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Public summary

The Nuts for Life program is a credible and well-recognised scientific program focused on improving the nutritional
reputation of nuts amongst key opinion leaders and health care professionals. The program collates, interprets, and
disseminates research pertaining to nuts, and builds awareness of the positive role they play in healthy dietary patterns.

Scientific research, spanning more than two decades, links regular nut consumption with a range of cardiometabolic
benefits and a reduced risk of chronic disease. Yet despite this, there is a lack of translation into Australian eating habits.
A re-analysis of theAustralian Bureau of Statistics (ABS) 2011-2013 Australian Health Survey data revealed that only 2% of
Australians met the 30g a day target. Therefore, there is clearly a need to find ways of enabling shifts in these
consumption patterns to help reduce this gap.

This three-year project (HN19000), which is a continuum of projects since 2003, aimed to reduce the gap between
Australian’s current daily nut consumption, and the recommended consumption — a target of 5% pa compound growth -
to ultimately deliver better health outcomes for Australians.

The project aimed to address this aim via continuing to increase awareness, among key opinion leaders and health
professionals, of the role nuts play in a healthy diet, and to position nuts as an integral part of plant-rich dietary patterns.
Three visionary objectives were identified:

e Development of a high-level health claim for nuts

e Increased prominence of nuts in the next revision of the Australian Dietary Guidelines

e Reported energy content of nuts to be reduced, in line with research.

The channel used to educate and disseminate scientific information was via a target audience of health professionals —
general practitioners (GPs), dietitians and fitness professionals — as well as key opinion leaders and policy makers.

Key activities included:

e Commissioning a research group to systematically review the evidence to support a high-level health claim for
nuts and cardiovascular disease, and a subsequent submission (informed by the research findings) to Food
Standards Australia and New Zealand,

e Sponsorship of a PhD program investigating the available energy content of nuts,

e Engagement in the review process for the 2013 Australian Dietary Guidelines, and

e Collating, distributing and communicating the findings from these (above) research projects, and other research
pertaining to nuts, via both new and existing Nuts for Life communication activities

Whilst communications focused on nuts’ role in cardiovascular disease risk reduction, weight management, and healthy
dietary patterns, other areas included chronic disease prevention, plant proteins, sustainability, gut health, brain health,
and fertility.

The intended end of project outcome was to contribute to an increase in Australian nut consumption, closer to the daily
target of 30g per day.

Overall, despite some significant disruptions throughout the project, as a direct result of the COVID pandemic, the growth
of the industry in terms of value and volume remained stable — a value worth $692 million and 66,100 tonnes to the
industry (at the end of FY 2022). Industry data suggests that Australians are consuming an average of 7g of tree nuts per
day (noting this figure excludes peanuts).

Intermediate outcomes focused on continuing to increase the knowledge and awareness among health professionals of
the health benefits of nuts to enhance their nutritional reputation.

Evaluation activities were formative and summative, and included the use of surveys throughout the program. Health
professionals surveyed at the conclusion of the project indicated that their knowledge of the role of nuts for chronic
disease prevention was maintained or strengthened, with nearly all (95%) stating that they recommend nuts to their
clients or patients as part of a healthy diet.



Key insights and learnings from this project will be used and implemented in future iterations of the Nuts for Life
program.
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Introduction

Decades of research links regular nut consumption with a range of cardiometabolic benefits and a reduced risk of chronic
disease, including a reduced risk of cardiovascular disease (CVD). In fact, a recent review [1] of more than 145 systematic
reviews and meta-analyses, found eating a handful of nuts a day (~28g), compared to eating no nuts at all, was associated
with:

e 25%reduced risk of coronary heart disease

e 22%reduced risk of death from CVD

o 22%reduced risk of dying from all causes

e 21%reduced risk of CVD

e 11%reduced risk of dying from cancer,
and a reduced risk of mortality from respiratory disease, infectious diseases and diabetes.

At the onset of the Nuts for Life program in 2003, and despite these well-documented health benefits, the perceived
healthiness of nuts for preventing chronic disease was low amongst GPs (18% agreed that nuts could play a role in
preventing chronic disease), dietitians (46% agreed), and consumers (15-24% agreed), based on market research
conducted at the time.

Subsequent research demonstrates that the Nuts for Life program has strongly influenced these perceptions, which have
dramatically improved over time. Findings from market research, conducted in 2023, confirms that health professionals —
particularly GPs and dietitians — remain the most trusted source of health and nutrition information. So, it’s imperative
that nutrition education continues amongst health professional groups.

And itis evident that the nut industry has benefitted from the impact the program has had on nuts’ perceived healthiness
and awareness, with apparent nut consumption nearly doubling in volume and tripling in value from 2003 to 2021/22.
Whilst several factors have led to this growth, it is well accepted worldwide that education of the health attributes of nuts
is a key driver of increasing nut consumption.

But there is still a long way to go.

Instead of the suggested target of 30g per day, industry data shows Australians are consuming an average of around 7g of
nuts per day, with Australian Bureau of Statistics data revealing only 2% are meeting the 30g a day target [2]. A report
from the Australian Institute of Health and Welfare: Australian Burden of Disease Study, indicated nuts (and seeds) are
just as, if not more important than other plant foods, such as vegetables, in terms of their potential to reduce the total
disease burden [3]. Yet, our current Australian Dietary Guidelines do not prioritise nuts (including as an important plant-
based source of protein) meaning they are ‘lost’ in recommendations.

Nuts for Life’s mission, since 2003, has been to facilitate regular nut consumption among Australians.

This phase of the project aimed to continue to reduce the gap between Australian’s current consumption and the
recommended target of 30g per day. The program aimed to position nuts in the minds of key opinion leaders, influencers,
and health professionals (GPs, dietitians and fitness professionals) as an important component of healthy plant-rich
eating patterns.

It aimed to do this via a series of novel objectives with industry-wide benefits. The three key objectives of this project
were:



e Development of a high-level health claim for nuts
e Increased prominence of nuts in the next revision of the Australian Dietary Guidelines,
e Reported energy content of nuts to be reduced, in line with research.

These game-changing, high-level objectives require a significant time investment — not limited to this three-year project.
Nevertheless, the progress made towards achieving these, and the subsequent development of scientifically-
substantiated messages, communicated to key opinion leaders and health professionals, continued to build the
importance of nuts within healthy diet patterns, and for chronic disease risk reduction.

The project is facilitated by the Australian Nut Industry Council in collaboration with Australian tree nut industry
members, and more recently, the peanut industry.

Methodology

To deliver upon the objectives identified by Hort for this project, Nuts for Life operated activities within our three key
objectives (previously mentioned) in addition to our foundational objectives.

The following message platforms underpinned all the main communications developed throughout the project:

e Plant-based diets support overall health and well-being
e Regular nut consumption for disease prevention and management
e Eating sustainably for a healthier you and for a healthier world.

The project commenced in June 2020.

KEY OBJECTIVES

1. Gain ahigh-level health claim (years 2-3)
Determine the feasibility of a high-level health claim for nuts, and submit an application to FSANZ
We commissioned the University of Wollongong to scope the literature to determine the strongest direction for heart
health evidence for a food-health relationship — i.e. nuts and blood lipids; nuts and cardiovascular disease; or nuts and
coronary heart disease. A subsequent systematic review and meta-analysis was conducted for nuts and cardiovascular
disease risk reduction (which was strong for evidence and was deemed the most compelling claim) which then informed a
major part of the application to FSANZ for a high-level health claim.
Consumer market research was also conducted by Focus Insights to determine consumer understanding and support of
the proposed health claim.

2. Increase prominence of nuts in Australian Dietary Guidelines (years 1-3)
Co-ordinated communications program and collation of the evidence to support nuts’ position
We collated evidence and made a submission to the NHMRC stakeholder scoping survey for nuts to be better
acknowledged as an integral component of healthy dietary patterns. We developed resources, held an in-person event,
liaised with key stakeholders, and communicated — using our established communication channels - our key messages for
increasing nuts’ prominence.

3. Change labelling policy for energy labelling (years 1-3)
Sponsor a PhD project investigating the energy content in nuts
We sponsored a PhD candidate to investigate the true energy content of nuts. The PhD project consists of three parts: 1.
systematic review of metabolisable energy, and energy compensation and expenditure; 2. Dietary modelling of
metabolisable energy figures applied to the Australian Health Survey data; 3. Qualitative study exploring perceptions and
impacts of labelling changes amongst stakeholders and consumers.

FOUNDATIONAL ACTIVITIES

Science and research

Development of a nut research database to generate and support messages and communications (year 1)

We had planned to sub-contract this activity to an external organisation, but brought this time-critical, ongoing activity in-
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house, for cost and time efficiencies. A procedure was developed and implemented in August 2020, with daily monitoring
of the scientific literature by the Nuts for Life dietitians.

Review of protein quality of nuts (year 1)

We commissioned Nutrition Research Australia to conduct a literature scope on the effect of plant and nut protein on
human and planetary health. We developed a summary report and other supporting resources (webpages, social media
graphics, podcast episode) to disseminate the findings.

Market research to evaluate knowledge and perceptions of health professionals (year 3)

We planned to conduct research amongst fitness professionals to gather baseline information of their nut knowledge in
year 1, but this didn’t proceed. We had collected information on this group in 2018 (less than two years prior to the start
of this project), so felt this was sufficient as a baseline.

In October 2021, we commissioned Consumer Insights to conduct research amongst dietitians on sustainability,
specifically to determine whether it negatively affected perceptions of nuts.

We conducted research, via Survey Monkey, to evaluate knowledge and perceptions of health professionals at the end of
the project (Feb 2023). The survey took on a different form to previous surveys (conducted prior to this project), for cost
and time efficiencies. The survey was developed by the Nuts for Life team, with support from Coutts J&R, and
disseminated via the Nuts for Life e-newsletter, which comprises around 3,900 health professional recipients, and social
media (LinkedIn and Twitter).

Maintain relationships with local and international nut researchers (year 1-3)

Regular contact was maintained with local and international researchers (including through strong links with the
International Nut and Dried Fruit Council), to ensure Nuts for Life kept abreast of new research, and to ensure early
access to research findings for dissemination through various communication channels, including the media.

Monitoring ongoing and emerging trends (year 1-3)

We monitored the nutrition science, and social media daily. We also subscribed to e-newsletters of relevant
organisations, and kept abreast of trends by taking part in health professional conferences and other events, and through
regular meetings with Bite Communications. We compiled a weekly summary of ‘topical issues’ in nutrition and health,
which help guide content development, assisted in building key relationships, and ensured we kept abreast of relevant
information.

Health professional reach (year 1-3)

Provide direct education and disseminate information on the health and nutrition benefits of nuts to our target health
professional audiences — Dietitians, General Practitioners (GPs) and Fitness professionals.

Various communications and channels including conferences and events, webinars, podcasts, traditional and social
media, newsletters, website, resources and targeted education channels

Conferences — Nuts for Life team attended and staffed exhibits at 7 conferences, with sponsored presentations (x6) at
these conferences. The exhibit and presentation topics were focused on our message platforms, including nuts and heart
health, nuts and weight, salt and fat content of nuts, plant protein, and elevating nuts in dietary guidance. A week after
each conference, Nuts for Life emailed attendees who visited the exhibit. The email thanked them for attending, provided
them with electronic copies of the resources at the conference, and provided answers to their most frequently asked
questions. They were added to the database to receive the NutENews newsletter.

Events — One bespoke in-person event was held in November 2022 (year 3) which was attended by 21 key dietitian
influencers. Two expert speakers were engaged to present, in addition to the Nuts for Life Program Manager. Take-home
information packs, including new resources, were developed, as was a ‘highlights’ video — housed on the Nuts for Life
website. Those unable to attend were sent the take-home kits, and a further 165 health professionals received personal
emails with a research summary, fact sheets, and social media graphics.

Webinars — Two webinars were delivered - the firstin November 2021 on the topic ‘Nutrition for health and fitness’,
aimed at fitness professionals. This was presented by an Accredited Sports Dietitian, and advertised, hosted and managed
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via FILEX/Fitness Australia. The recording was uploaded onto the Nuts for Life website.

The second webinar was delivered in March 2022 (year 2) on the topic of nuts and cardiovascular disease. Two expert
speakers were engaged to present. The webinar was advertised, hosted and managed via Dietitian Connection. It was
delivered live, and also recorded, with a link to the recording available from the Dietitian Connection website.

Podcasts — 31 podcasts have dropped at the time of preparing this report, with one new episode each month since the
launch in November 2020 (year 1). The podcast is hosted by the Nuts for Life Program Manager, with a different expert
interviewed each month.

Direct education campaigns — Nuts for Life ran 5 campaigns with Samples Plus. The campaign topics were: Nuts and
health in plant-based diets (June and Nov 2020); Energy, fat and salt content of nuts and kilojoule absorption (July 2021);
Kilojoule absorption (Feb 2022); Elevating nuts in dietary guidance (Feb 2023). We also ran an ongoing ~12-month
campaign with Samples Now (Sep 2021 — Dec 2022), as COVID disrupted usual distribution and requests, and this was
offered as an effective way to distribute the excess resources.

Newsletters — Our health professional monthly e-newsletter (NutENews) was sent to a database of nearly 4,000 health
professionals, each month, providing timely information on topical areas in nuts and health, new research, resources,
events, and recipes. A re-send strategy was implemented from July 2022 (re-sending the newsletter to those yet to open
it), and continues to be an effective way of reaching more health professionals.

In March 2022 — Nuts for Life conducted a Survey Monkey evaluation of NutENews. Key improvements (such as different
times and days for sending, and new content ideas) were implemented, and the survey findings were communicated to
the Management Committee, the wider nut industry and to our NutENews subscribers.

Resources and publications — Based on new research and as a vehicle to communicate key messages, we developed new
and/or updated fact sheets (4), health infographics/GIF/reels (12), nut infographics (12), research reports (4), recipe
booklet (1), display banners (3), and supported published papers in scientific journals (3).

Media — traditional and social - We commissioned Bite Communications to generate high-impact media coverage for new
published research. Eight media releases and pitches were developed and issued to media dietitians, health media,
publications and other health professionals who act as spokespeople in the media.

Bite communications also managed and produced 4x ‘dark ad’ social media posts/month (Instagram and Facebook),
based on new research and topics of interest provided by the Nuts for Life team.

In December 2020, we added LinkedIn to our suite of communication channels, and since then, have built a solid base of
health professional and industry followers. Twitter and Linked-In engagement were managed in-house, as was content
production for these channels (along with organic (unpaid) content for Instagram and Facebook).

Nuts for Life also disseminated relevant newsworthy research and information (x8) via direct email to a database that we
maintain, of key dietitian and nutrition influencers.

Website — Nuts for Life website houses all information and assets developed throughout this project.

Nuts for Life continues to manage and update the website, to ensure it remains effective and well-utilised — as a crucial
communication ‘hub’ to support all work.

Approximately 115 new pages were developed and 40 existing pages significantly updated. The locked industry section of
the website was also maintained, and expanded with new content.

Health professional ambassadors - It was anticipated that an agreement could be made with the Heart Foundation of
Australia to support and assist in promoting the findings from the systematic review for the high-level health claim
application. This activity did not proceed, as the Heart Foundation was severely impacted by COVID, resulting in reduced
revenue from what would normally be collected from their fund-raising activities.

Food regulation and public health (year 1-3)
Monitor the regulatory environment in Australia and overseas, and provide input and support for the appropriate
technical representation of nuts in key government frameworks



As per above, we made a submission to the stakeholder survey for the Australian Dietary Guidelines review.

We advised our nut industry contributors of the outcome of the Plain English Allergen Labelling (PEAL) proposal, following
its gazettal. Note: We were active in making submissions to FSANZ on behalf of the industry throughout this proposal.

Maintain relationships and/or partnerships with key organisations and bodies

Public Health Association of Australia — membership held.

Doctors for Nutrition — initiated dialogue and a relationship, with an aim to ensure nuts are appropriately recommended
in their resources.

Allergy Anaphylaxis Australia — maintained relationship; CEO interviewed for podcast episode (Sep 2021).

Primary industry — maintained relationships with nutrition and marketing teams in Grains and Legumes Nutrition Council,
Cobram Estate, Meat and Livestock Australia, to share findings and communicate on relevant public health issues (e.g.
Australian Dietary Guidelines review).

Diabetes Australia — regularly provided recipes for their newsletters.

Glycaemic Index (Gl) Foundation — shared low Gl recipes for their recipe distribution campaign (Feb 2022), disseminated
via newsletter, social media and influencers.

Dietitians Australia — maintained relationship; met with CEO about broadening messaging, including through the media,
to support a wide range of core foods, beyond fruit and vegetables; presented at the Food Industry Nutrition Group
‘Sustainability Forum’.

Nut industry communication and support (year 1-3)

Contributor engagement

Developed and implemented an engagement strategy, which included:

2030 Vision — developed to provide clarity for the industry, to work together towards the common goal of elevating the
importance of nuts; dissemination activities supported this

Contributor database optimisation — we updated our database to ensure we identified key contacts within each
organisation for marketing and communications, and decision-makers, to ensure communications were directed
appropriately, and towards the right people

Contributor meetings — despite COVID-related restrictions, we met face-to-face with key contacts at several contributor
organisations for reciprocal sharing of work around common goals.

Contributor communications

Quarterly e-newsletters (electronic direct mail, eDM) - sent to all contributors to update them on Nuts for Life priority
areas, introduce upcoming activities, and share results and links to relevant content. These eDMs were supported by ad
hoc (as needed) alert eDMs (x22), on topical issues — such as major published research, local and international media
coverage, or other key nuts and health information.

Marketing and Communications - separate monthly eDMs shared with identified marketing and communication contacts
to alert them to upcoming events, research findings and resources.

Industry Publications

Nutgrower (quarterly newsletter) — Nuts for Life wrote and submitted four general updates and research reviews per year
and submitted nine additional feature articles (June, Sep, Dec 2020; March, June and Sep 2021; Dec 2022; March and
June 2023).

Nutfruit (3 issues per year) — Nuts for Life wrote three general industry updates per year (March, July and Nov) and
submitted three additional feature articles (March and July 2021, July 2022).

Nuts statistics
Nuts for Life commissioned Scalzo Foods to collate apparent nut consumption data statistics in September each year, as
one part of evaluating nut consumption trends in Australia.

Dissemination of nuts and health messaging and resources

Growcom

Nuts for Life staff invited to sit on Advisory Committee for the campaign ‘Eat yourself to health’ (Sep 2020) — a campaign
designed to encourage consumption of fruit, vegetables and nuts. Provided recipes and key messages, and assisted with



development of graphics and recipe booklet to support the campaign.

Australian Nut Conference

March 2020

Nuts for Life staff attended, exhibited and presented.

We co-ordinated and managed three external expert speakers to present on trends, barriers and facilitators to nut
consumption and heart health research findings.

March 2022

Nuts for Life staff attended, exhibited and presented.

We hosted and presented at a breakfast event, designed to recruit new contributors to the program and to show the
value of the program to current contributors.

We managed and co-ordinated five external expert speakers to present evidence on nuts and risk of cardiovascular
disease, the available energy of nuts, sustainability, culinary nutrition and effective communication strategies.

Australian Pecan Association (October 2020)
Belinda Neville was invited to present an update on nuts (and pecans) and health.

INC Congress
Belinda Neville attended and presented at the INC Congress in 2021 (virtual), 2022 in Dubai, and 2023 in London.

The aim of the presentations were to highlight the program’s objectives and progress, and to share successes and
challenges.

Almond Board of Australia Conference (October 2022)
Belinda Neville was invited to present an update on the high-level health claim progress.

Provide regulatory support

Labelling manuals — updated labelling manual and ‘Nutrient content of raw, unsalted nuts’ resource, based on update of
the Australian Food Composition Database.

General Level Health Claim (GLHC) — updated the User Guide, following the development of a GLHC logo for contributors
to use

Claims advice — provide ad-hoc claims advice to contributors.

Maintain relationships and/or partnerships with key organisations and bodies, and seek support and guidance
Maintained strong relationships with the INC Scientific Committee, INC Nutrition Research Education Foundation (NREF),
to ensure access to research and results.

Results and discussion

Nuts for Life has continued to increase key opinion leaders and health professionals’ awareness of the role nuts play in a
healthy diet, and to position nuts as an integral part of plant-rich dietary patterns. This has been achieved partly via the
progress we have made towards delivering the three key objectives for this project, and partly via our vital foundation
activities.

KEY OBIJECTIVES

High-level health claim

Achieving a high-level health claim for nuts was not achievable within the time-frame of this project, as gaps were
identified in the evidence supporting the relationship between nuts and cardiovascular disease. However, these gaps
were only identified as concerns, following our final submission to FSANZ.

Despite this, the findings of the systematic review and meta-analysis, which supported the application, were shared
widely amongst health professionals, key influencers, and industry stakeholders, via various channels. Media outreach, in
March 2022, which discussed the research findings had a combined potential reach of more than 5.6 million.

The systematic review and meta-analysis was published in the scientific journal Advances in Nutrition in early May 2023,
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providing further leverage to support communications in this area.

Our webinar, through Dietitian Connection and presented by researcher Associate Professor Yasmine Probst, titled
‘Cardiovascular disease and nuts: What does the science say?’ had 497 views, with 96% of survey respondents (primarily
dietitians/nutritionists) rating the webinar as ‘excellent’ or ‘very good’.

Our latest tracking survey of health professionals, conducted in 2023, indicates that their awareness and knowledge of
the role of nuts for heart health has been maintained and/or increased, compared with results conducted in 2020. From
the latest survey, 86% consider nuts as important in a diet that helps manage cholesterol, and the same percentage
consider nuts as important in helping to prevent cardiovascular disease.

Nuts in the Australian Dietary Guidelines
Our achievements towards increasing the prominence of nuts in the next revision of the Australian Dietary Guidelines
(ADG) have been, and continue to be, impacted by the significant delays of the NHMRC.

After consulting with industry, we submitted a response to the NHMRC’s scoping survey, and have shared widely, the
rationale and support for increased prominence of nuts. We’ve developed an ADGs dossier, a key message document, a
visual model showing how nuts could be represented in an updated Australian Guide to Healthy Eating, and developed an
8-page report ‘Elevating nuts in Australian dietary guidance’ and other supporting resources, including website content
and messaging with podcast episodes.

We also hosted a briefing event, attended by 21 key health professional influencers, on the crucial role of nuts in
preventative health, and why they should be elevated in future dietary guidance.

Market research of our health professional audience, shows support for this change in prominence — with just 4% of
respondents stating that nuts should remain where they are in the ADGs. Forty per cent agreed that nuts should sitin a
new plant protein group, 33% agreed that they sitin a ‘healthy fats’ group and 15% agreed that they should sit in their
own ‘nuts’ group.

Labelling policy for energy labelling

Our continuing support of the PhD project, investigating the true energy content of nuts, has resulted in the publication
of two scientific papers, two podcast episodes, various presentations at conferences and events, new resources (including
infographics) and significant media attention, with a potential reach of more than 2.3 million.

Given the concept of reduced kilojoule absorption (which is what this project has confirmed), is new, the results from a
recent health professional survey show that our work in this space is having an impact. This survey, of 225 health
professionals, found 44% agree that reduced kilojoule absorption is one mechanism by which nuts play a role in managing
weight.

FOUNDATIONAL ACTIVITIES
Finally, our foundation activities have made a significant impact in how we connect with and educate health professionals
and nutrition policy makers, and support our industry.

Our continued connections with GPs, dietitians, and via our re-engagement with fitness professionals, to share the
evidence underpinning the nutrition and health benefits of nuts, remains an integral and successful part of the program.
Together, these groups comprise more than 70,000 health professionals, whose advice influences millions of Australians.

Conferences and events remain a key area for engagement with health professionals. Over the three-year program,
we’ve exhibited and presented at seven conferences throughout Australia, reaching more than 4,000 health professionals
- sharing key messages and resources on the benefits of regular nut consumption. Other targeted campaigns, such as
those specifically targeting fitness professionals (i.e. webinars, fact sheets, journal articles and editorials in fitness
professional publications), and GPs (i.e. Samples Plus/Now education campaign) provided an additional reach of ~47,000.

The Nuts for Life website — an important communication channel supporting all work — continues to perform well, with
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430,469 page views and 284,066 users across the three-year program period.

In response to the disruptions caused by COVID, we launched The Heathy Handful podcast in November 2020, with 31
episodes to date. This has gone from strength to strength, and is tracking in the top 50% of all podcasts. For example, the
10 most recent episodes have an average of 147 downloads per episode — an impressive achievement for long-from
content.

A change in focus of our digital media saw the introduction of dark ads through Instagram and Facebook — tailored ads
only visible to health professionals — which significantly increased traffic to our website for health and nutrition content.
These darks ads have generated nearly 47,000 link clicks over the course of the current program. We reinvigorated
Twitter and introduced LinkedIn to our suite of channels — both key to reaching health professionals and nutrition policy
makers. For instance, we now have a community of more than 900 followers on LinkedIn, with an average engagement
rate since launching of 6.3% — well above the industry average (0.35%).

The number of health professional subscribers to our eDM, NutENews grew by 12%, up to more than 3,900 subscribers,
and the open and click-through rates (at 45.6% and 6.4%, respectively, over the last year of the three-year program)
remain well above industry benchmarks. A survey of our subscribers found that 93% trust NutENews as a credible source
of information, with 91% finding it ‘extremely valuable’ or ‘valuable’.

Tracking research amongst health professionals, conducted in February 2023, shows that these activities are successfully
making an impact. Although the wording of survey questions differed slightly over the years, there is clear evidence that
health professionals’ understanding around the importance of nuts in managing and/or preventing chronic disease is
maintained or improving. And the percentage of health professionals who recommend nuts as part of a healthy dietis
also at its highest level (95%).

The program has continued to provide a united voice for the Australian nut industry. The support from industry is evident
from the voluntary contributions the program receives each year. Findings from an external consultancy review show
that, amongst stakeholders, the Nuts for Life program is highly regarded, viewed as filling a unique gap, and in providing a
co-ordinated whole-of-industry approach.

Whilst some objectives of the project have not been fully met over the past three years, the program has gone from
strength to strength, with objectives becoming bolder, and significant progress being made towards achieving them.

Moving forward, the Nuts for Life program will continue to work on achieving a high-level health claim, and to educate on
the need to increase the prominence of nuts in the Australian Dietary Guidelines, which will be crucial for increasing nut
consumption. Identifying barriers, and working to address them to increase consumption will remain a key part of the
project. The program will expand to combine health messaging with environmental sustainability to create a more
powerful message.

The channels of communication currently used, remain effective and will continue into the next program. But as the
nutrition landscape continues to evolve, the program will also continue to evolve and adapt. Having a united and
collaborative approach, working with trusted professionals, and harnessing international relationships will help to amplify
our messages and help to drive nut consumption into 2030.
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Outputs

Table 1. Output summary

*indicates available on contributors section of the website only (password protected)

Output

Description

Detail

Database of nut
and health
research
publications

New scientific research papers are added to the database (housed on the
Nuts for Life website) each month, based on findings from the program’s
daily science monitoring process. Where relevant, for major new research
findings, a new webpage has been developed to highlight the key findings
and to link to supporting Nuts for Life resources.

HP reach

Relevant papers are also shared with the health professional database via the
monthly e-newsletter (NutENews) — with a reach of ~4,000 — either as
feature articles or as part of the ‘latest research’ section of the newsletter.
Published papers of major significance are also directly emailed to key
dietitian and nutrition influencers, from the database we maintain of more
than 220 key opinion leaders.

Industry stakeholder reach

The papers are shared with the contributor ‘marketing and communications’
contacts, as part of a monthly direct email.

A summary of the most relevant scientific papers also feature in ANIC's
Nutgrower journal each quarter, ‘Research update’.

Research summaries on the website:
https://www.nutsforlife.com.au/resource/global-experts-endorse-nuts/
https://www.nutsforlife.com.au/resource/childrens-health-research/
https://www.nutsforlife.com.au/resource/weight-manage ment-research/
https://www.nutsforlife.com.au/resource/pregnancy-and-fertility-research/
https://www.nutsforlife.com.au/resource/heart-health-research/
https://www.nutsforlife.com.au/resource/gut-health-research/
https://www.nutsforlife.com.au/resource/general-health-research/
https://www.nutsforlife.com.au/resource/eye-health-research/
https://www.nutsforlife.com.au/resource/diabetes-research/
https://www.nutsforlife.com.au/resource/cancer-research/
https://www.nutsforlife.com.au/resource/brain-health-research/
https://www.nutsforlife.com.au/resource/allergy-research/

Example of new webpages that share major new research findings:
https://www.nutsforlife.com.au/new-umbrella-review-nuts-linked-with-major-
health-benefits/
https://www.nutsforlife.com.au/new-australian-research-nuts-provide-less-
kilojoules-than-previously-thought/
https://www.nutsforlife.com.au/new-review-nuts-cancer-risk-and-mortality/
https://www.nutsforlife.com.au/nut-kilojoule-compensation/
https://www.nutsforlife.com.au/snacking-on-almonds-may-cut-daily-kilojoules/
https://www.nutsforlife.com.au/study-nuts-tryptoph an-and-heart-health/

A survey conducted via Survey Monkey in 2022 of 100 NutENews readers, showed
that the ‘Latest research’ section of the e-newsletter was the third most valued
section, indicating that readers find the research summaries useful.

