly understood that eating fruit and vegetables is 
important’. 

• Boys were less likely to rate it as very important. 
• Very few of both genders suggested that the right number of serves of vegetables for 

good health was five or more (16%) at the Baseline study, but this increased 
significantly to 33% by the end of the campaign. 

• Western Australian respondents, as with adults, were more likely to indicate that 5 or 
more serves per day are required for good health eating. 

 

Table 2.2E Prompted Recall of Go for 2&5 Advertising Campaign – Kids: Woolcott 
Research 2007 

 Baseline 
N=300 

% 

Follow up 1 
N=96 

% 

Follow up 2 
N=250 

% 

Aware of advertising 24 89 a 83 

Not aware of advertising 74 11 a 16 

Don’t Know 2 - 1 

'a’  Indicates significant difference over baseline study 
 

• In terms of action resulting from the campaign, there was a significant 
increase in the claim of eating more fruit and vegetables: from 24% at 
Baseline to 57% in the Follow up 1 study, dropping down to 49% at the end 
of the campaign a couple of months later. 

Conclusions 

Here is the report’s conclusion verbatim: 
 
‘The Go for 2&5® campaign has been successful in generating awareness, both 
amongst parents of 0 to 17 year olds, and 9 to 12 year old children. It has also 
increased knowledge – particularly in the area of the recommended consumption level 
of vegetables. 
‘Encouragingly, these improvements translated through to a significant decrease in low 
level vegetable consumption (one serve) and a corresponding increase in mid level 
consumption (four serves) amongst parents. However, these changes did not result in 
a significant increase in the proportion of parents who ate the recommended five or 
more serves of vegetables per day between surveys. As such, the base of awareness 
and knowledge that has been built by the national campaign (on top of an already 
successful campaign in Western Australia) may prove fruitful in generating 
behavioural change on a national level in the longer term.’ 
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1. So, there was a measurable increase in vegetable consumption that was attributed to 
the campaign. 

2. From a health point of view, a longer-term, consistent campaign would be required to 
achieve the kind of results experienced in the WA campaign. 

 

 

2.2.3 HAL Submission to The House Standing Committee on Health and 
Ageing 200817 
 

The submission provided context and acknowledged the WHO Fruit and Vegetable Promotion 
Initiative. It stated: ‘At an Australian Government level the National Public Health Partnership's 
Strategic Intergovernmental Nutrition Alliance (SIGNAL) developed both Eat Well Australia 
(EWA) and the National Aboriginal and Torres Strait Island Nutrition Strategy and Action Plan 
(NATSINSAP). Both these strategies were endorsed by the Australian Health Ministers 
Council on 1 August 2001, where increasing fruit and vegetable promotion was identified as a 
priority initiative.’ 
 
The submission noted that a number of steps were undertaken, including the aim ‘to increase 
fruit and vegetable consumption by at least one serve per person over a five-year period using 
the Go for 2&5® campaign as a basis for building a national approach to the issue.’ 
 
SIGNAL, through the National Public Health Partnership, provided funding for the Increasing 
Fruit and Vegetable Consumption Project: ‘The project, led by the Western Australian 
Department of Health was directed at developing a national approach to increasing fruit and 
vegetable consumption through the extension of the Go for 2&5® campaign.’ 
 

The Western Australian Department of Health subsequently licensed the campaign to the 
Australian Government, State and Territory Health Departments. It also established a licensing 
agreement with Horticulture Australia Limited to enable private sector organisations to 
participate in the campaign in a uniform manner ‘that promoted a collaborative, coordinated 
and cooperative approach towards increasing fruit and vegetable consumption in Australia.’ 
 
The submission notes that ‘The national Go for 2&5® campaign was launched by the 
Australian Government on 28 April 2005. The campaign message was reinforced by activities 
undertaken by other State and Territory Governments (with the exception of Victoria which has 
undertaken complementary activities under its "Go for Your Life" banner).’ 
 

The submission notes that the Go for 2&5 is a ‘highly effective social marketing campaign. 
Every evaluation that has been conducted has shown high levels of visibility; increased levels 
of awareness of the health message and increased intention to change dietary behaviour. In 
short consumers are not only hearing the eat fruit and vegetables message, but are actively 
following up this message and taking appropriate action.’  
 

                                                
17 Chris Rowley ‘HAL Submission to The House Standing Committee on Health and Ageing – Inquiry into Obesity in Australia’  
2008 
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It summarised the Woolcott research (summarised above), and the need for a longer-term, 
consistent campaign. 

It also noted: ‘HAL's own research18 conducted over the period of the Australian Government 
campaign reinforced the fact that the campaign was able to positively impact on demand. The 
HAL study found the campaign had increased consumption by 11,602 tonnes nationally (.136 
serves per capita per day over the duration of the campaign) over the nine week period of the 
advertising campaign, generating $52.9 million in retail sales.’ 
 

The submission noted that the positive improvement was across all product categories 
assessed, including shelf stable, snacks, canned and frozen product, as well as fresh. So 
there was no evidence of one cannibalising another. 

The submission went on to reference the evaluation of the initial four-week phase of the 
Queensland government campaign ‘that immediately followed the Australian government 
campaign’. ‘The Queensland result highlighted an increased consumption of .261 serve per 
capita per day over four weeks of the campaign, equating to $9.4 million in increased retail 
sales.’ 
 
The submission also referenced Pollard et al [2007], quoting from that article as follows: ‘There 
was a population of net increase of 0.8 in the mean number of servings of fruit and vegetables 
per day over three years (0.2 for fruit (1.6 in 2002 to 1.8 in 2005) and 0.6 for vegetables (2.6 in 
2002 to 3.2 in 2005)…’ 
 

Conclusion of the Submission 

‘The Go for 2&5® campaign provides a unique opportunity to address this serious issue. 
It is a campaign that was built by government in line with national nutrition policy. Its 
approach is simple and to the point and its health messages are supported by science. 
The national campaign framework provides the opportunity to forge strong partnerships 
between the government and private sector and for both to work cooperatively to deliver 
health messages that can make a real difference.’ 

 

 

2.2.4 Rekhy and McConchie: Have they delivered on the goals? 
Rekhy and McConchie19 examined a number of interventions promoting consumption of 
vegetables. Their review included the Go for 2&5 campaign. While recognising that the Go for 
2&5 campaign did result in increased consumption of fruit and vegetables, their comment 
regarding the forces bringing the campaign to an end reveal the difficulties in pursuing such a 
broad-based initiative: 

‘The national “Go for 2&5” campaign supported by the Commonwealth Government of 
Australia ended in 2007 due to withdrawal of federal government funding and subsequent exit 
of HAL from the coordinating role. It continued in some states in subsequent years, supported 

                                                
18  ‘Building a national approach to fruit and vegetable consumption.’ Horticulture Australia Limited. November 2006 
19 Rekhy R and McConchie R: ‘Promoting consumption of fruit and vegetables for better health. Have campaigns delivered on the 
goals?’ Appetite 79 (2014) pp. 113-123 
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by the respective state departments of health and the not-for-profit organisations with an 
interest in public health; however, it was not backed by support from the fruit and vegetable 
industry. Lack of industry participation is purported to be attributed to the highly fragmented 
nature of the fruit and vegetable sector; the non-existence  of a vegetable marketing levy to 
support a generic promotion campaign; licensing issues related to the use of “Go for 2&5” 
brand; the health driven focus as opposed to a consumption driven initiative; and insufficient 
involvement of the retail sector (a significant stakeholder in the value chain) in the programme. 
State government health sector resource allocations and priorities also changed over time and 
as a result new programmes  were rolled out at national and state levels. Given that only 5.6% 
of Australian adults met the daily recommended intake for fruit and vegetable consumption in 
2011-2012, the campaign has fallen short of its targeted goal.’20 

 

2.2.5 ‘Go for 2&5’ Campaign: Conclusions 

The overwhelming evidence shows that the ‘Go for 2&5’ campaign was effective in increasing 
the consumption of vegetables (and fruit), both on a regional and national level. This impact on 
consumer behaviour has been described as ‘modest’21, but the increase has not, to our 
knowledge, been disputed. 

 

 
2.3 Australia ‘Measure Up’ Campaign 2008-2010 
 

In 2008 the Australian Government launched a mass-media campaign called ‘Measure-Up’ to 
focus on obesity and associated risks of lifestyle related chronic disease. The campaign was 
evaluated by King et al (2013)22 in relation to the response in New South Wales. 

The introduction references Colagiuri et al (2010)23 that the cost of obesity and 
overweightness has been estimated at $21 billion annually. 

The authors stated: ‘In 2008, the Australian Government launched the first nation-wide mass-
media campaign aimed at reducing the prevalence and impact of chronic disease by raising 
awareness of the relationship between waist measurement, physical activity, healthy eating 
and obesity risk among adults. This ‘Measure-Up’ campaign (www.measureup.gov.au) 
represented a considerable investment (approximately $AUD30 million over a 4-year period) 
from both national and state Governments.’ 

The campaign used television, magazines and radio advertisements to communicate its 
messages. 

                                                
20 Rekhy and McConchie [2014] p. 114 
21 Rekhy and McConchie [2014] p. 114 
22 King EL, Grunseit AC, O’Hara BJ and Bauman AE: ‘Evaluating the effectiveness of an Australian obesity mass-media 
campaign: how did the ‘Measure-Up’ campaign measure up in New South Wales’. Health Education Research, 2013 pp. 1-11 
23 Colagiuri S, Lee CM, Colagiuri R, Magliano D, Shaw JE, Zimmet PZ and Caterson ID: ‘The cost of overweight and obesity in 
Australia’. Med J Aust 2010; 192 pp 260-4. 
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They aimed to evaluate: 

• Whether the campaign achieved sufficient reach of the main messages 
• Whether it increased knowledge of the link between waist size and chronic diseases 
• Did it result in respondents’ “increased confidence” to make changes to their diet and 

physical activity 

From a vegetable consumption point of view, there is mention within one of the two television 
commercials of the steps that should be taken: 30 minutes or more exercise a day/ 2 serves of 
fruit and 5 of vegetables a day. 

The results, from a vegetable awareness perspective, were not good. Knowledge of the 
recommended 5 serves of vegetables increased from 26.6% to 29.6%, which was statistically 
significant. But the mean rating of the importance of eating 5 serves of vegetables only rose 
from 7.9 prior to the campaign to 8.0 post campaign. And the mean score of being confident 
about increasing vegetable consumption in the future stayed the same at a low 2.0. 

The authors acknowledge this: ‘there were no notable changes seen in self-reported physical 
activity or healthy nutrition behaviours, or in confidence that these could change. This is a 
limitation: the campaign created a waist-awareness climate, but did not, by itself, influence 
antecedent obesogenic behaviours, at least not in the short term.’ 

Conclusion: Bundling up a number of messages in one communication leads to poor 
conveyance of the minor messages. In this case people remembered the major creative 
message of waistline, but did not take on board the need to eat more vegetables. This 
demonstrates the preference for simpler approaches such as the ‘Go for 2&5’ campaign in 
terms of vegetable consumption. 
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2.4 Australian ‘Swap It, Don’t Stop It’ Campaign 
2011- 2013 
The ‘Swap It, Don’t Stop It’ campaign was launched by the 
Federal Government in March 2011 and ended on 31 March 
2013 with a promised $30.5 million in funding. 

It followed the ‘Measure Up’ campaign, and was an attempt 
to provide small and simple steps towards a healthier 
lifestyle. 

It was positioned as ‘a new phase of [the Australian 
Government’s] Measure Up campaign to show Australians 
how they can take steps to help reduce their waist 
measurement and improve overall health and wellbeing.’24 

 

 
 

‘The first phase of the Measure Up campaign was successful in explaining why Australians 
need to keep their waist measurement in check. It has now evolved into a new campaign 
designed to show Australians how.’ 

Unfortunately, it was deemed necessary to have a new name and campaign visual device that 
was completely different to the Measure Up campaign…losing all the work that had been done 
to build Measure Up. 

The question that should be asked is why couldn’t the Measure Up campaign be extended into 
‘How To Measure Up’, adding continuity and consistency, rather than starting again from 
scratch. 

Commentators on the campaign were critical. The Sydney Morning Herald ran an article, 
which noted: ‘A taxpayer-funded national obesity campaign, Swap It, Don't Stop It, has had a 
minimal impact in preventing obesity, a new evaluation has shown.’25 

In commenting on the SMH article, advertising news and commentary site, Mumbrella: ‘This is 
not the first time the Swap It campaign has been criticised in the Sunday papers. The Sunday 
Telegraph ran a story in November last year that suggested the campaign was a waste of tax-
payer money and should be scrapped.’26 

More comprehensive findings are listed below: 

                                                
24 Australian Government: ‘Factsheet about the Swap It, Don’t Stop It Campaign’, March 2011 
25 Whyte S: ‘Obesity campaign results on the thin side’, Sydney Morning Herald, 12 August 2012 
26 http://mumbrella.com.au/government-anti-obesity-campaign-less-effective-than-expected-109104 13 Aug 2012 
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The table above was included in the Auditor-General Audit Report on the Administration of 
Commonwealth Responsibilities Under the National Partnership Agreement on Preventative 
Health27.  

The evaluation of the 2011 Autumn and Spring rounds of the Swap It, Don’t Stop It campaign 
comprised two waves of post-campaign tracking surveys. The surveys comprised telephone 
interviews with national samples of adults aged 25-65 years old, residing in private houses. 
                                                
27 Commonwealth of Australia: ‘The Auditor-General Audit Report No. 12 2012-13 Performance Audit: Administration of 
Commonwealth Responsibilities under the National Partnership Agreement on Preventive Health’. 2012 
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It should be noted that these are referenced as Waves 5 and 6. Waves 1-4 were undertaken 
during the Measure Up campaign. Wave 1 is the baseline. It is argued that ‘some of the data’ 
is comparable as the same company undertook the research for all the waves. 

The figures notated with asterisks are those that are statistically different from the baseline 
responses 

it is disappointing that a significantly lower percentage of respondents in Wave 6, compared to 
the baseline of Wave 1, felt that eating five serves of vegetables a day was important in 
preventing chronic disease. 

In fact, all the significant differences are declines from the baseline level, illustrating the 
danger of changing campaigns too frequently. 

Conclusion: Although the ‘Swap It, Don’t Stop It’ campaign was seen as a progression from 
the ‘Measure Up’ campaign, it looked and sounded totally different. So, creatively it started 
from scratch. It would have been stronger to have retained the ‘Measure Up’ campaign and let 
continuity and consistency build its message. From a vegetable consumption perspective, not 
a good result, it would seem. 

 

2.5 ‘Shape Up Australia’ 2013 to present day 
In February 2013 the Australian Government launched Shape Up Australia to follow on from 
the Swap It, Don’t Stop It campaign. Like its predecessors, the Shape Up Australia campaign 
aimed to improve people’s health and wellbeing,  

 

 

 

The Shape Up campaign is described as a progression from the previous two campaigns. 
From a consumer’s point of view, however, it is clear that each has distinct imagery and a 
different name. So, effectively, each one starts from scratch. In the context of the fact that 
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advertising is cumulative, and builds its effect over time, changing campaigns in this fashion is 
not the best use of the funds available. 

Like the Swap It campaign, here the emphasis is both on exercise and diet: 

 

 

The campaign website is still active at the time of writing, and has this entry under the ‘Tools’ 
menu: 

‘The Shape Up app is designed to help you get healthy and stay healthy with easy to follow, 
tasty meal plans based on the Australian Dietary Guidelines. Simply download the app and set 
up a profile to access 12 weeks of daily meal plans and healthy recipes tailored to your needs. 
You can mix up your plan at any time, by swapping recipes this allows the app to recommend 
healthy alternatives and ensure you’re still eating the right number of serves from the five food 
groups. The app can also coordinate your shopping list, keep track of your weight and how 
much physical activity you do each day.  

The Shape Up app offers: 

• A twelve week meal plan that allows you to swap meals around to meet your taste 
preferences; 

• A daily meal plan tailored to the recommended intake of the five food groups for you; 
• A shopping list; 
• An activity tracker that helps you to monitor your levels of physical activity;  
• A weight tracker to help you monitor your weight. 

The Shape Up app will help you to eat for health and live today for tomorrow.’ 

Conclusion: 
Emphasis appears to have moved away from the simpler message of 2&5 used previously, 
with a most likely concurrent reduced effect on demand for vegetables. 
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2.3 Canada 5-TODAY Program 2003-4 
 

The purpose of the 5-TODAY project was to promote the consumption of fruit and vegetables 
by school-aged children. 

The effectiveness of this was evaluated in a master’s thesis by Jennifer House in 2005.28 

The 5-TODAY program ran in in grade five and six classes in a British Columbia pilot project. 
One simple message was chosen as the 5-TODAY target: increased fruit and vegetable 
consumption. 

Objectives of the evaluation were: 

• To determine the students’ fruit and vegetable intake and measure changes in intake 
during the duration of the program; 

• To measure changes in the students’ knowledge, attitudes and perceptions regarding 
fruit and vegetables during the duration of the 5-TODAY program; 

• To identify way in which teachers who implement the 5-TODAY program believe it can 
be improved. 

