
$53
MORE THAN

MILLION
OMA members have donated more 
than $53 million in advertising value 
since 2021 to encourage Australians 
to eat more vegetables.

Simple swaps, familiar meal additions  
and affordable snack options designed  
to fit into everyday life.

Australians consume around one  
third of the recommended daily  
intake of vegetables.

Rather than asking Australians to 
overhaul their diets in a cost-of-living 
crisis, Fresh veg, deliciously affordable 
focusses on small, realistic changes. 

WORLD-FIRST

POLICY

“
“

Life is busy, and we know, for  
lots of reasons, Australians aren’t 
eating enough vegetables. Adding 
more veggies to your weekly shop 
is a simple step that can improve 
nutrition, lower the risk of chronic 
disease, and even save money at the 
checkout. Thanks to the support of 
the Outdoor media industry, this vital 
message is now reaching audiences 
nationwide. 

Dr Robyn Littlewood 
Chief Executive Officer

“

“

This year’s outstanding campaign 
results demonstrate the positive 
impact that Outdoor advertising  
has in driving healthier eating habits 
across Australia. With families 
continuing to face cost of living 
pressures, Australian vegetables 
remain an affordable and nutritious 
choice, and AUSVEG is proud to 
continue partnering with the Outdoor 
Media Association and Health and 
Wellbeing Queensland through the 
Plus One Serve program. 
 
Michael Coote 
Chief Executive Officer

“ “

Out of Home is the only medium that  
can deliver nationwide messages at scale, 
reaching 97% of Australians every week. 
This year’s result takes the total donated 
advertising value for these OMA-led health 
education campaigns to more than $53 
million since 2021, and we are proud of the 
role we are playing to drive change through 
impactful public health messaging. 
 
Elizabeth McIntyre  
Chief Executive Officer

In 2026, OMA members 
donated $12.5 million 
in advertising value 
towards the national 
multi-format campaign, 
which was strategically 
placed across:

Medical 
Centres

Retail Street 
Furniture

Tram 
Platforms

Street  
Posters

Gyms

Billboards Trains Light Rail Petro- 
convenience

Office  
Lobbies

Cafes

Across four weeks 
2 February - 1 March 2026

Reached 9.6M+ 
Australians

SYDNEY 
3,463,570

ADELAIDE 
623,543

PERTH 
764,912

BRISBANE 
2,188,238

MELBOURNE 
2,590,436

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.