(Refer appendix 1)
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Scientific research
dossiers

Research dossier 1 (Plant and nut protein) — key messages and findings were
developed into a series of infographics, which were promoted via our social
media (dark ad) channels.

We also developed a 10-page summary report, which was shared with health
professionals at conferences (GPCE Sydney 2021; DA conference 2021; FILEX
2022), and via eDM communications (ESSA, NutENews, contributor quarterly
e-news).

The findings were also summarised by researcher Flavia Fayet-Moore, as the
first The Healthy Handful podcast episode. Combined, these activities had a
reach of ~15,000.

A media campaign also supported the research findings, with 16 health and
lifestyle media stories generated, creating more than 6.7 million
opportunities to see.

Research dossier 2 (Nuts and risk of CVD) — the findings of the systematic
review and meta-analyses were used to inform the application to FSANZ to
apply for a new food-health relationship (and subsequent high-level health
claim).

We developed a 12-page summary report, which was shared with health
professionals at conferences and events (GPCE 2022; DA conference 2022;
Samples Plus direct education campaigns; Go Nuts health professional
briefing event), via direct email outreach to key influencer dietitians, and via
eDM communications.

Findings were also presented by lead researcher Yasmine Probst, and Belinda
Neville (DA conference; Dietitian Connection ‘Nuts and risk of CVD’ webinar
(which has been viewed almost 500 times); the Australian Nut Conference;
Almond Board of Australia conference; Go Nuts health professional briefing
event).

The Australian newspaper published an article “You’d be nuts not to eata
handful each day” which generated media interest across print, broadcast
and television, including Today’s morning news, syndicated across 37
Nine/WIN/NBN stations, 3AW radio News Talk and 6PR radio, with a total
potential reach of 5.6 million.

1. The effect of plant and nut protein on human and planetary health: A literature
scope, September 2020. Nutrition Research Australia Pty Ltd.

2. The relationship between nuts and risk of cardiovascular disease: A systematic
review of a diet-disease relationship, October 2021. University of Wollongong.

Published papers:

Tree nut and peanut consumption and risk of cardiovascular disease: A systematic
review and meta-analysis of randomised controlled trials
https://www.sciencedirect.com/science/article/pii/S2161831323003095?via%3Dihu
b

Summary reports:
https://www.nutsforlife.com.au/resource/plant-and-nut-protein-and-health/
https://www.nutsforlife.com.au/resource/nuts-and-cardiovascular-disease-what-
does-the-science-say/

Podcast episodes:
https://www.nutsforlife.com.au/resource/episode-1-plant-protein/
https://www.nutsforlife.com.au/resource/episode-19-nuts-and-cvd/

Research
publications

A scientific paper from the systematic review and meta-analysis of nuts and
risk of cardiovascular disease has been published. As outlined above, this
research has been disseminated to health professionals through a variety of

Tree nut and peanut consumption and risk of cardiovascular disease: A systematic
review and meta-analysis of randomised controlled trials
https://www.sciencedirect.com/science/article/pii/S2161831323003095?via%3Dihu
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channels.

Two scientific papers published from the PhD sponsored research project
have been promoted and shared with health professionals via eDM
communications, and via direct email outreach to key influencer dietitians.

b

The metabolizable energy and lipid bioaccessibility of tree nuts and peanuts: a
systematic review with narrative synthesis of human and in vitro studies
https://www.sciencedirect.com/science/article/pii/S2161831323002752?via%3Dihu
b

The Effects of Tree Nut and Peanut Consumption on Energy Compensation and
Energy Expenditure: A Systematic Review and Meta-Analysis
https://www.sciencedirect.com/science/article/pii/S2161831322013072

Research Reports

Refer above for information on the plant and nut protein, and the nuts and
CVD reports. We also produced two other reports: ‘An audit of the energy,
fat and sodium content of nuts’, and ‘Elevating nuts in dietary guidance’.

Findings from the audit report were shared via social media, The Healthy
Handful podcast, and summarised into feature articles in the industry’s
Nutgrower journal and INC’s Nutfruit magazine. Belinda Neville presented
the findings at the Dietitians Conference in 2021.

The report was also shared with health professionals at conferences (GPCE
Sydney 2021, DA 2021), and via Samples Plus direct education campaign.
Combined reach of approximately 5,000.

Messaging from the dietary guidance report was shared via a direct email to
all Dietitian Connection members, social media, The Healthy Handful podcast
with CSIRO’s Dr Gilly Hendrie, direct email outreach to key influencer
dietitians, and summarised into feature articles in the industry’s Nutgrower
journal and INC’s Nutfruit magazine. Belinda Neville presented the findings at
the Go Nuts health professional briefing eventin 2022.

The effect of plant and nut protein on health: A literature scope (1,359 report page
views)

https://www.nutsforlife.com.au/resource/plant-and-nut-protein-and-health/

Nuts and cardiovascular disease: What does the science say? (2,466 report page
views)
https://www.nutsforlife.com.au/resource/nuts-and-cardiovascular-disease-what-
does-the-science-say/

The energy, fat, and sodium content of nuts: Findings from an audit of nut products
from five major retailers (368 report page views)
https://www.nutsforlife.com.au/resource/an-audit-of-the-energy-fat-and-sodium-
content-of-nuts/

Elevating nuts in dietary guidance (2,699 report page views; 185 link clicks from the
Dietitian Connection direct email)
https://www.nutsforlife.com.au/resource/elevating-nuts-in-dietary-guidance/

Industry
Publications and
reports

To ensure our industry stakeholders and contributors are kept up to date
with the program, including the status of current activities, new and relevant
scientific research, and the availability of new or updated resources, we
regularly publish updates in industry journals and other publications.

Apparent nut statistics data is collated annually by Nuts for Life, and made

e  ANIC Nutgrower journal articles and updates x 21
https://nutindustry.org.au/shop/online-magazine-subscription/

e INC NutFruit magazine articles x 12 https://inc.nutfruit.org/publications/

e ABA In a Nutshell article — September 2021

e  AMS Bulletin article — October 2021
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available to our contributors to help track nut consumption patterns. They
are also collated as one component of the monitoring and evaluation of the
program.

Vision 2030 was developed to provide direction and clarity for the industry. It
summarises the program’s goals, what we need to be able to achieve the
goals and when they will be achieved. The Vision was via presentations at the
Australian Nut Conference, articles in industry journals, via PIB board
meetings and eDM communications.

Annual reports are prepared and developed by Nuts for Life in July of each
year, and shared with contributors via eDM, and housed on the website.

The Nuts for Life prospectus is sent out to potential new contributors, as
required. It was updated in September 2021.

Nuts for Life maintains a ‘locked’ (password-protected) industry section on
the website, to house relevant industry reports (alongside other content for
contributors)

Apparent Nut statistics (2020-2022)*
https://www.nutsforlife.com.au/contributor/nut-statistics/

Vision 2030
https://d131k5wuh4trw5.cloudfront.net/uploads/Nuts_2030Vision_SupportDo

c_digital_LR.pdf
Annual reports https://www.nutsforlife.com.au/contributor/annual-reports/

Prospectus

Health Professional
Publications -
articles

Articles were written and featured in publications targeting our health
professional audience. Topics included nuts and weight management, nut
FAQs, plant and nut protein, healthy snacking, nuts for disease management,
nut kilojoule absorption, and the importance of protein diversity.

Diabetes Management Journal — article in August 2021 issue
Sports Dietitians Australia, Refuel magazine — articles x7
Australian Strength and Conditioning Association — article x2
Exercise and Sports Science Australia— eDM x1
FILEX/Fitness Australia — eDM x1

(Refer appendix 2)

e-Newsletters

Contributors eDM is sent on a quarterly basis to a database of around 200
industry stakeholders, to advise them of new research, resources, events and
an update on the program. Ad hoc ‘alerts’ are also sent on key updates or
issues, in a timely way.

NutENews eDM is sent on a monthly basis to a database of nearly 4,000
health professionals. The e-newsletter includes a feature article, summaries
of newly-published research, new resources, nut in focus and a recipe. Ad
hoc newsletters are sent in addition to monthly newsletters to share specific
key information e.g. calls for survey respondents, follow-up with delegates

Contributor quarterly newsletters and ad hoc alerts x33 (to the end of April 2023;
open and click through rates over the last year of the three-year program were
37.3% and 6.8%, respectively.

NutENews health professional monthly e-newsletters and ad hoc alerts x43
(including to end of April 2023); the number of health professional subscribers to
NutENews grew by 12% over the three-year program; open and click through rates
(at 45.6% and 6.4%, respectively, over the last year of the three-year program, to
end of April 2023) remain well above industry benchmarks.
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post conferences etc.

A survey, in 2022, of 100 NutENews subscribers was used to evaluate the eDM.
Results showed:

e 91% of respondents find the newsletter valuable

o 79% said they would recommend the newsletter to their network, and

e 83% were happy with the newsletter as it is (wouldn’t change anything).

Presentations

The Nuts for Life staff (and research partners) applied to present or were
invited to present at conferences and events, on a variety of topics, with a
reach of approx. 5,000 health professional and industry stakeholders.

e Almond Board of Australia conference
o Nuts and CVD: Can we emerge with a health claim? (October
2022)
e Australian Nut Conference (March 2022)
o Consumption of nuts and reduced CVD risk: nut health
claims research outcomes
o Nuts and energy — PhD research summary
o Nut health and the consumer
o Breakfast event for potential contributors
e  Dietitians Australia conference
o lIsittime to reconsider nuts? (July 2021)
o Systematic review of the ins and outs of energy balance -
PhD supported (July 2022)
o Extending the knowledge of nuts and CVD — HLHC supported
(July 2022)
e  Food Industry Nutrition Group (FING)
o Sustainability commitment (June 2022)
e |NC congress
o Promoting nut consumption (May 2021)
o Promoting nut consumption in Australia (May 2022)
o Initiatives to drive nut consumption in Australia (May 2023)
e Go Nuts health professional briefing event
o Elevating nuts in Australian dietary guidance (November
2022)

Other resources

The Nuts for Life website houses a wealth of information including recipes,
summaries of new research, key research papers, nut facts, podcast
episodes, and news articles. The website also encompasses an industry-only
section.

e Nuts for Life website: 115 new pages and 40 existing pages
significantly updated; 430,469 page views and 284,066 users across
the three-year program period (to the end of April, 2023)

e  Reports x4 (as mentioned above)
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It also houses all resources, which are available to download. Some have also | ¢ Fact Sheets x4
been shared (hard-copy) with health professionals at conferences and e Health infographics, GIFs and reels x12
events. e Nut infographics x12 (updated Oct 2022)

The labelling manual is a tool specifically for Nuts for Life contributors, *  Nut Day infographics x16 (2021 & 2022)

designed to assist in advising on the types of claims that can be made on * Nutrient Composition of Nuts brochure (2022 edition)

products, and the requirements that need to be met in order to make claims. | ® Podcasts x31
It is updated on a regular basis, as required. e Recipes booklet x1 and recipes x60 (both developed by Nuts for Life,

and shared from contributor or partner organisations)
e Images —over 100 new lifestyle images produced
e Labelling manual* (updated Nov 2022)
www.nutsforlife.com.au

Market research The Health Professional Survey is conducted every 2-3 years, as one method | Health professional tracking survey*

of evaluating the program. The survey took on a different form compared to | https://www.nutsforlife.com.au/contributor/health-professional-survey/
previous surveys - conducted in-house (with methodological support from an
external consultancy), for cost and time efficiencies. Results of the survey are | Focus Insights — Health Information Study: Consumers*

discussed in the outcomes section of this report. https://www.nutsforlife.com.au/contributor/health-information-study-consumers/

The Health Info study was conducted to help inform the future direction of
the Nuts for Life program. It investigated the channels by which consumers
obtain their health information, the form they prefer to receive information,
who they trust for health information, and more. Among the findings, health
professionals, particularly GPs and dietitians, are by far the most trusted
sources of health and nutrition information. Results of the study have been
shared with the Management Committee and with contributors, via eDM. A
summary of the research is housed on the industry section of the website,
for contributors to access.

Focus Insights — FSANZ proposed labelling change: Consumer research

Consumer Insights — Sustainability Impact research*
https://www.nutsforlife.com.au/contributor/sustain ability-imp act-research/
(Refer appendix 3)

The Sustainability Impact Research was conducted amongst dietitians to
investigate how much of an impact sustainability has when recommending
nuts, and if itis a potential barrier (like the ‘fat-phobic’ era was a barrier to
nut consumption in the 1990s). Among the findings, sustainability was
identified as a complex area, and dietitians understanding of the
environmental impact of nuts is relatively low. The results have been shared
with the Management Committee and with contributors, via eDM. A
summary of the research is housed on the industry section of the website,
for contributors to access. Belinda Neville will also be presenting the results
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of this research at the upcoming DA conference in July 2023.

The FSANZ labelling change research was used internally to inform the
content of the application to FSANZ for a new food-health relationship for a
high-level health claim.

Conference and
event evaluation
reports

Evaluation reports are developed following each conference or event that
the Nuts for Life staff attend. An action plan is created to implement any
improvements or changes identified, as a result of attending.

e Dietitians Australia (DA) conferences x2
e General Practitioner Conferences and Events (GPCE) x3
e  FILEX x1
e Webinars
o Nutrition for Health and fitness
o Cardiovascular disease and nuts: What does the science say?
e  Go Nuts health professional briefing event (Refer Appendix 5)
e Australian Strength and Conditioning Association x1 (satchel
resource)
(Refer appendix 4)

Media and social
media

Bite Communications manage our Media Bureau program — an initiative to
generate high-impact media coverage. Nuts for Life staff identify key
research papers, which Bite then review. If deemed ‘newsworthy’, Bite
generate and manage media pitches, key messages and evaluate the
outcome. In year 1, 14 media clips were generated from scientific research,
resulting in 4.3 million opportunities to see (OTS); 7 media clips, resulting in
1.9 million OTS in year 2, and 8 media clips, resulting in 2.4 million OTS in
year 3.

Our social media strategy evolved in year 1, and continued for the duration
of the project, to increase focus on health professionals, and decrease the
focus on consumers. Dark ads (paid) were introduced through Facebook and
Instagram, with organic posts reduced (though a presence still maintained);
Twitter was re-invigorated and LinkedIn was launched in December 2020.

e  Media Bureau and campaign evaluation

e Media Releases x 8

e  Social media posts — LinkedIn, Instagram, Facebook and Twitter
(Refer appendix 5)

Twitter — 3,380 followers; 200,765 total impressions; 2.96% average engagement
rate (to the end of April 2023) — well above industry ‘very high’ engagement rate
(0.33-1%)

LinkedIn - 918 followers; 48,932 total impressions; 6.3% average engagement rate
(to the end of April 2023) - well above the industry average (0.35%).

Submissions

ADGs — Following consults with the industry, Nuts for Life staff developed a
response to the NHMRC scoping survey, which was submitted in March 2021,
which summarises the industry’s goal and rationale for the changes to the
Australian Dietary Guidelines. Delays in the NHMRCs timeline, has meant

e Australian Dietary Guidelines scoping survey (March 2021)
e Application for new food-health relationship (August 2022)
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that to date, only one submission has been made.

FSANZ — Nuts for Life submitted a draft application in December 2021, and a
final submission in August 2022 to apply for a new food-health relationship.

Monitoring and
evaluation (M&E)

Working with our M&E partner, Coutts J&R, a M&E plan, including a project
logic was finalised in November 2020.

Progress dashboards were completed twice a year, which visually summarise
the progress of the program.

An end of project evaluation was conducted by Coutts J&R. Interviews were
conducted with x stakeholders, and results summarised.

M&E plan and project logic

End of project evaluation report
Progress Dashboards x5

(Refer appendix 6).
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Outcomes

Table 2. Outcome summary

Outcome Alignment to fund outcome, strategy and Description and Evidence
KPI

End of project outcomes

An evidence-based case and Fund outcome: to influence increased Completed and reviewed documentation for submission to the decision-making bodies
support to progress the formal | consumption of nuts for health and e  FSANZ — Documentation completed.
positioning of nuts as a nutrition benefits. Draft and Final application completed, approved by key stakeholders, and submitted to FSANZ.

Based on feedback from FSANZ, and subsequent discussions with key researchers, it was agreed
that more research was required to strengthen some of the scientific evidence. As a result, Nuts for
Life formally withdrew the application.

healthy and beneficial
component of consumer diets
is established and submitted

Documentation completed, endorsed by
industry, and submitted as required, with
positive feedback from relevant decision-

to appropriate bodies for making bodies for: e ADGs — Documentation completed.

consideration of changes to Survey responses developed and approved by industry stakeholders, and submitted to NHMRC.

formal classifications e Amendments to FSANZ (new food- Based on evidence, a modified approach was developed and approved by industry stakeholders.
health relationship) NB: Significant delays to NHMRC timeline has resulted in no further opportunities for submissions.

e Nutrition information labelling.
This project is proceeding slightly behind the expected timeline. It is anticipated that a document
will be prepared for submission to FSANZ by end of 2023. NB: It was never intended that a
document would be submitted to FSANZ at the end of this project; only that all the relevant
e Nutrition information modifications for | information and research would be completed, and collated by the end of this project.

energy labelling

e Australian Dietary Guidelines (ADGs)
amendments — increase prominence of
nuts

Final interview data from key stakeholders stating their assessment of the evidence and strength
of submissions

Feedback following stakeholder interviews, conducted as part of the end-of-project evaluation,
showed agreement and support in Nuts for Life’s approach on emphasizing evidence-based
information, and in producing solid and robust work. The approach was noted as being essential in
gaining the trust of both the industry and consumers, and demonstrates that health claims are
grounded in scientific research.

Stakeholders praised the program’s work in contributing to public health policy work, noting that
the work would not be done to such a degree (or at all), without the Nuts for Life program.

Targeted health professionals Fund outcome: to influence increased Health professional market research survey — conducted 2023
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have a greater understanding
about the health benefits of
nuts and are therefore more
likely to recommend nuts to
clients and patients

consumption of nuts for health and
nutrition benefits.

Targeted health professionals have an
increased awareness, understanding and
acceptance of the health proposition of nuts
and are increasingly advising clients and
patients about using nuts for health
benefits.

Overall, despite a different method used to collect the data, compared with previous surveys,
results are tracking in a positive direction.

Heart disease data
2023 survey data
o 87% agreement that nuts help prevent CVD,
e 83% agreement that nuts help manage CVD.
e 86% agreement that nuts help manage cholesterol.
2020 survey data
e 83% agreement that nuts help prevent heart disease
e 78% agreement that nuts help manage cholesterol.
2018 survey data
e  77% agreement that nuts prevent heart disease
e 72% agreement that nuts help manage cholesterol.
NB. High-level health claim not yet achieved; still work in progress.

General health data

2023 survey data
o 91% agreement that nuts are healthy food that should be consumed regularly

e 95%regularly recommend nuts to clients/patients

2020 survey data
e 90% agreement that there’s a role for nuts in a healthy diet
e 67%regularly recommend nuts to clients/patients

2018 survey data
e 79% agreement that there’s a role for nuts in a healthy diet.
e 52%regularly recommend nuts to clients/patients

Weight management data

2023 survey data
e 79% agreement that nuts are important to help manage weight

76% via helping to feel fuller for longer

e 86% via protein and fibre to promote satiety
e 44%via not all kilojoules absorbed (this is

e 57%via displacing other meals and snacks

2020 survey data
e 70% agreement that nuts have positive effect on weight
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Annual compound growth of 5% pa

2018 survey data
e  63% agreement that nuts have positive effect on weight.

NB. The method and questions differ slightly, meaning results cannot be directly compared.
However, results are still tracking favourably.

2018 data included GPs, dietitians, fitness professionals, nurses and pharmacists; 2020 data
included GPs and dietitians only; 2023 data primarily included GPs, dietitians, nurses, fitness
professionals (and small numbers of other types of health professionals).

Apparent nut consumption data
Growth in volume - 3.9% per annum, compound since 2003
Growth in value - 5.5% per annum, compound since 2003.

Whilst the compound growth remains in line with the KPI, performance for the last five years has
been flat. According to the Nuts for Life Management Committee, this is almost certainly related to
the economic environment (i.e. COVID and subsequent effects on economy and inflation), with a
similar situation internationally - more so than to the Nuts for Life program efforts.

Apparent consumption data based on wholesale sales equates to Australians consuming 7g tree
nuts per person per day.
(Refer appendix 7).

Collation of M&E Data
Evaluation dashboards, completed throughout the life of the project shows how the program has
progressed.

Intermediate outcomes

Industry stakeholders endorse
research outputs and are
supportive of submission
process

Fund outcome: to influence increased
consumption of nuts for health and
nutrition benefits.

Extent to which stakeholders are aware,
engaged and supportive of research
outputs, resources and emerging
submissions

Feedback from key industry stakeholders about the outputs and process
Continual voluntary contributions from the industry demonstrates the value the industry place on
the Nuts for Life program.

Feedback following stakeholder interviews, conducted as part of the end-of-project evaluation,
showed that stakeholders endorse and support the work the program delivers. They acknowledge
that the program is the only channel talking specifically about nuts to healthcare professionals, and
with the staff’s expertise, it is the only way to develop nutrition and health claims. Nuts for Life’s
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role in this area was considered a real benefit to the industry, creating valuable knowledge and
resources, and helping to avoid disjointed communication efforts.

Positive initial feedback from
decision-making bodies to
submission discussions

Fund outcome: to influence increased
consumption of nuts for health and
nutrition benefits.

Initial feedback from relevant decision-
making bodies in terms of indicative
evidence to be included in submissions.

FSANZ

Throughout the pre-application process, meetings and discussions were held with FSANZ to provide
guidance and to assist with ensuring the application was complete and the process was followed.
NHMRC

To date, no feedback has been received due to the NHMRC being significantly behind schedule.

Health professionals are
interested, interacting,
seeking information and
positive about key messages
and resources being
distributed

Fund outcome: to influence increased
consumption of nuts for health and
nutrition benefits.

Extent of interest shown, information being
accessed and indicative reactions and use of
information available by targeted health
professionals

Structured feedback from events, activities and presentations (e.g. surveys)

Number of resources distributed at conferences and events (n = approx.1,750), and the number of
requests via direct education campaigns (n = 7,128), i.e. Samples Plus, shows a high-level of interest
and engagement from health professionals in learning about the health benefits of nuts.

NutENews database of health professionals has increased from around 3,000 in 2020 to nearly
4,000 at the end of this three-year program.

A survey was conducted via Survey Monkey in 2022 of 100 NutENews subscribers, to evaluate the
eDM. Results showed 91% of respondents find the newsletter valuable, 79% said they would
recommend the newsletter to their network, and 83% were happy with the newsletter as it is
(wouldn’t change anything).

Downloads of The Healthy Handful podcast episodes, which targets health professionals, have
increased year-on-year, since this was launched. The first 10 episodes had an average download of
105, whilst for the most recent 10 episodes, this has grown to an average of 148
downloads/episode (also placing the podcast in the top 50% of podcasts).

The growth of our community of LinkedIn followers to more than 900, since this was launched in
late 2020, suggests health professionals (our key target on LinkedIn) are interested in and seeking
information from Nuts for Life.

The webinar ‘Cardiovascular disease and nuts: What does the science say?’ had 497 views, with 96%
of survey respondents (primarily dietitians/nutritionists) rating the webinar as ‘excellent’ or ‘very
good’. Another webinar, a Masterclass for fitness professionals, had 80 live participants, with 93%
of survey respondents saying that, after taking part in the Masterclass, they would be either ‘very
likely’ (75%) or ‘likely’ (18%) to recommend nuts to their clients.

The Go Nuts health professional briefing event received positive feedback from several attendees
on the information presented and the resources received.
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Monitoring and evaluation

Table 3. Key Evaluation Questions

Key Evaluation Question

Project performance

Continuous improvement opportunities

EFFECTIVENESS

To what extent has the project

achieved its expected
outcomes

-to what extent have the
specific outputs and
submissions been completed
as planned and how strong is
the evidence for purpose?

-to what extent do targeted
health professionals have a
greater understanding about
the benefits of nuts and are
therefore more likely to
recommend nuts to their
clients and patients?

The research and background information to support the modifications to the Food
Standards Code and to the Australian Dietary Guidelines, have either been fully
completed, or are ongoing, as per the project’s original plan.

-a dossier of evidence to substantiate a food-health relationship completed; application
to FSANZ completed and submitted.

-a dossier of evidence and key messages to support a case for nuts to feature more
prominently in the ADGs has been created, and kept up to date. A response has been
submitted to NHMRC for the scoping survey, in line with their timeline.

-research to confirm the case to reduce the energy (kilojoule) value of nuts on food
labels is complete; modelling work is almost complete and stakeholder research
investigating perceptions of the proposed change is in field. Progress is being made in
line with the PhD timeline.

Targeted health professionals have greater understanding about the benefits of nuts, as
indicated from specific activity evaluations, and from our health professional survey
conducted in February 2023. Despite some changes to the format and questions, results
showed understanding was maintained or improved, and a greater percentage are
likely to recommend nuts to their clients and patients, compared to in 2020 and 2018.

Outputs have been generated in accordance with project plan.

Nuts for Life will continue to build collaborative
relationships internationally, including with the
International Nut and Dried Fruit Council, to support
and extend our work — particularly relating to
substantiating a food-health relationship.

RELEVANCE

How relevant was the project
to the needs of the intended
beneficiaries

-what have been the benefits
for industry in terms of
clarifying and promoting the

End of project feedback from stakeholders, showed that the program is highly regarded
and is viewed as successfully filling an ‘industry gap’. The program is collaborative,
trusted and reputable, is deemed essential, and a real benefit to industry.

Despite longer-term objectives not being fully met, the program has succeeded in
taking significant steps towards achieving them. Achieving a high-level health claim,
increasing prominence in dietary guidelines and modifying labelling are seen as
essential to elevate the perception of nuts, increase their visibility and change

With planetary health an increasing priority for
consumers, health professionals and industry alike,
future Nuts for Life programs will combine health
messaging with environmental sustainability to create
a more powerful and appealing message.
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health benefits for nuts and
the (potential) impact on
sales?

misconceptions.

The program has been successful at promoting the benefits of nuts as a food category,
with stakeholder comments suggesting there is power in promoting the entire nut
category, rather than individual nuts.

ENGAGEMENT

How well have the intended
beneficiaries been engaged in
the project

-to what extent have nut
industry stakeholders and
targeted health professionals
had opportunity to inputinto
the project and been engaged
along the way?

Nut Industry Stakeholders

The N4L program is guided and serviced by a Management Committee (MC) comprising
of seven experienced representatives across the nut industry supply chain. The MC
provided input and direction into the overall strategy, prior to the program
commencing, and provided assistance and advice throughout the program, formally via
participating in four meetings per year, and ad-hoc, as required.

A project reference group (PRG) was established at the onset of the program. Meetings
have been held on an ad-hoc basis, as required, with select members depending on the
particular activity (e.g. regulatory members: Linda Tapsell and Annette Byron, during
discussions around the food-health relationship application).

Engagement is evident via industry stakeholders’ uptake and involvement with key
initiatives, such as during industry conferences, campaigns (e.g. Nut Day), the 2030
Vision launch. Newsletters, podcast episodes and conference presentations were
identified, via the end of project evaluation, as being highly valuable in keeping
stakeholders informed about the program.

Health professionals

Health professionals have been engaged through Nuts for Life’s communication
channels, including direct emails to key opinion leaders sharing new research or key
campaigns, and the monthly NutENews eDM (of which they also had an opportunity to
provide feedback on, specific to the type of information they would most like to receive
from Nuts for Life). Health professionals were also encouraged to download and share
many Nuts for Life resources, including reports, infographics, social media tiles, fact
sheets, and brochures — all developed specifically for this target audience. Meetings,
conferences and events also provided an opportunity to engage with the Nuts for Life
team.

Popularity of website and downloads of resources also suggests high engagement.

Post-COVID lockdowns, Nuts for Life will continue to
prioritise face-to-face engagements, including
meetings, events, and conferences — for both industry
and health professional stakeholders. This will provide
opportunities to better engage with these key groups.

PROCESS APPROPRIATENESS

Nuts for Life insights (evaluation surveys) have indicated the types of resources that are
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To what extent were
engagement processes
appropriate to the target
audiences of the project

-what was the project reach
and responses from
engagement and
communication activities from
stakeholders and targeted
health professionals?

most valuable to health professionals. This shaped the outputs of the team over this
three-year program. For example, latest research was shared monthly via NutENews,
and four evidence-based reports were produced over the program. Nuts for Life’s
health professional survey found research summaries and reports are the most highly-
valued resources for this group.

EFFICIENCY

What efforts did the project
make to improve efficiency

-to what extent did the project
modify activities or outputs
based on feedback from the
PRG and Management
Committee to improve
efficiency and effectiveness of
the project?

Input and advice from the Management Committee and the Project Reference Group
determined the specific food-health relationship to pursue for the high-level health
claim work.

Podcasts, targeting health professionals, launched in response to COVID disruptions and
the subsequent reduced ability to reach health professionals via face-to-face activities,
such as events and conferences.