The evaluation involved analysing 10 Vancouver schools, divided into three intervention levels: 

• Liaison schools provided with an external expert facilitator and resources 
• Champion schools with a ‘champion’ from within the school and resources 
• Usual Practice schools to serve as a control group 

The evaluation of the pilot program concluded that it was not successful in increasing fruit and 
vegetable consumption. This was due to the inability of the schools to implement the program 
in a consistent fashion with enough resources. It was also due to the fact that the intervention 
was limited to the classroom environment, and failed to include the home environment. 

The report noted that nutrition programs should target the school environment, and include 
parents and communities. 

Conclusion 
By this analysis, the 5-TODAY program is judged to be unsuccessful in that it lacked continuity 
and inclusivity (with all community stakeholders) to be effective. 
 

 

 
 
 
 

                                                
28 House J: ‘Effectiveness of the 5-TODAY Program at Increasing Fruit and Vegetable Consumption in Grade Five and Six 
Children’ Thesis submitted for Master of Science degree at The University of British Columbia, April 2005 
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2.4 Canada Half Your Plate Campaign 2015 to 
present 
 

 

The most recent national initiative in Canada, the Half  
Your Plate campaign was rolled out in January 2015 
after a successful social media launch mid-2014 by 
the Canadian Produce Marketing Association.  

The initiative encourages Canadians to eat more fruit 
and vegetables through simple, practical steps. 

The wider launch was expressed by the hosting of 
four events – Vancouver, Toronto, Montreal and 
Twitter Party – to introduce Canadians more broadly 
to Half Your Plate. 

The campaign includes major retailers – WalMart 
came on board mid-2014 – as well as the Canadian 
Cancer Society, the Canadian Public Health 
Association and the Heart and Stroke Foundation 

 

 

 

 

As a background, a recent study showed: 

• While Canada’s Food Guide recommends that adult females consume 7-8 servings 
and adult males 8-10, Canadian females are only eating 4.3 servings and male only 
3.5 servings.  

• More than one quarter of Canadians don’t believe they have enough time to prepare 
fresh produce to eat. This prevents them from consuming more.  

 

The Half Your Plate program is a simple approach to these problems with a practical way to 
ensure that you meet your daily requirements. 

We contacted Vanessa Sherry, Communications Manager at the CPMA regarding the 
background to this program. She responded that the research and data that they collect is 
specifically for their members, so she couldn’t, unfortunately, share them with us. 

Vanessa noted that the campaign is still in its infancy, but said: ‘I will keep in touch with any 
successes we have!’ 

 

 
 
 



 

Eva lua t ion  o f  t he  E f fec t i veness  o f  Hea l th  C la ims  in  Food  Adve r t i s ing  VG14035      Page  33  o f  167  

2.5 UK Food Dudes 1992-Present 
 

The Food Dudes program was developed by 
the Bangor Food and Activity Research Unit 
(BFARU) at the School of Psychology, 
Bangor University, in 1992. 

The program was ‘designed to investigate 
children’s food preferences and establish a 
method of helping children to like eating fruit 
and vegetables. 

 

 

 ‘In early research, children between the ages of 2-7 years took part in studies conducted in 
homes, schools and nursery settings, in the course of which the distinctive Food Dudes 
approach was developed. It was found to be extremely effective at boosting children’s 
consumption of fruit and vegetables with long-lasting effects. 

‘Following these initial successes, the BFARU went on to develop a stand-alone package to 
enable primary schools themselves to implement the programme across the full age range of 
school pupils, from 4-11 years old.’29 

The National Social Marketing Centre (NSMC) in the UK have published a ShowCase of the 
success of the Food Dudes program. ‘It has been shown to be consistently effective at 
changing the eating habits of 4- to 11-year-olds.’30 

The NSMC describe three elements: 

• ‘DVD adventures 
featuring hero figures, 
‘Food Dudes', who like 
fruit/vegetables and  
provide social models for 
children to imitate; 

• Small rewards to ensure 
children begin to taste 
new foods; 

• Repeated tasting of fruit 
and vegetables so that 
children develop a liking 
for these foods’. 

 

 

 
The program isn’t reserved for school involvement. ‘Food Dudes letters and homepacks 
provide ongoing home support to ensure the behaviour change transfers from school to family 
and is maintained over time.31 

                                                
29 http://www.fooddudes.co.uk/about-us.aspx 
30 National Social Marketing Centre: ‘ShowCase Food Dudes’ [2011] 
http://www.thensmc.com/sites/default/files/Food%20Dudes%20FULL%20case%20study.pdf  
31 National Social Marketing Centre: ‘ShowCase Food Dudes’ [2011] 
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The Bangor team noted that a lot of poor eating habits are established at an early age. 
Changing them at this stage makes it more likely that they will take a better diet into adulthood. 

Key insights were: 

• Children are motivated by positive recognition, praise and rewards. 
• They relate to positive role models, especially if the role models are part of a group, are 

older and if there is a clear reward or benefit in emulating the role models. 
• Language is important as it can lock in behaviours, and can be used in a positive 

manner so that children re-categorise themselves as fruit and vegetable likers. 

Based on academic research, a small pilot intervention program was implemented. Initially 
with a small group of fussy eaters in home, it was expanded to include nursery and primary 
schools.  

The pilot included DVD adventures featuring the Food Dudes as positive role models. These 
were slightly older children who gain superpowers from eating fruit and vegetables and combat 
the evils of junk food. They save the ‘Life Force’ from the ‘Junk Punks’, who are plotting to take 
away the world’s energy by depriving it of fruit and vegetables. 

The program adopted the philosophy of the 3 Rs:  

 

All studies confirmed that the program was extremely successful: 

• In the home-based study, children’s consumption of fruit rose from 4% to 100%, 
and vegetables from 1% to 83%; 

• After six months, the figures were still 100% for fruit and at 58% for vegetables; 
• In primary schools the consumption of fruit by five to six year olds more than 

doubled from 28% to 59% over six months, while that of vegetables rose from 8% 
to 32%. 

From the initial pilot program, the BFARU developed a standalone package for primary 
schools to implement the program themselves. 

In 2005 the program was piloted over a two year period in Dublin. It was shortly after extended 
to 150 schools. In 2007 it was been adopted by the Irish Government and made available to 
every primary school in Ireland. In 2009 implementation began in England and also was 
trialling in Italy. It has since been taken up by California and Utah.  

It has won a World Health Organisation best practice award (2006) and the Gold Medal at the 
Chief Medical Officer’s Public Health Awards (2010). 

 
Conclusion: Undoubtedly one of the most successful interventions for children, with 
consistent results across four countries. 
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2.6 UK 5 A DAY Program 2003 
The 5 A DAY program was a local community initiative launched in 2003 aiming to encourage 
people in 66 program areas to eat at least five portions of fruit or vegetables a day. 

The program was funded by the Big Lottery 
Fund, which provided £150,000 over two years 
to 66 Primary Care Trusts (PCTs). These 
worked across their local communities, 
addressing barriers to adoption and to 
contribute to four factors: 

1. Increasing consumption of fruit and 
vegetables; 

2. Increasing awareness and knowledge; 
3. Changing attitudes and beliefs; 
4. Increasing access to fruit and 

vegetables. 

The evaluation was undertaken by TNS Social 
research on behalf of The Big Lottery Fund’s 
Evaluation & Research Team and was 
published in 2006.32 

 
 

It was multi-faceted, involving four stages and collecting a combination of qualitative and 
quantitative data.  

1. Pre-test survey 
2. Process review 
3. Case studies 
4. Post-test survey 

 
The evaluation ‘suggests an overall increase in fruit and vegetable consumption’, with 
improvements particularly evident amongst program area respondents who started from a 
lower base: males, younger people and those ‘classified as living in areas of deprivation’. 
 
However, the report was unable to reach definitive conclusions because of a lack of 
knowledge of whether respondents had exposure to specific activities, and whether the control 
group weren’t exposed to widespread communications that could have affected them. 
 
Conclusion 
Considered to be a ‘phenomenal’ success by the British Dietetic Association in conveying the 
5 a day message33. 
The nature of the program – with 66 organisations defining their own activities - made it very 
difficult to evaluate statistically (especially since the control group might have been influenced 
by those activities). 
The report conveyed a sense of achievement, without being able to define it, other than 
mentioned above. 
 
 

                                                
32 Bremmer P, Dalziel D, Evans L: ‘Evaluation of the 5 A DAY Programme: Final Report’ TNS Social, April 2006 
33 Cocoozza P: ‘The five-a-day disaster: why the numbers don’t add up’ The Guardian, 15 May 2014 



 

Eva lua t ion  o f  t he  E f fec t i veness  o f  Hea l th  C la ims  in  Food  Adve r t i s ing  VG14035      Page  36  o f  167  

 
2.7 UK School Fruit And Vegetable Scheme 2000-
2008 
 

The background is well summarised in the introduction to the first evaluation of the scheme 
undertaken in 200534, which, for clarity, we have designated the Pilot Scheme. 

 

‘The Government’s national ‘5 A DAY’ 
programme forms part of the strategy to 
raise awareness of the health benefits of 
fruit and vegetable consumption, and to 
improve access to fruit and vegetables. 
One aspect of the ‘5 A DAY’ programme 
is the School Fruit and Vegetable Scheme 
(SFVS)1, which provides a free piece of 
fruit or a vegetable to children aged four 
to six years, each school day. 

 

 

‘The scheme was originally piloted in more than 500 schools throughout England in 2000 and 
2001, to examine the practicalities of the scheme before rolling it out nationally. It was 
expanded region by region with funding from the Big Lottery Fund. Since April 2004, the 
Department of Health has been funding the SFVS which is now operating throughout England, 
and will distribute around 440 million pieces of fruit and vegetables each year to over two 
million children in 18,000 schools.’ 

The Pilot Scheme evaluation was followed by two further studies, in 2007 and 2010, which will 
be referenced later. 

2.7.1 Pilot Scheme Study Results 
The initial Pilot Scheme study reviewed 55 participant schools and compared these to a 
comparison (control) group of 45 schools which didn’t receive intervention. It took place in 
three phases: Phase 1 in March 2004, Phase 2 in June 2004 and Phase 3 in November 2004. 

In terms of consumption of vegetables, the Pilot Scheme Study found: 

• ‘Mean consumption of vegetables was 1.60 portions. There was a significant difference 
between boys and girls in relation to vegetable consumption (although the difference 
was significant only at the ten per cent level). Children in Year 2 ate significantly fewer 
vegetables (1.46 portions) compared with children in Year 1 (1.68) or Reception (1.67). 

• ‘As at Phases 1 and 2, there was no difference in overall consumption of 
vegetables between the intervention and comparison groups.’ However, the authors 
noted in their report of the baseline survey that children in the comparison group ate 
significantly more portions of vegetables at lunchtime. ‘It seems that, when compared 
with the North East, either standard school dinners in Yorks and Humber have a higher 

                                                
34 Schagen S, Blenkinsop S, Schagen I, Scott E, Teeman D, White G, Ransley J, Cade J, Greenwood D: ‘Evaluation of The 
School Fruit and Vegetable Pilot Scheme: Final Report’ National Foundation for Educational Research and University of Leeds, 
June 2005 
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vegetable content, or staff there are more successful in encouraging children to eat 
vegetables. 

• ‘There was a significant difference between the intervention group (3.65) and the 
comparison group (3.26) in relation to total fruit and vegetable consumption, which 
reflects the impact of the SFVS on fruit consumption evident in Phase 3, although the 
difference was less than it was in Phase 2 (3.95 compared with 3.28). In Phase 3, 
pupils in the intervention group consumed more portions of fruit and vegetables at 
school than pupils in the comparison group (1.34 and 1.18 portions respectively). They 
also consumed more portions of fruit and vegetables at home than pupils in the 
comparison group (1.70 and 1.53 portions). 

• ‘It may be considered disappointing that the difference in consumption at school is 
relatively small (no bigger than the difference in consumption at home), given that the 
fruit and vegetables consumed at school include the SFVS fruit. However, there are 
two important points which need to be borne in mind. First, the average for the 
intervention group includes all of the children in the North East, and by the time of the 
Phase 3 survey, one third of them (those who had moved from Year 2 to Year 3) would 
no longer be receiving SFVS fruit. Second, at the time of the baseline survey, before 
the introduction of the SFVS, children in the comparison group were eating more fruit 
at school than children in the intervention group (Teeman et al., 2004a). There was a 
particularly large difference at morning break, and we hypothesised that some schools 
in Yorks and Humber were engaged in independent or local initiatives to promote fruit 
consumption, either by providing free fruit or by having a ‘fruit only’ breaktime policy.8 
The fact that children in the North East are now eating more fruit and vegetables at 
school than those in Yorks and Humber therefore suggests a greater impact of the 
SFVS than a simple comparison of Phase 3 means might imply. 

• ‘In accordance with previous findings, consumption of fruit and vegetables decreased 
with age: children in Year 2 consumed significantly less fruit, juice and vegetables than 
children in Year 1 and Reception (3.12, 3.61 and 3.70 portions respectively), which 
reflects the differences in consumption of fruit and vegetables separately. The 
difference at Phase 3 is particularly large, due to the fact that the former Year 2 pupils 
were no longer involved in the SFVS.’ 

 

Conclusions of Evaluation of Pilot Scheme 

The findings showed that the SFVS did significantly increase the consumption of fruit by 
children in the scheme, but did not have any wider impact on diet. Moreover, increased 
consumption was not sustained when children exited participation in the scheme. 

However, the authors postulated that this disappointing result might be a function of time, and 
with more exposure, students might increase their consumption of fruit and vegetables. 
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2.7.2 Further Evaluation of the School Fruit and Vegetable Scheme: 200735 
 

The follow up evaluation was based on the same methodology as the Pilot Scheme Study. 

In terms of the general consumption of fruit and vegetables, the following was recorded: 

• Consumption of fruit and vegetables had increased significantly since the previous 
study conducted two years earlier. Children were eating an average of 4.41 portions per 
day, compared with 3.65 in 2004. Overall, 44 per cent of pupils were reaching the ‘5 A 
Day’ goal, compared with 32 per cent in 2004. This change was mainly due to a large 
increase in consumption of vegetables (from 1.61 to 2.14); the increase in fruit, 
although significant, was much smaller (1.65 to 1.82 portions). 

• All children were eating more fruit and vegetables than in 2004, although Year 3 
children were still eating less than younger children, both at home and at school. This 
reflects the consistent finding from the earlier study, which showed that children eat less 
fruit and vegetables as they grow older. Over time, the scheme does not seem to have 
counteracted this effect; the gap in fruit and vegetable consumption between children in 
Years 2 and 3 was slightly greater in 2006, despite a general increase in consumption 
overall for all three cohorts. 

• The general increase in fruit and vegetable consumption applied to children having 
packed lunches and school dinners. However, packed lunch children had a larger 
increase in fruit, whereas children on school dinners had a much larger increase in 
vegetables. School dinner children also ate significantly less snacks and desserts than in 
2004. A further analysis of consumption at lunch time confirmed the hypothesis that 
there had been an improvement in school dinners in the North East; children on school 
dinners had doubled their fruit consumption, more than doubled their vegetable 
consumption and also reduced the quantity of snacks and desserts consumed. 

 

Conclusions of Further Evaluation of The School Fruit and Vegetable Scheme: 2007 

This study was designed specifically to explore the issue of sustained impact: would the 
scheme have a greater impact on those who had been involved longer? 
 
Certainly average consumption rose from 3.65 portions to 4.41 portions. For Year 3 children 
this general increase compensated for the decrease that occurs with age: they are eating as 
much as they did in Year 1, but not as much as current Year 1 students. 
 

 

2.7.3 The Third Evaluation of the School Fruit and Vegetable Scheme 
201036 

                                                
35 Blenkinsop S, Teeman D, Schagen S, Scott E, Bradshaw S, Chan D, Ransley J, Cade J, Greenwood D, Thomas J: ‘The 
Further Evaluation of The School Fruit and Vegetable Scheme’. National Foundation for Educational Research and University of 
Leeds, May 2007 
36 Teeman D, Lynch S, White K, Scott E, Waldman J, Benton T, Shamsan Y, Stoddart S, Ransley J, Cade J, Thomas J: ‘The 
Third Evaluation of the School Fruit and Vegetable Scheme’. National Foundation for Educational Research and Leeds University. 
February 2010 
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The main aim of this further study was to explore the longer-term impact of the SFVS once it 
had been implemented throughout England and operating in schools for at least four years. 
The data was collected in 2008 to be compatible with that in earlier evaluations. 

Conclusions of the 2010 Study 

Children in 2008 were eating more vegetables than in 2004 (although there was no increase in 
fruit consumption). 

The authors also concluded that the differences in consumption patterns at school did not 
carry over into the home environment (suggesting that a wider campaign needs to be 
addressed) 

 

 

2.8 UK Change4Life Movement 2009 to present day 
 

In 2009 the UK government launched Change4Life as ‘a lifestyle revolution’37. 

Change4Life is ‘the social marketing part of Healthy Weight, Healthy Lives cross-governmental 
strategy for England’. In its first year it targeted families with children aged 5-11, who were at 
greatest risk of becoming overweight or obese. 

Achieving and maintaining a healthy weight requires that parents help their children 
to: 

1. reduce their intake of 
fat, particularly 
saturated fat; 

2. reduce their intake of 
added sugar; 

3. control portion size; 
4. eat at least five 

portions of fruit and 
vegetables per day; 

5. establish three 
regular mealtimes 
each day; 

6. reduce the number of 
snacks they eat; 

7. do at least 60 
minutes of moderate-
intensity activity per 
day; and 

8. reduce time spent in 
sedentary activity. 

