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CAMPAIGN OVERVIEW

OMA members have donated more than
$41 million in advertising value since
2021 to encourage Australians to eat

more vegetables.

AUSVEG
Fresh veg, deliciously affordable was developed in
partnership with Health and Wellbeing Queensland SEBPAOOR
and AUSVEG to promote how adding just one extra ASSOCIATION
serve of vegetables is beneficial for your health health »
and budget, plus it supports our local growers. wellbeing
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$10.6M

advertising value donated by OMA members
towards the national campaign

which ran for a four-week period from 25
January 2025 - 23 February 2025

Carrots; i
cheaper than chips



The multi-format campaign was strategically placed across:

D@E@OOE

billboards buses trains light rail cafes gyms retail
000
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petro- medical office street tram street wrapped
convenience centres lobbies furniture platforms posters Tesla

Reached 9.8M+
ustralians
BRISBANE

A . ........... 2,166,935
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SYDNEY
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: MELBOURNE
: . ........... 2,822,788
PERTH '
400,849 ADELAIDE
984,215

The Out of Home industry is the first and only medium in Australia with

an industry-specific occasional food and drink advertising policy. The OMA
National Health and Wellbeing Policy was launched in 2020 and at the
time was a world-first, nationally consistent restriction on the placement
of occasional food and drink advertising around schools.
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CAMPAIGN RESULTS

The OMA commissioned an independent post-campaign survey. Results
showed that the Fresh veg, deliciously affordable campaign encouraged
behaviour change and drove action.

Out of those who remembered:
1 OUt Of 3 92% of t d to add
. % of parents were encouraged to a
peo p I e veggies in their kids’ meals, lunchboxes or snacks

remembered the ¢ 80% were encouraged to make healthier
campaign eating choices
n=1,204 * 77% were encouraged to purchase veggies

next time they went food shopping

* 77% believed veggies are a convenient way
to boost their health after seeing the ads

* 71% were encouraged to find out more
information on the boostyourhealthy website

The survey results highlight how government and Out of Home can work
together to deliver positive behaviour change campaigns.

Outdoor advertising is a cost-effective way to promote health initiatives

to diverse audiences. It is one of the most trusted channels for broadcasting
government and community awareness messages, including public

health campaigns.



INDUSTRY

CONTRIBUTION BY STATES
Source: Deloitte Access Economics analysis (2024) UVEBVI Ew

For every dollar of value added by OOH
advertising companies, there is more than another
dollar of value added across the broader economy.

ACT & NT:

......... [ )
298
Metries .
[ sM_

6 1oo+ For every FTE employed

5 directly, there are two other
FTE positions supported FTEs employed elsewhere
nationally in 2023 in the economy.

OOH advertising provides $97 8M
essential public infrastructure L

in donated value across
at no cost to tax payers. 300 charities in 2023
OMA members contribute over 21,500 public

infrastructure items - including bus shelters, bins,

and tram shelters - worth over $665 million.



“The evidence is clear: eating more vegetables

is one of the smartest and most affordable things
you can do for your health. We’re proud to
continue to work with Outdoor media industry
to amplify this life-changing message.”

Dr Robyn Littlewood
Chief Executive Officer, Health and Wellbeing Queensland

“It’s fantastic to see such positive results driving
real behaviour change and encouraging Australians
to eat more vegetables. AUSVEG is proud to
partner with the outdoor media industry on this
important campaign. Eating more vegetables is

a simple choice that delivers big rewards for your
health, your hip pocket, and Aussie growers.”

Michael Coote
Chief Executive Officer, AUSVEG

Outdoor Media Association

Suite 504, 80 William Street
East Sydney NSW 2011
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