Science monitoring strategy created to bring this activity in-house to reduce cost and to
ensure timely collation and dissemination of science and research findings.

Student placement (Australian Catholic University), for three students over two years,
with relevant projects chosen by the Nuts for Life team, added capacity.

Management Committee meetings — held remotely (via Zoom) during COVID
disruptions, with continued option for members to dial-in remotely.

Nuts for Life was successful in obtaining grants from the INC (Promotion and
Dissemination) and the Australian government (Business Grant). These grants helped to
support additional activities, aimed at amplifying key messages to our target audiences.

27




Recommendations

High-level health claim

Achieving a high-level health claim is widely agreed to be a priority as it would be a significant win for the industry. A
claim will assist with raising public awareness and trust in the nutrition and health benefits of nuts. Therefore, we are
working on re-submitting an application, based on a food-health relationship for nuts and reduced total/LDL cholesterol.
Research, being conducted and supported by the INC will help inform the application, which we plan to submit in 2024.

Australian Dietary Guidelines

We will continue to work towards increasing the prominence of nuts in the next revision of the guidelines. We remain
committed to collating evidence, as it becomes available to support our work, and developing key messages and sharing
these with nutrition and health key opinion leaders and policy makers. Submissions will be made, on behalf of the
industry, to the NHMRC, when required as per the NHMRC timelines.

Energy labelling

The PhD project is due for completion by the end of 2023. Based on the findings, we will make a case to FSANZ to
consider altering the energy calculations, and/or allowing a claim relating to the absorption of nut kilojoules to be made.
Given misconceptions about nuts and weight gain still exist amongst some consumers and health professionals, education
and awareness is imperative to give ‘permission’ for increased nut consumption.

Communication channels and messaging

Based on market research we commissioned in 2023, 44% of consumers stated that they receive their health information
from their GP, and 22% obtain it from a dietitian. However, online and social media also make up significant sources, with
35% of consumers obtaining their information from Google. In terms of trusted information, health professionals, are by
far the most trusted source. Therefore, moving forward, Nuts for Life will need to ensure we continue to evolve, and to
ensure our channels remain effective and relevant, to reach our target audiences.

Face-to-face engagement
We will continue to prioritise face-to-face engagements, such as events and conferences. This type of direct engagement
is efficient, and allows for personal connections, making it easier to effectively communicate the health benefits of nuts.

International collaboration and research expansion

We will increase our work and links with international partners (such as the International Nut and Dried Fruit Council),
tapping into global research to amplify our work. Collaborating with external experts will improve the program's impact
and expand research capacity.

Health and sustainability focus

The next phase of the program will move more towards the health and sustainability space — a key area for the nut
industry. By combining health messaging with environmental sustainability, it will create a more powerful and appealing
message to attract consumers. Just as we work with external partners in the health and nutrition space, the Nuts for Life
team will widen this sphere to establish connections with industry and program contributors locally and internationally.

Increased resourcing

For the program to continue to be effective, to maximise its impact, and to ensure its future, an increase in the
commitment and monetary support from industry is required. However, securing voluntary contributions from industry is
a challenge, particularly in view of COVID and the economic impact. Working with the Management Committee and the
Australian Nut Industry Council, we will develop a model to promote and attract additional industry support, and allow
Nuts for Life to become independent of Hort Innovation funding (in its current capacity) in the future.

Increased collaboration and engagement with growers
Improving grower knowledge and awareness of the health benefits of nuts will further empower and ‘arm’ this important
group to increase their own promotional activities, aimed at driving nut consumption.
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Project objectives

The objectives of the current program have only partially been met — due to being dependent on external variables, of
which Nuts for Life has no control over (e.g. NHMRC timing to review and update the Australian Dietary Guidelines;
FSANZ timing to review an application). Therefore, by having more controllable objectives, we can better demonstrate the
program's effectiveness going forward, which will assist in evaluating the program’s success.

Refereed scientific publications

Journal articles

Publications from PhD project

Nikodijevic, C., Probst, Y., Tan, SZ., Neale, E., 2023. The Metabolizable Energy and Lipid Bioaccessibility of Tree Nuts and
Peanuts: A Systematic Review with Narrative Synthesis of Human and In Vitro Studies. Advances in Nutrition
https://www.sciencedirect.com/science/article/pii/S2161831323002752

Nikodijevic, C., Probst, Y., Tan, SZ., Neale, E., 2023. The Effects of Tree Nut and Peanut Consumption on Energy
Compensation and Energy Expenditure: A Systematic Review and Meta-Analysis. Advances in Nutrition 14(1) Jan 2023,
77-98.

https://pubmed.ncbi.nIm.nih.gov/36811596/

Publications from High-Level Health Claim

Houston, L., Probst, Y., Mamatha Chandra Singh, MC., Neale, E. 2023. Tree nut and peanut consumption and risk of
cardiovascular disease: A systematic review and meta-analysis of randomised controlled trials. Advances in Nutrition
https://www.sciencedirect.com/science/article/pii/52161831323003095?via%3Dihub

Conference presentations

Nikodijevic, C. Nutrition Society of Australia (virtual conference): 29t Nov to 3™ Dec 2021. Presentation: The
metabolisable energy of tree nuts and peanuts: a systematic review.
First prize for NSA Best Student Poster Presentations Award.

Nikodijevic, C. Australian Nut Conference (Melbourne): 25 Mar 2022. Presentation: Nuts and Energy PhD Research -
Summary.

Probst, Y. Australian Nut Conference (Melbourne): 25 Mar 2022. Presentation: Consumption of nuts and reduced risk of
CVD — Nut health claim research outcomes.

Neville, B., Waring, M. Australian Nut Conference (Melbourne): 25 Mar 2022. Presentation: Nut health and the consumer.
Neville, B. Australian Nut Conference (Melbourne): 25 Mar 2022. Breakfast presentation: Activities and achievements.

Probst, Y. Australian Nut Conference (Melbourne): 25 Mar 2022. Presentation: Consumption of nuts and reduced risk of
CVD — Nut health claim research outcomes.

Neville, B. INC Congress (Dubai): 11-13 May 2022. Presentation: Promoting nut consumption in Australia.

Nikodijevic, C. Dietitians Australia Conference (Adelaide): 14 - 16 Aug 2022. Presentation: A systematic review of the ins
and outs of nut energy balance.

Probst, Y. Dietitians Australia Conference (Adelaide): 14 - 16 Aug 2022. Presentation: Extending the knowledge of nuts
and CVD - Can we emerge with a high level health claim.
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https://www.sciencedirect.com/science/article/pii/S2161831323002752
https://pubmed.ncbi.nlm.nih.gov/36811596/
https://www.sciencedirect.com/science/article/pii/S2161831323003095?via%3Dihub

Neville, B. AlImond Board of Australia (Adelaide): 26 Oct 2022. Nuts and CVD — Can we emerge with a high level health
claim.

Tapsell, L. Nuts for Life Health Professionals briefing event (North Sydney): 22 Nov 2022. Presentation: Nuts in health
dietary patterns.

Nikodijevic, C. Nuts for Life Health Professionals briefing event (North Sydney): 22 Nov 2022. Presentation: Nut
consumption patterns in Australia and the relationship between nut intake and body weight.

Neville, B. Nuts for Life Health Professionals briefing event (North Sydney): 22 Nov 2022. Presentation: Elevating nuts in
Australian dietary guidance.

Nikodijevic, C. Nutrition Society of Australia (Perth): 29 Nov - 2 Dec 2022. Presentation: The effects of tree nut and peanut
consumption on energy compensation and energy expenditure: a systematic review and meta-analysis.
First prize for NSA Best Oral Poster Presentation.

Neville, B. INC Congress (London): 22-24 May 2023. Presentation: Initiatives to drive nut consumption in Australia.
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Appendix 1 - NutENews Survey — Evaluation
Survey Monkey results March 2022
Compiled by Belinda Neville, March 2022

Question 1: What is your profession? (63 responses; 37 skipped)

ANSWER CHOICES RESPONSES

Dietitian/Nutritionist - Research 6.35% 4
Dietitian/Nutritionist - Public health/community health 17.46% 11
Dietitian/Mutritionist - Media 1.59% 1
Dietitian/Mutritionist - Clinical/ Private practice 38.10% 24
Dietitian/Mutritionist - Industry 4.76% 3
General Practitioner (GP) 14.29% 9
Nurse 6.35% 4
Diabetes Educator 6.35% 4
Fitness Professional 4.76% 3
TOTAL 63

Question 2: Why did you sign up to received NutENews? (98 responses; 2 skipped)

ANSWER CHOICES RESPONSES

To answer patient/client questions 4.08% 4
To stay generally up 1o date on nut health and nutrition T3.47% 72
To learn of Muts for Life activities and resources 3.06% 3
For perzonal interest 19.39% 19
TOTAL g8

Question 3: How valuable do you find the NutENews monthly e-newsletter, to you professionally? (99 responses; 1
skipped)

ANSWER CHOICES RESPONSES

Extremely valuable 23.23% 23
Valuable 67.68% 67
Mot particularly valuable 4.04% 4
Mot valuable at all 2.02% 2
Unsure/don't know 4.04% 4

Total Respondents: 99



Question 4: What content do you find the most valuable? Tick all that apply (100 responses, 0 skipped)

ANSWER CHOICES RESPONSES

General nuts and health information 68.00% 68
Disease/condition-specific nuts and health information 60.00% 60
Answers to nut FAQs 34.00% 34
New nut research summaries 58.00% 58
Nuts for Life resources (e.g. podcasts, infographics, fact sheets) 45.00% 45
Fecipes 49.00% 49
Other (please specify) 6.00% 6

Total Fespondents: 100

Question 5: How likely would you be to recommend NutENews to your networks? (99 responses; 1 skipped)

ANSWER CHOICES RESPONSES

Extremely likely 35.35% 35
Likely 43.43% 43
Neither likely nor unlikely 13.13% 13
Unlikely 5.05% 5
Would not recommend 1.01% 1
Unsure/don't know 2.02% 2
TOTAL 09

Question 6: Is there anything you think should be included in NutENews that is not already there? (62 responses; 38
skipped)

Response themes Number of % of
responses responses
Wouldn’t change anything/happy with it as it is 51 83
Latest research 1 1.6
Conferences we are attending/presenting at 1 1.6
Nuts ‘hero’ section (showcasing one nut at a time) facts, where grown etc. 1 1.6
Fun nut facts 1 1.6
Where nuts are grown 1 1.6
Recipes 1 1.6
Australian grown nuts/Australian brands 2 1.6
Keep it brief and simple 1 1.6
Environmental/sustainability of nuts 1 1.6
Nut allergies 1 1.6
Macadamia nuts 1 1.6
Industry news 1 1.6
Graph showing how nuts compare in terms of nutrients (e.g. antioxidants) 1 1.6
TOTAL 62 100




Q7. What do you usually do with the information once you have read it? (100 responses, 0 skipped)

ANSWER CHOICES

Keep it for myself for professional development
Pass onto a client/patient

Share with a colleague

Mothing

Other (please specify)
TOTAL

Q8. When would you prefer to receive NutENews? Tick a day and time period (95 responses; 5 skipped)

ANSWER CHOICES
Monday

Tuesday
Wednesday
Thursday

Friday

Weekends

Morning

Lunchtime

Afternoon

Evening

Total Fespondents: 95

RESPONSES

30.00% 30

19.00% 19

17.00% 17

15.00% 15

19.00% 19

100

RESPONSES
36.84% 35
9.47% 9
16.84% 16
6.32% 6
8.42% 8
22.11% 21
50.53% 48
10.53% 10
14.74% 14
10.53% 10

Q9. How much do you agree with this statement: | trust NutENews as a credible source of information (99 responses; 1

skipped)

ANSWER CHOICES
Strongly agree

Somewhat agree

MNeither agree nor disagree
Disagree

Strongly disagree

Unsure/don't know

TOTAL

Key learnings:

Compiled by Maree Hall, March 2022

RESPONSES

T76.77% 76
16.16% 16
7.07% 7
0.00% 0
0.00% 0
0.00% 0

99

To action
Activity Progress
Trial Monday morning dissemination Complete
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- March 2022 eDM sent out Monday 4 April; To review
outcomes compared with previous issues

Content to keep top of mind: Ongoing
- General nutrelated
- Disease specific
- Nut research

Consider ‘hero’ nut in each issue Complete

- Already profiling a specific nut type each issue through
the recipe and an image

- Will now also formalise this — eg. ‘Nut in Focus: X (nut
type)’

Consider ‘Australian grown’ section of
the website

Complete
- Updated ‘Where are nuts grown?’ webpage with this in
mind; Promoted via March 2022 eDM

To communicate

Activity

Progress

Brief summary of survey outcomes for:
- Management Committee
- Industry section of web

Complete
- MC: April 2022 Activity Report — verbal report
provided 28/4/22 by MH.

Twitter tiles
- Share some of the stats from the
survey as promotional content to
seek new subscribers

Complete
- Tweets early April (4/4 and 6/4): see below

Nuts For Life @NutsForLife - Apr 6

Be the first to hear about new #nut news & research, via our monthly
NutENews e-update. Subscribe: bit.ly/2UWUqBi #nuts #research #health
#nutrition

91% find
NutENews either
'extremely valuable'
or 'valuable'

Nuts For Life @NutsForLife - Apr 4
‘We were thrilled to learn, via our NutENews subscriber survey, that 91% find
the monthly e-update either 'extremely valuable’ or 'valuable', & 93% trust
NutENews as a credible source of information. Thanks for the feedback!
Not yet subscribed? bit.ly/2UWUqBi

93% trust
NutENews as a
credible source of
information*
Thanks to survey respondents Complete
- Includedin March 2022 eDM
Sign-up to NutENews webpage Complete
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- Include stats to encourage new
subscribers

- Webpage updated April 2022

QR code sign up promotions (eg. at health
professional conferences)
- Include stats to encourage new
subscribers

Complete
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Appendix 2 — Health professional publication articles

Refuel advertorial

New fact sheets |

VOUR MUT FAGS
ANSWERED  §

NUTS FOR WEIBKT
ARDIEIINESS

How are nuts good for sports and
fitness? And should you eat them
before, during or after exercise?
Two NEW fact sheets, from SDA
and Nuts for Life, answer all your
questions!

www.nutsforlife.com.au

Refuel advertorial — Summer 2022

NUTS: LESS KILOJOULES
THAN WE THOUGHT?

", ew Australian research suggests the | Human studies on the digestible kilojoules of

g N actual kilojoules our bodies absorb other nut types are not yet available. But it's

....... = from nuts is up to 26% less than | likely that the kilojoule count for these nuts is
what's stated on food labels. 1 also an overestimation.

A portion of the fat in nuts remains :
locked (or ‘trapped’) within their fibrous
cell walls and cannot be absorbed by
the body. Instead, nut eaters excrete
some of this dietary fat in their stools —
without it ever being used by the body
as a source of energy.

A NEW WAY OF LOOKING AT

ENERGY IN NUTS

A team from the University of Wollongong
recently collated the findings of carefully-
controlled feeding trials (21 in total), which
had looked at how much of the fat from nuts
is metabolised and converted into energy in
the body, and how much is excreted.

! This helps to explain why, despite their high . { §

: ! AIM TO INCLUDE
ENERGY ABSORPTION OF ' content of healthy fats, nuts are not linked ‘ A HANDFUL
CERTAIN NUTS: i with weight gain. @ (30G) OF NUTS

IN YOUR DAY,
EVERY DAY.

Oldor Atwater factor calculation for  Avaraga available anargy contentfrom  Oversstimation of tha enargy

energy content (kJ) / 30g serve foading trials (kJ)/ 30g sorva from nuts:
Almonds 760 555 26% ‘\“( 8 fo
.
Cashaws 730 730 14% 3‘ -
Pistachios. m 678 5% ¥ 24
o ]
Wainuts 828 654 22% o 2

MORE NUT HEALTH FACTS AT: WWW.NUTSFORLIFE.COM.AU
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Refuel advertorial — Autumn 2022

- NUTS MAKE HEALTHY
SNACKING EASY

nutritional powerhouses.

They provide energy, plant protein, fibre and
28 different vitamins and minerals, to help
enhance sporting performance and recovery.
And . . . they're an easy, portable snack when
you're on the go, or on the road!

A healthy handful of nuts (or a 30 g serve)
each day supports good health.

3 REASONS TO SNACK ON NUTS

PROTEIN: Protein is key for maintaining
muscle strength, and nuts are plant protein
powerhouses! Most provide 3-6 g of protein/
handful (30 g), or around 10-20 g of
protein/100 g. That’s more than other
common sources of plant protein, like
grains, legumes, and soy.

HEART HEALTH: Nuts are heart-health heroes,
thanks to their unique mix of nutrients - like
mono- and poly-unsaturated fats, fibre, vitamin
E, folate, potassium, selenium, manganese,

Like other fresh, whole foods, such as fruits and vegetables, nuts are

copper, plant sterols and arginine. A recent
review of the evidence by Australian-based
researchers found that, as part of a healthy
diet, regularly eating nuts reduces the risk of
cardiovascular disease (CVD).

SATIETY: Nuts can help keep us fuller for
longer and may prevent overeating at later
meals. That's due to their heart-healthy fats,
dietary fibre and protein, and the satiety
hormones that we release after eating nuts.
And did you know that, despite nuts being
naturally rich in healthy fats, reqularly eating
them is not linked with weight gain?

This is because we may not absorb up to
30% of the kilojoules in nuts. It's been
suggested that this is due to the naturally-
occeurring fat in nuts is held (or trapped) within
the cell walls of the nut, making it hard for the
body to digest and absorb. @

More nut facts at: www.nutsforlife.com.au

Autumn 2022 ReFuel Magazine ({E)

MAKING PLANT
PROTEINS A PRIORITY

o T2 N
WHY, NUTS ARE NATURE'S
HEART HEALTH HEROES

W AETIN MSAYTY NS RqNIGIed LAH hoa MMM | 12q, chickaess al 6g, and eals with 2-0g.

[N ) prensn sy it sty anc s stseean ety pneems

: for cheta win grr
INaitoos of meseng

ety offocd chaices witin e ‘mastand | TIPS TO DIVERSIFY YOUR DIET, WITH PLANT PROTEINS:

e —

Tha pratin dgesabiiny (o ‘protan quakty') of ¥ea ruls is mik to
many

her piant protein sources

® Enygry 3 neattny nanarUl [0g o s gusy aay
But anCIer KEcent Sty SUQDESS ALSITERINS NAVE B WAY 0 00 I | 8 inzomorate legumes, B leetils and eans, Mo mexs 21 tmes

divessitying sur pretein’ eny

el & Wk Tt @ pl

il mines @

it wwtstonte. com au

REFERENCES:

Y

WHAT'S S0 SPECIAL ABOUT NUT PROTEIN?

FRENORaty, T8 Denears of

mocont major rovaw of tha evidence has shown uast b
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Q: TRUE OR FALSE? We may not absorb 30%
of the kilojoules in nuts.

A: True! Studies suggest the fat in nuts is held
within the plant cell walls of whole nuts, meaning
it’s not all absorbed by the body. This provides
clues as to why research shows that regularly
eating nuts is not linked with weight gain.

In fact, research shows the opposite. Regular nut
consumption is linked with a reduced body
weight, BMI and waist circumference.

Nuts also keep us fuller for longer and may
prevent overeating later meals. That's due to their
heart-healthy fats, dietary fibre and plant protein
(3-6g of protein/30g handful), and the satiety
hormones that we release after eating nuts.

Have you had your healthy handful today?
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Appendix 3 — Market Research
a) Health professional tracking
Compiled by Maree Hall, March 2023

Nuts for Life conducted an online survey of health professionals to help evaluate the 2020-2023 program, and to
understand perceptions, attitudes and knowledge of nuts and their health and nutrition benefits amongst this key group.

The survey was in-field from 1-12 February, 2023. It was promoted via the NutENews database, and social media (Twitter
and LinkedIn). Five $50 grocery vouchers were offered as an incentive.

In total, 225 respondents completed the survey.

Although a different type of survey to those conducted in the past, this survey builds on previous health professional
research studies conducted by Nuts for Life. For example, some of the questions asked in this and previous surveys are
similar (as indicated below), which allows for some comparison. Unlike previous studies, which reported results by health
professional type (eg. dietitians, GPs etc), the results presented below refer simply to ‘health professionals’ as a category.

Of the 225 respondents, 114 indicated that they would be willing to take part in further (paid) market research on the
nutrition and health benefits of nuts (such as qualitative research).

Question 1: What is your profession?
(225 responses; 0 skipped)

ANSWER CHOICES RESPONSES
Dietitian/nutritionist 39.11% 88
GP/doctor 16.00% 36
Fitness professional 7.11% 16
Nurse 9.78% 22
Diabetes educator 4.89% 11
Other (please specify) 23.11% 52
TOTAL 295

e  Most respondents were dietitians/nutritionists (39%), followed by GPs/doctors (16%), with a smaller proportion
of nurses (10%), fitness professions (7%) and diabetes educators (5%).

e  ‘Other’ professionals listed included retired health professional, support worker, chiropractor, naturopath, food
scientist, occupational therapist, podiatrist, physiotherapist.

Question 2: To what extent do you agree/disagree with the following statements?
(225 responses; 0 skipped)
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STRONGLY DISAGREE NEITHER AGREE STRONGLY UNSURE TOTAL

DISAGREE AGREE NOR AGREE
DISAGREE

a. Nuts are healthy foods that 3.35% 0.00% 4.78% 26.79% 64.11% 0.96%
should be consumed regularly 7 0 10 56 134 2 209
b. Nuts are an important food in a 1.98% 0.99% 8.42% 35.64% 50.50% 2.48%
diet that helps manage cholesterol 4 2 17 72 102 5 202
c. Nuts are an important food in a 1.99% 1.00% 6.97% 35.82% 50.75% 3.48%
diet that helps prevent 4 2 14 72 102 7 201
cardiovascular disease
d. Nuts are an important food in a 1.48% 1.48% 10.34% 38.42% 44.83% 3.45%
diet that helps manage 3 3 21 78 91 7 203
cardiovascular disease
d. Nuts are an important food in a 1.50% 2.00% 18.00% 32.50% 39.00% 7.00%
diet that helps prevent type 2 3 4 36 65 78 14 200
diabetes
e. Nuts are an important food in a 1.46% 3.88% 11.17% 37.38% 42.23% 3.88%
diet that helps manage type 2 3 8 23 77 87 8 206
diabetes
f. The cost (price) of nuts is 2.86% 13.33% 17.14% 40.00% 24.29% 2.38%
reasonable to encourage them to 6 28 36 84 51 5 210
be consumed regularly
g. Nuts are an important food 1.40% 3.26% 14.42% 33.49% 45.58% 1.86%
within a diet that helps to manage 3 7 31 72 98 4 215

weight
Most health professionals have a positive sentiment towards the overall health benefits of regular nut consumption.

Specifically:
e Nine in 10 health professionals (91%) consider nuts as healthy foods that should be consumed regularly
(agreed/strongly agreed)

e The heart health benefits of nuts appear to be well recognised.
o 86% consider nuts as important in a diet that helps manage cholesterol (agreed/strongly agreed)
o 86% consider nuts as important in helping to prevent cardiovascular disease (CVD). and 83% say nuts
are important in helping to manage CVD (agreed/strongly agreed).

Comparison with previous health professional tracking surveys:
e 2020 survey: 67% of GPs and 89% of (experienced) dietitians said they viewed nuts as either ‘very important’ or
‘somewhat important’ in a diet that helps manage cholesterol.
e 2018 survey: 73% of GPs and 90% of (experienced) dietitians said they viewed nuts as either ‘very important’ or
‘somewhat important’ in a diet that helps manage cholesterol.
Note: The wording of this question differed slightly compared with previous surveys.

e  More health professionals see nuts as important in helping to manage type 2 diabetes, than they do in helping to
preventit.
o 80% say nuts are important in helping to manage type 2 diabetes and 72% consider nuts as important in
helping to prevent type 2 diabetes (agreed/strongly agreed).

Compared with previous health professional tracking surveys, it appears that less health professionals consider nuts
‘important’ in helping to prevent type 2 diabetes.
e 2020 survey: 82% of GPs and 90% of (experienced) dietitians said nuts were either ‘very important’ or ‘somewhat
important’ in a diet that helps prevent type 2 diabetes.
e 2018 survey: 85% of GPs and 88% of (experienced) dietitians said nuts were either ‘very important’ or ‘somewhat
important’ in a diet that helps prevent type 2 diabetes.
Note: The wording of this question differed slightly compared with previous surveys.
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e The cost of nuts appears to be somewhat of a barrier to encouraging regular consumption.

o  While around two thirds (64%) consider the cost of nuts reasonable to support regular consumption
(agreed/strongly agreed), less ‘strongly agreed’ (24%) and more ‘disagreed’/’strongly disagreed’ (16%)

than they did for the other statements in this survey question.

e  Four in five health professionals (79%) consider nuts important foods within a diet that helps manage body

weight.

Comparison with previous health professional tracking surveys:

e 2020 survey: 55% of GPs and 85% of (experienced) dietitians said nuts were either ‘very important’ or ‘somewhat

important’ in a diet that helps manage weight.

e 2018 survey: 62% of GPs and 86% of (experienced) dietitians said nuts were either ‘very important’ or ‘somewhat

important’ in a diet that helps manage weight.
Note: The wording of this question differed slightly compared with previous surveys.

Question 3: If you agree that nuts have arole to play in helping to manage weight, what are your reasons for this?

(219 responses; 6 skipped)
(Note: Multiple responses were possible)

ANSWER CHOICES RESPONSES

Nuts help people feel fuller for longer 76.26% 167

Nuts contain protein and fibre, which can increase satiety 88.58% 194

Not all the kilojoules in nuts are absorbed by the body 44.29% 97

Nuts can displace other meals and snacks 56.62% 124
9.13% 20

Other (please specify)
Total Respondents: 219

Nuts help
people feel...

Nuts contain
protein and...

Not all the
kilojoules i...

Nuts can
displace oth...

Other (please
specify)

0% 10% 20% 30% 40% 50% 60% 70% 80% 20% 100%

e  Most health professionals (89%) acknowledge that the protein and fibre in nuts, which can increase satiety, is a

reason why nuts help to manage body weight.
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Around three quarters (76%) say nuts help people feel fuller for longer, and just over half (57%) say nuts can
displace other meals and snacks, thereby helping to manage body weight.

A considerable number of health professionals (44%) recognise that not all the kilojoules in nuts are absorbed by
the body.

(Note: This is a complex area of science, which has been communicated by Nuts for Life over the past three years,
that a not insignificant number of health professionals now appear to understand).

Comments at ‘Other’ option:

Easy, convenient, fast snack (x 5 comments)

Nuts promote gut bacteria that produce postbiotics that reduce appetite and improve glucose tolerance
Slow digestion

Nuts replace refined white flour in cooking which is beneficial

The contain healthy fats

Though incomplete proteins, mixed nuts are often a better option then meat that contain a range of fat
dependent on the meat quality. Perfect for vegetarians, and incorporate other benefits

Convenience as a portable food to avoid purchasing less healthy things

Delicious and can be eaten daily

Nuts should be eaten with meat and vegetables, not just nuts to maintain the energy your body needs
Nuts are usually low Gl

Can be used in keto recipes

Add texture to low kJ foods like salads

Great savoury option as a snack, added interest to a stir fry or salad or crunch to yoghurt or breakfast
cereals/porridge

Nuts are highly nutritious foods, but unfortunately people believe in myths related to weight gain with nuts and
miss out on the high nutritional value of these foods, and the great impact on the health of the population
Satisfying

Q4. If nuts were to sit in a different (or new) group within the Australian Dietary Guidelines, where do you think they
should sit?
(223 responses; 2 skipped)

ANSWER CHOICES RESPONSES

On their own, in a ‘nuts only” food group 15.25% 34
Within a ‘plant-protein’ food group (together with foods like legumes and seeds) 39.91% 89
Within a ‘fruit and vegetables’ food group 2.24% 5
Within a ‘healthy fats’ food group 32.74% 73
Not applicable — I think they should stay where they are within the ‘protein’ food group 4.48% 10
Don't know 2.69% 6
Other (please specify) 2.69% 6
TOTAL 293
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Health professionals appear to think the positioning of nuts within the Australian Dietary Guidelines needs to be
reconsidered. But where nuts should sit instead remains unclear (divided) among those surveyed.

Specifically:
e  Only 5% of health professionals think nuts should remain where they currently sit, within the ‘protein’ (or ‘meat
and alternatives’) food group.

e  More health professionals think nuts should sit within a ‘plant protein’ food group (40%), or a ‘healthy fats’ food
group (33%), than any other alternatives.

e  Only 15% think nuts should have their own ‘nuts only’ food group within the Australian Dietary Guidelines.