 

 

 

 

                                                
37 HM Government ‘Change4Life One Year On’. February 2010 
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As part of the evaluation plan for the Change4Life campaign, a large-scale tracking study was 
run to evaluate awareness of, and response to, the campaign and its impact on attitudes and 
behaviours. The tracking study was carried out by the British Market Research Bureau 
(BMRB). The survey commenced in November 2008, when a baseline of key measures was 
established, and the full study ran from January 2009.  

There were three high-level themes to the evaluation programme: 
• Monitoring campaign exposure and visibility to target audience. 
• Investigating the impact on families. 
• Tracking the development of a social movement. 

 

Extrapolations Made From the Tracking Study Data 

Over 1 million mothers in 2010 claimed to have changed something in their children’s lifestyles 
as a result of Change4Life. This was calculated as follows:  

• Total number of mothers with children aged 0–11 in England: 4.59 million.  
• Percentage of mothers aware of Change4Life advertising in final quarter of 2009: 77% 

= 3.53 million mothers.  
• Percentage of those who claim to have changed something as a result of Change4Life: 

30% = 1.06 million mothers. 
 
About 180,000 more mothers were calculated to have adopted all eight of the Change4Life 
behaviours. This was calculated as follows: 

• Total number of mothers with children aged 0–11 in England: 4.59 million.  
• Percentage of mothers claiming their children did all eight behaviours at baseline: 16% 

= 734,400.  
• Percentage of mothers claiming their children did all eight behaviours one year later: 

20% = 918,000.  
• Additional mothers now claiming their children have adopted all eight behaviours = 

183,600. All calculations compare the end of 2009 data to the baseline (end of 2008) to 
factor out seasonality. 

 

Conclusion 

Although no vegetable consumption statistics are available, it seems clear from the evaluation: 

• The campaign is considered to be a significant success; 
• It is difficult to separate out the individual components, but there was a significant 

increase in the percentage of mothers whose children did all eight behaviours, 
suggesting, at the least, a 4% increase in fruit and vegetable consumption. 
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2.9 Denmark ‘6 a Day’ 1999 to present day 
6 a day is a partnership between the public sector, with representatives from government 
agencies and non-governmental health organizations together with the fruit and vegetable 
industry. 

It consisted of a media 
campaign and educational 
material, with worksite 
interventions and an extensive 
school program 

It was launched in 1999 as a 
five year project, which has 
been extended and continues 
today. 

 

The 6 a day campaign's aim is to increase consumption of fruit and vegetables in the overall 
population, ideally to a level of 600 grams or 6 serves of fruit and vegetables a day.38 

 

IFAVA explains the reason for ‘6’ instead 
of ‘5’ a day: ‘It is no secret that a 
communication of the recommendation 
played an important role in defining the 
recommendation. The number 6 in Danish 
is pronounced "sex", and anecdotal 
evidence suggests that this makes it 
easier to remember, especially for men! 

 

 

The recommendation of 6 a day or 600 
grams fruit and vegetables daily, is based 
on review of evidence on fruit and 
vegetables preventative effect on a number 
of chronic diseases. The expert group that 
defined the recommendation was 
composed of both scientists and people 
with communications backgrounds.’ 

As can be seen from the illustrated posters, 
the orientation has been incorporated into 
the personality of the campaign. 

 

                                                
38 http://www.ifava.org/about-ifava/our-members/denmark/  
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Rekhi and McConchie [2014]  note that this campaign has been very successful: ‘Between 
1995 and 2004, the Danish National Survey of Dietary Habits and Physical Activity reported 
that vegetable and fruit consumption for the 4- to 10-year-old group increased by 29% and 
58% respectively. For the 11- to 75-year-old group, vegetable and fruit consumption increased 
by 41% and 75% respectively, during the same period (Danish National Centre for Social 
Research, 2005). For the period 2003–2008, the average intake of vegetables for adults 
(18–75 years old) was reported to be 162 g per person per day, while the average intake of 
fruit for this group stood at 283 g per person per day (Danish National Centre for Social 
Research, 2009). This equals 445 g per person per day, higher than the minimum WHO 
recommended level of 400 g per person per day, demonstrating the success of  
the Danish campaign in increasing fruit and vegetable consumption above the recommended 
minimum WHO levels.’39 
 

Conclusion: Considered to be a success by the Danish Veterinary and Food Administration, 
as evidenced by its continued application. Testament to the use of communications expertise 
combined with a strong alliance of the public sector, NGOs and producer representatives. 

 

 
2.9 USA ‘5 A Day Better Health’ Program 1991-2006 
 

 

 

The USA ‘5 A Day Better Health’ program 
was launched nationally in 1991 by the 
National Cancer Institute (NCI) and the 
Produce for Better Health Foundation. 

It’s goal was to increase consumption of fruit 
and vegetables to 5-9 servings a day for all 
Americans. Also to make 5 A Day the most 
recognised, respected and practiced dietary 
program in the USA.40 

The rationale for 5-9 servings was illustrated 
in the following table: 

 

 

 

 

 

                                                
39 Rekhy and McConchie [2014] p. 117 
40 DiSogra L and Taccone F: ‘5 A Day for Better Health Program USA’. Presentation to WHO, Geneva, Switzerland, August 
26,2003 
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Recommended Daily Servings of Fruits and Vegetables as part of a healthy, 
active lifestyle, as per the US Dietary Guidelines, 2000 

 Vegetables Fruits Total 

Children, aged 2 to 6 3 2 5 

Children over 6, teenage girls and most women 4 3 7 

Teenage boys and most men 5 4 9 

Source: DiSogra [2003] 

 

Originally this program was trialled in California via a grant from the National Cancer Institute 
(NCI) in 1988. Following its success, the NCI and Produce for Better Health Foundation (PBH) 
launched it nationally. 

The partnership grew to include the Centers for Disease Control and Prevention, United States 
Department of Agriculture, American Cancer Society, Produce Marketing Association, National 
Alliance for Nutrition and Activity, California Department of Health Services, United Fresh Fruit 
and Vegetable Association and the Association of State and Territorial Directors of Health 
Promotion and Public Health Education. 

In 2003 it was the largest public-private partnership for nutrition and health in the USA. 

The results of the program recorded by DiSogra and Taccone [2003] were: 

• Increase in awareness from 22% in 1992 to 40% in 2002 
• Increase in consumption of half a serving between 1992 and 1996 
• In 2003:  

o awareness of 5 A Day was 44% among women and 22% among men 
o awareness of gender specific recommendation was 14% among women and 

3% among men 
o 40% of women and 29% of men were eating at least 5 A Day 
o 13% of women and 4% of men were eating recommended amounts 

Rekhy [2014] notes that: ‘Supporting research highlighted that one of the barriers to increasing 
consumption included meeting quantified targets in terms of daily number of serves.’41 
 

 

Conclusion: One of the earliest US national programs. Helped increase awareness and bring 
together a wide range of stakeholders. Limited success in terms of meeting objectives. 

 

 

 
                                                
41 Rekhy [2014] p117 
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2.10 USA Fruits & Veggies – More Matters 2007 to 
Present Day 
 

 

The July 2007 issue of Today’s 
Dietitian announced the launch 
in an article entitled ‘Fruits & 
Veggies – More Matters: 
Bringing New Life to an Old 
Nutrition Message’. 

The article noted that the 
initiative was launched by the 
Produce for Better Health 
Foundation (PBH) and the 
Centers for Disease Control and 
Prevention (CDC). 

 

 
 ‘According to Elizabeth Pivonka, PhD, RD, president and CEO of PBH, the plan is for Fruits & 
Veggies—More Matters to eventually replace the familiar, 15-year-old 5-A-Day For Better 
Health Program, which will be phased out by the end of 2008. However, the mission remains 
the same: get Americans to eat more fruits and vegetables. The new Fruits & Veggies—More 
Matters brand was also developed to be consistent with the latest Dietary Guidelines for 
Americans, which recommends various numbers of servings of fruits and vegetables 
depending on an individual’s calorie needs—ranging from four to 13 servings (or 2 to 61/2 
cups) per day.’42 

Produce for Better Health Foundation launched a consumer website in March 2007 aimed at 
educating Gen X mums about the campaign and the benefits of eating more fruits and 
vegetables. The website offers nutrition information, selection and storage advice, recipes, 
shopping and meal planning advice, tips for increasing produce consumption, and an 
abundance of other useful information about fruits and vegetables. Over 300 short 
informational videos demonstrate how to check different fruits and vegetables for ripeness, 
outline proper storage methods, present healthy and quick recipes, and offer other fun and 
useful tidbits about fruits and vegetables. 

The Fruits & Veggies—More Matters campaign stresses that it’s easy to eat more fruits and 
vegetables because all forms (fresh, frozen, canned, dried and 100 percent juice) are 
nutritious. 

                                                
42 Aronson D: ‘Fruits & Veggies – More Matters: Bringing New Life to an Old Nutrition Message’. Today’s Dietitian, July 2007, Vol. 
9, No. 7, P 30 
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Aronson’s article continues: ‘As most dietitians know, only approximately 10% of Americans 
consume the level of fruits and vegetables recommended by the Dietary Guidelines. The 
mission of Fruits & Veggies—More Matters is to change people’s behaviour over the long term 
and improve the health status of the nation. This, of course, was also the mission of 5-A-Day, 
but the new initiative seeks to address underlying weaknesses of 5-A-Day and redirect 
education efforts more effectively. Some key differences are that Fruits & Veggies—More 
Matters does the following: 

• targets the mom, who is still the primary healthcare and food gatekeeper for the family; 

• features a Web site that is more interactive, encouraging users to share information; 

• offers practical and specific advice regarding meal planning, shopping, and tips; 

• is less prescriptive and more descriptive; 

• more clearly applies to a wider range of foods, such as those based on fruits or vegetables 
like tomato sauce and 100% fruit juice; and 

• relays a message that is more emotionally based than fact-based.’ 

Results: 

So…how has it done? Corinna Hawkes, in a recent Background Paper for the International 
Conference on Nutrition [2013] wrote: ‘In the US, a recent cross-sectional study of the effects 
of “More Matters” found that only 2% of the 3021 adults surveyed were aware of the campaign 
and the 7-13 fruit and vegetable serving recommendations (Erinosho et al., 2012). However, 
participants were more likely to consume over 5 servings of fruits and vegetables per day if 
they were aware of the campaign.’43 

This seems at odds with the PBH figures on awareness quoted in Rekhy and McConchie 
[2014]: ‘Importantly, brand awareness of the “Fruits & Veggies – More Matters” slogan and 
logo has increased from 11% in 2007 to 26% in 2012 (Produce for Better Health Foundation, 
2013b)44 

The PBH also reported that, while fruit and vegetable consumption between 2004 and 2009 
stayed constant (at 1.81 cups per person a day), there was a modest increase in daily 
consumption by children (7% for up to 6 year olds and 5% for 6 to 12 year olds) 

Conclusion:  
It would appear that the campaign results are modest, despite considerable effort. If anything, 
it suggests that efforts to reach younger minds that are not yet set in their ways may be more 
fruitful than trying to change those of adults. 
 

 
                                                
43 Hawkes C: ‘Promoting healthy diets through nutrition education and changes in the food environment: an international review 
of actions and their effectiveness’. Background Paper for the International Conference on Nutrition, FAO, 2013 
44 Rekhy [2014] p117d 
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2.11 USDA: My Plate 2011 
 

On June 2, 2011 the US Department of 
Agriculture changed its imagery for the US 
dietary guidelines. ‘My Plate’ replaced ‘My 
Pyramid’. The latter had, in 2005, replaced 
the Food Guide Pyramid (originally introduced 
by the USDA in 1992). 

This is how they introduced the new concept 
on their website.45 

‘MyPlate is a new generation icon with the 
intent to prompt consumers to think about 
building a healthy plate at meal times and to 
seek more information to help them do that by 
going to ChooseMyPlate.gov. The MyPlate 
icon emphasizes the fruit, vegetable, grains, 
protein foods, and dairy groups. Later in 
2011, MiPlato was launched as the Spanish-
language version of MyPlate. 
 
‘ChooseMyPlate.gov provides practical 
information to individuals, health 
professionals, nutrition educators, and the 
food industry to help consumers build 
healthier diets with resources and tools for 
dietary assessment, nutrition education, and 
other user-friendly nutrition information. As 
Americans are experiencing epidemic rates of 
overweight and obesity, the online resources 
and tools can empower people to make 
healthier food choices for themselves, their 
families, and their children. 
 
‘MyPlate illustrates the five food groups that 
are the building blocks for a healthy diet using 
a familiar image – a place setting for a meal. 
Before you eat, think about what goes on your 
plate or in your cup or bowl.’46  

My plate as a program appears to be more of 
an informational site than a program. It is 
included here as it formed the basis for the 
Canadian ‘Half Your Plate’ campaign. 

 
 

 

 

                                                
45 http://www.choosemyplate.gov/about.html   
46 Ibid  
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2.12 USA: FNV Campaign 2015 
 

  
 

While it is in the process of being launched, and therefore cannot be evaluated, it is worth 
including some detail of a recent program launched in the USA. 

Late in February 2015, at the Building a Healthier Future Summit, a collaboration of 
companies, celebrities, athletes and foundations launched FNV—a brand focused on 
increasing consumption and sales of fruits and vegetables among teens and moms. 

 

 
 

FNV – shorthand for fruits and vegetables – is an opportunity to change the conversation 
around fresh produce. The Produce Marketing Association (PMA) is a founding funder of the 
campaign and will work alongside the Partnership for a Healthier America (PHA) to inform 
implementation. 

‘The marketing objective outlined by the campaign's expert advertising agency emphasizes the 
need to build more emotional resonance between consumers and our products – fruits and 
veggies. The campaign works to create a connection between the teenaged target audience 
by igniting passion and provoking action – all through a 'team-inspired' experience that 
promotes a community built around produce. 

‘The PMA Board of Directors believes this initiative can help drive demand and ultimately 
increase consumption for fresh produce. Because of that, the PMA Board has approved a $1 
million investment to support this campaign on behalf of the membership and will appoint a 
marketing taskforce comprised of fresh produce industry executives to help guide 
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implementation. This initiative aligns with PMA's strategic commitment to provide you with 
marketing opportunities and resources through successful efforts like eat brighter!™ and now 
FNV, with the objective of helping your business grow. Marketing is, after all, the association's 
middle name. 

‘FNV will launch in its first two markets in spring 2015. It will also spread nationally via digital 
and social networks, and support from well-known celebrities and athletes. With success, it's 
our hope that more markets will feel the effect of the campaign in the future.’ 
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2.13 Summary and Conclusions 
1. ‘The Go for 2&5® campaign was successful in generating awareness. It also 

 increased knowledge – particularly in the area of the recommended consumption level 
of vegetables. This led to a significant decrease in low level vegetable consumption 
(one serve) and a corresponding increase in mid level consumption (four serves) 
amongst parents.  
So, there was a substantial increase in vegetable consumption that was attributed to 
the campaign.  

2. The positive analysis of the ‘Go for 2&5’ campaign led HAL to recommend this as the 
right campaign to combat obesity in its Senate submission. 

3. The ‘Measure Up’ campaign, with its bundling of a number of messages in one 
communication led to poor conveyance of the minor messages. In this case people 
remembered the major creative message of waistline, but did not take on board the 
need to eat more vegetables. This demonstrates the preference for simpler 
approaches such as the ‘Go for 2&5’ campaign in terms of vegetable consumption. 

4. Although the ‘Swap It, Don’t Stop It’ campaign was seen as a progression from the 
‘Measure Up’ campaign, it looked and sounded totally different. So, creatively it started 
from scratch. It would have been stronger to have retained the ‘Measure Up’ campaign 
and let continuity and consistency build its message. From a vegetable consumption 
perspective, not a good result, it would seem. 

5. The same concern has to be applied to the ‘Shape Up’ campaign. And emphasis again 
has moved away from the simpler message of 2&5 used previously, with a most likely 
concurrent reduced effect on demand for vegetables. 

6. The Canadian 5-TODAY program was limited in application, and that served to undo its 
effectiveness: any campaign needs continuity and inclusivity (across the social 
spectrum) to be effective. 

7. The UK’s Food Dudes program is inspirational. The results appear to be considerable 
and impressive. Undoubtedly one of the most successful interventions for children, with 
consistent results across four countries. Worth consideration for any country 
considering an anti-obesity program for the new generation. 

8. The UK 5 A DAY program was ambitious in its extensiveness, but, unfortunately didn’t 
lend itself to conclusive analysis. Considered to have been a phenomenal success, 
however, by some. 

9. The UK School Fruit and Vegetable Scheme did have partial success. Children in 2008 
were eating more vegetables than in 2004 (although there was no increase in fruit 
consumption). The authors also concluded that the differences in consumption patterns 
at school did not carry over into the home environment (suggesting that a wider 
campaign needs to be addressed). 

10. The UK Change4Life Movement has received enthusiastic commendations. From its 
extrapolations, it would appear to have increased the number of people eating 
vegetables. The concept of a ‘Movement’ seems appropriate to the task. 

11. Denmark’s ‘6 a Day’ is a very catchy and broadminded campaign. It appears to have 
succeeded in achieving very high results compared to most of the other national diet 
campaigns. It has been running continuously since 1995, and involves all of the 
community and community organisations. 
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12. The US’s ‘5 A Day Better Health’ campaign was a significant partnership between 
major stakeholders, but had limited success in converting eating habits, despite 
increasing awareness. 

13. With regards to the US’s ‘fruit and veggies – more matters’ campaign, it would appear 
that the campaign results are modest, despite considerable effort. If anything, it 
suggests that efforts to reach younger minds that are not yet set in their ways may be 
more fruitful than trying to change those of adults. 

 

In conclusion, the results of these national diet campaigns are mixed.  

If they are reviewed in terms of  the objective of altering eating behaviours so the broad 
population eats the recommended serves of fruit and vegetables, none, barring one, have 
achieved this. 

Only the Danish ‘6 om Dagen’ campaign seems to have attained this goal.  

Alternatively, from a strictly vegetable demand point of view, many have achieved a moderate 
shift to an increased intake. 

The UK ‘Food Dudes’ program is the other stand-out, in terms of its success in changing 
children’s eating habits. 

Both of these programs have been running for a long time and retained the same campaign 
branding. 

They have become so pervasive they could be called a movement rather than a program. 

The lessons that are suggested by these results are: 

• Short-term campaigns are not the solution. To change behaviours requires consistent 
and long-term campaigns. 

• Advertising is only one component. These campaigns require a full range of activities 
and a substantial community commitment. 
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SECTION THREE: REGIONAL AND LOCALISED 
CAMPAIGNS 
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3.1 Introduction 
 

This section covers interventions that sit between the National Diet Campaigns and the 
Commodity focused promotions. 

We have already provided some information of such interventions in the Introduction to 
Section Two, in reference to the work done by Pomerleau et al [2004]. The appendices contain 
details of these. 

In our investigations, we found that there are a considerable number of such interventions, and 
this section lists some individual research papers, as well as some that review a large number 
and summarise their results. 

While they don’t necessarily employ all the resources (such as media advertising, public 
relations and such like), they provide insight into the effectiveness of localised and regional 
programs. 
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3.2 Western Australia 
 

3.2.1 Western Australian Fruit and Vegetable Campaign: 1990-1994 
 

This section is based on a paper by Margaret Miller and Christina Pollard published in 200547. 

The authors note that, at that time: ‘Health industry campaigns promoting fruit and vegetables 
were a new endeavour’. The paper underscores the importance of a coordinated approach of 
government and industry in tackling this objective. The Department of Health in Western 
Australia (DOH) worked with Primary Product Promotions (PPP), a non-profit organisation of 
WA primary producers, allied industry groups and the State Government. ‘Its main purpose 
was to support its members on a fee-for-service basis to promote and market fresh WA 
produce.’ 

Fruit’n ‘Veg With Every Meal was the initial message that was used in the first phase of the 
campaign. This was replaced with a more specific message: 2 Fruit ‘n 5 Veg Every Day to 
emphasis the minimum recommended intake. 

Multiple promotional strategies were utilised: 

• Television advertising 
• Radio advertising 
• Press advertising 
• Billboard advertising 
• Public relations activities 
• Point-of-sale promotions 
• Cookbooks and recipe cards 
• Publications 
• Community activities 
• Sponsorships 
• Work-site activities 
• School activities 

 

The table below shows the use of each of these in the different phases of the campaign. 

‘Process and impact evaluation were undertaken for most strategies. A telephone survey of a 
random sample of 250 adults was undertaken after each phase of television advertising to 
determine awareness of the campaign, attitudes, knowledge of the recommended intakes and 
action to increase fruit and vegetable intake.’ 

 

Table from Miller and Hollard [2007] Showing Campaign Activities 1990-94 

                                                
47 Miller M and Pollard C: ‘Health working with industry to promote fruit and vegetables: a case study of the Western Australian 
Fruit and Vegetable Campaign with reflection on effectiveness of inter-sectoral action’.  Australian and New Zealand Journal of 
Public Health, 2005, 29, No 2 
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Results 
While there are no detailed results in the reference article, another article by Pollard48 lists the 
following: 

‘Evaluation pre-post campaign showed the campaign was successful in increasing the 
proportion of the target group aware of recommended intakes of fruit, from 39 to 53 per cent 
and vegetables from 65 to 93 per cent, and increasing the proportion of low consumers of 
vegetables that believed that they should eat more vegetables from 50 to 63 per cent. The 
proportion of 25 to 65 year old women in Perth eating at least two servings of fruit per day 
increased significantly from15 to 22 per cent. There was no significant change in vegetable 
intake. The mean intake of fruit consumed by 25 to 65 year old Perth adults increased by 13g 
compared to a decrease of 41g in the national average, and the mean intake of vegetables 
increased by 52g compared to a decrease of 13g in the national average.’  
 

Conclusion 
The primary result was an increase in awareness of recommended intake of vegetables, but 
no significant increase in those achieving recommend intake levels of vegetables. However, 
mean intake levels did increase, in contrast to national declines. 

 
                                                
48 Pollard C: ‘Report HG06158: Documenting the outcomes of the Go for 2&5® Program’. Horticulture Australia Ltd. April 2008 
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3.2.2 ‘Go for 2&5’ Campaign: 2002 - 2005 
 

From our reading of the literature in this field, this campaign appears to have been very 
successful in terms of increasing vegetable consumption. Some commentators have depicted 
it as being less successful, but this is because they are measuring it against a very difficult 
(anti-obesity) objective: that is, changing behaviour within the target audience and converting 
them to a diet regimen which includes two serves of fruit and five serves of vegetables daily. 

While it may not have achieved the latter, it certainly increased consumption of vegetables, 
and that was within a limited time frame. 

We later (Section Five) elaborate on the learnings that we have gleaned from the literature 
across the field: suffice it to say that consistency and continuity are crucial. 

The ‘Go for 2&5’ campaign launched in March 2002 and was implemented for just over three 
years…until June 2005. 

The campaign included a comprehensive range of tactics: 

 

• Television advertisements 
• Press advertisements 
• Radio advertisements 
• Public relations events 
• Publications, including cookbooks 
• Point-of-sale promotions 
• School activities 
• Community activities 
• Website 

 
 

3.2.2 Pollard et al: ‘ Increasing fruit and vegetable consumption: success 
of the  Western Australian Go for 2&5® campaign’ 
 

The campaign had a colourful logo made from fruit and vegetables and the television and print 
campaign featured animated characters, based on well-known television personalities. These 
were extended into other print formats. 
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The initial advertising proposition in 2002  was clear and simple: ‘It’s easy to get an extra 
serving of vegies into your day’. This was followed in 2003 by the more intrusive question: 
‘How many servings of vegies did you really eat today?’. 

An extensive evaluation of this campaign was published by Pollard et al in 200749. They used 
two independent surveys to evaluate the impact of the campaign. 

A Campaign Tracking Survey (CTS), which monitored the following: 

• Advertising 
• Awareness 
• Knowledge 
• Perceptions 
• Attitudes towards fruit and vegetable consumption 
• Self-reported intake. 

The second survey was the Health Department’s Health & Wellbeing Surveillance System 
(HWSS), which provided data on self-reported fruit and vegetable intake. 

The strategy was to use advertising to act as a catalyst and assist in the movement from 
increased knowledge to changes in behaviour for fruit and vegetable consumption 

Pollard et al depicted this in the following diagram: 

 

 

 

Results 

The CTS results are summarised in Appendix Five. Major results were: 

                                                
49 Pollard et al [2007] 
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•  Spontaneous recall of the campaign reached 62.4% in 2005 after three years, and 
prompted awareness reached 90.2%. A year after the campaign finished these figures 
dropped to 42.2% and 77.7% respectively, demonstrating the importance of continuity; 

• Knowledge of the correct number of servings of vegetables increased from 20.4% to 
43.9% over the three years. In contrast to the decline in awareness, this figure 
increased to 47.2% twelve months after the campaign finished; 

• The belief that ‘I should eat more vegetables’ increased from 35.2% prior to the 
commencement of the campaign to 42.2% after three years, but dropped back to 
40.3% after 12 months of inactivity. 
 

The HWSS showed: 
• Total mean daily vegetable intake by Western Australian adults over 18 years 

increased by a significant amount of 0.6 servings over the campaign period. 
• The increase in vegetable intake was observed across all consumption levels but was 

most pronounced for males with very low consumption. 

Here are the results verbatim: 

‘The Go for 2&5_® social marketing campaign was successful in reaching the target audience 
and achieving the campaign communication objectives of increasing awareness 
of the recommended servings of fruit and vegetables, and encouraging increased 
consumption, particularly of vegetables. Awareness of the recommended intake and 
self-reported vegetable consumption among Western Australian adults increased significantly 
and the proportion of adults consuming less than two servings of vegetables declined. The 
impact of the campaign was greatest amongst male low consumers of fruit and vegetables. 
 
‘The net effect, in terms of population increases in self reported fruit and vegetable 
consumption before and  after the intervention, was 0.8 servings (0.2 servings of fruit and 0.6 
servings of vegetables, or 75 g). The Go for2&5® campaign evaluation shows that well-
executed social marketing campaigns are an effective method to increase awareness of 
dietary recommendations and to motivate dietary behaviour change. Results demonstrate 
the importance of implementing social marketing campaigns over an extended period so that 
incremental growth in knowledge, intentions and behaviour can occur and be maintained.’ 
 

Conclusion 

The WA ‘Go for 2&5’ campaign appears to have achieved the goals of increased awareness of 
recommended intake of FV and increased consumption of vegetables. It also underscores the 
importance of continuity in campaign execution and placement over an extended period. 

 

3.2.3 WA LiveLighter Campaign 
In June 2012 the Department of Health together with the National Heart Foundation and the 
Cancer Council WA launched the LiveLighter campaign, utilising the same confronting 
advertising techniques as have been employed in anti-smoking campaigns. 
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The background is described in a brochure released by the campaign entitled ‘LiveLighter: 
One Year On”: 

‘LiveLighter is one of the world’s first well researched, public education campaigns generating 
public debate about the need to reverse the growing rate of obesity. It uses a suite of 
strategies to encourage Western Australian adults to commit to healthier lifestyles choices – to 
make changes to what they eat and drink, and to be more active. LiveLighter is funded by the 
Department of Health WA and run by the National Heart Foundation WA in partnership with 
the Cancer Council WA.’ 
 

The creative concentrates on disturbing images of the body. 

 
 

The brochure lists the following achievements after the first six months: 
• ‘Recall of the campaign was maintained at a high level from the first to the second post-

campaign study phase making it one of the strongest obesity-related campaigns in 
Australia.  

• ‘Overweight and obese adults were significantly more likely to recall the campaign than 
those of a healthy weight.  

• ‘Overweight adults were significantly more likely than those of a healthy weight to 
recognise the relevance of the main campaign ad suggesting it resonated with the 
target group.  

• ‘There was a significant increase in intentions to engage in recommended levels of 
physical activity in the immediate term in the campaign state which was not seen in the 
comparison state, suggesting this is attributable to the campaign.  

• ‘A sub study of adolescents was also conducted to evaluate awareness of the 
campaign among this age group and any unintended consequences of the campaign. 



 

Eva lua t ion  o f  t he  E f fec t i veness  o f  Hea l th  C la ims  in  Food  Adve r t i s ing  VG14035      Page  59  o f  167  

The evaluation shows no signs of unintended consequences for this age group.  
‘Without doubt, LiveLighter has had a successful first year in terms of raising awareness 
about the rising levels of obesity in WA; making an impact on healthy attitudes and 
behaviours and generating debate about the health issues associated with being an 
unhealthy weight. ‘However, despite the success so far, there is no room for complacency 
in preventing obesity. We know that public health campaigns on their own cannot deliver 
sustained changes. ‘Together with support from the government we need support from the 
community to ensure fresh, healthy food and drink is the easy choice everyday. Most of all 
we need everyone to continue raising awareness about the consequences of being 
overweight and what we can do to start living a healthier life and building a healthier future 
for West Australians.’ 

Notably, this shift has tended to move away from the message of ‘Go for 2&5’ in terms of 
recommended diet and rather to eat less sugar-based foods and do more exercise. 

Conclusion: With its emphasis on reduced intake of sugar and unhealthful foods, the 
promotion of fruit and vegetables takes a back seat.  

 

 

 

3.3 NSW ‘Go for 2&5’ Campaign 2007/8 

 
 

The 2008 NSW Go for 2&5 Campaign was aired between 3rd April and 14th June, following the 
initial phase in 2007. The media strategy changed in 2008. In 2007 the campaign ran across 
two bursts between February and June, with 11 weeks of free-to-air television. In 2008, it ran 
over seven weeks in one burst, supported by four weeks of cinema advertising. 

It was a joint initiative between the NSW Department of Health, the Cancer Institute NSW and 
Horticulture Australia. An evaluation was published in a 2009 document50 issued by these 
organisations. 

The results were summarised as follows: 

• Advertising performance was mainly positive, with good recall, recognition and 
personal relevance; 

• The campaign was most successful in achieving an increase in awareness of the 
recommended daily intake of fruit and vegetables; 

                                                
50 NSW Department of Health, Cancer Institute NSW and Horticulture Australia: ‘NSW Go for 2&5®: 2008 Campaign Evaluation’, 
March 2009 
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• While this awareness was maintained over time for fruit, it wasn’t for vegetables. 

Conclusion: This study suggests that burst activity is not suitable for the purpose of increased 
vegetable consumption. Rather an ongoing and consistent campaign than a dip in and out. 

 

3.4 NSW ‘Eat It To Beat It’ Program 2008-2011 
 

Launched by Cancer Council NSW as a pilot program in 
the Hunter region between 2008 and 2011. It consisted 
of a number of elements: 

• Fruit & Veg $ense: an education program 
delivered by trained community educators 

• Fruit & Vegie Drive: a trial of a fruit and vegetable 
fundraiser box 

• Shopping centre cooking demonstrations 
• Fruit ‘n’ Veg Month: a campaign for primary 

schools 
• Communication strategy: local print media, 

school newsletters and The Star Fruit and Veg 
challenge 

 

 
The Evaluation report51 summarised the following results and conclusions as follows: 

• The program achieved a high level of community engagement; 
• It was well accepted by parents; 
• Despite its low budget, it led to modest improvements in the predisposition and intake 

of vegetables; 
• Fruit & Veg $ense led to a measured increase in predilection for behaviour change, 

and increased consumption of fruit and vegetables by half a serve daily; 
• Demonstrated that low-cost social marketing campaigns together with larger 

community-based programs can achieve increased consumption of vegetables. 

Conclusion: The NSW “Eat It to Beat It’ demonstrates the importance of involving stakeholders 
and the community as well as continuity in execution. 

 

3.5 USA: State Marketing Programs 
 

This section is based on an article by Howlett et al. in the American Journal of Health 
Promotion in 201252 

                                                
51 Cancer Council NSW: ‘Evaluation of the Eat It To Beat It Program’. http://www.cancercouncil.com.au/wp-
content/uploads/2011/09/Eat-It-To-Beat-It-Evaluation-Report.pdf  
52 Howlett EA, Burton S, Newman CL and Faupel MA: ‘The Positive Influence of State Agricultural Marketing Programs on Adults' 
Fruit and Vegetable Consumption’, American Journal of Health Promotion, Sep 2012, 27, No. 1 (September/October 2012) pp. 17-
20 
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The purpose of the research was to assess whether state-sponsored agricultural marketing 
programs had a positive influence on adult consumers’ fruit and vegetable consumption. 

The authors studied differences in fruit and vegetable consumption in states that had initiated 
marketing campaigns against those that hadn’t over the period from 2000 to 2005. 

The study used data from the Behavioral Risk Factor Surveillance System, which yielded a 
representative sample of 237,320 adults aged 18 and over from states with and without 
marketing programs. 

Data measured included the number of fruit and vegetable servings per week and the 
percentage of respondents consuming five or more servings of fruits and vegetables per day. 

Statistical analysis of the data yielded the following results and conclusions: 

• In states where there were no marketing progams, there was a significant decrease in 
fruit and vegetable consumption between 2000 and 2005. In states with campaigns, 
consumption remained stable or increased. 

• Marketing efforts yielded stronger responses from women than men. 
• ‘State-sponsored agricultural marketing programs had favorable effects on consumers’ 

consumption of fruits and vegetables.’ 

Conclusion: These state marketing programs, taken together, worked to maintain demand for 
vegetables in a declining market. 

 

3.6 Canada. ‘Advertising for Fresh Fruits and 
Vegetables: An Analysis of Four Retail Banners in 
Canada’53 
The study set out to test the hypothesis that retailers catering to lower income segments 
advertise healthy food choices less than higher income oriented retailers. As gatekeepers of 
the food supply, retailers could, therefore, influence consumers’ food purchases. 

In the course of the report, the authors review relevant literature, with particular reference to a 
study by Perez, using data from the 2000/2001 Community Health Survey54. This study 
analyses the average daily frequency of fruit and vegetable consumption of consumer 
segments in Canada. 

They highlight the following salient points: 

• From Perez (2002) the Boeker and So state: ‘Men in the lowest household income 
group consumed the least number of fresh fruit and vegetable products. The 
consumption rate increases as income increases; however, it tapers off for middle-
income men. For female consumers, consumption continually increases as household 
income increases.’  