Comments at ‘Other’ option:

e  May be bundled with other plant proteins - but may require a specific statement to further support consumption
and provide confidence

e Healthy snack option

e Due to allergy issues some people have, they should stay on their own for eliminating any accidental mishaps

e  Stay within protein food group but classify as healthy fats also and within the plant protein food group

e They could be across 3 groups both protein and plant protein if there was a plant protein group, and a healthy
fat and use on bread/toast/crackers instead of other spreadable fats

e Seeds and nuts

Q5. What is your recollection of the Australian Dietary Guidelines suggested serve size for nuts?
(222 responses; 3 skipped)
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ANSWER CHOICES RESPONSES

10 grams 10.36% 23
30 grams 81.53% 181
50 grams 6.76% 15
>50 grams 1.35% 3
TOTAL 299

e .
e _

50 grams

>50 grams

0% 10% 20% 30% 40% 50% 60% 70% 80% 20% 100%

e  Most health professionals (82%) correctly recalled the Australian Dietary Guidelines recommended serve size for
nuts as 30g.

e Of those who incorrectly recalled the serve size for nuts, 10% thought this was 10g (less than the recommended
serve size), and 8% thought it was 250g (more than the recommended serve size).

Comparison with previous health professional tracking surveys:
e 2020 survey: 68% of GPs and 78% of (experienced) dietitians selected 30g as the recommended standard serve
size for nuts.
e 2018 survey: 74% of GPs and 82% of (experienced) dietitians selected 30g as the recommended standard serve
size for nuts.
Note: The wording of this question differed slightly compared with previous surveys. And previous surveys included an
equal number of GPs and dietitians (100 of each), whereas this survey included more dietitians (88) than GPs (36).

Q6. Do you recommend nuts to your patients/clients as part of a healthy diet?
(220 responses; 5 skipped)
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ANSWER CHOICES

Yes

No
TOTAL

- _
" I

0% 10% 20% 30% 40% 50% 60% 70% 80% 20% 100%

RESPONSES
95.00%

5.00%

209

11

220

e Almost all health professionals (95%) said they recommend nuts to their patients/clients, as part of a healthy
diet. Only 5% said they do not recommend nuts.

Compared with previous health professional tracking surveys, it appears that more health professionals are now
recommending nuts. Specifically:
e 2020 survey: 21% of GPs and 2% of (experienced) dietitians said they ‘never’ recommended nuts to their patients.
e 2018 survey: 18% of GPs and 1% of (experienced) dietitians said they ‘never’ recommended nuts to their patients.
Note: The wording of this question differed slightly compared with previous surveys. And previous surveys included an
equal number of GPs and dietitians (100 of each), whereas this survey included more dietitians (88) than GPs (36).

Q7. Do you feel you understand enough about the health implications of including nuts in diets?
(222 responses; 3 skipped)

ANSWER CHOICES

Yes

No
TOTAL

- _

0% 10% 20% 30% 40% 50% 60% 70% 80% 20% 100%

RESPONSES
83.78%

16.22%

186

36

222

e Most health professionals (84%) said they understand enough about the health implications of including nuts in

diets.

(Note: Nuts for Life continues to communicate the nutrition and health benefits of reqgular nut consumption.
Tracking market research of health professional knowledge and attitudes shows that when Nuts for Life ceases to
educate a health professional segment, their nut knowledge declines slowly with time. This demonstrates that
repeated exposure, and repetition of key messages in novel ways, are essential for education to be effective and
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to support health professionals to recommend nuts).

Q8. Where/how do you usually seek health and dietary information?
(224 responses; 1 skipped)
(Note: Up to 4 sources could be selected)

ANSWER CHOICES

Online (e.g. interet, social media)

Professional bodies (e.g. Dietitians Australia, RACGP)

Professional health organisations (e.g. Heart Foundation, Cancer Council)

Government resources and publications (e.g. Australian Dietary Guidelines)

Industry organisations (e.g. Nuts for Life, Dairy Australia)

Food company website

Professional development (e.g. participation in webinars/courses/conferences/events)

Podcasts focused on health

Direct mail (e.g. Samples Plus)

Direct email (e.g. e-newsletters like NutENews)

Not applicable — I don't actively seek health and dietary information

Other (please specify)

Total Respondents: 224

Health professionals gain information from a variety of sources, with no one ‘stand-out’ main source of information.

Specifically:
The main sources of information, roughly equally used by health professionals were:

O

O O O O

Around 43% reported seeking health information from industry organisations (eg. Nuts for Life).

Professional bodies (eg. Dietitians Australia) (54%)
Professional health organisations (eg. Heart Foundation) (51%)

Professional development (eg. webinars, courses, conferences, events) (50%)

Online (eg. internet, social media) (50%)

RESPONSES
49.55%

53.57%

50.89%

48.66%

42.86%

7.59%

50.45%

21.88%

7.14%

21.43%

2.23%

5.80%

111

120

114

109

96

17

113

49

16

48

(&1

13

Government resources and publications (eg. Australian Dietary Guidelines) (49%)

Around one in five said they seek health and dietary information from health-focused podcasts (22%) and direct
email (eg. NutENews) (21%).

The least common sources of health and dietary information were food company websites (8%) and direct mail
(eg. Samples Plus) (7%).

Comments at ‘Other’ option:

Research literature/scientific journals (directly) (x 5 comments)
Sanitarian Wellness Centre

Dietitian within our team

Ingredient list on food package

You Tube

Q9. What type of information would you like to see more of to assist you in understanding the health benefits of nuts?
(223 responses; 2 skipped)
(Note: Multiple responses were possible)
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ANSWER CHOICES RESPONSES

Claims on food labels 47.98% 107
Health and research reports 65.47% 146
Published scientific papers 50.22% 112
Resources (e.g. fact sheets, infographics, brochures) 61.43% 137
Expert presentations (e.g. at conferences, webinars) 45.29% 101
Other (please specify) 1.79% 4

Total Respondents: 223

Health professionals say that more health and research reports (66%), and resources (eg. fact sheets,
infographics, brochures) (61%), in particular, would help them to understand the health benefits of nuts.

More published scientific papers (50%), claims on food labels (47%) and expert presentations (eg. at
conferences, webinars) (45%) were also thought to be helpful to assist understanding.

(Note: The information health professionals say they want is consistent with what Nuts for Life is delivering,
particularly in the last three years. This suggests that the communication channels of the program remain
relevant for their needs).

Comments at ‘Other’ option:

Resources that specify the difference between 100% nut butter vs. nut butter with added ingredients (additional
salt, sugar, fats) + distinguishing the differences - really tried to not use fear mongering infographics from social
media when | was working in clinical practice

A booklet for professionals comparing nutritional and health values of each type of nut regularly available in
Australia

Brief accurate statements on food labels
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b) Consumer: Health information survey report
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SUMMARY

70% of respondents say they more concerned with their health from 1 - 2 years ago and we see over
B80% of households say that health and nutrition goals are important to them.

When locking at where consumers are receiving their health and nutrition information we see it vary
across all channels, though when we compare against those that consumers say they trust we see
significant declines for most channels apart from GP's and Dietitians.

As we would expect, online and social media channels are trusted more by the younger audience groups
with the 50+ yo's putting their trust in GP's. Females appear to be more trusting of Dietitian's/nutritionist
than their male counterparts.

Information regarding the health benefits of eating nuts has a broad recall with almost 3 in 4 saying they

have seen it and importantly the majority (85%) of this group not only found the information to be
believable but 2 in 3 say it changed their thinking around consuming nuts to meet health goals.

DEMOGRAPHICS
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Q1. Which age group da you belang o2 (SR | n=1003

Q2. Please record your gender? (SR) | n=1003
Q3. Where do you bve?? (LOG) | r=1003

04, Which of the fafiowing best deséribes your household maskeup?? (SR) | n=1003 »

FREQUENCY

Paanuts
Almaonds: 2% 20
Cashews

Mixed Nuts

§§
5
8

i B

Pistachios  INEEMNEEINN

Walnuts
Hazelnuts
Macadamias
Pine nuts

Brazil nuts
Pecans

Another nut type:
Chestnuts

T EL
7% | 4% 1%
- 10%

5% 1% T
L %

DT %
B e ™ %
psc o - a% 4%

m Daily, maost days
At least once every 3 manths

1%

1%

a0

W At least onee per week

At least once every G months

4%

53%

W AL beast once per month

Less often/ never

Of the 83% of Australians who have consumed nuts in the last quarter, Peanuts and Almonds are the most frequently

consumed nuts with 1in 3 consuming these on a weekly basis. Cashews and Mixed Muts are also consumed frequently.

QB Haw aften do you ar your fmily consume the fallowing types of nuts?7 (SRR} | r=1003
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WHO CONSUMES NUTS AND WHY

Partnar

Main reason

Guests
i
Adult children 18+ living at home . %

Chikdren aged 12-17 years . B%

o
Children aged 6-11 years . 6% .
Children aged 5 yeard or yourger I 5%
Howsemsie [ 3% =
- - =
— —

parors | 2%
They tmstegood  For the heakh benefts Toinrease autriert  They are eaybause Theyarean sfforcable  Other resson
iske stare/reanage/take
withme)
Other Im A

Almost & quarter of households buy nuts for consuming with guests. Taste is the most common driver for nut consumption
with 50% citing this as their main reason though almost 1 in 2 say they consume nuts for the health benefits.

QB. Wha in your hausehold consumes nuts? (MA) | r=1003
Q3. What i the main reason you and your family consume nuts? M) | n=1003

CONSUMPTION OCCASSIONS

" wm ™

547

39
25% 29%
5%
3% 25
1%
5%
-
—

Gnack ot hame Snack at hore| ingredient for  When gusts  Familget  Parties st home At bome with  Schoal £ Werk As o snack after Everits for cluss Other
A lemid levening] /  cocking  wisit your home - togethers meals hnches sport  or assodations

83% snack at home

Snacking at home is the main occasion for for 83% of those who consume nuts. 2 in 5 consumers use them &s ingredients in
cooking and for & guarter of consumers entertaining at home or with family is when they consume nuts.

Q10 For which occasions do you carsume nues? (MR) | r=1003 .

CHANGES IN CONSUMPTION

Cause of change
. The most common reasons for eating more nuts are
Eati ng more related to health benefits and dietary changes, zuch as
3 desire/focus on eating healthier, dietary needs/planning.
health concerns, being more health conscious, eating as a
healthy snack, increase iron intake.

Other reasons include taste, convenience, guick and easy
snack, and discovering new flavours and recipes.

No change - 36%

The main reason for reducing or cutting down on nut
conzumption iz the increasing cost of living which has
led to tighter budgets and less disposable income for many
p=ople.

Eating less
Other factors include changes in dietary preferences,
health concerns, dental issues, allergies, and a
preference for other snacks.

Q12 How has the amaunt af nuts you consume: changed aver the past 1.2 years? {SR) | n=1003 .

013 What s caused this charge? (Texd) | n=642
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WHERE PURCHASED
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011, Where do you ever purchase nuts? (MR) | n=1003

BE%
Cales

ALl

16GA  Fondland
f Foodwarks

DIETRY NEEDS & HEALTH CONCERNS

Hoskh Food  Greengrocars
Stares

hr Converinnce
supermarkets  store/Fetral
station

orling

TI%
41%
18
T
=29 5%
a%

- e e

T —

WAk Bar

]

—

Semiwharn
else

Dary free [ 12%
HEALTH INFO Gt [ 1%
sy ut e [ =
Gurers Free [ o
wegerarian [ 5%
wigan [
wate [l 4%
saal [ 3
wheatfee [l 2%
Other [ 2%

fggfree 2%
Fodmap [l 2%
coniec [l 2%
Pascatarion [ 2%
Soytoe 1%
Fale 1%

masher | om

A0t less comoerned

Are you more concerned about your health than 1-2 years ago?

- =

' Less concemed

Have dietary
needs

o parscatr dietary oo Y ::':

MeRher /ot sure

Very Important

£

Afttle more concerred

69%

Important/

= & ot more concemed

How important to your overall
health is incorporating a handful

of nuts ir

your regular diet?

70% of nut consumers say they are more concerned about their health today than they were 12-24 months ago. More than

1in 3 households follow a diet or have specific dietary needs and around 1 in 10 consumers are following a Dairy Free,

5. Does anyane in your hausehold follaw any distary
D15 Are you mere concerned abaut yaur health than

gherms or have speci
2 years ago? (SR | n=1003

DIETRY NEEDS BY AGE

Diabetes, Gut Issues or Gluten Free diet.

ific dietary needs? (MR) | n=1003 Q14 How

pa .

your regular diet? (SR)

¥
| n=1003

% a handfl of ruts i

Dioes anyone in your household follow any dietary patterns or have specific dietary needs?

vl CE IR (3 T BaN 5 e [ 2% v F 19 1e% 1w L (] [ ]
Waer Wyesns | 28 5% T S m 5 [ a 2 % 19 198 as L 168 LE £
stospear D R T T as e e e o 2 s % e i s o o =
[ T 1% s | e [t | 3% 2] | o | e ok [ [

‘When the dietary needs of nut consumers are broken down by age group it shows that those aged over 50 years are less likely to
have a specific dietary need than those aged under 50 years. Those over S0years are less likely to follow a diary or gluten free diet
or be vegetarian or vegan. However, they are more likely to suffer from diabetes than those aged under 30 years.

5. Does anyone in your hausehold

"y patterns or

y reeds? (MR | n=1003
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HEALTH & NUTRITION GOALS

Health & Nut
Achkewve and,/or maintain 3 healthy walght
HEALTH INFO
ETUDY Achiewe and/or maintain a healthy,

baknced digt
Achieyr andjor malntain health Inta okder
age k. healthy ageing|

imprave gt heatth

Achieve and/ar malntain physical activity
and fitress

Frevent heart disease &g, lowenng
thalesterol, lawering blinod prewsure

imprave immune healta
Imprenve cagnitive (brain] health
Prevent type 2 diabetes
Mansge st e digrasss e 2 [
dialiotes il
Manags exsing (aresch-dignosed et
dscase L

Samathing eke | 1%

Pane of the above . a%

Q15 Which of the folowing health and nutri

/s of meeting goats

'y 15 &

Eating less ‘unk’ type foods high in added
fat, sugar and salt & g cakes, bisouks, ..

Eating meare/making sure | eat encugh frult =
I
and vegetables
Exting more/making sure | £21 enough muts

Takirg supslementsvitaming et

Eating mawe/making sura | 831 enough
whaole plant foods

eating less red meat [
Eating mare/making sure | €31 enaugh 4
cqumes .

Eating less animal foods £ g meats and
dairy

otberwars |1

Merw of the above l FL

ian goals are the most impartant t0 you and your housshald? (MR) | n=1003

017 Haw are yous trying to meet your health and rutrition grels? (MR) | =950 i
HEALTH & NUTRITION GOALS BY AGE GROUP
ich of the following health and nutrition goals are the most important to you and your househaold?
Achiva Anafor maintan o healty waight 5158 DL 5108 S8
Achlesse andjar mainkain a healthy, Batwncnd dist T 5k 65 5%
ik cld e g [ ELE Y nr EIELY ELE
Impiove gut bealth A0 5% nIH A0.4%
e T MA% T
£ EiX Y e 3108 319
Improve mmmane healih Iha% nms M 0T
I gAY [l haalth W % FI 1wk
Prevent type 2 diabetes 15.3% nm 154K 16.7%
2disbetes 9.5% 565 5% %
1% (LY ar 10.9%
Base (n) woa n Eal i
Whilst most nut consumers are looking to maintain health diets and weight as well &s improve their gut
health, those over 50 years are looking more closely at age related health goals such as preventing
heart disease, improving cognitive health and managing type 2 digbetes and heart disease
€16 Which of the folawing health and nutrition gaals are th P you and your household? (MR | n=1003 -

FREQUENT INFORMATION SOURCES

Health Professionals

Media

General Practitioner [GP}
Diatitian/nutritionist

Pharmacist

I . Tocveionshows/ncw: [ ::

I
I

Fitness prafessionalfiraines [N 12
tiedical specialist (e, cardiologise) [ o%
matwropath [
Online
Goagle {or ether intermet search tooks) [ :-
Health advice sites (eg. Cancer Council, Heart
Foundation| I
company/trand websives [N 105
Online discussiors |eg. commurity forums) [0 10
Other
Discusssions wah famityfricnds [ :+
sacks [ 1+
Laok at instore products/dispiay: [ 10%

Somewhere sl | 1%

ormation [N 5%

don’y get healt

1E Whene do you most frequently get health and nutrition information? (MR) | r=1003

pascasts [ |7
Mewspapers/magazine articles [ T
acvertsements | 15
Radio shaws/nows | 1o
Social Media
p— ™
Tiror I
Facobock | :::
irfiuencers | 10
Twitter [ 3%

42% of consumers are receiving health and nutrition
information via their GP with 1 in 3 using online search tools.
Almost a quarter of consumers get their information via media/
social media channels like TV, Instagram, TikTok and Facebook.
These sources are followed closely by discussions with
family/friends and from a dietitian or nutritionist
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FREQUENT INFO SOURCES BY AGE GROUP

Under 30 years

TikTok [42.5%)
Instagram (38.6%)

Google (or other intemet z=arch tools) (33.3%)

Top 3 Sources

30-50 years

Google (or ather internet search tools) (44.4%)
General Practitioner (GP) (40.5%)

Facebook (31.6%)

Over 50 years

General Practitioner (GF) (55.6%)
Television Shows / news (29.6%)

Discussions with family / friends (27 2%%)

18 Where o you most frecuently get hasith and mutrkion infarmasicr? 48 | r=1003

TRUSTED vs FREQUENT INFO SOURCES

W Trustad W Info sources

Health Professlonals Media
. | . . 1
e — | —
B N ——————— = -
-
EBrarmacist I 133
— — '
Fitress prafessionalftrainer =‘l1:‘ —
w
Medical specislist (oq, candiologis) N 16% P
dical spociniot (o, cariogit) [N —— T m
-— . I
Rt b ————
Online

Soclal Medla

£ — I 11

Gaogle jor other intemet ssarch Tools) IR 17

Heakh advice sites (eg. Cancer Councl, Heart I 15%
Fourdation] 7

» |_ELY
Co Jtrand websi I,
rRAnBEnG weble —
nline di ammunity Torums)  Be2% Peenbiock: -
Online iscussions (eg. community orus) Ry 1o I
___E
Other T —
Look at instore products/dsplays _——
—

Distssitns with famiy/iriends.
‘When comparing the level of trust consumers have against the information sources svailable we see
& dear negative gap for all but the Health Professionalz. While & guarter receive information via
Inztagramy’ TikTok/ Facebook, only half of these consumers trust these sources.

‘When comparing age groups we see higher trust in sodal media sources for the younger audience
where the 50+ yo's are more trusting of GP's. Notably, females are maore likely to trust information
received from a dietition/nutriticnist.

Books

Other

Iden't trust any of thes

Q18 Where do you mest freguently get health and nutrition infarmation? (MR) | m=1003
18, What are your mast for heakh MR) | n=1003

HELATH BENEFITS OF EATING NUTS

Have you seen any info? nformation sources?
%
seamnproessos [N

‘Oniine, Google, Facebook. pages.
rutrition sites”

Doctor's surgery’

*Magazines and online’ NeuTube'

Almast 3 in 4 consumers have seen information about the health benefits of eating nuts though only 14% can recall where. Of this
group almost half saw the information online and almost a third via a media channel.

020 Have you ever seen infarmation about the heakh benefits of eating nues? (SR | r=1003 »



INFORMATION CUT THROUGH

How much did you believe the information?

S

®Didn't believe at all = Didn't believe  ® Neither / not sure  ® Believed @ Strongly believed

Did the information change your thinking around
consumption of nuts to meet your health or nutrition goals?

"Yes" “No"

For those consumers that remember seeing information, most (85%) say they believed it and of this group 67% said it changed their
thinking around the consumption of nuts to meet their health/nutriticn goals.

021. How much did you believe the information? (SR) | n=727
022 Did the infiarmation change your thinking around corsumption of nuts to meet your heaith or nutrition gnals? (SR) | =717

FOLLOWING ADVICE

s, totally (|

3
i - et
Did you follow any advice? it e it
varwy ol puts -um

1%
Mansged sommumption | changed the wary | ste them - 13
one [
13%
Yes, partially (n=151)
[P ——— _ws
5% ot spuifi o more vary of eors [
- Managed consumption [ changed the way | ate thems - 1%

Yes, totally  Yes, partially  Yes, for a shert
period

Intrndstud spechie e

Yes. short period
Introfuced nuts Ncreased consumption

40% of consumers who recall seeing information on the health
benefits of eating nuts say they followed advice contained
within it.

Intreduced sperilic sutf man varisty of suts l E]

anguathe ey ate s [
Other -1m

Managed esnsusgton

2% D you fallow any advice contained i the infrmatian? (58) | n=717 2

FOLLOWING ADVICE

; What changes could they hav to make it
" . Toaa! vVnat changes cou ney nave mage 1o make it

Did you follow any advice? bl ) : o
easier for you to follow the information?

29%
13% ‘Be clear dbout i’
'Us'na wicls"
‘Giving me health
benefit information”

% ‘Provide a bocklet that descrives how Nuts can
be added to a med as a supplement to the meal
and the heatth benefit using them this should be

o Ungure J Can't No advice £ No located in thee same section as the nuts is located
rememaer action S reats’
0123 il yous faliow any acvice contained in the information? (58 | =717 -
024 Whit changes could they have made to make it essier for you to follow the information? (Text} | =10
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c) Health professional — Sustainability impact

MNuts For Life Program
Sustainability Impact Research

January 2022

Imtroduction

Food production, supply chains and consumption chains represent a major cause of ecological pressure on the
natural environment. Consequently, food policy and dietary guidelines need to evolve to ensure consideration is
given to their envirenmental, socic-economic and cultural impacts.

It has recently been observed that dietary patterns rich in plant-based foods and low in animal foods are not only
healthier but can also exert a lower impact on the envirenment .

However, some sectors of the nut industry have been openly criticised for not being environmentally sustainable
i.e., due to excess water use, pesticide run off etc. Therefore, whilst plant foods are noted as being healthier to
both human and the planetary health, there is a possibility these perceptions (whether true or not) may

negatively impact whether a health professional will or will not, promote and recommend nuts to their dients and
patients.

57



Introduction

Summary of the Sustainability Impact Research project:

This research activity is a new element within the Nuts for Life program and seeks to identify and address
significant issues that negatively impact the nutritional reputation of nuts.

Similar to the effect the ‘low fat’ movement had on the perception of nuts in the 1930%, this research will help
to identify whether sustainability issues are negatively impacting their reputation.

Assisting N4L navigate its path
forward in relation to the complex
issues of sustainable health eating

A research-scan to look
for ‘red lights" and
‘wrarming bells’

The Research Participants

Demographic breakdown of total participant group:

Demographics [Age bracket| Share Gender Share
Age 2130 16% Female 15
31-40 3% Wale 2%
11-50 26%
51-60 1%
Over 60 1%

Numerical break down by category of work for quantitative and qualitative sections

Major categories of work Quant Cuual
Clinical patient care 16 d
Carmmunity nutrition or public health 18 3
Food service B 1
Consultamcy/ private practice 2 4
Foad industiy 27 4
Research & teaching 3 2
Other ]

Total 1D 20




Knowledge

Qi

‘When thinking about food, select the elements of sustainability that matier to you Responses
1 Product: the nutritional characteristics of the product 9T%
. Peaple: the impact on the people who grow and produce the product 100
3 Planet: the environmental impact of growing and produdng the product 100%
1 Less Waste: Reducing waste through the whole supply chain 6%

Based on the responses to Question 2 below, it would seem the respondents interpreted the Q2 Product’
question through the lens of nutritional knowledge.

When thinking about the elements of sustainability mentioned in the guestion above, rate your depth of knowledge in each area:
From 1 to 10 where 1 is very weak and 10 is very strong
13 4106 7 to 10
1 Product: 3% 6% 91%
2 People S5E6% 2B% 16%
3 Flanet 2% 3% 19%
4 Less Waste 43% 34% 3%

The respondents rated their knowledge of issues relating to people, plant and waste less than product.

Context for knowledge guestions:

The tables below provide some context around the key fmmework topics of sustainability programs and also

the complexity of understanding ‘people’ related issues for product categories grown and preduces arcund
the world.

Sustainability framework review of targeted industry bodies, retailers and manufacturers

I'rememurk Bausnt Wine | Aut LoSon At Beef Aunt Culry Loy Wonmurths] Hevie Exllcgo | Unikresr Mar W onces Haorf innoe I St Amondh
Pecpin Paccle Pecpls Pacpie Pecpls People | Penpe | Pepe | mepe | Peope | Peogie |Pecpie ind pri]reope i ot
Plarert aly Plars Flarnet Plarar Plarst HManst Flanet Planst Planet Plarst HMarmt Flarel Planst
Praiit Prafe Profi Praft Profit
Product Anirmal ‘e P ra | Birderal Wolbars| Bed wing tunge> Product Product | Produc | Product | Produd | Prodoct Product Product
Production statistics for the global nut category: INC Statistics 2020
[l o = Cathew rla psdruri [t cadnmia) Fecam = Piiachic A s rin P e
A= K% |Eckes ITR  |West Alrice A% g7 orioey X% IQJWIIJ 2% |Wexdo AP Puvis 3w JusA ATR JChirm 4T% |Chine ™
s ™ Fera 1%  |irde A% taky L% J5eh Adrioe % Jusk 41% |China I | Turkey % B 1% al-T] 1
ilh ] l-:_rl bl Virtram L12% QLA L] :I‘\:E A% |5tk Africa (5] ko I8 |Iren L9%  JChiis ™ '\lrl [50]
Lt Africe ™ Earrys 1%  |Ermd 1% A Lo LISA, %
Carmtasin % sk ke Loea 7] 1% Paidvan .1
Brar | 1%
Irdoneus I
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| Context for knowledge questions:

Open-ended question:

What are the key difficulties you face in achieving a strong level of knowledge in these areas of sustainability |

Key themes:

Sheer complexity to gain knowledge and understanding across a vast number of foods

While preduct-nutrition knowledge is my professional work, understanding the other issues are not my area of
expertise

| am not an environmental scientist, | specialise in health and nutrition

The issues are too diverse and | don't have the time to chase them all down

Hard to reconcile many different opinions and ideas

Environmental Impact

Thinking of the sustainability of important "core feods', please indicate your perception of their environmental impact
where Low Impactis a positive for the environment and High Impact is a negative for the environment

|High|mpart Medium Impact |Low Impact Don't Know
vegetables 4% 22% 635% o
Fruit 6% 2a% 59% 11%
Dairy 36% 31% 17% 16%
red meat 38% 28% 19% 15%|
‘Wwhite meaat 26% 41% 16%, 17%
Seafood 31% 32% 21% 16%
Egzs 17% 6% 16% 11%]
Grains B%| 24% 56% 12%
Nuts 22% 23% 29% 26%
Legumes 7% 21% 58% 14%|
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| Environmental Impact |

|In relation to nuts, what are the key issues that have the most significant environmental impact:l

Water-related comments were the most frequent response:
Sub-themes of water comments included:

-

-

e

-

Fairness: water should be available for many farmers not just the ones that can afford the high price of water
Water scarcity and water stress: concern that the water needed to grow nuts (read almonds] in dry areas of
Australia is contributing to water scarcity and water stress

The growth in nut exports is exporting our water

Corporations taking too much control of the nut industries and away from family farming

Mote: almend milk is the most frequently sited individual example of ‘water concerns and nuts’

Less frequently sited themes:

e

-

-

Mutrient and pesticide run-off into the Barrier Reef

Muts are expensive and not affordable for many (some of whom are most in need of the health benefits of nuts)
Concerns around the treatment of bees in pollinating nut trees

Imperted nuts invohe significant food miles'

Preference for nuts to be eaten natural or raw rather than processed and salted: less processing mean less
resources/emissions

Environmental Impact

Thinking of the sustainability of different types of nuts, please indicate your perception of their environmental impact
where Low Impact is a positive for the environment and High Impact is a negative for the environment

Nuts 11% 29% 28% 3%
High Impact | Medium Impact| Low Impact | Don't Know
almonds 1% 329 23% 31%)|
Brazil nuts 6% 21% 26% 41%
Cashews B 27% 28% IT%
Chestnuts 4% 14% 48% 34%
Hazelnuts E% 26% 27% 3o%
Macadamias 7% 19% 38%, 365
Pecans 6% 14% 32% AE%
Pinenuts 6% 13% 22% 50%
pistachios % 27%) 31%) 30|
walnuts a% 21% 34% 36%)|
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Food Choice Recommendations

To what extent does sustainability effect your food choice recommendations

Always 4%
Frequently 11%
Sometimes 4?'.*E|
Rarely 24%
MEever E%
Don't know 55i|

To what extent does sustainability effect your willingness to recommend nuts

Always 2'.*E|
Frequently 6%
Sometimes 24%
Rarely 355
Mever 2E%
Don't know 4%
| Key issues: |

Open question:

Iwhen thinking about recommending a sustainable and healthy food choice, what are the key issues you consider?