                                                
53 Boecker A and So J:  ‘Advertising for Fresh Fruits and Vegetables: An Analysis of Four Retail Banners in Canada’. University 
of Guelph, Canada. Presented at IFAMA 2011 Annual World Symposium 
54 Perez CE, ‘Fruit and Vegetable Consumption’ Health Reports, 13, Issue 3, pp 23-31. 2002 
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• They provide substantiation from another study (Riediger et al, 200755) with the 
following quote from that study: “For example, 34.2% of families with a total annual 
income of $15,000 and 37.0% of those with an annual income of $50,000 to $79,999 
reported fruit and vegetable consumption 5 to 10 times per day. Frequency of intake of 
fruits and vegetables increased sharply, from 37.0% to 42.1%, when total household 
income exceeded $80,000.” 

• Riediger (2007) also noted that ethnicity did not appear to play a role: ‘The analyses 
revealed that cultural/racial origin was not an important factor significantly associated 
with fruit and vegetable intake by Canadian adolescents (data not shown). Adolescents 
from all ethnic groups, including whites, Arabs, Chinese, Japanese, Koreans, blacks, 
Pacific Islanders, Southeast Asians, Latin Americans, and West Asians reported a 
similar frequency of fruit and vegetable consumption.’ 

• Education was found by many researchers to play a significant role, with a positive 
correlation to higher levels of education to number of serves consumed daily. (Includes 
Perez (2002), Riediger et al (2007), Wardle et al (2000)56. 

• Gender was found to be significant, with Canadian women consuming more than men 
ref; Perez (2002). 

• Older Canadians tend to consume more than younger. 

 

The authors analysed communications from four retail banners, and concluded that the 
hypothesis was not supported by the data: they found that advertising intensities did not vary 
greatly between retailers. 

 

3.7 USA: Evaluation of Nutrition Education in 
California57 
This study centres on the work done by the Dairy Council of California (DCC), which provides 
Californian schools with nutrition education materials and lesson plans. 

Despite the orientation of this research towards dairy, the research covered all the main food 
groups. Vegetables was one of these. 

The study focused on one of the programs offered by the DCC: the Exercise Your Options 
(EYO) program, which provides education material to teachers to assist them in teaching 
about nutrition topics such as the basic food groups. It is aimed at sixth, seventh and eighth 
grade students (most commonly sixth graders are 11 years old, seventh 12 and eighth 13). 

The study was undertaken in more than 100 Californian classrooms. Food records were 
completed by the students in autumn 1996 in three phases. ‘Record One’ was prior to the start 
of the program. ‘Record Two’ took place immediately after the program. ‘Record Three’ took 
place one month later (on average). 

                                                
55 Riediger ND, Shooshtari S, Moghadasian MH: ‘The Influence of Sociodemographic Factors on Patterns of Fruit and Vegetable 
Consumption in Canadian Adolescents’ Journal of the American Dietetic Association, 107 (9: 1511-1518) 2007 
56 Wardle J, Permenter K, Waller J: ‘Nutrition knowledge and food intake’. Appetite, 2000; 34: 1-8 
57 Alston JM, Chalfant JA and James JS: ‘Evaluation of Nutrition Education by the Dairy Council of California’. Chapter 13  in ‘The 
Economics of Commodity Promotion Programs: Lessons from California’, Kaiser HM; Alston JM; Crespi JM and Sexton RJ. Peter 
Lang Publishers, 2005 
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There were three distinct groups of students. A control group, who completed the 
questionnaires without any involvement in the EYO program. An ‘Intervention’ group, in which 
DCC regional managers collected food records. And a ‘Non Intervention’ group, in which 
teachers collected the food records. 

From a vegetable consumption point of view, the results showed significant increases in the 
consumption of vegetables by both groups who had participated in the EYO program. This 
was both immediately after the EYO program and one month later, as per the charts below. 

 

 
         Source: The Economics of Commodity Promotion Programs. Pages 298 and 300  
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Conclusion: There was a significant increase in the consumption of vegetables over the study 
period, and one month later, when the Treatment groups were compared to the Control group. 

 

3.8 Supermarket and Grocery Store Interventions: A 
Review in 201358 
The objective of the review was to synthesise evidence on the above type of interventions to 
promote healthful food choices. 

The following methods were employed: ‘We searched PubMed through July 2012 to identify 
original research articles evaluating supermarket and grocery store interventions that 
promoted healthful food choices. We categorized each intervention by type of intervention 
strategy and extracted and summarized data on each intervention. We developed a scoring 
system for evaluating each intervention and assigned points for study design, effectiveness, 
reach, and availability of evidence. We averaged points for each intervention category and 
compared the strength of the evidence for each category.’ 

This is summarised in the following chart:  

 

    Source: Escaron et al [2013] 

                                                
58 Escaron AL, Meinen AM, Nitzke SA, Martinez-Donate AP. ‘Supermarket and Grocery Store-Based Interventions to Promote 
Healthful Food Choices and Eating Practices: A Systematic Review’. CDC pub ‘Preventing Chronic Disease’, 10, April 2013 
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The 33 interventions were implemented in the United States (n = 22), Canada (n = 
4), and 5 other countries (n = 7) (Australia, Marshall Islands, Netherlands x 3, 
Japan, New Zealand).  

The authors created an assessment scheme based on three characteristics: study design, 
effectiveness and reach. So, study design was rated 1,2 or 3 according to the suitability of the 
study design to determine effectiveness. ‘Greatest suitability (3 points) was defined as a 
study that had a concurrent comparison group and prospective measurement of 
outcomes. Moderate suitability (2 points) was defined as retrospective designs or 
studies that had multiple pre- or post-measurements but no concurrent comparison 
group. Least suitability (1 point) was defined as before-after studies that had no 
comparison group or studies in which outcomes were measured in a single group at 
the same point in time.’ 
 
Effectiveness (in attaining specified goals such as awareness) and reach were scored 
more widely, from 0-3 points. 
 
In many cases, however, there wasn’t sufficient data to provide information of success in 
terms of increased offtake of targeted items. 
 
In summary, the authors found limited evidence of effects on purchasing behaviour. Eight 
out of 13 interventions collected store sales data showed an increase in targeted product 
purchases, and 13 interventions presented self-reported data on purchasing behaviours. 
‘One of these, a 12-week child- focused intervention yielded a significant increase in 
the proportion of sales of featured items to total store sales. The intervention 
displayed fruit, vegetable, and healthful snack samples in a low-to-the-ground kiosk. 
Similarly successful interventions targeting low-income populations and drawing on 
social cognitive theory and social marketing were more likely to include components 
such as taste tests and focus on purchasing of more healthful items, fruit and 
vegetable acquisition, and food preparation.’ 
 

Conclusion: Unfortunately the diversity of the studies listed doesn’t allow for easy 
conclusions. Certainly it is possible for such interventions to result in increased sales of 
vegetables, and, as noted above, the majority of the interventions where sales data was 
measured showed positive growth in sales. Success depends on the completeness of the 
intervention on the demand stimulation side (eg. promotion and advertising) and the supply 
side (eg. display stocking and pricing). 

 

3.9 Effectiveness of Community-Based Interventions 
to Increase Fruit and Vegetable Consumption59 
 

The purpose of this study was to answer the question: ‘What is the effectiveness of community 
interventions to increase fruit and vegetable consumption in people 4 years of age and older?’. 
To achieve this, two librarians conducted a search of a wide range of journals and grey 
literature from 1988 to 1998. Two team members independently read and rated each retrieved 

                                                
59 Ciliska D; Miles E; O’brien MA; Turl C; Tomasik HH; Donovan U; Beyers: ‘Effectiveness of Community-Based Interventions to 
Increase Fruit and Vegetable Consumption’, J. Journal of Nutrition Education, 32, Issue 6, November 2000 pp 341-352 
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article for relevance. Of those deemed relevant, then two team members assessed the validity 
of the research. 

The researchers initially obtained 189 articles, of which 60 were deemed relevant. 

Of these, only one was rated strong, 17 were rated moderate and 42 were rated weak in terms 
of methodology. The authors restricted further analysis to the 18 strong and moderate articles. 

Appendix Six contains a summary of their analyses. 

The breakdown of the studies was as follows: 

• Four interventions with parents of young children 
• Seven interventions with school children 
• Three interventions with adults in non-worksites 
• Three reports of two worksite studies 

The following were their major conclusions: 

• Generally it was easier to effect a change in fruit intake than vegetable intake 
• Generally the longer the intervention, the more successful 
• Three of the four interventions with young children resulted in increased fruit and 

vegetable intake. The fourth resulted in fruit increase only. 
• The schoolchildren studies were varied and not easily summarised. There was a 

significant increase in attitudes in two; significant increase in vegetable intake in 
another two; increase in fruit not vegetables in another; short-term but not longer-term 
improvement (3 months) in another; only an improvement in physical exercise and 
decreasing fat content in a fifth 

• Nonworksite adults very varied: One study recorded a decrease in the intake of FV (but 
reduced fat intake…so not just FV study); another FV intake significantly increased; the 
third ‘no change in proportion of people who consumed 5+ fruit and vegetables daily’ 
(but no evidence on shifts of intake, it would seem). 

• Worksite adults: both studies/ three reports positive on FV intake. 

The authors included the following in their ‘Implications for Practice and Research’ section: ‘In 
summarizing the literature from 18 reports of 15 different studies with quality ratings of 
moderate or strong, not one of the studies found a harmful effect of the intervention, that is, 
none had a statistically significant effect of decreasing fruit and vegetable consumption. 
Generally, interventions were most successful if part of a multicomponent program, if they 
included education directed at behavioral change as opposed to acquisition of information, if 
multiple contacts were made with the participants, and if the message was not generally 
about nutrition but specifically targeted to the increased intake of fruits and vegetables. These 
findings are in agreement with those found in Contento et al’s review of U.S.studies.’ 
 
Conclusion: Well-considered and executed interventions, over a long time period, that are 
specifically directed at increasing vegetable consumption, do work. 
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3.10 The Efficacy of Behavioral Interventions to 
Modify Dietary Fat and Fruit and Vegetable Intake: A 
Review of the Evidence60 
 

The following abstract appears to have provided sufficient information for our needs in a broad 
review of the literature. It is reproduced here verbatim. 

‘Background. The evidence suggesting that nutrition, particularly dietary saturated fat and fruit 
and vegetable intake, is related to chronic disease risk has prompted considerable research 
on behavioral interventions focusing on dietary change. No clear understanding has emerged, 
however, of the degree to which these interventions can materially influence dietary change, or 
the types of intervention that are most effective and for whom. Therefore, the primary objective 
of the current study was to evaluate the overall effectiveness of behavioral dietary 
interventions in promoting dietary change related to chronic disease risk reduction. A 
secondary goal was to explore the relative effectiveness of specific intervention features and 
among different population subgroups. 

‘Methods. We conducted an evidence-based review and secondary analysis of existing 
literature. Our data sources included reports of randomized controlled trials and other study 
designs identified from multiple searches of MEDLINE, EMBASE, PsycINFO, CINAHL, 
AGELINE, and AGRICOLA. We included all studies on humans (including children, 
adolescents, and adults) published in English since 1975 that had been conducted in North 
America, Europe, or Australia; that had sample sizes of at least 40 subjects at follow-up; that 
were not based on controlled diets; and that otherwise met inclusion criteria. Through dual 
review, we abstracted detailed information on study characteristics, methodology, and 
outcomes relating to consumption of fruits, vegetables, and fats. 

‘Results. From 907 unduplicated articles originally identified, we retained 104 articles reporting 
on 92 independent studies. The studies were similarly successful in reducing intake of total 
and saturated fat, and increasing fruit and vegetable intake. More than three-quarters of the 
studies (17 of the 22 reporting results for fruit and vegetable intake) reported significant 
increases in fruit and vegetable intake, with an average increase of 0.6 servings per day. 
Similar consistent decreases were seen in intake of saturated fat and total fat (7.3% reduction 
in the percentage of calories from fat). Interventions appeared to be more successful at 
positively changing dietary behavior among populations at risk of (or diagnosed with) disease 
than among general, healthy populations. Two intervention components seemed to be 
particularly promising in modifying dietary behavior—goal setting and small groups.’ 

Conclusion 

Given that 77% of the studies reported significant increases in fruit and vegetable intake, it 
appears to support the conclusion that these interventions are more often successful than not 
in increasing vegetable consumption. 

 

                                                
60 Ammerman AS, Lindquist CH, Lohr KN; ‘The Efficacy of Behavioral Interventions to Modify Dietary Fat and Fruit and Vegetable 
Intake: A Review of the Evidence’, Hersey J. Preventative Medicine, 35, Issue 1, July 2002 pp25-41. 
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3.11 Summary and Conclusions  
Examination of a varied number of campaigns and interventions in this section led us to the 
following conclusions: 

1. The Western Australia Fruit and Vegetable campaign (1990-1994) was successful 
in increasing demand for and consumption of vegetables; 

2. The ‘Go for 2&5’ campaign (2002-2005) in Western Australia was also successful 
and indicated that such interventions and promotion should be integrated with other 
stakeholders, wide-ranging and continuous over the long-term; 

3. The WA LiveLighter campaign (2012 onwards) seems to have been less effective 
in promoting the consumption of fresh vegetables, due to its primary messaging 
being on eating less sugar-based foods and taking exercise; 

4. The NSW ‘Go for 2&5’ campaign (2008) suggests that burst activity is not suitable 
for the purpose of increased vegetable consumption. Rather an ongoing and 
consistent campaign than a dip in and out; 

5. The NSW ‘Eat It to Beat It’ program (2008-2011) demonstrated that low-cost social 
marketing campaigns together with larger community-based programs can achieve 
increased consumption of vegetables; 

6. On a broader playing field, the US state marketing programs support the argument 
that promotion of vegetables is successful in boosting demand; 

7. The 1996 intervention by the Dairy Council of California (DCC), to provide 
Californian schools with nutrition education materials and lesson plans, appears to 
have increased vegetable consumption in school children significantly; 

8. The review of supermarket and grocery store interventions showed that it is 
possible for such interventions to result in increased sales of vegetables, and that 
the majority of the interventions where sales data was measured showed positive 
growth in sales. Success depends on the completeness of the intervention on the 
demand stimulation side (eg. promotion and advertising) and the supply side (eg. 
display stocking and pricing); 

9. The survey article on the effectiveness of community-based promotions in 2000 
showed that well-considered and executed interventions, over a long time period, 
that are specifically directed at increasing vegetable consumption, do work; 

10. Finally, the Ammerman et al [2002]review article, which surveyed behavioral 
interventions, concluded that more than three-quarters of the 22 studies measuring 
vegetable consumption had achieved significant success, with the techniques of 
goal setting and working with small groups proving effective. 

In conclusion: 

• Professional marketing services should be involved in the set up and naming of a 
program right from the outset; 

• Success depends on engaging all stakeholders in the community, be it the Federal 
Government, parents, children, schools, medical service practitioners, local 
government and non-government organisations; 

• Continuity beats changing the program every couple of  years; 
• Specific goals help define targets and help provide direction to all stakeholders. 

 

 



 

Eva lua t ion  o f  t he  E f fec t i veness  o f  Hea l th  C la ims  in  Food  Adve r t i s ing  VG14035      Page  69  o f  167  

 

 

 

 

 

 

 
 

SECTION FOUR: COMMODITY MARKETING 
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4.1 Introduction 
 

Commodity marketing programs are a distinct type of intervention that differ substantially in 
nature to the previous categories. 

Here, it is conventional promotional activity, in which the commodity becomes the ‘brand’ (eg. 
‘Fresh Potatoes’). 

They are more single-minded in their messaging, aiming directly at demand creation and 
consequent increase in price/quantity. 

We undertook an extensive review of commodity programs, both in Australia and overseas. 
We examined ABARES 2014 agricultural statistics, and were somewhat disappointed to find 
that ‘vegetable production has increased steadily (less than 2% per annum), which is 
consistent with the Australian population growth of about 1.7% over the same period; implying 
that per capita consumption of vegetables has remained stagnant. 

 
Source: Australian Government Department of Agriculture ‘Agricultural commodity 
statistics 2014’ Commonwealth of Australia, 2014 
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‘Consumption of vegetables is estimated to be 162 kilograms per capita annually. However, 
there is still substantial room for growth with about 90% of Australians not consuming the 
recommended daily allowance of vegetables.’61 

While we didn’t cover every commodity program that has been undertaken, we covered a wide 
range. From an Australian vegetable perspective, there doesn’t appear to be incontrovertible 
evidence of sustained success on a national basis. Whilst the ‘Fresh Potatoes’ campaign in 
WA has been widely reported as being successful, the recorded evidence only covers the 
period 2012-2014, and remains a work in progress. 

Beyond potatoes, we needed to evaluate non-vegetable commodities, including avocados and 
mushrooms, to find Australian examples which endorsed specific commodity campaigns. 

The Australian examples are supplemented primarily by Californian case studies, which seem 
to be the most prevalent in the literature. 

 

 

 

 

 

 

 

 

  

                                                
61 AusVeg and HAL: ‘Australian vegetable industry Strategic Investment Plan 2012 – 2017’. 2012. 
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4.2 Australian Avocados 
There is well documented evidence, both from within HIA and other sources, which 
acknowledges that the Australian Avocado industry has enjoyed a sustained period of growth. 
As with many industry programs, success results from a wide range of activities, of which 
advertising is but one key element. 

The Avocado Industry report 2007-08 notes: ‘The industry has been undergoing significant 
growth for more than a decade – doubling in volume in the last 10 years…Australian growers 
have over the period from 2002 to 2007 enjoyed robust wholesale pricing. This period resulted 
in significant growth in the production during the period from 2005 to now. The current growth 
cycle is set to continue and during 2009 there were increased plantings in the main growing 
regions.’62 
 
John Tyas, Chief Executive Officer, Avocados Australia Limited, notes: ‘There is no doubt that 
the avocado market is in very good shape where we have had increased supply and increased 
price simultaneously, a very enviable position, and there are many things that have contributed 
to this outcome. The input and oversight by a strong and committed industry body has steered 
the marketing and promotion program in the direction it has gone. The HIA marketing program 
has had an impact but so has the extensive work undertaken to improve quality through the 
supply chain.’ 
 

 
 

Another study notes that aggressive marketing has resulted in a doubling of consumption 
growth, and production has almost doubled from 36,000 tonnes in 2004/5 to a forecasted 
63,500 tonnes in 2015/6.63 

                                                
62 Avocados Australia: ‘Australian Avocado Industry Strategic Plan 2011-2016’ 
63 Lines I: ‘The Success of Generic Marketing Campaigns in the Food Sector’. Potatoes South Australia, October 2013 
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Marketing strategy has built on a large research study in 2005/6 with a small follow up in 
2007/8. This was augmented by retail scan data from a major retail chain and an annual online 
survey of 1,800 consumers over the key growing seasons commissioned by Horticulture 
Australia Limited. Further use was made of Nielsen’s Homescan Consumer Panel to monitor 
consumer behaviour. 

Marketing activity has built on this knowledge base and increased from $987,000 in 2005/6 to 
$2.17m in 2011/12. 

The review covers various marketing activities, including: 

• Initial magazine advertising and associated PR campaigns; 
• Television advertising; 
• Digital campaign (expandable banners); 
• Online editorial sponsorships; 
• Fresh product sampling in gyms and mothers & babies groups; 
• Dedicated website; 
• Masterclass program to educate food service professionals; 
• Early age learning tools for educators 
• A nutrition and health program with health professionals 

 

In conclusion, Australian Avocados provides a strong case study on the potential for success 
with multi-faceted industry campaigns over a prolonged period.  

 

4.3 Australian Mushrooms 
The Australian mushroom industry is actively marketed by the Australian Mushroom Growers 
Association (AMGA). In the Australian Mushroom Industry Strategic Plan 2011-2016 the 
objectives are clearly outlined as follows64: 
 
 

1. To ensure demand closely matches 
estimated production levels by 
maintaining and developing existing 
markets and exploiting new market 
opportunities. 

2. To protect the industry's reputation, 
production and assets through 
management of risks, production 
support and promotion of the 
industry's interests. 

3. Manage information, resources 
(financial, physical and human), 
and alliances and relationships, to 
develop the industry and build 
capacity. 

 

 
 

 
 

 
                                                
64 AMGA ‘Australian Mushroom Industry: Strategic Plan 2011-2016’ 2011 page11 
http://www.mushrooms.net.au/files/files/Mushroom%20Industry%20Strategic%20Plan1.pdf   
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It’s emphasis on new product development and marketing is pronounced. Doug Schirripa, 
Chairman of AMGA wrote: ‘Continued investment in R&D and marketing is essential to 
stimulate consumer demand that will meet the industry's production estimates. Without that 
investment, the industry's profitability will be seriously challenged.’65 
 
The plan’s stated strategy re: consumer marketing is to: ‘Maintain and develop a strong 
consumer marketing program that will position mushrooms as an essential part of the 
everyday diet of all Australians’.66 
 
In a presentation on consumer marketing, Greg Seymour, GM of AMGA, references the 
investment strategy in order to keep demand ahead of supply, and thus produce a healthy 
return on investment of marketing funds.67 
 
The success of this strategy is recounted in a submission to the Senate Rural and Regional 
Affairs and Transport References Committee Enquiry in November 2014.68 
 
The Australian mushroom industry has had a levy system in place for over 45 years. The levy 
funds have been used primarily for marketing, R&D and industry risk management. The levy 
system has received strong support from the vast majority of levy payers, because the benefits 
they have received have accrued consistently over a long period of time. The Australian 
mushroom levy system, and the outcomes it has produced, is acknowledged inside and 
outside the industry as a key driver of sustained industry growth. It is the envy of the 
mushroom industry around the world. 
 
‘Since official industry records began in 1978, the Australian mushroom industry has grown 
from 6,000 tonnes to 66,000 tonnes of production today, with annual per capita consumption 
increasing from 0.6kg to 3.2kg in the same period. Imports have decreased from 50% back 
then to less than 10% today. A key industry marketing strategy has been the repositioning of 
mushrooms in the mind of consumers from a low value canned product in the 70s and 80’s to 
a high value fresh product today.’69 
 
Moreover: 
‘In 2002, the mushroom industry moved from a voluntary levy to a statutory levy for R&D and 
marketing. In the decade that followed, significant benefits were realised with the industry’s 
Gross Value Production (GVP) increasing nearly twofold (Fig 1). Increases in both production 
and prices to growers occurred simultaneously for ten consecutive years as a result of the 
industry’s generic marketing program. 
 
‘During this period combined Investments in Research and Development (R&D) and marketing 
of $25 million between 2002 and 2012 resulted in almost $1 billion of additional cumulative 
industry revenue above the 2002 baseline. This effectively demonstrates the high value of the 

                                                
65 AMGA [2011] p. 2 Chairman’s Foreward 
66 AMGA [2011] p. 19 
67 Seymour G: ‘What’s Really Involved in Cut-through Consumer Promotion – The Mushroom Industry Experience’  
http://www.pma-anz.com/userfiles/files/thu%20p3%201230%20seymour.pdf    slide 18  
68 Seymour G/AMGA ‘Industry structures and systems governing the imposition and disbursement of marketing and research and 
development levies in the agricultural sector’ Submission to the Senate Rural and Regional Affairs and Transport References 
Committee Enquiry November 2014. 
69 Seymour G/AMGA [2014] p. 4 
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levy system to the mushroom industry as-a-whole.’70 

4.4.1 Tasmanian Test Market 
In late 2010/ early 2011 a test market experiment was undertaken in Tasmania to evaluate the 
effectiveness of a new marketing campaign. The AMGA developed a revised marketing 
strategy, the core of which is the concept summarised in the slogan ‘Are You in the Dark about 
the Power of Mushrooms?’. This was to replace the concept already running and summarised 
in the line: ‘Mushrooms, the Healthy All-Rounder’. 

This was conveyed in a number of media: 

 

• Television commercials 
• Radio commercials 
• Product demonstrations in 

stores and at local 
festivals 

• Point of sale material in 
certain stores 

• Public relations campaign 
• ‘The Power of 

Mushrooms’ website 

 

 

The industry retained Professor Julian Alston, one of the world’s foremost authorities on the 
promotion of agricultural products, to assist in the analysis of the success of the test market. 
He, together with colleague Joanna Parks, published their findings in the Australian Journal of 
Agricultural and Resource Economics.71 

They found that the benefit-cost ratio was a conservative 7.6:1 for producers if they had 
funded the entire expenditure for the campaign, and, for Tasmania as a whole, it was 11.4:1. 
However, this is in comparison to the Australian mainland, in which mushrooms were being 
promoted over the same time period. To adjust for this ‘the true benefit–cost ratios for 
producers and society may be twice as large—15:1 if producers bear all the cost and 22:1 if 
they bear in proportion to their share of benefits.’72 
 

As the authors note, these are very favourable results, since anything over a benefit-cost 
ration of 1:1 is sufficient to justify investment of marketing funds. 

4.4.2 Conclusions Regarding Mushroom Marketing in Australia 

The evidence on both the macro results over many years, and the test market results in 
Tasmania, shows that marketing has proved to be a strong contributor to stimulating market 
demand. 

                                                
70 Seymour G/AMGA [2014] pp. 4/5 
71 Alston JM and Parks JC: ‘The returns to promotion of healthy choices in Tasmania: are you 
in the dark about the power of mushrooms’ Australian Journal of Agricultural and Resource 
Economics, 56 (3), Jul 1, 2012, pp. 347-365 
72 Alston and Parks [2012] p. 363 
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4.4 West Australian Potatoes 
 
‘The Potato Marketing Corporation of Western Australia, established in 1987, is a statutory 
marketing organisation under Western Australian Government legislation and is responsible 
for managing the supply of fresh table potatoes in Western Australia. 
 
‘Western Potatoes, the marketing arm of the Corporation, conducts marketing activities on 
behalf of Western Australian potato growers and has a considerable reputation for the 
delivery of extensive marketing of fresh potatoes in that State. All potato growers pay a 
mandatory marketing levy of $26.00 per tonne sold.’73 

‘Fresh potato consumption per capita in Western Australia has declined by 20% over the last 
decade, WA growers committed to investing in a category marketing  campaign to stop this 
decline and increasing consumption per capita of fresh potatoes.’74 

Campaign Overview  

 
 

• The ‘Serve Up Some Goodness’ 
campaign aims to inspire increased 
potato consumption by reinforcing 
the taste attributes of potatoes with 
great tasting, simple recipes, hints 
and tips in a creative delivery.  

• It also sets out to remove barriers to 
consumption by tackling perceived 
consumer concerns of healthiness 
and inconvenience.  

 

 

 
 

A new brand (‘Fresh Potatoes’) was created to headline the category. ‘This is complemented 
by the Buy West Eat Best logo which is used to signpost the WA origin of the product. The 
campaign has required the production of a suite of creative materials including new recipes, 
television, digital radio and print adverts and a world class website.’75 
 
The campaign includes: 

• Television advertising 
• Print advertising, used tactically to support specific themes 
• Cinema advertising 
• Radio advertising – to support key health themes 
• Digital advertising – approximately 20% of the budget spent on digital advertisements 
• Social media 

                                                
73 Lines I, ‘The Success of Generic Marketing Campaigns in the Food Sector’. South Australian Potato Trust, October 2013 
74 Potato Marketing Corporation of Western Australia, Annual Report 2013/2014 http://www.pmc.wa.gov.au/pdf/Annual-Report-
2013-2014.pdf  
75Potato Marketing Corporation of WA Annual Report 2013/2014 p.40  
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• Royal Show - over 22,000 children dug potatoes at the specially designed potato 
stand. 

• Foodservice Education – ‘Potatodors’ (potato chef ambassadors) were appointed to 
represent the potato industry to their fellow chefs. 

• Seed for Schools - over 350 schools in a program that teaches children about the  
potato growing cycle. 

 

Campaign Results 
On the basis of quarterly household tracking measures: 

• ‘Consumers are purchasing a larger volume of potatoes on a weekly basis (compared 
to the same time periods 1 year ago). This is a function of increased numbers of 
households purchasing potatoes and/or increased volume of potatoes being purchased 
in each transaction.  

• ‘Consumers are spending more per kilo on potato purchases. This reflects a transition 
to better tasting branded product lines that are sold at a higher price.  

‘This has translated to real demonstrable results to growers. with a sustained growth in the WA 
Fresh Ware Potato Industry. Sales growth is a result of better use of produced product, 
increases in quality and the demand created by the category marketing campaign.  

‘During the same time period there has been a material change to total market size (measured 
by PMC sales and total imports to WA). A declining market (2012-2013) has been put back 
into growth (2013-2014) by the major grower investment in a category marketing campaign.’76 

Editorial Comment 
This campaign has received press endorsement as follows:  

‘Last year, WA growers invested $1.5 million into the development of a campaign which was 
designed to address consumers perceptions that potatoes were unhealthy. After just nine 
months, the Potato Marketing Corporation WA has lifted declining sales up by 2000 tonnes 
The Weekly Times reports.  

 

Caveat 

There are certain bodies that have expressed concern regarding the campaign’s 
effectiveness: ‘AUSVEG remains wholly unconvinced of the benefits of a grower-
funded generic potato marketing campaign despite claims from the Potato Marketing 
Corporation of Western Australia that the initiative has been a success in that state.  

‘Data from the PMC’s own annual report has shown that potato sales revenue for 2013-
14 dropped by almost 3 per cent from the previous financial year, which raises very 
legitimate questions about the value growers have received from their significant 
marketing investment. 

‘”While the PMC are claiming ‘clear and tangible signs of success’ from the Western 
Australian grower-funded generic marketing campaign, we believe growers have 

                                                
76 Potato Marketing Corporation of WA: Annual Report 2013/2014 p.41 
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received an unacceptable return on their investments,” said AUSVEG spokesperson 
Andrew MacDonald.’77 

Conclusion 

The results of the WA ‘Fresh Potatoes’ campaign have polarised opinions. Protagonists point 
to increased awareness and demand. Detractors question the benefits, both short and long-
term. 

 
4.5 California Commodity Marketing Programs 
Two sources provide considerable insight into the above. The first is an article by Professor 
Hoy Carman of the Davis campus of University of California78. The second is a book edited by 
four leaders in the field of agricultural economics: Harry M Kaiser, Julian M Alston, John M 
Crespi and Richard J Sexton79. 

Both provide the context of several legal challenges to Federal funding of  commodity 
marketing programs by powerful organised opposition groups. 

These legal actions have focused on the effects of mandated marketing programs. 

Provisions in the 1996 Farm Bill in the USA require all Federal Research and Promotion 
Boards to do an economic evaluation of their programs at least every five years. 

The authors note that there is increasing interest in verifying and documenting the costs and 
returns relating to: 

1. Advertising and promotion 
2. Minimum maturity, size and quality standards 
3. Quantity controls in the form of reserves, pro-rate and set aside 
4. Research programs 

Some of the major case studies from the above references are summarised herewith: 

• California Almonds. Success of campaigns resulted in increased almond plantings 
in California and in competing countries like Spain. The Giannini Foundation has 
created an econometric model80 which can offer projections of acreage adjustments 
and pricing projections. In a separate article by Kaiser et al [2005]81 it was 
estimated that ‘marginal dollars expended promoting almonds yielded a return to 
producers in the range of from 3 to 1 to 10 to 1.’ 

                                                
77 http://ausveg.worldsecuresystems.com/media-release/ausveg-questions-benefits-of-generic-potato-marketing-campaign-1  

78 Carman HF:‘Evaluation of California Commodity Marketing Programs’ ARE Update, 1, No. 2, Winter 1998 

79 Kaiser HM, Alston JM, Crespi JM and Sexton RJ: ‘The Economics of Commodity Promotion Programs: Lessons from 
California’, Peter Lang Publishers, 2005 
80 Alston JM, Carman HE, Christian JE, Dorman J, Murua JR and Sexton RJ: ‘Optimal Reserve and Export Policies for the 
California Almond Industry: Theory, Econometrics and Simulations’, Davis: University of California Agricultural Experiment Station, 
Giannini Foundation Monograph 42, February 1995 
81 Crespi JM and Sexton RJ:  ‘Evaluating the Effectiveness of California Almond Promotion: How Much Did the Litigation Cost 
Producers’, Chapter 8 in Kaiser HM et al [2005] 
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• California Walnuts. Carman references a paper by Weiss et al82 which concluded that 
the USDA’s Market Promotion Program for walnuts in Japan had been very effective, 
with a cumulative increase in shelled walnut shipments totalling 4.5 tons for every 
$1,000 of promotion expenditures. ‘In total revenue terms, each promotional dollar 
spent in Japan increased revenues by approximately $5.85. 
 
In another analysis of the Walnut Marketing Board’s (WMB’s) activities83, Kaiser’s 
analysis indicates that ‘WMB’s marketing programs have had a positive and statistically 
significant effect on domestic per capita walnut demand…’ and that ‘In the years 
between 1984 and 1999, WMB marketing activities increased total walnut utilization by 
124,665 tons, or 7,333 tons per year’. Moreover, Kaiser found that the WMB’s activities 
had had a positive impact on grower profits and that the benefits of WMB’s marketing 
programs have been considerably greater than the costs. 

 
 
• Table Grapes. Carman notes that both completed and work underway ‘documents 

significant increases in product demand as a result of commodity advertising and 
promotional programs, with net monetary benefits to producers being much greater 
than costs.’ Carman also quotes Alston et al84, who estimated that ‘the elasticity of 
demand with respect to promotion for California table grapes was 0.16. 5  Using this 
promotion coefficient, they estimated that the promotional activities of the Table Grape 
Commission had increased per capita consumption by about 1.5 pounds over that 
which would have existed in the absence of a promotional program. This increase was 
about one third of recent total per capita consumption. Carman writes: ‘The benefits to 
producers were very high in both the short and long-run. The short-run marginal 
benefit-cost ratio was estimated at over 80:1 which indicates that, for every $1 spent on 
the program, the industry gained net benefits of $80. When producer supply response 
was factored into the analysis, the benefit-cost ratios decreased. Using a supply 
elasticity of 5, the average benefit-cost ratio was about 10:1 and the marginal benefit- 
cost ratio for a 10 percent increase in promotional expenditures was about 5:1’.  

 
 
• California Avocados. Professor Carman refers to a paper undertaken by himself and 

R K Craft85 in 1997. They ‘found that industry advertising and promotion programs have 
significantly increased the demand and price for California avocados.’ Comparison of 
simulated advertising and no advertising scenarios showed that advertising increased 
prices and per-acre returns.  