Affordability: is it affordable for my clients to buy
Ease of use: it is easy to prepare/cook; is it versatile; what is it's risk of waste
Core food or discretionary food

MNatural and unprocessed food v processed food: look to move the balance of a dient's diet towards
more natural/raw foods and less highly processed foods

Mot over-eating or over-consuming any food
Local preduce and in-season v imported food: look to reduce food miles'
Culturally appropriate food: look for foods that align with a client's culture/religion

Organic
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Key Statements: To what extent do you agree with the following statements

Mether
Sroegly agres Of Strongy
Agree | apee | Ssagree | Disagree | Disagree] Unsure
| view nearitos-related scentific research,
appropriaely pebkshed or gualified, &s credible
i i fomded by indusary 434 31% o 1% Fe &5
I view sustainabilby-relited sdentfic research,
approprisely pobkshed or gualified, &5 credible
i i Pamded by indusiryg 28% 34% p 1% TH| &)
‘Wihen a food indusiry is slent about an e | cne
abcun |lie erwironmental g o dirssane
i g, | assume i eesans there's no probles T 14% 248 I Pk &l
‘When a food indastry is dlent about an see | cne
aboen |like environmental imgac of clismante
i ], | assume theyve g0t somvething 1o hide L% F= i E L14% 1% TH|
‘When a food indusiry sdmits there are ssues for
wihich they den't have all the answers but are in
the e af rtmrmigﬁ | will ind erstasd 18%, 35 245 '.‘El !!S_Gl E\u

The comparison of the first two statements indicate a slightly lower level of acceptance around ind ustry-
funded sustainability related scientific research than nutrition-related research.

Spotlight Issues: Increasing preportion of plant food in a sustainable healthy diet

The Association of UK Dietitians — BDA -
were referenced in the Interviews as leaders
in the ‘sustainable healthy eating’ space

BOA oy

Eating patterns for hesith and
enviroremental sustainability
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- . - . .
treasme - . "
R - . B s
P [ - - & =
s - » L
e » . .
e et . - $ =
[ » - . - & -
- ®- O~ -

This table by the BDA
highlight the complexity in
trying to measure multiple
variables and the trade-offs
required when evaluating
their relative importance to
a sustainable healthy diet
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Spotlight Issues: Increasing proportion of plant food in a sustainable healthy diet

The Sustainability Role Statement by Dietitans
Australia was reference in several imterviews

Food Systems and Erironmental
Sustainability Role Statement

rmductan

PFuroar of 14 rode M rwet

rmaindgs sl thil i this sems of pracsn

13
Spotlight Issues: Increasing proportion of plant food in a sustainable healthy diet
Food & Agriculture Organisation of the UN Food & Agriculture Organisation of the UN Y
Food Climate Research Network: Oxford World Health Organisation
University
SUSTAIMABLE HEALTHY DIETS
GUIDING PREINCIPLE S
L]
& 2
oy,
e .
K e
.:I."jvs e
T 15
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Key issues:

Thi Lineet Cermsaiismss I
Summary Report
- Fiugill i he ath o e the EAT. Liviel Comrstion o & & (B
EAT — Lancet Commission ety diens Sm aarainable food syoems
Report : - B

Food
Planet
A Health

7

Key issues:

Food
Planet
Health

iz
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Key issues:

i =
'_‘-i R

Key issues:

N4L Sustainable Healthy Diet 2022

The recommendation to increase plant
food and decrease animal food,
notwithstanding the trade-offs required,
is supported by the BDA and DA

(British Dietitians Assoc and Dietitians
Aust)
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Spotlight Issue: Industry Transparency

Several Interviews raised the importance of ‘industry tRnsparency”

Mo mention
of welfare
of Bobby
Calves

RSPCA: wellbeing of Bobby Calves
https./ /kbrspcaorg.aus/knowledge-
basewhat-happens-to-bobby-calves”

Some calves will be reared for veal and
about three quarters of the heifers will
become replacerments for adult milk-
producing cows. Heifer calves may also
be reared and then exported to dairy
farms overseas. Bobby calves may also
be killed on farm. This may be done
using a captive bolt device or blunt
force trauma. Blunt force trauma is not
acceptable for killing young calves due
to the calf's skull being too hard to
achieve immediate unconsciousness
through destruction of brain tissue. z

| Spotlight Issue: Industry Transparency

Mo mention
of menthane
emissions

Rice production is estimated to be
responsible for 12% of total methane
global emissions.

“‘Rice grows mostly in flooded fields
called rice paddies. The water
blocks oxygen from penetrating the
soil, creating ideal conditions

for bacteria that emit methane.”
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Spotlight Issue: Industry Transparency

=== | The Viegan Review o
Sustainability, TrRnsparency and the nut industry: :

UTE M RATEL RS W

Birds shot at Angle Vale: Almond grower under Cashews: Toshide the lnidastia™s unelideal praciices and
imvestigation for killing protected species Tabour conditions

Pep——

e

[+

Spotlight Issues: Organic and Food Politics

Organically grown feod was mentioned several times in the survey and during the interviews.

Within the interview component of the project, a preference for ‘organic’ correlated with a preference for small
scale family farming and a preference against industrialised, corporate farming

A Long Food Movemaent: Transforming Food Systems by @ ;J%%PFJ_EUJEI
2045
We Are What We Eat: How The st el
Industrial Food System Is
Harming Us Fair Food Farmers United

Feeding Australia, Fairly

megy o pdes e T L B i by s g g o A nslla i 6, 2 Py i Besia g v
Faviria v
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Spotlight Issues: Food Security and Food Sovereignty

Global Food Security Local Food Soversignty
Food security, as defined by the United Nations' Food sovereignty is a food system in which the people
Committee on Werld Feod Security, means that all wiho produce, distribute, and consume food also
people, at all times, have physical, social, and control the mechanisms and policies of food
economic access to sufficient, safe, and nutritious production and distribution. This stands in contrast to
food that meets their food preferences and the present corperate food regime, in which
dietary needs for an active and healthy life. corporations and market institutions control the

global food system.

how we might reclaim a food system
that has effectively been corporatised,
to the great detriment of our health,
our planet and our democracy.

Spotlight Issue: Nut Milks, Water Use Efficiency and Water Scarcity

Almond Milk is the almond preduct that attracts most criticism around water and
growing almonds. It is also the most frequently sited nut milk.

@ Frequently, critics will ‘heap-on” further negativity around other sustainability issues:
~ Bees are harmed during pellination due to chemical sprays
+# Almond erchards are mono-cultures having a detrimental impact on biodiversity
+~ Almonds are farmed by foreign corporates who take their profits overseas
+» Maost of Australian almonds are exported which is simply exporting our fresh water

Key issues:

Water use efficiency: water used per tonne of nut grown

Water scarcity and water stress: reference to the aggregate volume of water required by a particular nut
industry and its impact on available irrigated freshwater
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Conclusions

IMC Sustainability Manifesto:

To help the nut and dried fruit sector to accelerate its sustainability journey, the INC has

identified three
ocbjectives:

1. SAFETY-MET: monitoring sustainability policies to ensure regulations are achievable

and commercially
feasible,

2. KNOWLEDGE-SHARE: increasing the understanding of sustainability challenges and

opportunities

through communication, awareness and partnerships,

3. POSITIVE-MESSAGING: disseminating the improvements the sector is
implementing, including the health benefits of nuts and dried fruits

Conclusions: Dynamic Envirenment

Mutrition-health benefits equation
"adding benefits to kick goals”

Heart

health Sport
Diabetes Recovery

Mutrition-5ustainability equation
may face ‘moving goalposts'

-

=
»
L]

-
e?

Example:

Acceptable Sustainable water-use practices in times
of water-sufficiency may become unacceptable in
times of drought or high water scarcity =
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Conclusion: Key Elements

Complexity:
Sustainability & Health in
our global food production

system

Trade-offs:

A journey of trade-offs in
identifying a sustaimably
healthy diet

Sustainable Healthy Diet:
Increasing plant foed - including
nuts — is part of the complex set of
trade-offs

".r

~
o

Conclusion: Complexity and Modelling

Some of the data inclusions in the
models and some of the conclusions
are simply ‘nonsense’

Food for thought leading to
further questioning and

research

Complex world of global food
production
Multiple inter-related variables

Scientific research and modelling

Insights driving comtinuous
improvement

vy

Y -
- -
- bl

-]
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Conclusion: Complexity and Multi-Variable Trade-0ffs

Plants Humans

ke

feg ""‘"‘"g

!

L
st bt One respondent in an interview said:
“managing the many trade-offs is more difficult

Y i than a four-way tug of war”
=

Environmient ~ Animals

Conclusion: Possibilities for sustainable healthy food education

N4L : Supporting responsible stewardship of our planet's finite resources

4

Reducing the resources used to produce
foods with little nutritional value

EMPTY
CALORIES

Optimising the rescurces used to produce foods
with a high level of nutritional and health value

NUTRIENT
DENSE

ar
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Conclusions: 5trategy Formulation

Heart health benefits from
nuts without weight gain: *- P
{reassuring about the concern Proactive

of weight gain) .

Im 2003, asserting that
people should eat nuts
everyday because of their
‘healthy fats" was both
proactive and provocative

Reassuring Assertive
Being silent/silence{leads to perceptions of having
‘something to hide|
Reactive
=
¥ r
{-\'-.'!l w2 I:'/
= =
|'£_L
@
./'-D r\ W5
MN4L Sustainability Impact Research and
Future Hort Innovation Collaboration
m. MN4L's “Muts: Diet, Health & Environment” Research
BRI Ty

and Health Professional Education Program

frontiers
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MNext Steps — N4L, Sustainability and Transformational Change

AUSTRALIAN-GROWN .
HORTICULTURE
SUSTAIMABILITY

The foundation document for sustainability FRAMEWORK

and Australian horticulture is the Australian-
Grown Horticulture Sustainability
Framewaork.

MNourish &
Nurtu
This is the fremework that Hort Innovation

developed and will be a primary reference
for future RED funding .

One of the Four Pillars in the Horticulture
Sustainability Fmmework is ‘Mourish &
MNurture’. [Note the ‘nurture’ component
refers to the positive contribution of the
nursery industry). The key topic within this
pillar that relates to N4L is ‘Food to nourish
people’.

3z

Next Steps — N4L, Sustainability and Transformational Change

frontiers

The RED component of the N4L program is co-funded e P
through Hort Innovation’s “Hort Frontiers” Fund.

This Fund's positioning statement is:

“Better equipping Australian horticulture for the future * Mourish & Nurture
Fund Salety, Traceasility & Qualiy Fund

ahead”. Green Cities Fund
The key attributes for funding are stated as: Fealth & Kutrition Fund
“future-focused, higher-risk and transformational RE&D that * Poogle LEnterprise

Achanced Preduction Spsiems Fund

has the potential to make a significant impact”.

Ireermational Markets Fund

Leaderihip Pund
The Hort Frontiers fund has been ‘refreshed’ in line with the * Planet & Resoumes
Horticulture Sustainability Framework. ::-"“-'“;i" :“"’
Erergy Fund
The key fund for N4L is the ‘Health & Nutrition Fund’ within Pedlirartion Fures
the over-arching pillar of ‘Mourish & Murture’ Worter & Land scopes Fund
& Lezswane

Farmn Warte Furd
Food Waste Furd
Packaging Wasbe Fund.
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Mext Steps — N4L, Sustainability and Transformational Change

One of Australia’s leading influencers in healthy food choices MEDIA RELEASE
are Australia’s dietitians. They contribute to public health N
policies at all levels of government and lead the public

conversations in relation to food cheices in all types of media.

Ensuring that the majority of Australia’s dietitians understand
the health benefits of regularly eating nuts is a core objective
of the N4L program and remains crucial to the health

reputation of nuts within the broader Australian community.

While there is no evidence of sustainability issues
significantly eroding the positive health reputation of nuts at x
the present, this position is certainly at risk.

Australia's dietitians, led by its professional peak body, is 4 sty ad e aknbie e
becoming more aware of the environmental implications e e
when recommending foed choices. 5

Next Steps — N4L, Sustainability and Transformational Change

Leading medical bodies in Australia such as the AMA and the Royal Australian College of General Practitioners (RACGP)
are also becoming more active advocates in the connection between environmental sustainability and health care.

The AMA position on ‘Envirenmental Sustainability in Health Care’ highlights the importance of preventive health
campaigns to reduce the incidence of chronic. The contribution of nuts in reducing the risk of heart disease is directhy

relevant to this issue.
::: AMMA b Adtvieas b el Rommar B Stdent rmancm T armasnyie B rain a

PISTHIS STATEMATHT

Environmental Sustainability in Health Care - 2019

Pravarntse Haalth Care
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Mext Steps — Unique role of N4L for the Australian Mut Industry

General Practice doctors remain a key health professional audience for the communication of nutrition research. Their
peak body, RACGF, have released a Position Statement on Climate Change & Human Health, which includes diet and
eating pattens.

B raccy - P — o

Thee Inpact of clmate change on hiuman kealth

i h Key points relating to reducing

. highly processed foods and reducing
meat consumpticn, implying
increasing reliance upon plant food

dbyr indc o, cormrw et g s

ErTrd o 5
LI g i o g e ] ] Al o ] el e 0 e e o Ll 7
g R e e T

Mext Steps — N4L, Sustainability and Transformational Change

From the Dilemma of balancing Diet _..To the Trilemma of ensuring food security
with Health outcomes... with access to healthy foods to achieve
best health outcomes for all people. At the
same time, protecting our environment to
ensure a healthy food supply in the future.

il sE0eiy
e Ay cvoare

©

DIET

Femal s sl g

bl th sutenamen wath
R
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MNext S5teps — N4L, Sustainability and Transformational Change

The language of tackling @ Trilemnma’ could be useful in articulating the

complexities involved in growing nutrient-rich food sustainably and

encouraging healthy eating patterns that deliver positive health outcomes.

Reducing. Food waste and highly
ol nukrisnt poor

Hbd.lcinsli‘rub.-le refatasd chronic
dizamse; '

Redudng the Fesources required
‘to prow and produce food that is
wasied and discretionary foods

IncreRsing share of daily diet with
ioore foods such as muks

Imoroved mtes of
hizart heakth and
ather ey lifestyie
e bmberd insues

that are cuer-consumed

HLETH

Emironmental
FECOUFTES SN
impacts more
fooused on cone food
production

MNext S5teps — N4L, Sustainability and Transformational Change

The Sutinen Marming Heralh

Ot knsios': Devuggint and muts hlamed for

decimating food sector

1 Ut b baooam
Murray-Trarling

The Australian nut imdustry
faces criticism for its growth
due to the volume of water
required. This reaches a
crescendo during pericds of
drought.

The opportunity for Australian
nut industries is to
communicate and educate key
community leaders as to the
crucial health benefits of eating
nuts such as reducing the risk of
heart disease. These health
benefits put the investment in
water and other envirommental
impacts into perspective.

THE AUSTHALLAN®

Your'dl b it pok II:.-"! o hamdinl rach
il

a2
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Next Steps — N4L, Sustainability and Transformational Change

Muts For Life's next stage of transformative research:

Building on the nutrition research which identified nut consumption and the likely reduced risk of heart disease,
NAL will commission research to extend this connection to the sustainable farming practices involved in growing
nuts.

“A handful of nuts delivers heart healthy outcomes:

= With a low level of water use”

= With managed environmental impacts such as Reef-Care and Bee-Protection
= With reducing carbon emissions and increasing soil carbon

= With reducing use of active chemical resources for crop quality protection

Connecting diet and eating patterns in relation to nuts with
their health outcomes and their environmental impacts

Next Steps — N4L, Sustainability and Transformational Change

Muts For Life's next stage of transformative research:

The next stage of N4L research will look at modelling the reduced health costs relating to decreasing heart disease
and the incidence of other lifestyle-related illnesses such as Type 2 Diabetes due to increased population-wide
consumption of nuts with the investment in agricultural inputs such as water, nutrients, pollination and crop
protection sprays.

Incressed popubstion-wice
onsUMption of muts in ine with
recommended Distary Suidelines

Improved hesith ouboomes by redudng inddence o— Agricuttural inputs and
of hesrt cisease and other ifestyle relabed ilness. smaronmental impecs
Costs of these puboomess wal-m"r’ modeled.
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Mext Steps — N4L, Sustainability and Transformational Change

Muts For Life's next stage of transformative research:

N4L will bring tegether nutrition scientists, public health researchers and environmental sustainability researchers
to provide the Australian nut industry's first integrated ‘NMuts: Diiet, Health & the Environment” Research Study.

This new research program will apply the knowledge gained through the past N4L program relating to a High Level
Heart Health claim, the research into the place of nuts in the Australian Dietary Guidelines and the PhD research
inte recommendations for more accurate on-pack Nutrition Information Panels.

By connecting recommended dietary pattens that include nuts with key health cutcomes and with sustainable
farming practices, the N4L research will ‘transform’ the question of sustainability from a negative impact on the
Australian nut industry’s social licence to a positive driver.

Mext Steps — N4L, Sustainability and Transformational Change

Muts For Life's next stage of transformative research:

Opportunity to educate health professionals to the ‘Nuts: Diet, Health and Environment’
Research prior to the next drought that will seriously impact the Australian nut industries
that rely on irrigation from the Murry-Darling Basin:

= Almonds

= Walnuts

= Pistachios

~ Hazelnuts

g

Opportunity to educate highly influential health professionals as the Australian nut
industries sustainable farming practices around bicdiversity, reef care, pollinator protection
and responsible pesticide use.

Opportunity to imbed in the minds of health professionals the connection between nuts as
a healthy food delivering high level health benefits and its positive carbon story: ie very low
emissions and growing soil carbon initiatives.
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Next Steps — N4L, Sustainability and Transformational Change

M4L's First transformational change M4L's Mext transformational change
2000-2020: from ‘fat 2020+ from “water-thirsty nut
is bad’' to ‘healthy fats trees negatively impacting our

environment’ to ‘heart healthy nut
trees growwn by responsible
stewands of our environment’

are essential”

The key health professional cohorts of General Practice doctors and nurses, Dietitians and
fitness traimers will be as critical to the dissemination of the ‘Muts: Diet, Health & Environment'
research as they were over the past twenty years in communicating the healthy fat and nutrient
messaging.

Az before, the risk to the Australian nut industry of losing the support of these critical audiences
is wery significant. The risk to the social licence of the Australian nut growers if the key health
professions advocated against nut consumption on the grounds of their perceptions arcund
sustainability issues would be devastating.

Next Steps — Unique role of N4L for the Australian Nut Industry

The Muts For Life program is the onlby health professional run nutrition program within the Australian nut industry. It
has a unigue role of engaging, communicating and educating key public health bodies such as the Royal Australian
College of General Practitioners, the AMA, Dietitians Australia and Fitness Australia. The N4L program’s health
professionals can also engage and educate the increasingly important secial media Influencer cohert that speak
across a2 broad range of issues including the environment.

Dietitians
Australia

The impact of dimate change on hwman health

T P — TOP 7 INFLUENCERS IN THE

Enviranmantal Sustainabiity in Health Care - 2019

AUSTRALIAN FITMESS INDUSTRY




Next Steps — Unique role of N4L for the Australian Nut Industry

Muts For Life is the Australian nut industry’s health professional run program that can speak on a peer-to-peer basis
with Australia’s key health professional audiences.

Recent research with dietitians highlighted comments around the growing volume of Australian nuts being exported.
The inference was that the Australian nut industry is exporting scarce water.

N4Ll's role is to research and communicate the nutritional benefits of nuts as part of a healthy diet for all people of the
world. Food security is an issue for every person, in every country.

Global

I Perspective
Domestic

Perspective The growing Australian nut

industries aim to ‘Mourish
People, at home and around the
world”

N4Ll’s Trensformatienal RE&D & Hort Frontiers

MN4L's “Muts: Diet, Health & Environment” Research & Health Professional Education Program meets the
criteria of Hort Frontiers:

frontiers

Blsbrya et

= Representative, cross-industry funded program

= Directly equips Australian nut industries for the sustainability-
related challenges ahead

» Future-focused

= Relates to very high risk issues: the social licence of Australian
nut growers to continue

» Transformational RED: transforming a negative issue into a
positive driver where the health benefits of eating nuts within ﬁ
a healthy diet outweighs the managed environmental Al
impacts.

A
Je
The new N4L program will form part of the monitoring and reporting

process for the Australian Grown Horticulture Sustainability Framework”:
Fillar One: Nowrish & Nurture
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Appendix 4 — Conference Evaluations

1. GP Samples Now - Campaign evaluation 2021-23
Prepared by Belinda Neville, June 2022, updated March 2023

Background
Nuts for Life has participated in several Samples Plus promotions during 2013 and 2015, running six campaigns in each of
these years, as well as three campaigns during 2020, one in 2021 and one in 2023.
e The 2013 campaign focused on Nuts and weight: Nuts and the Big Fat Myth
e The 2015 campaign focused on Nuts and heart health: Nuts and heart health — A summary of the SLR evidence.
e The 2020 campaign focused on Nuts and plant-based eating.

2021 Samples Plus Campaign
Resources
The theme “Is it time to reconsider nuts” included the following resources:
e Cover letter
e Report- The energy, fat and sodium content of nuts
e Fact sheet— Are all the kilojoules in nuts absorbed?
e Magnet (10cm x 10cm) — what does a 30g handful of nuts look like?
All resources were collated into a Nuts for Life display folder.

The total distribution number was capped at 1,900, yet due to this campaign running at the height of the Delta COVID-19
outbreak, the uptake in NSW and Victoria in particular, was lower than anticipated and lower than that of previous
campaigns, which reached 1,432.

Samples Now Campaign

Given we had excess resources (~480 units), we decided to commit to a six-month Samples Now campaign — a 24/7 online
platform for GPs. The campaign went live in September 2021.

In March 2022, we extended the campaign to continue to use the surplus resources, as Samples Now advised that they
would waive the inclusion fee, and only charge for the number of requests.

Results
Month No. requested
October 2021 18
November 2021 38
December 2021 19
January 2022 43
February 2022 25
March 2022 41
April 2022 21
May 2022 46
June 2022 22
July 2022 27
August 2022 44
September 2022 39
October 2022 53
November 2022 37
December 2022 6
January 2023 43
February 16
TOTALS 522
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Campaign expenditure
The total budget allocated to the 2021 Samples Plus campaign was $20,000 ex GST. The actual cost was $15,761.65.
Therefore, the remaining budget for the Samples Now campaign was approximately $4,200.

Activity Details Expenditure (excl GST)
Samples Now 6 month contract Oct 2021 - March 2022 (includes set up $2,326.80
and inclusion fees)
Samples Now Rolling contract April 2022 — December 2022 (monthly fee $1,406.20
varies dependent on number of requests)
Total $ 3,733.00

Recommendations

General

e The Samples Now online platform, available 24/7 for GPs to request information, is a cost-effective way to
disseminate surplus resources from the Samples Plus campaign.

2. GP Samples Plus - Campaign evaluations 2020
Prepared by Belinda Neville, updated November 2020

Background

Nuts for Life ran successful Samples Plus promotions during 2013 and 2015, running six campaigns in each of these years.
e The 2013 campaign focused on Nuts and weight: Nuts and the Big Fat Myth
e The 2015 campaign focused on Nuts and heart health: Nuts and heart health — A summary of the SLR evidence.

It was anticipated that Nuts for Life would run two campaigns in 2020, depending on the interest generated.

Activities
Resources
The resources included in the campaign included:
e Cover letter
e Plant food 100 x page tear off pad
e Nutrient Ready Reckoner (updated 2020)
e Nuts and Health handbook (updated 2020)
e Summary of the health effects of Nuts fact sheet (2019 version)

All resources were collated into a Nuts for Life display folder.

For campaign 1 (February 2020), Cloudprint printers assembled the folders and added 3 of the resources, with Market
Reach adding the final 2 items, once they were sent onto the Melbourne warehouse. This was due to a delay by
Cloudprint in getting the resources printed by the due date. This was done free of charge.

For campaign 2 (June 2020), the folders were assembled, and 3 of the resources were added at the Nuts for Life office.
This was extremely time consuming.

Note: We received correspondence from Samples Plus in September 2020, that due to limited space issues in the
warehouse, we could either arrange to have our excess stock returned, or to arrange another campaign. As the Nuts and
Health Handbook was a 2020 edition, we decided to run another campaign in November 2020 (Campaign 3).

The November 2020 campaign falls into the new 2020-2023 budget.

Results
Campaign 1: February 2020 (total distribution capped at 1,900)
Campaign 2: June 2020 (total distribution capped at 2,100)
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Campaign 3: November 2020 (total distribution capped at 2,000)

Requested number by Campaign 1 - Feb Campaign 2 — June Campaign 3 - Nov
State

NSW (%) 741 (39) 656 (39) 715 (40)
Victoria (%) 471 (25) 389 (23) 414 (23)
ACT (%) 23 (1.2) 23 (1.3) 26 (1.4)
Queensland (%) 375 (20) 352 (21) 336 (19)
WA (%) 164 (9) 161 (9.5) 175 (10)
SA (%) 98 (5) 83 (5) 97 (5.4)
Tasmania (%) 19 (1) 25 (1.5) 19 (1.1)
NT (%) 9 (0.5) 13 (0.7) 12 (0.7)
TOTALS 1900 1702 1,794

Note: whilst the June campaign was capped at 2,100, the numbers requested were still good, and amongst the highest

requested of the Info Packs with no samples.
The results may also have been impacted by COVID-19.

Campaign expenditure

The budget available for campaign 2019/2020 was $20,000 ex GST.

Activity Details Expenditure (excl GST)
Samples Plus — campaign 1 Administration fee $ 6,865
Inclusion fee
Pack assembly fee
Samples Plus — campaign 2 Administration fee S 7,850
Nuts and health handbook Design and print (50%, as will be used in other $1,361.25
campaigns)
Plant based tear pad Design and print (50%, as will be used in other $5,947
campaigns)
Cover letter Print (campaign 1) $143
Print (campaign 2) S 421
Summary Health effects FS Print (50%) $352.50
Presentation folder Print (campaign 1) $2,576
Print (campaign 2) S 3,487
Ready Reckoner Update and print (50%, as will be used in other | $ 796
campaigns)
Freight Campaign 1 $200.00
Campaign 2 S 704.54
Total $30,703.29
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The budget available for 2020/2021 was $8,750 ex GST.

Samples Plus — Campaign 3 Administration, inclusion and $6,779
packaging fee

Printing Cover letter and display folders S 4,095

Freight From N4L office $ 540.90
From Pegasus warehouse $230.00

Recommendations

General

e  Cap distribution at around 1,800 per campaign.

o Simplify pack contents, as it was extremely timely to collate.

e  Tear-off pads to be 25-50 pages (maximum). This would also significantly reduce the price of printing.

3. GP Samples Plus - Campaign evaluation 2021
Prepared by Belinda Neville, August 2021

Background
Nuts for Life ran successful Samples Plus promotions during 2013 and 2015, running six campaigns in each of these years,
as well as three campaigns during 2020.
e The 2013 campaign focused on Nuts and weight: Nuts and the Big Fat Myth
e  The 2015 campaign focused on Nuts and heart health: Nuts and heart health — A summary of the SLR evidence.
e The 2020 campaign focused on Nuts and plant-based eating.

Activities

Resources

The theme “Is it time to reconsider nuts” included the following resources:
e Cover letter
e Report— The energy, fat and sodium content of nuts
e Fact sheet— Are all the kilojoules in nuts absorbed?
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e  Magnet (10cm x 10cm) — what does a 30g handful of nuts look like?

All resources were collated into a Nuts for Life display folder.
The total distribution number was capped at 1,900.

Results
Number requested by State Campaign July 2021
NSW (%) 551 (38)
Victoria (%) 352 (25)
ACT (%) 12 (0.8)
Queensland (%) 291 (20)
WA (%) 122 (8.5)
SA (%) 78 (5.4)
Tasmania (%) 19 (1.3)
NT (%) 7 (0.5)
TOTALS 1432

NB. This campaign ran at the height of the Delta COVID-19 outbreak, which particularly affected NSW and Victoria. This
may have contributed to the lesser number of requests, compared to those of previous campaigns.

Campaign expenditure
The budget available for the campaign was $20,000 ex GST.

Activity Details Expenditure (excl GST)

Samples Plus Administration, inclusion and pack fee $6,700.56

Printing Cover letter, display folders, reports, fact sheets $ 5,500 (Cloudprint)
and magnets S 3,202 (Bite)

Freight From N4L office $ 359.09

Total $15,761.65

Recommendations

General

e Continue to cap distribution at around 1,800 per campaign.

e A more simplified resource pack (compared to the 2020 campaigns) meant it was less timely to collate.

e Consideration is being given to participating in Samples Now — an online platform, available 24/7 for GPs to request
information. This is due to the lower uptake of requests, meaning we have a surplus of resources as well as budget.

“Are all kilojoules

in nuts absorbed?
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4. GP Samples Plus - Campaign evaluation 2023
Prepared by Belinda Neville, March 2023

Background
Nuts for Life has run previous successful Samples Plus campaigns during 2013, 2015 (running six campaigns during each of
these years) three campaigns in 2020 and one in 2021. The focus of these were:

e 2013 campaign: Nuts and weight - Nuts and the Big Fat Myth

e 2015 campaign: Nuts and heart health - Nuts and heart health — A summary of the SLR evidence.

e 2020 campaign: Nuts and plant-based eating

e 2021 campaign: Is it time to reconsider nuts — Audit report and kilojoule absorption fact sheet.

Campaign theme

Australian dietary guidance - What's the evidence for prioritising plant protein?
Plant protein, from foods like nuts, uniquely benefits human and planetary health. Yet, most Australians fall short of the
daily target. Elevating plant protein foods in Australian dietary guidance would help.

The campaign was capped at 1,800.

Resources
The following resources were included:
e Cover letter

e Report— Elevating nuts in Australian Dietary Guidance

e  Brochure — Nutrient composition of nuts

e  Magnet (10cm x 10cm) — what does a 30g handful of nuts look like?

All resources were collated into a Nuts for Life display folder, which was done in-house.

Results
Requested number by State Total number and %
New South Wales 660 (39)
Victoria 413 (25)
ACT 19 (1.1)
Queensland 340 (20)
Western Australia 147 (8)
South Australia 72 (4)
Tasmania 16 (1)
Northern Territory 11 (0.6)
TOTALS 1,678

Campaign expenditure

The budget available for this campaign was $15,000 ex GST.

Activity and details

Expenditure (ex GST)

- Cover letter

- Reports

- Nutrient composition
- Magnets

- Display folder

Samples Plus — Market Reach $7,210.30
- Administration fee
- Kitting/packaging fee

Printing - Cloudprint $7,606
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Collating resources $280

Freight — Pack and Send $487.27
- NA4L office to Melbourne

Total $15,583

Recommendations

General

e  Cap distribution ataround 1,800 per campaign.

e Simplify pack contents, as it was extremely timely to collate.

5. DA Conference 2022 - 14-16 August 2022 (Hybrid event)

Background
Nuts for Life continues to be part of the Dietitians Australia (DA) conference, given dietitians remain our number one
priority health professional audience, and also because companies seem to be ‘noticed’ when they are not present.

The conference was the first face-to-face DA conference since 2019, and was delivered as a hybrid event, for those
unwilling or unable to travel to Adelaide. It was anticipated that the conference would attract around 650 -1,000
delegates (in person and virtual), from a range of areas including: Clinical dietitians, Dietitians in private practices, health
workers, Scientific researchers, Health promotion practitioners, Community nutrition dietitians, Policy makers, Student
dietitians, Nutritionists, Hospital food service dietitians, Indigenous health workers, Nutritionists, Diabetes educators and
Dietitians working in public health.

Activities

Exhibition stand

The Nuts for Life exhibit was a 3m x 3m stand, manned by Belinda Neville and Maree Hall throughout the entire
conference.

Resources included:
Infographics (easel display only)
- Nuts and CVD (based on systematic review from UOW 2021)
- Nut eaters weigh less
Reports
- Nuts and CVD: What does the science say?
Factsheets etc.
- FS-Are all the ki in nuts absorbed?
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- FS- Nuts and heart health
- Ready reckoner — Nutrient composition of nuts (2022 edition)
- Magnet - What does a 30g handful look like

QR Code Promotion:
Sign up to NutENews
Sign up to LinkediIn

Company Profile (50-word limit)

Nuts for Life is Australia’s voice for the vital role tree nuts play in good health and nutrition.

We help busy health professionals stay up-to-date on evidence-based news and research on nuts, sharing why eating a
handful (30g) of nuts every day is essential to the health of all Australians.

Event key messages
e  Raising awareness of the new evidence supporting nuts’ reducing CVD risk
e Raising awareness of research showing not all kilojoules in nuts are absorbed.

Oral Presentations

Nuts for Life supported two abstracts for inclusion into the conference program:
- Extending the knowledge of nuts and CVD: can we emerge with a high-level health claim?
- Asystematic review of the ins and outs of nut energy balance.

Both abstracts were accepted as oral presentations, to be presented by Yasmine Probst and Cassandra Nikodijevic,
respectively.

Nut sampling
Approximately 15kg of pre-mixed tree nuts and peanuts were taken to be sampled in 30g cups.

Results

Attendance

620 registrations (face-to-face)
60 virtual attendees.

Nuts for Life exhibit
The Nuts for Life exhibit was a 3m? corner stand right at the entry to the exhibit hall (refer appendix for map).
There were 26 exhibitors, far less than in previous years making the hall very spread out.

However, the stand was engaging and looked enticing (with nuts to sample), with delegates very receptive and interested
in the messages and resources offered.

The QR Code Promotion (sign up to NutENews; sign up to LinkedIn) resulted in (approximately):
- 17 new subscribers to NutENews
- 18 new followers on LinkedIn

Many delegates mentioned that they already receive NutENews.

Delegate engagement
Participation in the passport competition enticed delegates to seek us out and visit our stand. Having nuts to offer also
enticed delegates, which further enabled conversations and engagement.

The most commonly asked questions asked were:

e |s one nut better than the rest?
e  Which is the best nut for CVD reduction?
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Social media engagement
Two LinkedIn posts by Nuts for Life, relating to the research oral presentations, resulted in:
- 2,142 total impressions
- 58 total link clicks
- 8.3% (CVD research) and 9.2% (kilojoule research) engagement rates. Note: These represent extremely high
engagement rates (benchmarks: Nuts for Life average Linkedln engagement rate across 2021/22 = 3.4%; LinkedIn
industry average engagement rate = 0.35%)

Five tweets by Nuts for Life, resulted in:
- 3,053 total impressions
- 47 likes, 13 retweets, 3 link clicks
- 5.6% average engagement rate. Note: This represents high engagement rates (benchmarks: Nuts for Life average
Twitter engagement rate across 2021/22 = 3.4%; Twitter industry average engagement rate = 0.33 - 1%)

Campaign expenditure
The original budget allocated for this event was approx. $10,000 ex GST.

Activity Details Expenditure (excl GST)
Trade exhibition 3m x 3m exhibit $5,500
Furniture hire Adelaide Expo $910
Nuts for sampling Purchased approx. 15kg (used across FILEX and DA | $ 220
conference)
Couriers To and from conference — Pack and Send S 585
Travel and Flights (2 person) $ 800
accommodation Accommodation (2 person) $1,042
Taxis $ 300
Expenses Incidental supplies e.g., Conference dinner, meals $339
etc.
Total $9,696.00

Maree Hall, Cass Nikodijevic, Belinda Neville, with permission
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6. DA conference 2021 - 11-13 July 2021 (virtual)

Background
Nuts for Life continues to be part of the Dietitians Australia (DA) conference, given dietitians remain our number one
priority health professional audience, and also because companies seem to be ‘noticed’ when they are not present.

The conference was originally planned as a hybrid conference — with the live event taking place in Melbourne, and a
virtual platform for those unable or unwilling to travel. It was anticipated that the conference would attract around 1,000
delegates, from a range of areas including: Clinical dietitians, Dietitians in private practices, health workers, Scientific
researchers, Health promotion practitioners, Community nutrition dietitians, Policy makers, Student dietitians,
Nutritionists, Hospital food service dietitians, Indigenous health workers, Nutritionists, Diabetes educators and Dietitians
working in public health.

However, due to COVID, the conference format was changed to 100% virtual.

Activities

Trade exhibition

The Nuts for Life exhibit was virtual and ran on a platform called Cvent. It was ‘manned’ by Belinda Neville and Maree Hall
during break times only on 12t and 13t July.

As an exhibitor, we were entitled to an unlimited number of downloadable resources on our exhibit, as well as one virtual
satchel insert and one promotional flyer which was sent to all DA members via their e-newsletter.

Downloadable resources included:
Infographics
- Consumption low, benefits high
- Plant protein content
Reports
- Energy, fat and sodium content of nuts
- Nuts and plant protein
Factsheet
- Nuts and kJ absorption

Virtual satchel insert:
Infographic
- Consumption low, benefits high

Promotional flyer:
Australian Dietary Guidelines — one-page summary of why nuts deserve greater prominence in the next revision of the
ADGs, with a link to our website.

Company Profile (no word limit)

Nuts for Life is Australia’s independent authority on the nutrition and health benefits of tree nuts. Our mission is to
promote regular nut consumption by collating the latest evidence-based information, and informing Australians about the
positive impact regular nut consumption can have on their health.

Scientific research has consistently shown that nuts are a key food in healthy eating patterns. Eating nuts is not
associated with weight gain, and is associated with:

e 29% reduced risk of coronary heart disease

o 22%reduced all-cause mortality

e 21%reduced risk of cardiovascular disease

e 15%reduced risk of total cancer

o 13%reduced risk of type 2 diabetes.
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Yet consumption is chronically low with only 2% of the population meeting the 30g daily target. In other words, 98% of

Australians are missing out on these health benefits. There is clearly a need to encourage shifts in consumption patterns to

reduce this gap.

Learn more about the health benefits of nuts and pick up some of our latest resources including our fact sheet on kilojoule
absorption in nuts, as well as the results of an audit comparing the energy, fat and salt content of raw, roasted, salted and

unsalted nuts.

Event key messages

e  Raising awareness of Nuts for Life’s position for nuts in the next re-iteration of the Australian dietary guidelines

e Addressing barriers to increased nut consumption via
o Energy, fat and sodium content of nuts report and presentation
o kJabsorption fact sheet -

Rapid Fire Presentation

Nuts for Life submitted two abstracts for inclusion into the conference program:
- Plant and nut protein, and
- Energy, fat and salt audit.

The Energy, fat and salt audit abstract was accepted as a rapid-fire presentation (6 slides in 5 minutes), subsequently
titled ‘Salted vs unsalted, Roasted vs raw — is it time to reconsider nuts’?

Belinda Neville pre-recorded the presentation which was uploaded onto the conference platform as an ‘on demand’
session, meaning delegates could download and watch the presentation at any time.

Sampling Nuts
Nuts were ordered in anticipation of the event being held face-to-face (ordered as part of the order for GPCE Sydney).
Given the event was virtual, no nuts were sampled.

Results
Attendance
620 registrations for the virtual conference.

Nuts for Life trade exhibit

Visits to Virtual Clicked Content
Booth Document
107 366

Social Media Links
Appointments Website — 72 Joined virtual
made Facebook— 6 meeting room
1 Linkedin — 14 4
Twitter —19

For comparative purposes:
- Highest virtual booth views — 234
- Lowest virtual booth views — 75
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- Average virtual booth views — 125

Number of downloads per resource

Consumption low, benefits high - Infographic

50

Energy, fat and sodium audit - Report

51

Nuts and kJ absorption - Factsheet

96

Nuts and plant protein - Report

71

Plant protein content - Infographic

104

Virtual meeting room:

Belinda Neville spoke with one delegate who asked about allergies and whether Nuts for Life have any resources on the
degree of allergenicity of the different nuts i.e., which nuts are most likely to cause an allergen, and which nuts are least
likely. Belinda suggested contacting Allergy & Anaphylaxis Australia for information.

Rapid-Fire presentation

At the time of preparing the report, this information was not available.

Campaign expenditure

The original budget allocated for this event was approx. $10,000 ex GST.

Activity Details Expenditure (excl GST)
Trade exhibition Cost reduced due to virtual $3,250
Furniture hire nil
Nuts for sampling Purchased for GPCE Sydney, with the intention of $230
using over several conferences
Couriers To and from conference nil
Travel and Flights (2 person) nil
accommodation Accommodation (2 person)
Taxis
Expenses Incidental supplies nil
Total $3,480

Recommendations
General

e Asper previous experience with virtual conferences, having a trade exhibit is not worth the investment.

However, given Nuts for Life had already committed to trade exhibit, we decided to proceed.
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7. DC Webinar

dietitianconnection.

The Chosen Link for Nutrition Leaders

“Cardiovascular disease and nuts: what does the science say?”
Webinar report
16% March 2022 | Supported by Nuts for Life

=

Tuldirg 6 {Corpoate Hoise)

3404 Ligas Road, Eight Mile Plains LD 4113
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Summary

Thank you for supporting the recent webinar,
titled “Cardiovascular disease and nuts: what
does the science say?” with Prof Catherine
Itsiopoulos and A/Prof Yasmine Probst on 16t

March 2022,
Results

= 438 people registered for the webinar &

Cardiovascular

., disease and nuts:
what does the
science say?

L

" "
78 attended live. "'“\\L‘ 5
=  Webinar recording has been viewed 243 fREE ﬁ"‘-"'*"‘q o

times, equalling 321 views.

Evaluation survey

25 survey respondents

9604 rated the webinar as ‘excellent’ or ‘very good'
100%; rated the speakers as ‘excellent’ or ‘very good’
96%7 said that the information presented in the webinar was ‘extremely useful”

or ‘very useful'

General feedback

L= = ]

Thank you to all invelved in the organising and presenting of this webinar
Very informative, and interesting, Thank you 50 much for sharing!
Thank you again DC. Your CPD webinars are excellent and so beneficial

especially for us solo practiioners,
o Thank you for abways providing relevant and interesting topics in mntrition and
dietetics,

What they liked

o Engaging and lmowledgeable presenters who gave succinct. easy-to-follow
information

=}

The speakers were extremely knowledgeable in the area and
experienced in translating the scence into language practiioners can
understand

Style of presenter; content; clear message; evidence, practical
information

Presenters’ knowledge & enthusiasm

The rapport between the speakers, their upbeat attitude and the sase of
relaying the information

The speakers spoke well and information was clear and simple on slides
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o Evidence-based

o
o
o
o

Evidence behind the claim that muts can reduce CVD risks
High quality research and informative,

Reviewed a lot of research

Summary of evidence and translation to practice

o Practical and relevant

o
o

Ideas on how to implement Mediterranean diet

Iliked Catherine's practical tips "5 Things to tell vour patients", and
good to bear that irrespective of weight changes, Mediterranean style
foods reduce inflammation

1 enjoved each speaker presenting relevant evidence and relevant ways
of implying the findings in practice

Suggestions for the future

o More time for questions (x2)
o Practical resources

o

Would love more information on resources and ways dietitians are
using Mediterranean diets in practice

Med Diet client handout

More information on translating the information into practice eg
where to find resources to use with clients

More practical ways for Dietitians to incorporate into practice
Interesting to hear of the work being done to implement the Med diet
across cultures, I could use this in my practice.

Maost valuable learning that can be implemented in practice

o Recommend nuts daily for health benefits

=
=

Add EVOD to everything and include nuts daily?!

How much Australians aren't consuming nuts (onky 204 of the
population are consuming 30g per day) - this is where being creative
and versatile with nuts come into play and I will continue to implement
with my clients

Consuming 30g of nuts daily reduces CVD risk
Encouraging the use of nuts, more inclusion of Med diet in dietary
education

Confirming nut consumption in preventing heart disease
independent of weight

Can't believe Mediterranean Diet is not being suggested to people when
they ask for the best diet they can follow. Shocked at such low nut intake
in Australia Need miyths around weight gain and cost dispelled. Also
address other barriers such as allergies [mut free schools can't be
helping the cause) and choking hazards. People still seem stuck in the
low-fat era thinking muts, olives, all oils and avocados are to be avoided
for weight loss and health.

|3
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o Nuts are an important part of Mediterrane an dietary pattern
o Continue supporting clients in applying principles of the Mediterranean

diet.

That nuts are a valuable and important part of the Mediterransan

diet

The combination of having Mediterranean dist and muts,

10 take aways to implement diet

I am familiar with the Mediterransan diet studies, and I support the use

of the diet. [ especially liked the depth of the literature review

regarding nuts.

o Strengthened my understanding of nuts, med-diet and the
cardiovascular protection.

o Irrespective of weight changes the Mediterranean diet reduces
inflammation in many body systems.

o Encourage clients to consume a Mediterranean diet, but also modify
other lifestyle factors like increasing physical activity.

= The health benefit of a med diet for chronic disease biomarkers.

[x]

O O 0

Social media

o Instagram feed post reach =2000
o Instagram stories reach ~850

8. FILEX - Trainers Summit Conference Evaluation
(a component of the Bronze Partner package)
30-31 July 2022
Prepared by Belinda Neville, August 2022

Background

FILEX’s purpose is to connect the broader industry and create a professional workforce by delivering world class
education, information and experiences. Their aim is to promote trust and credibility in the broader fitness industry. For
over 30 years FILEX has been widely recognised as the pinnacle live event for the Australian fitness industry. Traditionally
FILEX has been a three-day education convention where more than 2000 people come together to learn from the world’s
leading health and fitness experts.

In 2021, FILEX’s approach changed to offer separate smaller summits designed to target specific audiences:
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e Leadership summit
e  Business summit
e  Trainer summit

In May 2021, Nuts for Life committed to a Bronze Partnership package for a total cost of $5,000.
The package included:

e Standard expo booth to the Trainer Summit

e  FILEX online Masterclass (refer separate evaluation)

e e-News (x1) to full database and social media post (x1)

Trainer Summit
Originally scheduled for 13-14 August 2021 at The Hilton, Sydney, the event was postponed due to COVID to 29-30 July
2022.

On 5 July 2022, FILEX advised of a change to the venue and the dates of the event. It was decided to move the venue to
Fitness First, Bond St Sydney which is a fit for purpose venue for a trainer event. It was moved to 30-31 July (weekend), so
as not to disrupt gym members who have access to the gym during weekdays.

The event was expected to attract ~400 delegates.

Exhibition Stand

Originally, the Nuts for Life exhibit was a 2m? stand, but with the change of venue, we were provided with a 4m x 2m
stand. The stand was located just next to the entrance to one of the four session rooms, and next to Australian Avocados.
Nuts for Life was one of only about 7 exhibitors.

We sampled 30g serves of nuts to delegates, which provided a way to also educate on what a 30g handful of nuts looks
like, which was supported by the 30g magnet.

It was manned by Belinda Neville and Maree Hall on both days.

Resources

Fact sheet— Are all the kilojoules in nuts absorbed
Report — The effect of plant and nut protein on health
Nutrient Ready Reckoner (updated 2022)

Magnet — What a 30g handful of nuts looks like
Recipe Booklet — Foods that do Good

Event key messages
e Nut consumption is not linked with weight gain, as not all kJ absorbed
e Nuts are a good source of plant protein
e 30g handful of nuts everyday

Nuts sampled
Approximately thirteen (13) kg of mixed nuts were taken to the conference. Stahmann Webster kindly donated 3kg of
pecans and 5kg of walnuts (some of which were being used for the upcoming DA conference).

Nuts Quantity
Almonds, dry roasted, unsalted Australian 1.5 kg
Brazil kernels 1 kg
Cashews, roasted, unsalted 1.5 kg
Hazelnuts, roasted, unsalted Australian 1.5 kg
Macadamia, raw unsalted Australian 1.5 kg
Peanuts, roasted 1.5 kg
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Pistachio kernels, unsalted Australian 1.5 kg
Pecans, Australian 1.5 kg
Walnuts, Australian 1.5 kg
Total 13 kg

Exhibitor profile
Nuts for Life is Australia’s voice for the vital role nuts play in good health and nutrition.

They help busy health professionals stay up-to-date on evidence-based news and research on nuts, sharing why eating a
handful (or 30g) of nuts every day is essential to the health of all Australians.

Regular nut consumption offers major health benefits, being linked with reduced all-cause mortality, and a lower risk of
dying from heart disease and cancer — which claim the lives of too many Australians. And decades of research shows
eating nuts is not linked with weight gain.

Nuts for Life is funded by the Australian nut industry and the Australian Government, through Hort Innovation Australia’s
‘Hort Frontiers Healthy Food Fund’.

Results
Attendance
Total attendees: 280

Exhibition

The stand was engaging and enticing (with nuts to sample), with delegates very receptive and interested in the messages
and resources offered.

However, as there was no catering provided to delegates or to exhibitors, the exhibition space was relatively quiet, as
they left to purchase food and drinks from cafes etc outside the venue.

Delegate engagement
Delegates were engaged and interested in our messages and our resources. Having nuts to offer also enticed delegates,
which further enabled conversations and engagement.
The most commonly asked questions asked were:
e  Which nuts are best for sports performance?
e How many nuts are you supposed to eat?

A lead scanner was supposed to be provided as part of the exhibition package. However, this was not available. However,
at our request, we received a full delegate list from the organisers. This list was used to send an alert, thanking delegates
for attending and visiting our stand, answering the most commonly asked questions, and sharing additional resources.
The alert was sent to 274 delegates on 11 August, and had a 58.36% open rate; 2.97% click through.

Campaign expenditure

Activity Details Expenditure (excl
GST)
Bronze package Included booth, Masterclass and newsletters $5,000*
Registration x 1 25% reduced registration fee $522
Furniture hire 2x stools, curved counter, lockable storage $1,168
cupboard
Nuts for sampling The Nut Shop $217
Couriers (Pack and Send) Freight to conference only S 60
Travel and accommodation Flight and accommodation x 2 nights, ex Brisbane | $ 970
Expenses (other) Taxis, meals etc. $130
Total $8,067

*note: this expense was for a full package.
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Recommendations
The Trainer summit as a stand-alone activity was not worth the return on investment. However, it was good value as part

of the Bronze package.

Is not associated with
weight gain

Reduces risk of type 2 diabetes

f total cancer

Reduces risk o

L-R Penny Eustace (Australian Avocados), Maree Hall, Belinda Neville and Kristen Beck (nutritionist), with permission
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9. FILEX Webinar

FILEX Masterclass — Evaluation summary
Nuts for health and fitness: presented by Emilie Burgess 25™ November 2021

Belinda Neville, January 2022

Question 1: What is your main profession in the industry

Response Number of responses % of responses
Personal trainer or coach 36 56
Group fitness instructor 12 19
Business owner 5 7
Group training 3 5
Allied health professional (e.g. Exercise Physio, OT, | 3 5
Mutritionist, Chiro etc_)

Manager/team leader 1 15
Educator/teacher 1 15
other 5
TOTAL 64 100

Question 2: Rate the quality of the content

Response Number of responses % of responses
Qutstanding Q 14

Excellent 32 52

Very good 12 19

Good 6 10

Above average 1 2

Average 2 3

TOTAL 62 100

Question 3: Rate the quality of the presenter {(Emilie Burgess)

Response Number of responses % of responses
10 15 24

9 26 42

B 14 23

7 5 8

6 3

TOTAL 62 100

FALEX Muasterclass — Evaluation summary — Januwary 2022

page 1
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Question 4: After taking part in today’'s masterclass, how likely would you be to

to your clients, as part of a healthy diet?

recommend nuts

Response Mumber of responses % of responses

Very likely 46 75

Likely 11 18

MNeutral 3 5

Unsure 1 2

TOTAL 61 100

Question 5: Which of the below statements best reflects your position on nuts?

Response Number of | % of
responses | responses

Muts are an essential part of a healthy diet for good health, and 43 70

should be consumed every day

Muts are an essential part of a healthy diet for good health, and 16 26

should be consumed several times a week

Muts are desirable, but not essential for good health 2

Muts are not essential for good health 2

TOTAL 61 100

Question 6: The Australian Dietary Guidelines recommmend 30g (around a handful) as an
appropriate daily intake of nuts for the general population and for active Australians.

True or false

Response Number of | % of
responses | responses

True 58 a5

False 1 2

Unsure 2 3

TOTAL 6l 100

Other miscellaneous comments (open-ended)

¢ | think the masterclasses are an excellent way for fitness instructors to keep up with changes

and advances in the industry.

¢ Really enjoyed the masterclass, some very helpful information on nutrition.
¢ Emilie was one of the best speakers for some time so well prepared & full of good

information.
Good nutty facts, loved it! Thank you.

Was a great presentation, have already gone and had some nuts myself_.. dispelled some

myths for me too.
Useful information given in an easily absorbed format.

Something that we don't often think about day to day so it was good to highlight this.

¢ Presenter kept the information simple and interesting.

FILEX Muasterclass — Evaluation surmmary — Janwary 2022

page 2
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10. GPCE Melbourne 2022

GPCE Melbourne — Conference Evaluation

11-13 November 2022
Prepared by Belinda Neville, November 2022

Background
Muts for Life participated at the three-day General Practice Conference & Exhibition, held at
Melbourne Conference and Exhibition Cantre [MCEC) South Wharf, Melbourne.

GPCE brings together frontline healthcare professionals to share best practice, network, learn and
engage with colleagues. it attracts the largest concentration of Australianm GPs annually, with four
events over 2022 in four cities across Australia | Sydney, Perth, Brisbane and Melbourne).

GPCE Melbowrne, was expected to attract ~1,000 delegates.

Activities

Exhibition 5tand

Thie Nuts for Life exhibit was a 4m” stand on the side wall of the exhibit hall, next to Medigreen
Dispensary and Clinic, and Medical IT Services (refer appendix for map).

Muts for Life was one of 10 exhibitors participating in the ‘passport competition’ — an incentive to
encourage engagement and connection with delegates. For a chance to win 55,000, delegates wers
reguired to visit all 10 participating exhibitors, and correctly answer a specific question to receive a
stamp to be entered into the draw. The gquestion we asked was:

What is the daily torget of nuts to recommend to patients/dients each day?

The key messages were:
*  Nuts reduce CVD risk (based on Uni Wollongong review to support the HLHC application)
*  Nut consumption is not linked with weight gain

We sampled 30g serves of nuts to delegates, which provided a way to also educate on what a 30g
handful of nuts looks like, whidh was supported by the 30g magnet.

It was manned by Belinda Meville and Mares Hall on all three days.

Resources

Fact sheat — Are all the kilojoules in nuts absorbed (updated)
Fact sheat — Nuts and heart health (updated)

Report — Nuts reduce the risk of cardiovascular diseasze
Mutrient Ready Redoner

Magnet — What 2 30g handful of nuts looks like

Event key messages
*  Nuts reduce the risk of CVD

*  Only 2% of Australians are meeting the 30g daily target
*  Nuts are not associated with weight gain as not all k) are absorbed.

GPCE Maiboume - ewmlumtion page 1
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Muts sampled
Approximately 15kg of mixed nuts were sampled to delegates over the duration of the conference.

The nuts were made up partly from those that were left over from the DA conference, which was
held in August, and partly by a kind donation from Royal Nut Company, which we collected on the
day prior to the conference. The left-over nuts were stored in a deep freeze between events.

MNuts Quantity
dry roasted almonds kernels, unsalted Australian 2 ke
dry roasted peanuts, unsalted {Australian if available) 2 kg
roasted cashews kernels, unsalted 2 ke
dry roasted macadamias kernels, unsalted Australian 15kg
dry roasted hazelnuts kernels, unsalted (Australian if available) 15kg
raw Brazil nuts kernels 15kg
raw pistachio kernels, unsalted Australian 15kg
raw pecan kernels (Australian if available) 15kg
raw walnut kernels {Australian if available) 15kg
Total 15 kg

Exhibitor profile (online portal)

Nuts for Life helps busy health professionals stay up-to-date on evidence-based news and research on
nuts, sharing why eating a handful (30g) of nuts every day is essential to the health of all Australians.
We are facilitated by the Australian Nut Industry Council, in partnership with Australian nut industry
members. We are funded by the Hort Frontiers Health, Nutrition ond Food Safely Fund, part of the
Hort Frontiers strategic partnership initiative developed by Hort innovation, with co-investment from
the Australian nut industry and contributions from the Australian Government.

Results

Attendance

Total attendees: approx. 200

We sampled around 900 serves of nuts throughout the conference.

Exhibition stand
The exhibit hall was ‘always open’, which meant delegates were always around to engage with.
Other food and nutrition-based exhibitors included Lite n Easy and Doctors for Nutrition.

The stand was engaging and enticing (with nuts to sample), with delegates very receptive and
interested in the messages and resources offered.

Delegate engagement
Participation in the passport competition enticed delegates to seek us out and visit our stand. Having

nuts to offer also enticed delegates, which further enabled conversations and engagement.

By far, the most commonly-asked question was:
+ s one nut better than the restfwhich is the best nut?

GPCE Melbourne - evaluation page 2

104



Overall, delegates were very receptive to the information and genuinely very interested. They were
also appreciative that our ‘preventative health’ exhibit was part of the conference.

A lead scanner was provided as part of the exhibition package, which we used to invite delegates to
receive our monthly e-DM newsletter. We collected 121 contacts, which were followed up with an
alert thanking them for visiting our stand, answering the most asked questions, and sharing
additional resources.

The alert was sent on 15 Movember 2022, and had a 66.7% open rate; and a 6.8% click through rate.
All contacts were also added to the broader NutENews database of health professionals.

Social media engagement

One LinkedIn post by Nuts for Life, relating to our presence at the conference, resulted in:
- 550 total impressions
- Tlink clicks
- &2% engagement rate. Note: This represents a high engagement rates (benchmarks: Nuts
for Life average Linkedin engagement rate across 2021/22 = 3.4%; LinkedIn industry average
engagement rate = 0.35%)

Four tweets by Nuts for Life, resulted in:
- B25 total impressions
- 25 likes, 3 retwests, 5 link clicks
- 7.6% average engagement rate. Note: This represents high engagement rates (benchmarks:
Muts for Life average Twitter engagement rate across 2021/22 = 3 .4%; Twitter industry
average engagement rate =0.33 - 1%)

Campaign expenditure

Activity Details Expenditure (excl
GST)
Trade exhibition 4m? exhibitor package 54 765
Passport competition 51,000
Furniture hire 2u stools, curved counter, lockable storage 51,411.75
cupboard
Resources Revised Ready Reckoner S nil
Revised Heart Health FS
Muts and CVD report
Muts for sampling 15kg in total S nil
Couriers [Gel events) Freight to and from conference 5 584.00
Accommaodation 3x nights for 2 people 5155253
Flights ex Sydney and ex Brishane 598243
Expenses (other) Taxis 5 400.00
Meals 5 150.00
Total $ 10,844.00
Recommendations
General
GPCE Melbourne - evaluation page 3
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Continue with current approach
Participating in the passport competition is an effective way of engaging with delegates, and
encouraging them to visit the stand.
Ensure consistent key messages are communicated with delegates.