 
Based on estimated price flexibilities of demand, a 10 percent increase in advertising 
and promotion expenditures was associated with a 1.3 percent increase in the price of 
California avocados. Estimated discounted short-run (month-to-month and year-to-

                                                
82 Weiss KR, Green RD. Havenner AM: ‘Walnuts in Japan: A Case Study of Generic Promotion Under the USDA’s Market 
Promotion Program’, In Agricultural Commodity Promotion Polies and Programs in the Global Agri-Food System, Proceedings of 
NEC-63 Conference, NICPRE, Cornell University, pp. 47-80, May 1996 
83 Kaiser HM: ‘An Economic Analysis of the Walnut Marketing Board’s Promotion Programs’.. Chapter 9 in Kaiser HM et al [2005] 
84 Alston JM, Chalfant JA, Christian JE, Meng E, Piggott NE: ‘The California Table Grape Commission’s Promotion Program: An 
Evaluation’, Davis: University of California Agricultural Experiment Station, Giannini Foundation Monograph No. 43, November 
1997 
85 Carman HF  and Craft RK: ‘An Economic Evaluation of California Avocado Industry Marketing Programs, 1961-1995’,. Davis: 
University of California, Department of Agricultural and Resource Economics, February 1997 
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year) returns ranged from $5.33 to $6.35 for every dollar spent on advertising and 
promotion over the period of analysis. After allowing for increased production due to 
improved returns, discounted real long-run returns from advertising and promotion 
expenditures still averaged $1.71 to $1.78 for every dollar of advertising and promotion 
expenditures over the 34-year period of analysis.’ 

 
 
Carman and Craft also contributed a chapter in the book mentioned at the start of this 
section86. In the figure below, the last observation without advertising was 55,196 
acres, which was 4,568 acres (almost 8 percent0 less than with advertising. 

 

 
  

• California Prunes. Carman references a paper which he co-authored87: ‘Our most 
recent research results indicate that expenditures on promotion by the California Prune 
Board and by Sunsweet Growers have significantly increased the demand for prunes.’ 
And ‘Over the four-year period analyzed, investments by prune growers in promotion 
yielded them marginal returns of at least $2.65 for every dollar spent.’ 

 
• California Raisins. A case study of the export promotion programs of the Raisin 

Administration Committee undertaken by Kaiser et al [2003]88.  The study addressed 
four questions: 

o What was the responsiveness of demand for California raisins in Japan and the 
UK in response to the RAC’s export promotion programs between 1965 and 

                                                
86 Carman HF and Craft RK: ‘Evaluation of Avocado Promotion by the California Avocado Commission’. Chapter 7 of Kaiser et al 
[2005] 
87 Alston JM, Carman HF, Chalfant JA, Crespi JM, Sexton RJ and Venner RS: ‘The California Prune Board’s Promotion Program: 
An Evaluation’. Davis: University of California, Department of Agricultural and Resource Economics, October 1997 

88 Kaiser HM, Liu DF, Consignado T: ‘An Economic Analysis of California Raisin Export Promotion’, Chapter 10 Kaiser et al 
[2005]. Originally published in Agribusiness: An International Journal, 2003, John Wiley and Sons. 
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1998? 
o What would have been the exports to these countries if there weren’t such 

programs? 
o What was the benefit-cost ratio? 
o What was the marginal return? 

 
The charts below give a simple graphic answer to the first two of these questions. 
 

 
     Source: Kaiser et al [2003] 

 
      Source: Kaiser et al [2003] 

 
 
Kaiser et al calculated that every dollar  invested in export promotion in Japan 
returned, on average, $6.64 or $5.13 over the two periods examined. It was even 
higher in the UK, with every dollar invested returning $15.29 in export revenue to the 



 

Eva lua t ion  o f  t he  E f fec t i veness  o f  Hea l th  C la ims  in  Food  Adve r t i s ing  VG14035      Page  82  o f  167  

Californian raisin industry. 
 
Kaiser et al provided the following table to show how these compare with other export 
promotions. 
 

 
     Source: Kaiser et al [2003] 
 
 
In terms of the fourth question, they found the following: 

• For Japan, the marginal benefit-cost ratio was 0.56 for 1965-1998, and 0.42 
for the more recent period, 1985-1998. This means that, if the industry 
spent more on export promotion, for every dollar spent, only about 50 cents 
return would result. 

• For the UK, the marginal benefit-cost ratio was 3.19, indicating that further 
investment would enjoy greater proportional returns. 

 
Conclusion 
The above case studies from California provide strong support to the case for commodity 
programs in those industries that can muster the marketing muscle and apply it over sustained 
periods. The positive average benefit-cost ratios across the above examples provide a 
numeric measure of this success. 
 
 

• California Strawberries: ‘Food Safety and the Strawberry Case’89.  On the face of 
it, this seems like an odd inclusion in this paper. However, this chapter/article has 
interesting observations regarding advertising versus public relations as a method of 
countering negative media reports, and, via application of econometrics, makes 
estimates of benefit-cost amounts associated with the communications. 
The article focuses on a reported outbreak of illness in 1996 attributed to the 
consumption of Californian strawberries. This resulted in significant reduction in 

                                                
89 Richards TJ and Patterson PM: ‘The Economic Value of Spin Control: Food Safety and the Strawberry Case’. Chapter 14 in 
Kaiser et al [2005]. Originally published as ‘The Economic Value of Public Relations Expenditures: Food Safety and the 
Strawberry Case’, Journal of Agricultural and Resource Economics, 24, Issue 2, pp 440 -462, December 1999. 
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demand. Laboratory tests later exonerated the strawberries and found that the 
problems were due to consumption of Guatemalan raspberries. However, almost 
exactly a year later, 198 Michigan schoolchildren and teacher contracted Hepatitis A 
from eating a dessert made from contaminated strawberries, quickly discovered to 
have been imported from Mexico. 
The authors review the arguments regarding righting negative publicity, with well-
referenced attribution to different contributions. They note the difficulty of using 
advertising or sales promotion to counter negative opinions, and ground their analysis 
in Attribution Theory as proposed by H Kelly in 196790 and discussed by Mizerski 
[1982]91. 
Using an econometric model based on Attribution Theory, the authors quantify grower 
losses due to negative media reports and the value of defensive media activities. 
In the short-term, they assume that supply is relatively inelastic, as the plants are in the 
ground and bearing fruit. The more inelastic the supply, the more the price will fall in 
response to a rapid, or shock, fall-off in demand. The simulations considered a range 
of different supply elasticities as per the chart below. 
 

 
       Source: Richards et al [2005] 
 
‘Assuming a very low supply  elasticity (0.01) and short-run price and information 
adjustments, and focusing on the case where consumers are exposed to only bad 
news, growers would lose a total of $232.6 million over the sample period - 19.6 
percent of the total value of all shipments. Including the effects of positive media 
information reduces the total loss to $109.5 million, which implies that positive 
information is worth $123.2 million in this case.’ At higher elasticities of supply, 
whereby the producers are able to adjust supply in response to price changes, the 
damage is less, as per the table above. 
 
Moreover, although the long-run effects are greater per supply elasticity level, it is likely 

                                                
90 Kelly HH: ‘Attribution Theory in Social Psychology’. Nebraska Symposium on Motivation. Levine D, ed., pp 192-238.  15. 
Lincoln NE: University of Nebraska Press, 1967. 

91 Mizerski R: ‘An Attribution Explanation of the Disproportionate Influence of Unfavorable Information’. Journal of Consumer 
Research 9 (1982): 301-310. 
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that growers can adjust more in a longer time frame, so the elasticity is likely to be 
higher in this time frame. 
 
 
Conclusion: This study recognises the importance of news stories in modifying 
consumer demand, both on the negative and positive side. Cogently argued, the model 
defines a world in which both negative and positive stories can have considerable 
effect on demand. As a component of the marketing mix, this indicates the importance 
of PR in any intervention or movement to improve the overall consumption of 
vegetables. 
 
 
 

4.6 USA: National Benefit-Cost Estimates for the 
Dairy, Beef, Pork and Cotton Promotion Programs92 
 

The focus on these commodities is due to their prominence in the US check-off (aka. Levy) 
system, accounting for 83% of total funds available from check-offs in 2001; an amount of 
$500 million. 

Considerable econometric analysis has been applied to these commodities, giving them a firm 
basis for determining whether promotion pays. 

The authors focus on evaluations submitted to the US Department of Agriculture for the 1995-
2000 evaluation period. 

The authors define the benefit-cost ratio (BCR) as the average benefit-cost ratio, as distinct 
from the marginal benefit-cost ratio. So, if the BCR for a commodity is 5, it means that for 
every dollar spent on promoting it, there is a profit of $5. 

‘Overall, it appears from these estimates that the cotton promotion program, like the dairy, 
beef and pork programs, is highly profitable…..it appears that Pork is the most lucrative 
program (51.8), followed by cotton (45.4), beef (32.3) and fluid milk (18.8)’ [figures in brackets 
are the benefit-cost ratios]. 

Conclusion:  

The basic conclusion reached by the writers is that ‘benefits exceed costs for all programs’.                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                        

 

 

 

 

 

 
                                                
92 Kinnucan HW and Yuqing Zheng: ‘National Benefit-Cost Estimates for the Dairy, Beef, Pork and Cotton Promotion Programs’. 
Chapter 12 of Kaiser et al [2005] 
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4.7 UK ‘Many Faces of Potatoes’ Campaign 2011 
 

In 2011 the UK Potato Council published the Cost Benefit Analysis – CB05 for the first year of 
the ‘Many Faces of Potatoes’ Campaign. 

The market challenge was to sustain the demand for potatoes and counter the trend towards 
competitive products such as pasta and rice, which received considerable promotional 
support. 

The first year was quite low budget at £250,000. The analysis calculated the return at 
£3,170,000: ‘Based on the assumptions…each pound of levy invested is returning £12.68 of 
consumer spend’.93 

In 2012 a commercial aired featuring people bringing potatoes to the plate: for example, a 
farmer, a food blogger, dinner lady, chef.  

 

 

 

 

 

 

 

 

 

 

 

 

In its website, the Potato Council notes94, under the date 21 November 2011, ‘The Many 
Faces of Potatoes (link is external) campaign, an EU co-financed initiative alongside France 
and Belgium whose sectors face similar challenges with younger consumers, has successfully 
helped to highlight the versatility, convenience and healthiness of the potato through a wide 
range of consumer-centred marketing tools. 

‘Our third Many Faces of Potatoes TV advertisement aired between July 1-14 2013, 
demonstrating the health benefits of potatoes in a family home situation. It previewed on ITV1 
at 8:45am on Daybreak on Monday July 1, with further 30" runs on Daybreak, ITV Digital, 
Sky1, Sky Living, Discovery Channel and Food Network. Other key spots include Jeremy Kyle 

                                                
93 Evans C: ‘Promote: Many Faces of Potatoes Campaign. Cost Benefit Analysis – CB05’ Potato Council, Agriculture and 
Horticulture Development Board, 2011 
94 http://www.potato.org.uk/about-us/marketing/promote  
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on ITV1, Coronation Street and Emmerdale on ITV2, Mad Dogs and Modern Family on Sky1, 
and Man v Food on Food Network.’ 

 
 

 

Lines [2013], records that ‘The Potato Council sought to raise awareness for the new season 
crop in the United Kingdom, with a television advertising burst that ‘hit’ the screens in July 
2013. The commercial, which aired across major national channels for two weeks at the start 
of the month, drove home healthy facts about potatoes to young family audiences…. 
‘The campaign aimed to highlight the versatility of potatoes through the wide variety of 
consumers that eat them and is entitled the ‘Many Faces of Potatoes’. It was hailed a major 
success, following positive industry and consumer feedback. The impact of activity, which 
included national television advertising and a consumer-facing road-show, triggered a clear 
shift in awareness of the healthiness of potatoes, as well as their versatility and 
convenience. 
 
‘The television advertisement aired on popular ITV and Sky Media channels at breakfast and 
daytime in July 2013 to a target viewing audience of 3.6 million 25-44 year olds, particularly 
mothers. The advertisement focused on potatoes being naturally fat free and a source of 
vitamin C. 
 
‘The television presence followed a range of promotional highlights, including the introduction 
of Potato Week and a nationwide competition fronted by Chef James Martin. This has 
encouraged hundreds of consumers to share quick and easy potato-based recipe ideas. 
Following viewing, 95% of consumers agreed that potatoes are healthy compared to 83% of 
non-viewers; an increase of nearly one million shoppers. During the two weeks of 
broadcasting the advertisement also increased visitor traffic to the Many Faces of Potatoes 
website (www.manyfacesofpotatoes.co.uk) by one third.’95 
 

In July 2013, an online article ‘Many Faces of Potatoes Big Success’96 carried the following: 
‘Stu Baker, Potato Council marketing and PR executive, said, “Many Faces of Potatoes has 

                                                
95 Lines [2013] pp53-54 
96 http://www.freshplaza.com/article/111929/Many-Faces-of-Potatoes-campaign-big-success  
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been an excellent platform to reach consumers. The TV ad was impactful in terms of raising 
health awareness and driving traffic to the website. 
 
‘“The roadshows provided additional opportunities for in-depth interaction with our core 
audience and provided much needed recipe inspiration. The TV commercial played continually 
on our stand at each centre to attract consumers and we had a skilled chef on hand to cook 
three potato dishes every hour for sampling." 
 
‘“Reassuringly at the end, 95% of consumers visiting the stand agreed that potatoes were a 
healthy choice. People also love their convenience and versatility – all of which are essential 
messages to drive sales.” 
 
‘Consumer response to the new classification system has also been positive throughout the 
activity, with high recognition of ‘salad’, ‘fluffy’ and ‘smooth’ amongst the general public. 
‘Natural’ and ‘nutritious’ also scored well, with over a third of consumers associating these 
terms with potatoes. 
 
‘Stu added, “It is clear the three-year Many Faces of Potatoes campaign has had real 
influence, generating much needed awareness for potatoes and giving shoppers more 
reasons to choose them.”’ 

Conclusion 

It is difficult to find more than the initial Cost Benefit results in reports, but clearly there is a 
belief that this campaign has been effective in increasing the demand for potatoes in the UK. 

Despite this, a July 2014 article in FreshFruitPortal.com noted that ‘sales of potatoes have 
fallen by 8% in Britain as consumers make alternative choices that often snub the nation’s 
traditional staple’.97 

This suggests that competitive activities, in this case, may outgun the fresh produce 
promotion. 

 

 

 

 

 

 

 

 

 

 

 

                                                
97 http://www.freshfruitportal.com/2014/07/03/u-k-potato-consumption-peels-off/?country=australia  
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4.8 US Potato Board: Marketing Evaluation 2012 
 

As part of legal requirements regarding the employment of check-off (levy) funds for marketing 
in the USA, an evaluation is required every five years.98 

In 2012 Timothy Richards and Harry Kaiser, both highly experienced agricultural economists, 
presented such an evaluation.99 

They note that this was a volatile period, largely due to the changes in grower prices, which 
peaked at $23.66 per hundredweight (cwt100) in 2008 and fell to only $6.00/cwt a year later. 
This was a result of the recession in the USA. 

 

In September 2008 the US 
Potato Board launched the 
‘Potatoes…Goodness 
Unearthed’ Campaign in food 
lifestyle, health, parenting and 
women’s service magazines . 
The campaign showed three 
different types of potatoes in 
separate executions, with the 
skin peeled back to reveal the 
health and nutrition message. 

 

 

 

The Richards and Kaiser evaluation covers all aspects of this and associated marketing 
initiatives (eg. retail category management, PR, innovation research and export market 
development). 

                                                
98 The Farm Security and Rural Investment Act of 2002 requires all Federally sanctioned marketing orders to undertake an 
econometric assessment of the impact of these activities on grower profits. 
99 Richards TJ and Kaiser HM: ‘Evaluation of Grower-Funded Marketing Activities by the United States Potato Board’, Final 
Project Report Prepared for the United States Potato Board, November 2012 
http://www.ams.usda.gov/AMSv1.0/getfile?dDocName=STELPRDC5088455  
100 One hundredweight in the US Customary System is 100lbs, and is known as a short hundredweight, to distinguish it from the 
Imperial system, which is 112lbs or 8 stone 
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The authors point out that there are two aspects to marketing activity that need to be 
examined: 

• The activity must have increased the demand for potatoes 
• The increase in demand must generate higher returns to growers than the cost of the 

activity (as defined by the Benefit Cost Ratio or BCR). 

This is illustrated in the simple demand and supply graph below. It is assumed that successful 
promotions will shift the demand curve to the right, with a resultant increase in price and 
production quantity. 

 
          Source: Richards and Kaiser [2012] p.4 
 

 
Their results were summarised as follows: ‘On average, across all markets and type of 
investment, we found a BCR of 5.167 in the short run and 6.511 in the long run.’101 In other 
words, for each $1 invested in promotion and marketing, the industry gained a return of $5.167 
in the short run and $6.511 in the long run. 
 
Conclusion 
Within the assumptions made, the marketing initiatives over this period have proved 
worthwhile, delivering a significantly positive return on investment. 
 
 

 

 

 

 
 
                                                
101 Richards and Kaiser [2012] p. 20 
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4.9 Summary and Conclusions 
1. Australian avocados. There is a strong belief that the national marketing campaign has 

been instrumental in the dramatic growth of the industry. 
2. Australian mushrooms. The evidence on both the macro results over many years, and 

the test market results in Tasmania, shows that marketing has proved to be a strong 
component for stimulating market demand. 

3. It seems clear that the WA ‘Fresh Potatoes’ campaign achieved significant results in 
increasing demand, resulting in increased price and quantity sold. 