Appendices

Appendix 1: Exhibition floorplan

Exhibition Floor plan

106



Eating -
helps save

Belinda Neville and Maree Hall, with permission
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11. GPCE Sydney 2021

GPCE Sydney — Conference Evaluation

14-16 May 2021
Prepared by Belinda Neville, May 2021

Background
Muts for Life participated at the three-day General Practice Conference & Exhibition, held at Sydney
Showground, Sydney Olympic Park. This is the first time Nuts for Life has participated in this event.

GPCE brings together frontline healthcare professionals to share best practice, network, learn and
engage with colleagues. It attracts the largest concentration of Australian GPs annually, with four
events over 2021 in four cities across Australia.

GPCE Sydney, was expected to attract 1,000 delegates.

Activities

Exhibition Stand

The Nuts for Life exhibit was a 4m? stand towards the side of the exhibition hall, next to Mirror and
Awstralian Natural Therapeutics Group (ANTG) and close to the ThinkGP delegate hub.

The stand was also right next to the entrance to conference room A and B, where delegates entered
and exited education sessions (refer appendix for map).

Muts for Life was one of five exhibitors participating in the ‘passport competition” —an incentive to
encourage engagement and connection with delegates. For a chance to win 55,000, delegates were
required to visit all five participating exhibitors, and correctly answer a specific question to receive a
stamp to be entered into the draw. The question we asked was:

What percentage of Australians meet the daily target of 30g7?

The main themes for our exhibit were to educate GPs on the myth of nuts causing weight gain due
the kilojoule absorption theory, as well as to highlight the results of our recent audit looking at the
salt and fat content of raw, roasted and salted nuts.

We sampled 30g serves of nuts to delegates, which provided a way to also educate on what a 30g
handful of nuts looks like, which was supported by the 30g magnet.

It was manned by Belinda Neville and Maree Hall on all thres days.

Resources
Fact sheet — Are all the kilojoules in nuts absorbed (new)
Reports -

The energy, fat and sodium content of nuts

The effect of plant and nut protein on health
Mutrient Ready Reckoner (updated 2018)
Magnets —what a 30g handful of nuts locks like

Event key messages
¢ Only 2% of Australians are meeting the 30g daily target
¢ Nuts are not associated with weight gain as not all kJ are absorbed

GPCE Sydney - evalugtion page 1
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* MNuts are essential with significant health benefits

Muts sampled

Approximately 15kg of mixed nuts were taken to the conference. Given the COVID restrictions, we
were conscious that some delegates may be wary of sampling nuts. However, all the nuts were gone
by morning tea on the third day of the conference.

MNuts Quantity
dry roasted almonds kernels, unsalted Australian 3kg
roasted cashews kernels, unsalted kg

raw macadamias kernels, unsalted Australian 15kg
dry roasted hazelnuts kernels, unsalted (Australian if available) 15ke
raw Brazil nuts kernels 15ke
raw pistachio kernels, unsalted Australian 15ke
raw pecan kernels (Australian if available) 15ke
raw walnut kernels (Australian if available) 15ke
Total 15 kg

Exhibitor profile

Muts for Life is Australia’s voice for the vital role tree nuts play in good health and nutrition. We help
busy health professionals stay up-to-date on evidence-based news & research on nuts, sharing why
eating a handful (30g) of nuts every day is essential to the health of all Australians. We are facilitated
by the Australian Nut Industry Council (ANIC) in partnership with Australian tree nut industry
members. We are funded by voluntary contributions from industry & supported by Australian
Government funding for research and development activities via Horticulture Innovation Australia.

Results

Attendance

Total attendees: 838

We sampled aver 500 serves of nuts throughout the conference.

Exhibition stand and delegate engagement

The exhibit hall was ‘always open’, which meant delegates were always around to engage with.

Muts for Life was the only food-based stand at the entire conference which was very well received by
delegates. Our stand was engaging and enticing (with nuts to sample), with delegates very receptive
and interested in the messages and resources we offered.

Having two seminar rooms very close as well as the keynote room directly behind our stand meant
that traffic was continual.

Delegate engagement
Participation in the passport competition enticed delegates to seek us out and visit our stand. Having
nuts to offer also enticed delegates, which further enabled conversations and engagement.

The most commonly asked questions asked were:

* |5 one nut better than the restf which is the best nut?
#* What about the link of nuts to weight/fat content of nuts?

GPCE Sydney - evaiuation page 2
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* How many nuts should | be eating/recommend?

A lead scanner was provided as part of the exhibition package, which we used to invite delegates to
receive our monthly e-DM newsletter. We collected 40 contacts, which were followed up with an
alert thanking them for visiting our stand, answering the most commonly asked questions, and
sharing additional resources. The alert was sent on 24" May 2021, and had a 53% open rate; 5% click
through and to date, no unsubscribed/ marked as spam.

Campaign expenditure

Activity Details Expenditure (excl
GST)

Trade exhibition 4m?* exhibitor package, including 54612
registrations x 2

Furniture hire 2x stools, curved counter, lockable storage S BB6.8B
cupboard

Passport competition Passport competition exhibitors 5 1,000

Resources Banners — design and create S 1,440
Magnets 5 390
k] fact sheets S 408
Audit report (50% only; 50% Samples Plus) $2,355.75
Protein report (S0% only, 50% Samples Plus) | % 1,362.50

Nuts for sampling 30kg ordered in total [only 15kg used at 5 338.65
GPCE; remainder for DA conference)

Couriers [Agility) Freight to and from conference 549275

Travel and accommodation | Maree x 3 nights 5101824
Flights return (ex. Brisbans)
Meals

Expenses (other) Meals, parking, taxi, exhibit supplies 5 17166

Total $14,476.43

Recommendations
General

Continue with current set-up

Ensure consistent key messages are communicated with delegates.
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12. GPCE Sydney 2022

GPCE Sydney — Conference Evaluation

27-29 May 2022
Prepared by Belinda Neville, May 2022

Background
Muts for Life participated at the three-day General Practice Conference & Exhibition, held at
International Convention Centre, Darling Harbour Sydney.

GPCE brings together frontline healthcare professionals to share best practice, network, learn and
engage with colleagues. It attracts the largest concentration of Australian GPs annually, with four
events over 2022 in four cities across Australia (Sydney, Perth, Brisbane and Melbourne).

GPCE Sydney, was expected to attract ~200 delegates.

Activities

Exhibition Stand

The Muts for Life exhibit was a 4m® stand near the entry to the exhibit hall, next to Nestle and
Emerge Australia (refer appendix for map).

Muts for Life was one of ten exhibitors participating in the ‘passport competition” — an incentive to
encourage engagement and connection with delegates. For a chance to win 55,000, delegates were
required to visit all ten participating exhibitors, and correctly answer a specific question to receive a
stamp to be entered into the draw. The question we asked was:

What percentage of Australians meet the daily target of 30g7

The key messages were:
®  MNuts reduce CVD risk (based on Uni Wollongong review to support the HLHC application)
# MNut consumption is not linked with weight gain

We sampled 30g serves of nuts to delegates, which provided a way to also educate on what a 30g
handful of nuts looks like, which was supported by the 30g magnet.

It was manned by Belinda Meville on all three days. Due to Maree Hall being unavailable after
contracting COVID, Nastassja Ullrich, our ACU Nutrition Student assisted on two days.

Resources

Fact sheet — Are all the kilojoules in nuts absorbed

Fact sheet — Nuts and heart health (Revised)

Report — Nuts reduce the risk of cardiovascular disease (new)
Mutrient Ready Reckoner (updated 2022)

Magnet — What a 30g handful of nuts locks like

Event key messages
*  Nuts reduce the risk of CVD
*  Only 2% of Australians are meeting the 30g daily target
*  Muts are not associated with weight gain as not all kl are absorbed.

GPCE Sydney - evaluagtion page 1
13.
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Muts sampled

Fifteen (15) kg of mixed nuts were taken to the conference. Given the COVID restrictions, we were
conscious that some delegates may be wary of sampling nuts. However, all the nuts were given out
by the end of the conference.

Nuts Quantity
dry roasted almonds kernels, unsalted Australian 2kg
dry roasted peanuts, unsalted (Australian if available) 2 ke
roasted cashews kermels, unsalted ke
raw macadamias kernels, unsalted Australian 15ke
dry roasted hazelnuts kernels, unsalted (Australian if available) 15ke
raw Brazil nuts kernels 15ke
raw pistachio kernels, unsalted Australian 15kg
raw pecan kernels (Australian if available) 15kg
raw walnut kernels {Australian if available) 1.5kg
Total 15 kg

Exhibitor profile

Muts for Life helps busy health professionals stay up-to-date on evidence-based news and research
on nuts, sharing why eating a handful {30g) of nuts every day is essential to the health of all
Awustralians. We are facilitated by the Australian Nut Industry Council, in partnership with Australian
tree nut industry members. We are funded by the Hort. Frontiers Health, Nutrition and Food Safely
fund part of the Hort. Frontiers strategic partnership initiative developed by Hort. Innovation, with
co-investment from the Australian tree nut industry and contributions from the Australian
Government.

Results

Attendance

Total attendees: 970

We sampled aver 500 serves of nuts throughout the conference.

Exhibition stand

The exhibit hall was ‘always open’, which meant delegates were always around to engage with.
Unlike the 2021 conference, Nuts for Life was no longer the only food-based standnutrition
focussed exhibitor. Lite n Easy and Doctors for Nutrition were also exhibitors.

The stand was engaging and enticing (with nuts to sample), with delegates very receptive and
interested in the messages and resources offered.

Delegate engagement
Participation in the passport competition enticed delegates to seek us out and visit our stand. Having
nuts to offer also enticed delegates, which further enabled conversations and engagement.

The most commonly asked questions asked were:
# |5 one nut better than the restf which is the best nut?
# Ratio of omega 3 and omega 6
# How is Muts for Life funded

GPCE Sydney - evaluation page 2



Alead scanner was provided as part of the exhibition package, which we used to invite delegates to
receive our monthly e-DM newsletter. We collected 146 contacts, which were followed up with an
alert thanking them for visiting our stand, answering the most commonly asked questions, and

sharing additional resources.

The alert was sent on & June 2022, and had a 61.87% open rate; 6.47% click through and a 0.7%

unsubscribe rate.

Campaign expenditure

Activity Dretails Expenditure (excl
GST)

Trade exhibition 4m? exhibitor package, including 54,612
registrations x 2

Furniture hire 2x stools, curved counter, lockable storage 51,121.70
cupboard

Passport competition Passport competition exhibitors 51,000

Resources (total cost of Revised Ready Reckoner 52,619

design and print split Revised Heart Health F5

across 3 conferences) Muts and CVD report

MWuts for sampling 15kg ordered in total 532768

Couriers (Agility) Freight to and from conference 5525

Travel and accommodation | NA 5 -

Expenses (other) Taxis, exhibit supplies S B201
Payment to Mastassja Ullrich S 500

Total 5 10,857.39

Recommendations
General
Continue with current set-up

Ensure consistent key messages are communicated with delegates.
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Appendix 5 - PR and Social media evaluation reports
FY 2021

NUTS FOR LIFE

MEDIA BUREAU PROGRAM FY21
EVALUATION

Prepared 31 May 2021

1.0 Overview

This document has been prepared by Bite Communications to provide an evaluation for the Nuts for Life
Media Bureau program which ran from September 2020 to June 2021.

The program used new tree nut nutrition research, published in peer reviewed journals, to cutreach to
media. This provided & highly as a cost-effective way to generate media coverage that:

- Raised awareness of the health and nutrition benefits of tree nuts,

- Delivered Nuts for Life key messages,

- Encouraged nut consumption,

- Kept nuts front of mind among target markets (health professionals, healthy overhaulers 504 and

health-conscious mums), and
- Continued to reinforce Nuts for Life's position as the leading nutrition authority on nut nutrition.

This year’s media bureau program operated in a reduced capacity to enable budget to be allocated to
|leveraging Nutrition Research Australia’s plant protein research that was commissioned by Nuts for Life.

20 Activity

More than 10 research papers were reviewed by Bite Communications - papers identified via regular research
reviews by Nuts for Life’s Belinda Neville and Maree Hall, or seen by Bite in Google alerts and media monitoring.

In total, three papers were recognised as having potential to generate meadia coverage. These included:

- Sept 2020 - A US pilot study, published in Cureus Journal of Medical Science, found eating half a handful of
nuts a day could start to improve risk factors for heart disease, such as high cholesterol, in just two weeks
with participants reporting big changes by six weeks. [t was the first study to show the impact of eating just
a few nuts a day on inflammation, which is associated with heart disease and many chronic diseases.

- MNovember 2020 - A global study including Australian data, published in Nutrition and Cancer, found eating
mare nuts and seeds was associated with reduced incidence, prevalence and mortality rate of prostate
cancer. It showed each 1g increase in nut and seed intake was associated with a 2.0% lower incidence, 3.2%
lower prevalence, and 0.8% lower mortality in prostate cancer. The protective association with nuts and
seeds was not seen for any other food groups, including fruits, vegetables or wholegrains. In creating the
pitch, Bite was able to localise the importance of the finding with new AIHW data that showed prostate
cancer was the most commenly diagnosed cancer among Australian men.

- March 2021 - A U5 study, published in the Journal of the American Heart Association, linked eating more
protein from plant sources, like nuts and beans, instead of animal proteins, like red meat and dairy, to a
lower risk of death from dementia and heart disease among women. Researchers found women who ate the
highest amount of plant-based protein had a 9% lower risk of all-cause mortality, a 12% lower risk of death
from cardiovascular disease and a 21% lower risk of dementia-related mortality compared to women who
ate the least plant-based protein. Bite was also able to tap into interest in another paper on processed
meats and increased dementia risk.
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For each of these published papers a pitch email [summarising the research, including link to the paper and
Muts for Life messaging) was created and shared to key news media targets, as well as key media distitians
as agreed with Muts for Life.

Bite also ligised with media providing additional information, sourcing case studies and arranging photo
opportunities as required.

7.0 Results

The activity resulted in 14 media clips generating 4.3 million opportunities to see, &t a cost per opportunity
to se2e of less than half a cent (0.002 cents). Well above the KPIs of 2 million opportunities to see at a cost
per OTS of 50.005 (half a cent), which were in-line with the results from FY20.

Coverage included:
- 3 x print newspaper stories in the Daily Telegraph, Iﬁﬂy%gl‘ﬂph

Herald Sun and Courier bail
- 10 x online coverage including Daily Telegraph, Herald

- —
Sun, Courier Mail, The Advertiser, Mercury, NT News.

- 1x TV segment on Weekend Sunrise. Bl*es go ““ts Io

stave off cancer

The prostate cancer story generated the online and print
coverage, because of syndication from the Daily Telegraph
article. Weekend Sunrise ran a segment on plant vs animal
protein, generated by pitching the dementia research.

These two studies worked well because of their local relevance
and clear benefit with results showing percentage reductions in
risk. Case studies also play a key role in elevating the stories.

hMedia bureau remains a highly cost-effective way to keep the
health bensfits of tree nuts in mainstream news.

GUNBAAN STILL AT LARGE

P PR EPIRES TO ANHDUSCE & CARNET RESHUFFLE  BEa ¥
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MUTS FOR LIFE

MRAUS PROTEIN LITERATURE REVIEW
Evaluation prepared by Bite Communications
Updated 28 May 2021

1.0 Overview

This document has been prepared by Bite Communications to provide an evaluation of the nuts and protein public
relations campaign.

The ebjective of the public relations campaign was to leverage Nutrition Research Australia’s (NRAUS) literature
summary on nuts and plant protein, as commissioned by Nuts for Life, and help amplify its findings to health care
professionzals and consumers.

Specifically, the brief required Bite to:
1. design and layout a six-page summary report (copy provided];
2. create of a series of supporting Infographics to communicate the key report findings;
3. amplify the key findings of the review via health and lifestyle media; and
4. promote the Healthy Handful podcasts in social media posts.

2.0 Activities Undertaken

21 Summary Report

As part of the brief Nuts for Life requested Bite’s support to design a summary report based on Nutrition Research
Australia’s literature summary. Bite created a look and feel for the summary report, in line with the Nuts for Life
brand style guide, and laid out the downloadable 10 page report.

22 Infographics

To communicate key findings from the NRAUS summary review, Bite was asked by Nuts for Life to create a series of
infographics for use across Muts for Life social channels, as well as by contributers and third parties.

In total five graphics were created and were designed to be used as a single graphic, or be compiled tegether to
build the story as a news-style carousel, so people swipe right for a more summary findings. The graphics were
provided in Facebook, Instagram and Twitter formats. Additional budget was allecated to social media advertising
1o support awareness and engagement in the new assets.

Overall, the infographics reached 32,756 people and received 3,189
engagements across Facebook and Instagram. They generated 668
clicks through to the summary report and Nuts for Life website, and
had an average engagement rate of 10%.

In particular the practical "Plant protein: how much in 100g" proved
very popular on the Nuts for Life social channels. With the January
Instagram post (right) receiving 837 likes and 125 saves - a strong
indication of interest and intent.

The graphics have been used on Muts for Life social channels in B dark ads, Instagram posts, Instagram stories and
Facebook Posts since October.
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23 Health & Lifestyle Media

To tap into media interest in protein, a media release was created summarising the findings of the NRAUS
summary and answering commonly Googled questions about plant protein.

As the NRAUS summary was unpublished, the media targets were lifestyle media and key media dietitians (new
media requires published research). Unfortunately the strength of the pitch and story was weakened as we were
unable to quote NRAUS's Flavia Fayet-Moore in the media materials, or to use her as a key spokesperson as
originally planned.

Initial pitching prompted little interest in the lead up to Christmas, and leveraging the typical interest peak in plant-
based eating at the start of the New Year was overshadowed by COVID and border restrictions. Bite re-pitched the
story in mid-January, as Veganuary gained momentum and COVID restrictions eased, this resulted in a range of
media opportunities on both plant protein and the general health benefits of nuts.

To date, 16 articles have been generated, creating more than 6.7 million opportunities to see (OT5), at 2
cost per OTS of $0.002 (based on the budget for the full program, including the report and graphics design).

While the story angles vary, all coverage mentions the health benefits of nuts and specifically nuts as a source of
protein. It included multiple stories on 35BS and Body + Soul with strong Nuts for Life branding and links.

Coverage highlight includes:
— 3 articles on 5B5 Eat Well - The best nuts to help you sleep ; can eating nuts help you live longer; and 50
you don't eat meat,_here's how to adapt reciges when fasting
— 3 articles on Body & Soul, - What's the difference between animal and plant protein and what's better? ;
The 10 best supermarket foods you should be eating for plant-based protein ; and Macodamia and
couliffower schnitzel. With two stories shared on Facebook, as well as one in the EDM.
— 1xstory in mealprep.com.au - Why o plant-based diet could be key to healthy weight loss
— lxstory in The Senior - Plant protein to keep you fuill
— 2% stories in the Sanitarium EDM Wholicious Living which goes to a database of 35,000 - no bull guide to
plant pratein; 5 high protein summer salods that are plant powered . Also shared on the Sanitarium
website, Facebook and The Record (Adventist newspaper)
Still to come:
- Mourish Magazine (32pt)

BOBY
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2.4, Podcast Promotion

As part of the brief, Bite was asked to support the launch of Nut's for Life's Healthy Handful Hta For ity

podcast and the first episode featuring NRALUS's Flavia Fayet-Moore. A series of dark ads SN USCATT - FLAKT PGTER e
il e padd 0 years of resniich o il

targeting health professionals on Facebook and Instagram were created using the new e s bt e e P

Aartraliss Or Fluds Fage-Vioom. Lisien saw

infographics, quote cards highlighting key comments from the interview, as well as plant
protein imagery.

In total there were three dark ads and two Instagram stories (one Instagram story and one
dark ad were coverad within existing social media budget). This social activity resulted in
28,584 impressions and reached 20,799 people, with 687 click throughs generated to Nut's
for Life’s Healthy Handful podcast page. Interestingly, the top performing post also featured
the “Plant protein: how much in 100g™ infographic. With the Facebook dark ad (right}

receiving 261 link clicks, a strong indication that health professionals are interasted in this PP ———

i Tha Hashty Hasdhd Podemst | (raEu wenar
type of practical content. Vot Lie !
Key Learnings

- While the program has delivered very good results, more could have been achieved by engaging Bite
earlier in the program. Establishing a communications strategy upfront can help to refine and strengthen
the research brief; provide clear direction for all parties; identify and resolve any limitations early; ensure
agreements are in place for necessary spokespeople; consider investments in elements such as
photography so that it can be leveraged through all aspects of the program; and ultimately deliver
stronger results.

- There is a genuine appetite among media for new information about protein /plant protein, as well as the
nutritional benefits of nuts. Regular media outreach with valuable information helps to keep nuts front of
mind, creates additional media oppeortunities and establishes Nuts for Life as a go-to resource for nutrition
information e.g. outreach to SB3 Eat Well and Body + Soul created three story opportunities with both
outlets.

- Without the strength of published research, it's important to consider additional assets that can help
deliver key messages. Recommendations for influencer recipe creation were not pursued, but would have
been valuable in amplifying nut protein messaging and increasing the range of media targets to approach.
This was demonstrated by the reuse of 2019 recipe content to generate a Body + Soul online article.

- Tight timing on graphic development resulted in ongoing edits, even once they graphics were approved

and shared on social media. Earlier briefing would also have enabled the graphics, or elements of the
graphics, to be incorporated into the HCP report.

While the activity has wrapped up, more coverage is expected, and the graphics and key messages will continue to
be used in Nuts for Life social media to help establish tree nuts as a good source of plant protein.
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SOCIAL MEDIA FINAL EVALUATION é’ s

Prepared by Bite Communications TP -

27 July 2021 P AP

Or \\

BITE COMMUNICATIONS | SUITE 7/22 DARLEY ROAD | MANLY | NSW 1 2095

029977 8195 | BITECOM.COM AU
Nuts for Life sociaL Frz1
INTRODUCTION The Nuts for Life social program for F21 commenced in mid-September 2020 and

finished on 30 June 2021. This report provides a summary of the program's

performance.

The Nuts for Life social program had the primary focus of driving awareness of the
nutritional benefits of eating more nuts. From July 2018, the social strateqy delivered
content under pillars spanning health and nutrition, and foodie inspiration, in order

10 appeal to a wider audience (health overhaulers 45+, health-conscious mums, and
health professionals) and earn the opportunity to deliver health messages as part of the
content mix.

In August 2020, Bite was given a direction to increase the content's focus on health and
nutrition, away from eating inspiration. This decision has had an impact on the pages’

performance, with a fall in reach and engagement rate (ER) across both Instagram and
Facebook (see graphs on slide 7)

BITE COMMUNICATIONS K

Nuts for Life socias meoia pLan

F21 SOCIAL STRATEGY
ON A PAGE

BUSINESS OBJECTIVES Increase the nutritional reputation of tree nuts + contribute to consumer demand

Increase awareness

S0OCIAL OBJECTIVES

INSPIRE & MOTIVATE AUSSIES TO EAT TREE
ROLE OF SOCIAL
HEALTHY MUMS (WOMEN 21-45, PARENTS) HEALTH OVERHAULERS (WOMEN & MEN 55+)
AUDIENCES

: 2 Educate and motivate audiences to improve their health and wellbeing with nuts and inspire them in the Provide valuable expert knowledge on health &
ROLE OF CONTENT kitchen with delightful recipes and snack ideas nutrition to health professionals
PILLARS INSPIRED TABLE 10% HEALTHY INDULGENCE 40% HEALTH & WELLBEING 50%

CHANNELS INSTAGRAM (70%) FACEBOOK (30%)

WALL 'SPONSORED STORIES WALL
FREQUENCY
6 posts per month 2 stories per month 4 posts per month
Repurpose Instagram stories (organic only)

BITE COMMUNICATIONS @
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Nuts for Life sociaL Mebia pLan

F21 CHANNEL
BREAKDOWN

HERO CHANNEL & ENGAGEMENT HUB

SUPPORTING CHANNEL

HCP ACTIVITY - DARK ADS

Feed: Inspiration and education ideally
featuring a mix of created and curated content

Stories: Interactive and real-time storytelling to
encourage parlicipation

New - Highlights: Create a mini health hub with
icons highlighting key health benefits and
stories on the fopic e.g. heart, weight

Feed: Education and awareness about tree nuls
and encouraging users to visit the website

Stories: Repurpose Instagram slories
organically

Feed + Stories: Utilise dark ads across Facebook

and 1o target p
(HCPs) to visit the website

Feed: 6 x posts optimised for engagement
Stories: 1 x engagement, 1x trafficlo
website

Feed: 3 x posts optimised for engagement
1 x posts optimised for traffic to website
Stories: repurpose Instagram stories

Feed + stories: 2 x posts optimised for
traffic lo website

BITE COMMUNICATIONS ©

Nuts for Life socia Fr21

PERFORMANCE

BITE COMMUNICATIONS

Nuts for Life socia Fra1

PERFORMANCE BY
MONTH

BITE COMMUNIGATIONS

LATFORM METRIC CAMPAIGN KPI ACHIEVED TO DATE % ACHIEVED

CAMPAIGN ELAPSED

100%
1,593,995 95%
74,102 109%
918,044 91%
21,079 132%
10% Exceeded
675,951 102%
53023 102%
16% Exceeded
258,535 259%
9334 1,098%

Instagram Engagement Rate

Jul AugSep Oct Nov Dec Jan Feb Mar Apr May Jun

Facebook Engagement Rate

Impressions 1,671,000
Combined social
Engagements 68,000
Impressions 1,006,000
Facebook Engagements 16,000
Engagement rate 8%
Impressions 665,000
Instagram Engagements 52,000
Engagement rate 13%
Impressions 100,000
Dark Ads
Link Clicks 850
Instagram Reach
80000 25%
70000
60000 20%
50000 15%
40000
30000 10%
20000
5%
10000
0%
Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun
Facebook Reach
160000 14%
140000 12%
120000 10%
100000
8%
80000
o
60000 %
40000 &%
20000 2%
0 0%

Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun

Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun
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Nuts for Life sociaL Frz1

CONSIDERATIONS Moving forward we'd recommend an overhaul of the Nuts for Life social channels
to ensure they support Nuts For Life's three core program objectives.

To deliver maximum impact for the budget, we'd recommend:

Focusing social activity on dark ads targeting health professionals, policy
makers, key opinion leaders and influencers.

Working with the Nuts for Life team on calendar of assets (e.g., short
research summary papers) that Bite can use as lead magnets to build
database and drive website traffic.

+  Rather than shut down Facebook and Instagram, Bite preparing wall posts
for Nuts for Life to schedule and manage — one post/month per channel,

prepared in advance for Nuts for Life to post without amplification in order
to maintain currency of content on page.

BITE COMMUNICATIONS
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FY 2022

NUTS FOR LIFE

FY22 Evaluation

PRESENTED BY
BITE COMMUNICATIONS

Media Bureau

As part of the F22 program, budget Bite provided media bureau
support for Nuts for Life.

20/ ; i TN +  Five papers were reviewed for newsworthiness
ONLY (<] N Vi .

= Amedia release was created to support an SLR of 20 years of
OF AU SS| E S ' ¢ \’ research on nuts and weight. This was issued to media (news
ARE EATING N and lifestyle), media dietitians and the dietitian database.

ENOUGH NUTS N ~ ‘ - b « Media requests were managed
-, e

It resulted in seven pieces of coverage across, online, print,
broadcast and social media, achieving over 1,889,075 0TS
(opportunities to see).

Highlights included two stories on Weekend Sunrise

Media Bureau — Results

It resulted in seven pieces of coverage across,

online, print, broadcast and social media,

achieving more than 1.8 million opportunities [
wee

o see. dinnise

Highlights in included Body+Soul and two BOIs

segments in Weekend Sunrise.

e seight g ight el K st off—s0 ack

BOBY +

uu!

TOSTOP, JUST SWAP

- WITCHES THATOOT CUT OUT FLAVOUR  GR  # /
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Social Media

The FY22 Nuts for Life dark ads program supported Nuts for Life's three objectives for 2020-23:
1. Development of a high-level health claim,

2. Increased prominence in the Australian Dietary Guidelines, and

3. Reported energy content on packs reduced.

f To do this, the dark ads activity targetted health professionals with content focused on:
= Amplifying the science about the nutritional benefits of tree nuts,
» Consistently reinforcing the role tree nuts play in preventative health, and
+ Justifying more prominence for nuts in the Australian Dietary Guidelines.

The content and advertising strategy drove health professionals to the Nuts for Life website, to reinforce
Nuts for Life as the leading nut nutrition authority.