4. California almonds. it was estimated that ‘marginal dollars expended promoting 
almonds yielded a return to producers in the range of from 3 to 1 to 10 to 1. 

5. California walnuts. Econometric analysis estimated that, in total revenue terms, each 
promotional dollar spent in Japan increased revenues by approximately $5.85. In the 
local market,  

6. California table grapes. In the short run, it was estimated that, for every $1 spent on the 
program, the industry gained net benefits of $80. The average benefit cost ration for 
the longer run was estimated at 10:1. 

7. California avocados. A study in 1997 found that returns ranged from $5.33 to $6.35 for 
every dollar spent on advertising and promotion over the period of analysis. 

8. California prunes. Over the four-year period analyzed, investments by prune growers in 
promotion yielded them marginal returns of at least $2.65 for every dollar spent. 

9. California raisins. Kaiser et al calculated that every dollar invested in export promotion 
in Japan returned, on average, $6.64 or $5.13 over the two periods examined. It was 
even higher in the UK, with every dollar invested returning $15.29 in export revenue to 
the Californian raisin industry. 

10. Econometric analysis for dairy, beef, pork and cotton industries resulted in the 
conclusion that investment in advertising for all of these yielded substantial returns. 

11. The UK’s ‘Many Faces of Potatoes’ campaign is accorded success by those in the 
industry, on the one hand, but this seems in contrast to an apparent continuing fall in 
consumer demand. 

12. In terms of the US campaign by the US Potato Board, an econometric study of the 
results showed that for each $1 invested in promotion and marketing, the industry 
gained a return of $5.167 in the short run and $6.511 in the long run. 

Conclusion 

Here in Australia the evidence is very limited. Other than a few shining lights (mushrooms, 
avocados, potatoes) for this segment, overall it is challenging, if not impossible, to find 
definitive evidence of sustained growth in consumption. 

The American system of check-offs (levies) being applied to marketing, and the requirement to 
evaluate these every five years, has driven grower organisations to seek the services of 
agricultural economists. They have, in turn, applied the science of econometrics to the 
analysis of effectiveness. In many cases a Benefit-Cost ratio (BCR) was calculated with regard 
to the efficiency of these programs, and results were notably positive. 

There seems little doubt that, where the growers are motivated to fund sustained marketing 
efforts, in the United States it has proved beneficial. 

 

 

 



 

Eva lua t ion  o f  t he  E f fec t i veness  o f  Hea l th  C la ims  in  Food  Adve r t i s ing  VG14035      Page  91  o f  167  

 

 

 

 

 

 

 

 

 

 

SECTION FIVE: STRATEGIC DISCUSSION 
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5.1 Introduction 
As noted in the introduction to this document, when we started our investigation, we realised 
that ‘advertising’ (as per our original mandate) can be interpreted very broadly. The 
terminology of the field is more frequently expressed as an intervention, which could include all 
manner of communications including pamphlets, posters, public relations, sampling, events, 
school education programs and retail promotions. Even packaging can be a form of 
advertising, and indeed often it is a well-executed retail presence that has a significant bearing 
upon consumer purchase. 

We rapidly realised that too narrow a lens, would exclude many important reports as to the 
success or failure of different interventions. 

So, in the interest of a more complete report, we opted to take a wider view. 

We also noted that there are a large number of interested parties that are motivated to initiate 
behaviour change with respect to the national diet. 

From the wide ranging national perspective, the problem of obesity in Australia is at the 
forefront in motivating large scale interventions. As one of the primary tactics to attack this 
issue, increasing vegetable consumption is an important weapon in the campaigners’ arsenal. 
It is important that the vegetable industry has a voice at the table. 

National interventions also express themselves at the localised level. Here the emphasis on 
vegetable-oriented diet is crucial, particularly in the youngest generation, especially 
schoolchildren. 

At the more immediate level, there are campaigns to promote specific ‘brands’ of commodities 
such as mushrooms, avocados and potatoes. 

In this section we address some of the issues and discuss potential solutions. 
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5.2 The Not-So-Level Playing Field 
 

As per Harris et al [2009]102, and countless published reports from academics across the 
globe, the world has been led down a path of calorie–dense, nutrient poor unhealthful foods. 

Harris et  reports that `it is de rigeur to claim that obesity results from a complex combination 
of genetics, family and psychological variables and a host of environmental factors that effect 
diet, physical activity or both`.103 This stance discourages action because institutions such as 
the food industry and governments can claim exemption from responsibility because,” there is 
no one cause for obesity” and because of a paucity of evidence of effective interventions. 

Indeed, what is disturbing is that despite countless efforts over several decades and across 
different continents, there is little clinical evidence of effective interventions. 

Whilst success or failure is often difficult to categorically attribute to any single determinant, it 
is worth noting and acknowledging that governments and their heath proponents will continue 
in search of answers and solutions. 

As the above section title infers, the task is an onerous one. The food giants and marketers of 
unhealthful foods have a good 50 year head start; have very deep pockets to invest in massive 
marketing initiatives, and are well placed to protect their investment in the consumer. Above 
all, these companies have zeroed in on children, recognizing that children and adolescents 
represent a vast market opportunity. In the United States, these age groups spend an 
estimated $200 billion per year. With many years of consumer behaviour ahead of them, it is 
not surprising that food companies invest heavily to increase sales and create brand loyalty 
amongst young consumers. 

 

                                                
102 Harris JL, Pomeranz JL, Lobstein T and Brownwell KD: ‘A Crisis in the Marketplace: How Food Marketing Contributes to 
Childhood Obesity and What Can Be Done’. Annual Revue of Public Health, 2009.30 pp. 211-25 
103 Harris et al [2009] p. 212 
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The extent of marketing targeted directly to children and adolescents is striking, but the 
content also alarms health experts. In the US, more than 98%of the television food ads seen 
by children and 89% of those seen by adolescents are for products high in fat, sugar and/or 
sodium.104 

Whilst one could populate this issue with pages of evidence, the real point is that success to 
date has been hampered by many challenges of which, perhaps the most significant is the 
sheer weight of activity, which promotes unhealthful foods. 

Given these challenges, enormous effort and a unified approach from multiple interested 
parties (government, health, diet and nutritionists, schools, producers and retailers) provides 
the only possible solution for a positive shift of the needle in favour of fruit and vegetables.  

As evidenced by Meat and Livestock Australia, in the case of Red Meat, negative barriers to 
consumption can be alleviated through consistent clever creative messaging. The answer lies 
with the consumer. Sound research can identify barriers and obstacles that communications 
need address in strategies, which are then well executed consistently over years rather than 
weeks or months. 

 

5.3 A Way Forward? 
 

Our analysis was broken down into three subsets, namely; 

1) Vegetable commodity programs (mushrooms, avocados, potatoes) 

2) Regional/local interventions (WA Go for 2&5,NSW Eat it to beat it) 

3) National Diet Programs (Canada About half your plate, UK Food Dudes) 

Our research led us to examine countless academic reports that are easily accessible via the 
Internet. Whilst access is not the issue, quality of data and depth of analysis are real concerns. 
Certainly, the US, UK and Australia provided us with the best quality of literature and aside 
from the Danish, `Six a Day `campaign, few examples of significance were from Europe or 
elsewhere. 

Let us draw some conclusions from the best available academic analysis. 

 

5.3.1 Vegetable commodity Programs 
California is a leading source of commodity specific marketing and Hoy Carman, professor 
from the Department of Agricultural and Resource Economics is acknowledged as an 
authority. 

Carman [1998] reported that California has 13 Federal marketing programs in place and 48 
state marketing programs. Californian commodity producers have recently assessed 
themselves upwards to $150 million annually to operate these marketing programs with about 
75% budgeted expenditure devoted to advertising and promotion. 

                                                
104 Harris et al [2009] p. 213 
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Carmen concludes that `commodity marketing administrative committees will continue to face 
questions concerning the economic effectiveness of their individual marketing program 
expenditures. Given standards of evidence and information presently available, many 
California commodity groups are in the position that they would be hard-pressed to defend 
their marketing programs in a court of law…Empirical evidence concerning the impact of 
marketing programs on producers, intermediaries and consumers has large numbers of 
gaps.’105 As a result, there is increasing dependence on agricultural economists to undertake 
econometric validation to satisfy critics of the marketing initiatives. 

A further paper from professor Julian Alston from the same California Department of 
Agricultural and Resource Economics, `Beggar thy Neighbour`106 suggests that profits from 
generic advertising by one producer group often come partly at the expense of products of 
closely related commodities. 

Here in Australia, once again, the evidence is very limited. Other than a few shining lights 
(mushrooms, avocados, bananas, potatoes) for this segment, overall it is challenging, if not 
impossible, to find definitive evidence of sustained growth in consumption. 

Certainly, from a tactical perspective, there remain significant opportunities to focus around 
season, promoting individual vegetable products around their individual features and benefits, 
thus presenting consumers with variety and appetite options.  

 

5.3.2 Regional/Localized Interventions 
 

The WA Go for 2 plus 5 campaign and the NSW `Eat it to beat it` campaign provide two good 
examples of successful regional interventions. In particular The WA campaign as has been 
carefully recorded by Dr Christina Pollard and subsequently attracted global endorsement, 
provides demonstrable evidence. Rather than simply recording positive shifts in consumer 
awareness and saliency, Pollard was able to prove that the Go for 2 plus 5 campaign 
successfully delivered sustained increased consumption through the three-year life of the 
campaign from 2002 to 2005. 

-Total mean daily vegetable intake by Western Australian adults over 18 years increased by a 
significant amount of 0.6 servings over the campaign period. 

The increase in vegetable intake was observed across all consumption levels but was most 
pronounced for males with very low consumption. 

The NSW `Eat it to Beat it’ Hunter Region pilot was also considered effective. Despite its low 
budget, modest improvements in the predisposition and intake of vegetables were recorded. 

Further afield, Ciliska et al. [2000] reported on a wide reaching study reviewing a decade 
(1988-98) of literature.189 articles were assessed and 60 deemed relevant. A shortlist of 18 
articles was found to provide strong analytical/empirical evidence of positive effect. Key 
conclusions included; 
                                                
105 Carman [1998] p. 9 
106 Alston JM, Freebairn JW and James JS: ‘Beggar-Thy-Neighbor Advertising: Theory and Application to Generic Commodity 
Promotion Programs’ American Journal of Agricultural Economics 83 (2001) 4 pp. 888-902 
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-Generally easier to effect change in fruit intake than vegetables 

-Generally, the longer the intervention the more successful. 

-Three of the four interventions with young children resulted in increased fruit and vegetable 
intake. The fourth resulted in fruit increases alone. 

-The schoolchildren studied were varied and not easily summarized. There was a significant 
increase in attitudes in two, significant increase in vegetable intake in another two and 
increases in fruit, not vegetables in another. 

It would be remiss of us not to acknowledge Ammerman et al. [2002]. 907 unduplicated 
articles were identified and 104 articles reporting on 92 independent studies were assessed at 
length. More than three-quarters of the studies (17 of the 22 reporting results for fruit and 
vegetable intake) reported significant increases in fruit and vegetable intake, with an average 
increase of 0.6 servings per day. Unfortunately, given time and scope, the authors were 
unable to obtain full report, however it is recommended that further analysis is warranted in 
this area. 

 

5.3.3 National Diet Programs: Food Dudes…A Proven Pathway that has 
Delivered 
 

As has been referenced in papers acknowledged throughout our analysis, there are significant 
numbers of supporters and detractors of `specific` vegetable promotions and `regional/ 
localised interventions`. 

In the positive camp it is easy to point to avocados or mushrooms, indeed potatoes and argue 
the point that advertising and promotion has led to increased sales. However, whilst such 
examples present individual successes in increased sales of their particular vegetable, there is 
little evidence that they assist in growing the wider vegetable market. 

As recently recorded by Rekhy and McConchie [2014], in regard to National Diet Programs, in 
the developed world, numerous promotional interventions have been initiated by government, 
industry and not-for profit organizations promoting consumption of fruits and vegetables, to 
help reduce the risk of disease and promote well-being. Over the past decade, Australia, USA, 
Canada, New Zealand and several counties in the European Union have conducted 
informational and educational campaigns to promote increased consumption without 
significant and sustained success. 

However, two interventions have been recorded as standout proven successes. These are, 
the Danish `6 a Day` campaign and the UK `Food Dudes ` campaign 
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DANISH “6 a day “Campaign  

‘Launched in 1999 as a 5-year project, it is one of 
the best known programmes in the European 
Union, promoting vegetable and fruit consumption 
through increased accessibility in schools, worksite 
canteens and the food service industry. The 
campaign promotes the daily consumption of six 
fruits and vegetables or 600g of fruits and 
vegetables….. 

‘Between 1995 and 2004, The Danish National 
Survey of dietary Habits and Physical Activity 
reported that vegetable and fruit consumption for 
the 4 to 10 year old group increased by 29% and 
58% respectively. For the 11- to 75-year-old group, 
vegetable and fruit consumption increased by 41% 
and 75% respectively.’107 

 

 

 

 

UK`s “Food Dudes “ Campaign 

To combat obesity amongst children, a unique programme based on a variety of behaviour 
change principles involving role modelling, rewards and repeated tastings, has been 
developed by Bangor University`s Food and Activity Research Unit. 

The programme aims to 
increase children’s intake of 
fruit and vegetables, on a 
long-term sustainable basis, 
at school and at home. The 
programme is structured 
around a series of DVD 
adventures starring young 
heroes called Food Dudes 
seen as positive role 
models by the children.  

 

‘Controlled trials on the `Food Dudes` programme conducted in the UK, Italy and the US 
among primary school children (4-11 years) and nurseries/child care centres (2-4 years), 
report that there is a 60%-200% increase in fruit and vegetable consumption and where 
monitored, an associated decline in consumption of unhealthy foods by 20-100%.’108 

This programme is perceived as extremely effective and has received several awards over the 
last 7 years 

                                                
107 Rekhy and McConchie [2014] p. 117 
108 Rekhy and McConchie [2014] p. 118 
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In reviewing the above two interventions, there are some clear signposts for success; 

• Advertising per se is not the answer. Campaigns, which encourage consumers to eat 
more healthful foods such as fruit and vegetables, tend to be insufficient to change 
consumer behaviour over a sustained long term. These kinds of initiatives tend to lose 
momentum and after initial successes, retail, government or industry are unable to 
continue to invest the effort required to deliver sustainable momentum. (The Australian 
National campaign, `Go for 2&5” provides evidence of this point.) 

• Both the Danish and UK campaigns were `interventions` rather than campaigns. As 
referenced in our introduction on page 9,ecological frameworks clearly depict the 
multiple influences on what people eat. Food Marketing and Media play a vital but 
relatively small role in the scheme of things. Both of the successful interventions 
recognized that engagement was required on a sustained basis on many levels; at 
school, in the home, in the supermarket, in restaurants, in the media and in advertising. 
Both interventions successfully engaged government, producers, heath, diet and 
nutritionists, parents and their children. 

• Perhaps the most significant learning lies in recognition that there are `lost 
generations` weaned on unhealthful diets which would take massive investment to turn 
around. Better we think, to start with the next generation of children and focus on them 
and their parents to begin to shift the needle in favour of healthful foods. 

 

In Conclusion 

Our investigations have resulted in eight key learnings: 

9. Advertising alone appears to be insufficient to change consumption; 
10. More subtle and proactive strategies need to be introduced to facilitate sustainable 

change; 
11. Visibility and prominence at the point of purchase is vital; 
12. Schools and workplaces are key environments to showcase variety and choice; 
13. Cost effective, convenient packaging including single serves encourages healthy 

snacking; 
14. Positive role models can strongly influence consumer behaviour; 
15. Children whose unhealthful food consumption is less entrenched present the greatest 

opportunity for dietary change to embrace vegetables; 
16. A tool kit of strategies is required to counter the far-reaching influence of years of 

powerful unhealthful food marketing. 

Our analysis has led us to unreservedly confirm that well-managed, sustainable interventions 
(rather than advertising) can be highly effective in encouraging consumers to eat more fruit 
and vegetables. 

Where continuity of interventions is sustained, there is a greater likelihood that this will lead to 
behavioural change of a lasting nature. 

The authors recommend that deeper investigation into `Food Dudes’ and `6 a Day` be 
undertaken to assess their relative viabilities for the Australian market. 
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Appendix One: International Fruit and Vegetable 
Promotion Programmes Identified in Pomerleau et al 
[2004] 
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Appendix Two: Summaries of Studies with Primary School-age Children 
Identified in Pomerleau et al [2004] 
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Appendix Three: Summaries of Studies with Secondary School-age 
Children Identified in Pomerleau et al [2004] 
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Appendix Four: Summaries of Studies with Adults in the General 
Population Identified in Pomerleau et al [2004] 
 

A.4.1  GENERAL POPULATION 
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A.4.2  WORKSITES 
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A.4.3  HEALTH CARE SETTINGS 
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A.4.4  LOW INCOME POPULATIONS 
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A.4.5  CHURCHES 
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A.4.6 SUPERMARKETS 
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A.4.7 ADULTS WITH HEALTH CONDITIONS 
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Appendix Five: Charts from Pollard et al [2007] 
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Trends for fruit and vegetable consumption, persons aged 18 years and older, Western Australia, March 2002 to July 
2006 
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Appendix Six: Summary of Analyses of Studies Review in Ciliska et al 
[2000] 
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