Social Media - Results vs KPIs A

PLATFORM METRIC MPAIGN KPI ACHIEVED T % ACHIEVED
Combined social

——
Facebook
T
__
Instagram
——

*CPC and CPM are based on raw media spend

f Dark Ads - APRIL

FACEBOOK & INSTAGRAM

/2% Nuts For Life Instagram /% Nuts For Life Tnstagram

K2 sponsores- X & sponscrss X
uts,_tfor_ite nts._for_iife

NEW STUDY finds higher nut consumption is. oz Research has found consuming just 3g of Spomsored

assoclated with a reduced risk of depression phytosterols a day may help lower LDL

and better mood & More on the study here. cholesterol by 11%. Which nuts See more

Learn more

rutsforife.com. au Qv A hittps:/www nutsforlife. com s Qv H
Nuts and brain health nlte_tor_We NEW STUDY finds higher nut consumpticn Phytosterols and Nuts Leammore  ruts for e e research s found consuming ust 33
Eating nuts regularly i go.. 18 8880ciated with & reduced sk of JepIession .. ChaL i sk pasak of phytosterols & sy may help lower LOL chal,
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f Dark Ads — MAY

FACEBOOK & INSTAGRAM

762 link clicks

50.26 cost per link click
22,850 impressions
$8.75 cost per 1,000 impressions

@) wasrorute - % Iulngram
ur popular ready reckener has now been mwv-
'updated with the |atest Australian Food
‘Composition Database (Release 2) _See more
UPDATED
READY RECKONER
UPDATED .
READY RECKONER

sl i

[HIFTETIRTE AT

Learn more
nutsforlife com.au D O ?
Contentof Nuts  Learn more nut.for_Ife Gur popular ready reckoner has now been

Updated Ready Reckaner updatad with the latest Australian Food Compo.

_.___;

FACEBOOK &

905 link clicks

$0.22 cost per link click

24,407 impressions

$8.19 cost per 1,000 impressions

Nuts For Life i
Sponsored- & X

Can nuts lower the glycemic index of carb-nich
meals? Are all nuts low GI? Find out more here.

nutsforlife com.au

%" spunsared

Learn more

Nuts and Glycemic Index  Leammore ) (1 7

Are all nuts low GI?

nuts_for.Wfe Can ruts swer the glycsmic index f
‘carb-rich meals? Are il nuts low GI7 Find out

f Dark Ads — JUNE

512 link clicks

50.46 cost per link click

19,067 impressions

$10.49 cost per 1,000 impressions

Nuts For Life X iy
Sponsored - W muts_for_life
Spansermd

‘What type of fatty acids are in nuts? Here's a
bbreakdown by each nut variety.

nutsforiife.com.au
Nuts and Fatty Acids Lammera <@ QY
The type of fat you eatis ...

uts.fer e What type of fatty acids sre in nuts?
Here's & breakdown by each fut variety.

825 link clicks

50.24 cost per link click

23,679 impressions

58 45 cost per 1,000 impressions

Nuts For Life
Sponsored - @

Nuts and cardiovascular disease: the benefits
and strength of evidence. UoW researcher

nutsforiife.com.au
Nuts and Cardiovascular e e
Disease

X

Lauren Houston discusses the See more

Learn

v

nuts for_ife Nuts and cardiovsseular disease: the
benelits and stiength of evidence. oW researc...

nats_for_life
Sponzared

Qv

Instagram

f Insights & Recommendations

Insight: Overall we achieved and surpassed our KPls for the campaign. It is worth noting that Facebook was the much
stronger performing platform and surpassed the set KPIs for the platform. Instagram did not perform as well, largely due
o our change in strategy to implement a campaign level budget, designed to achieve greater CPC efficiency.
Recommendation: Depending on campaign priority consider placing more budget behind Instagram to drive impression and
link clicks. Alternatively adjust KPIs for each platform to place greater weighting towards better performing channel.

Insight: The phytosterols dark ad with the strongest performing ad in Q4. It achieved an incredibly low CPC ($0.13) and had
the highest number of link clicks (1,590). This post highlighted that phytosterols found in nuts can help lower LDL

cholesterol.

Recommendation: Health messaging, especially around heart health and cholesterol. Continue to share health messaging and

research when possible / relevant.

Insight: Overall for Q4 Facebook performed much stronger than Instagram for the quarter. Following the recommendation

in January that budget be implemented at a campaign level to ensure spending effectiveness, (Meta allocating budget

according to the better performing platform/ audience)

Recommendation: Continue setting a campaign level budget to ensure the most effective and efficient results for each

campaign.
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METRIC KPI
TOTAL SOCIAL

Link Clicks 19,180
Cost Per Link Click $0.25
Impressions 406,000
Cost Per 1,000 Impressions $11.82
FACEBOOK

Link Clicks 16,690
Cost Per Link Click $0.20
Impressions 277,800
Cost Per 1,000 Impressions $12.10
INSTAGRAM

Link Clicks 2,490
Cost Per Link Click 50.60
Impressions 128,200
Cost Per 1,000 Impressions $11.25

*KPis benchmarked on FY21 Nuts For Life Dark Ad performance with a small buffer included to allow for increased competition. Recommend reviewing
results after three months of activity to benchmark on real time results,

NB — the recent Apple iOS rollout means targeting, tracking and optimising Facebook campaigns te iPhone users has become more difficult (and more

expensive). If Nuts For Life website visitors ond social media users are majority iPhone users, there will be o higher cost per action and CPM due to the
changes.
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FY 2023 (interim)

i Nuts for Life

F23 Program Evaluation
Prepared May 2023

Bite Communications

Muts Sor L £33 ERD OF CAMPAREH REFOAT

Recap

The alm of the Nuls for Life Fy23 program was {o drive corsumer demand Dy ()
enhancing the midtional reputation of nuls and (i) reducing e gap befween actual
consumption and recommended Infake.

The F20-23 Nuls for Lie program had Bwee focused objecives:

1. Development of a high-level health claim Enat nuts reduce cardiovescular disease
2 Increased prominence of muts In the Australan Dielary Guidelines (ADG)

3. Change labeling policy ko reduce energy caiculations on pack

To support these oversrching objeclives, Bite's el was fo ampity ihe sclence o
consisienity reinforce Bhe role nuts play In preventative heallth and pusity more prominence
fior muks In the Auskrallan Distary Guidelines.

BTE COMBP_ R AT 08T
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Mt Bor L 3 06D OF CAMPAKEH REFORT

Target audiences

HEW autience
{March 2023)

KOLs and

ks for Ll 21 06D OF CAMPRIGH REFDET

Plan on

a page D rut cxonsamnplion and mducs ey bamers b consurmplion
COMMUMICATIONS Erhance: the rutritional reputation of ruts 10 dive awaneness, corsideration and advocacy ol the
DBJECTIVE benefits of a handful of nuts a day
POSTIONMNG Kutss & handiul 3 day lssps the doctor fway
AUDIENCE KDLs & influsncens Health professiorals
STRATEGIC: Ampiify the scienoe, consistently reinforcing the: role nuts play in preventatie: health and justfying mone
APPROGCH prominence for nus in the Australion Distary Guidedines
CHANMEL
Event to engage HCPs and
Infuencors, iInchaing Moca bursay and Create: toois 10 support H4L _—
presentatian b hear the: SUppOrIng Engaging e In ora-on-one ads
kst solentfic nesearch on ‘oniond aOCaCY
rists

130



Nuts: for Lifle r33 0 OF CAMPRIGH REPORT

Australian Dietary
Guidelines

To suppart advocating for an Inoreasad prominence of nuls In disltary adice
and In the ADG. as parf of e cument review, Bibe:

= Developed clear messages for articulating Muts Tor Lie's wvislon and
establlshes a shong rationake for grealer prominence.

= Created a presentalion deck including the piate graphic (dghl) o
deliver these messages In a compelling and visual marmer for use &
ther HCP breakiast and as a basls for guiding discussions with key
players.

= Provided shraleglc counsal and ongoing monilorng of the ADG review
POCEES.

Segetable

B Frum

Huli

S I TR SRR

131



Nuis Sor Ll 173 06D OF CREPRAGHN REPOAT

HCP Event

To support Wuls for Life's program abjeciives and despen the
Impact of HCP communications, a fece-to-face event was heid In
Movember 2022,

The aim of the breakfast was 1o share Ehe labest sclendiic Tndngs on
thie important role nuis play In preventathe heath, with a key focus
on academic research Muks for Lile has invested In, as well as the
rationaie for Increased prominence of nuts In e Acstralan Dietary
Guiae|ines.
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Wb Sorr L 271 D OF CAMPRIGH RERDET

Ex pe rt The event featured fnree spaakers:

Emeritus Professor Linda Tapsell from the University of Wollongong

inSightS wino spoke sbout the essenbial rie of nuts In heafthy detary patterrs — &n
exoerpt from her Muls20022 Conference presantalion In Spain.

Cassandra Nikedijevic, APD and PhD Candidate, University of
Wollongong, who presented her research on nuls and weight, Including
metabolised Kiojows Intake and enengy compensation.

. =  Belinda Neville. APD and Program Director, Nuts for Life, presanied
the labest research on Ehe heart healin benents of nubs and the mportance of
ncreased prominence of nuts in detary, Including the Auskrallan Dietary
Guidalinas.

The preseniations were Simed and macde evallable as a esources on the Nuls 1o
Lite websie.

Hiut o LB £33 O OF CAMPANEH REFORT

Breakfast
briefing

The eakiast al The Green Mousiache, In Norin
Sydney, was attended by 21 ieading HCPs
Includng dietitians, doctors, nuirtionists, and
Inchustry KOLs.

A bespoke nut menu was served and guesls
recetved a [ar of nuls, a prinbed research
summary. fact sheets and Infographics.
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Nuts Sor Ll 173 IND OF CAEPANGH REPOAT

In the room

I S

10.
1.

Rebecta Gawthomes, Diatitian +
Maulritionist

Taliars Bediian, APD

Rachel Scoukar, Distitian

Dir Sue Radd, Adv APD

Krigten Back, Mutritionist +
Meaturops i

Fow Bingley Pullin, Mulritionist
Micole Dyrean, APD

Catherne Saosky, Acciedied
Mutritionist

Micole Senicr, APD & Mulritiorist
Caitlin Reid, APD

Jamie Rose Chambers, Cirical
Dieitian + Mulritiorist

12.
13.
.
15.

16.
7.
18.

18.

21,

Stefanie Valakas, APD
D Alan Barday, Distitian
Hanyless Slater, APD + Mutriticonist

Courtrey Bartes, Distittan «
Nuitritianist

Milera Katz, AFD
Haren Kingharn, APD

Sara Grafenauer, ASsociabe
Professns + Ade APD

Rebacca Warren, Naturopath

Michielle MeCrachan, Brand
Mutrificnist

Angela Ervrnerton, Clinical
Mutrificnist

Nuts Sor Ll 173 IND OF CAEPANGH REPOAT

Take-home
packs

*  WEW summany of UoW research

* Hearl heath and diojouse fact sheals

*  Hearl healthy and Micjouse nfographics
*  WEW sk cuslom social media graphics

Take-away git packs were shared with guesks and senk
to those unabie o attend

T amplity the messages beyond the event, a further
165 haaith professionals wene emalled Bhe research
summary, feck sheels and sockal media graphics.

Teep - 1y e
i e
S il by et
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Huks Bor L 33 060 OF CAMPAIGH REFORT

Social
activity

Soclal media pasts by distiians at e
evenk reached a polentlal audence of

244,384 wiih key messages from the event
presentabions.

Harks for LH 21 06D OF CAMPSIGH RERDET

Feedback

The event was an efiective way o connect with key nealthcane prolessionais

attending and created a imely opporbunity to share resowces broadly fo an
extenshe dalabase of HCPs and slakehoicers.

“It was such a great eventl The resources are Tantastcl”

“It was & fanfastic event and | really erjoyed IE. The venue was beautiiul, delickous
food. .. The speakers were greal — i was good lo get an update on Ehe sclientic
evidence and all three speakers offered new and Interesting iInformation,”

~A greal moming and greal presentations,”
“Fantashic bo be back and having our educational updales sgaln it was a lovely
wenue and very iftiing food. Such excellent speakers and wonderi o

recornact,”

“Fabulous event
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Nt for LH 21 RO OF CAMPAIGH RERDET

Media
bureau

The media bumeau program was continued as part of the Fy22 campaign bo
support oversrching program objectives by ampitfying the Labest scientic mu
research, particularty in relation to heart heatth and weight.

This Included reviewing papers and piiching newsworthy research via meda
meleases, emall alerts, talored ptiches to key media targets and direct dsiioution
o media dietians.

Bite conducted media outresch supporting three key pleces of reseanh,
Inciuding reseanch funded by Muls for Lie:

= University of Wollongong's nut and enangy mefabollsm reseanch when
pesenied at ihe DA confierence,

= University of Wollongong's nuts and enengy compensation reseanch, and

= University of Bergen umntwela review on the health outcomes of eating nuts
End seeds, Inciuding CVD, diabetes and cancer.
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Nuts. for Lifle r53 060 OF CAMPRIGH REPORT

Results

The media outreach generated 8 plece of coverage achieving
more tham 2.4 million OTS jopporunities fo see).

The medla bureay remains a cost-effeciive way o generale

medla coverage that:

- Raises awareness of Bhe heah and mdriion benefits of ree
nuls,
Deelivers Muls for Lile key messages highlighting he mie
nuis piay In preventakive neaith and [ushifing mone
prominence for nuts in Ehe Ausiraian Dielary Guidelnes,
and
Encourage consumplion and addmess consumption
bamiears.

THE AUSTRALLAN= .

You can just g nuts

amme o Sénlor WEATOITY

Canberraeekly #homey coach Em
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Muts Sor L r71 DD OF CASPAIGH REPDET

Social media
dark ads

To support Muts for Lie ‘always on' onganic soclal posiing and relnioce
messaging fo HCPs, Bife confinued a strafegy of boosted dark ads.

A tobal of 25 dark ads were cresled and boosled on bolh Facebook and
Instagram with the objectve of encouraging HCPs o click through to e Nuis
for Life webslie.

Conterd, Inclding graphics and wideas from the HCP breakiast, reinforced
messaging amund rut consumpiion, heart healtn, detany guidalines, enengy
atsorption and péant profen.

Muts Bor L 173 [ND OF CAPAIGH REPOAT

Best Performing Ad — Link Clicks

5 s Lite -

Wt 10 ek i Pk o e Try
wciding # hare¥ul of raa! Wity have tor bigheat
prsins comem e 1609 e rae
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Nuts: for Lile r33 [0 OF CAMPAKGH REPOAT

Best Performing Ad — Impressions

() s P il -

0 b sl 2% o s st ha
reconerded 20 Fentil 1 5 g ey

i B
v
e
e S il ke i Hew'n

Muts Sor Lis £z (R0 OF CAMPAKGH REPDRT

Reinforce
Results

Dk &ds continue fo provide &n effeciive way fo target
HCPs and drive webstbe fraflic, exceeding &l program

TOTAL META

Kiey fopics of welghl, serving stee, aclivated muts and

prolein continue ko resonate stongly wilh the ki Gk FA : it
audience. Cost Per Link Click 0.2 5006 Actioved
Impressions A2 TE0 =X o i | 204%
Miowing forward, we recommend 'EHtl'g ovErarching st Per 1,000 BaAT Achioved
KPis for Meta jnot channed speciic) and boosting the hl'-dﬂ‘ﬂ # =
ads al & campaign level to get the best and most cost-
efecive results.
BTE COMM_MICATIONS. E-
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Nuts for Lite £23 06D OF CAMPAIGH REPDET

Nuts: An affordable
shack

In March 2023, Bite was briefied o realiocale funds earmarked for
supporing a high-leved health claim acivity, to & consumer campaign
addressing the nu consumplion harmer of price, espacially In light of coek of
g pressUInes.

Bafie developed 3 sulle of four soclal media asseks (graphics and video)
postioning nuts &s & heallhy, affordabie snack. Dietitan Rebecca
Gawthome was also commissioned bo create a budgel-friendy snack
Rl Tor her social channels (fnourtsh_naturally 179 followers)

The assals will be delvered a5 a serles of dark ads from Ap o .June
and have been shared with Muls for Liie memibers for thelr usa.
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Huts Bor L 133 06D OF CAMPRIGH REFOAT

Assets

GO WUTS TO KEEF YOUR
W EIGHT IN CHECK

e
OIS | 5 et
I ]
- -

Hialhey ks e
less than §1 8 sewee®

S o
-

S REASONS TD ﬂ

O HLITS DASLY

.
1. Fithin wiamisg = rminersh

T Aeduii i el st drers

-

A e g

BTE COMMLSICATIONS

Nuts: for LIt r73 06D OF CAMPRIGH REPDST

Results
to date

The campaign Is underway with Rebecca Gawthomes' post shased fo her
Irstagram channel (197K foliowers) a5 well as Nuls for Lfe dark ads underway.
Dala io date:

eme | scmeronme

Impressions [
Cost Per 1,000 impressiors.~ $2 54
Engagemants 112
Yideo Yiows [3soc) X0 T
ThruPlays 7210

ol A w R T conobuciio e consumaen sty o Mufs B L soosi chasmels B Nee peass, we heve
o betwriahs o wiish io sl AP

Py wa sk TRy B Bt O end M Sel KPS fom e Denchoenk of ecficly, Buf glas e
sheT Areedarmes (of [N crmyue Oroaec wer Svipasier K P monkor aied m? eremins, rufles veleo
WS AT SNgEETHS, A% el G D Cosl e st of meci

et Ll 2 Miay 002
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Appendix 6 - M&E

a) M&E Progress Dashboards

M&E Progress Dashboard — May 2023

1

Limited Progress —
project not
progressing as per
milestones or plans

Excellent Prograss —
fully on track as per
the plans

Progress made to date

Aim (end 2023)

End of project objective

An evidence-bassd case and support to progress
the formal positioning of nuts as a healthy and
beneficial compenent of consumer diets is
established and submitted to appropriate bodies
for consideration for changes to formal
classifications

Intermediate Outcomes

Industry stakeholders endorse research cutputs
and are supportive of submission process.

Positive initial meetings and feedback from
decision-making bodies to submission discussions

Communication activities

. ision of technical rep ion of nuts
in key government frameworks — providing
technical input to government agencies and
relevant organisations (e.g., FSANZ; Diabetes
Australia); attending meetings of technical
committees

. Maintain and develop relationships with key
individuals, organisations and peak health
bodies

HLHC — Uni Wollongong contracted and scope research commenced
March 2021. 5LR commenced for nuts and CVD July 2021 and completed
Nov 2021; FSANZ discussions for directional advice Aug, Dec 2020, March,
April, Nov 2021. Draft application submitted to FSANZ Dec 2021. Written
and verbal feedback on draft completed April 2022; Additional info and
research conducted with the aim to submit FINAL application June/luly
2022. FINAL application submitted Aug 2022. Preliminary assessment
feedback received from FSANZ October, which resulted in withdrawing
application. Currently reviewing the evidence to determine gaps to then
re-submit the application. New claim direction: Nuts reduce cholesterol
presented and agreed at MC meeting April 2023. Will work with INC
research to substantiate claim and re-submit.

ADG Review — Direction agreed with MC March 2021; NHMRC scoping
survey submitted March 2021. Key message document produced;
Activities to communicate our position ongeing (e.g., webpages, e-
newsletters, plate visual, Go Nuts event, Nov 2023). Report: Elevating
nuts in dietary guidance produced and shared with industry and HP

stakeholders via eDM and direct email.
- [NHMRC timelines delayed].

Energy Labelling PhD — initial discussions with FSANZ April 2021; project
approved and commenced April 2021; with Final PhD proposal presented
Nowv 2021. Study 1a and 1b complete; and two papers published in
Advances in Nutrition_ Study 2 well almost complete; Study 3 ethics
approved, survey in field April-May 2023.

Initial meetings completed for Energy labelling; Liaison and discussions
continued with FSANZ for HLHC up to and post application. Feedback on
application process requested by FSANZ and provided, given they have
never received an application like it before.

Results of HLHC and Energy labelling shared with industry via ANC March
2022, INC May 2022, ABA October 2022; in Nutgrower and INC lournal
articles; and via quarterly eDMs; Results shared with health professionals
via webinar (March 2022), podcasts (Jan, May, Sep 2022, Jan 2023) and
monthly eDMs. HLHC manuscript submitted for publication Dec 2022,
ADGs — discussions continue with stakeholders. Go Nuts event (Nov 2022)

shared via quarterly eDM and alert {Dec 2022, Jan 2023). Report
developed and shared via eDM and emails. Well received.

FSANZ PEAL submissions; gazetted Feb 2021

NHMRC Scoping survey for ADG review submitted; liaison with
contributors re approach for ADG, and sharing of outcomes of events to
promote increasing prominence of nuts (i.e., Go Nuts). Report ‘Elevating
nuts in dietary guidance” developed and shared via eDM.

Engagement with FSANZ re HLHC; and with FSANZ, INCand KIND

Doc i leted, endorsed by key
industry people and submitted a5 required
with positive feedback from relevant decision-
making bodies for:

- to the Food Code

Increased prominence of nuts in
Australian Dietary Guidelines

s Modifying nut packaging nutrition
information

*  Stakeholders are aware, engaged and
supportive of research outputs, resources
and emerging submissions.

*  Initial feedback from relevant decision-
making bodies in terms of indicative
evidence to be included in submissions.

Strong engagement in technical relationships
with key individuals, organisations and peak
health bodies and undertaken planned
support and information sharing.
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Maintain sponserships at relevant events
and memberships to key organisations

Continue to affilizte with and maintain
exposure to and seek support and guidance
from key organisations.

Provide support for nutrition-based activities
{e.g., Labelling assistance; food standards
code advice)

#  Share relevant and timely research data

Outputs

Dossier of evidence substantiating a high-
level health claim that nuts reduce risk of
heart disease and/or reduce cholesterol.
Collated research and science dossier to
support nuts having a more prominent
share in next revision of ADGs

Market Research for Health Professionals
and Consumers
PhD Research
o A systematic review of the literature,
exploring the evidence base on the
available energy from nuts

o A dietary moedelling study examining the

impact of metabolisable energy available
from nuts on total energy intakes and
weight loss, compared to the traditional
Atwater factor calculations.

[=]

Qualitative research results exploring

perceptions of the energy value of nuts,

their impact on body weight, and the
for including i

energy on nutrition information panels

Research and Foundational
activities

manufacturer re Energy labelling. Engaged with INC regarding research to
support re-submission of HLHC application; research identified to assist in
achieving claim.

Sponsorships and memberships: AARA activities included recipe card
project and guest blog on nut allergy; Heart Foundation approached for
HLHC partnership, but due to COVID which has impacted fundraising,
unlikely to proceed.

Research sharing: Monthly research eDM updates; ad hoc and quarterly
contributor eDM updates; monthly update for contributor marketing and
communications contacts (commenced March 2021); podcasts (monthly);
‘New nut research’ webpages (menthly); and webinars (March 2022); and
via conferences (March and May 2022).

Media and influencer outreach: Nuts and prostate cancer (Nov 2020);
Plant and animal protein (March 2021); Almonds and reduced energy
absorption (April 2021); Nuts and weight (Sept 2021); Nut Day (Oct 2021);
Nuts and CvD risk (March 2022); ADGs (March 2023); Nuts and kJ
absorption and published research (March 2023).

Contributor engagement event (March 2022) as part of ANC, was well
received and gained an additional 3 contributors to the program.

ADGs Review
collation of studies and themes for strategic approach {ongoing)
scoping survey responses submitted to NHMRC
plate visual model completed
key messages document created
Summary report created “Elevating nuts in dietary guidance”
Event: Go Nuts for key HP influencers (Nov 2022)

HLHC

- Research dossier — complete Nov 2021

- DRAFT submission Dec 2021

- FINAL submission Aug 2022

- Summary report for HP produced March 2022
- Manuscript submitted for publication Dec 2022

- New dossier currently being collated for new claim direction: Nuts reduce
cholesterol (with support from INC funded research)

Market research — Nuts and sustainability Dec 2021, HP Tracking research
March 2023; Health info consumer research March 2023

PhD research

5LR Study 1a and 1b complete (Metabolisable energy and Energy
compensation); manuscripts submitted with two papers published.
Study 2 Dietary modelling well-underway. Study 3 survey currently in
field.

Podcast episodes (Jan 2022 and Jan 2023); and presentations at
conferences (NSA Nov 2021; ANC March 2022, NSA Nov 2022,
upceming DA July 2023).

Complste research outputs as planned —to
high quality and suitability for purpase.

Scientific research undertaken as planned and
achieved with rigour the desired research
outcome.
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*  Nuts Nutrition Research Review - to *  Nuts Nutrition research review — project being completed in-house to

generate content for resources and develop content for resources and communications {ongoing). Successful
MR strategy which captures approx. 20 papers per month, used in monthhy
*  Scoping of protein quality of nuts and eDMs, webpage development, media etc.
T =T *  Protein quality —research complete; report produced and shared with
®  HLHC scope and review (NRA/UOW) HCPs via eDM and upcoming conferences (GPCE, DA); media release and
*  Project on available energy in nuts — PhD influencer outreach
=i *  HLHC-—Scope completed June 2021, and informed direction for SLR. 5LR
*  Health Professienals and Consumer market complete Nov 2021

research — [Consumer Insights|
{ ghts) *  Energy labelling — commenced April 2021; two scientific papers

published; presentations and media, influencer outreach; will be finalised
September2023.

*  HP Market research — sustainability Dec 2021; tracking research March
2023

Progress made to date Aim (end 2023)
End O'f project objective Targeted Health Professionals have an

increased awareness, understanding and
Targeted Health Professionals (Dietitians; General acceptance of the health proposition of nuts
Fractitioners; and Fitness Professionals) have a and are increasing their advice to clients and
greater understanding about the health benefits patients about using nuts for health and
of nuts and are therefore more likely to s Educating HP on |atest scientific evidence for nuts and health; and the environmental benefits.
recommend nuts te dients and patients. role of tree nuts in disease prevention — science monitoring process

established, with monthly dissemination (eDMs); podcasts since Nov
2020; LinkedIn, Twitter and dark ads posts; website; conference exhibits
and presentation, events, influencer outreach etc.

»  HP Tracking Evaluation survey created, in-field early February 2023,
Results show HP are aware of health benefits of nuts, with likelihood of
recommending nuts to clients/patients increasing.

*  Educating HP on environmental benefits of increasing nut consumption —
Sustainability podcasts x 2 (June and July 2021); Market research amongst
dietitians (Dec 2021); Presentation to FING group {June 2022); key
messages dossier and webpages (ongoing) to help inform further
communications, and future direction of program.

High level of interest shown, information
being accessed and indicative reactions and
Health professionals are interested, interacting, use of information available by targeted
seeking information and positive about key health professionals.

messages and resources being distributed.

Intermediate Outcomes

»  Engagement with HP ongoing (podcasts, influencer outreach emails,
eDMs, social media, conferences)

*  Evaluation survey of eDM (March 2022) received 100 responses with 91%:
finding eDM valuable or extremely valuable and 78% likely or extremely
likely to recommend it. Over 3 years, open rate (OR) increased from 26 to
46%:; with av click through rate 5.2% (exceeding FY21/22 average OR,
although slightly below CTR). Performing well-above industry standards.
Re-send strategy performing well, so will continue.
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Communication activities

Dissemination of nuts and health messages

through:

Conferences and events — exhibitions;
presentations

‘Webinars and podcasts
Traditional media — media releases

Medical Journal media {GPs) — on-line
educational channels (e.g., AusDoc. Plus)
Social media; electronic newsletters;

website

Samples Plus (GPs — 4,000/campaign)

[Potential activities with Gym chains;
registered bodies etc]

[Potential - Health Professionals
ambassadors’ Program]

Outputs

Education resources to support information
dissemination — including factsheets;
reports; handbooks; graphics

Key educational messages developed
around hezalth &well-being; disease

pr ion and ; healthi
world

Fitness professionals’ webinar evaluation: 93% likely to recommend nuts
after participating; 965 agree nuts are essential to be consumed at least
several times/week; 95% said they understood that 30g is the
recommended daily target of nuts.

Dietitian connection webinar: 497 views, with 953 of survey respondents
rating the webinar as “excellent’ or “very good”.

Podcasts: continues to perform strongly. 31 episodes produced to date,
3,625 unigue downloads through Libsyn {(hosting site), with an average of
nearly 150 downloads per episode (for the 10 most recent; was
105/episode for the first 10) - an impressive result for long-form”
content, involving a time commitment from listeners (in this case,
targeted to health professionals).

Conferences: reflective evaluation shows high level of interest in research
and resources

Media influencers sharing key papers and research throughout their own
channels and platforms (e.g., Plant protein CVD and Dementia, March
2021; Weight, Oct 2021; Nuts and kJ absorption, May 2022; Nuts and
CVD, June 2022; Increasing prominence of nuts in dietary guidance, Nov
2022); Nuts and k) absorption: published paper (March 2023); New
research, event and ADGs (March 2023).

[« ication and activities
have been undertaken as planned and a good
number of targeted health professionals have

accessed or
and assistance.

Conferences and events
GPCE Sydney, May 2021 (exhibit on weight and kilojoules; audit
report; protein report)
Dietitians Aust, July 2021 {virtual conference; exhibit and presented
on Nut audit results)
FILEX, August 2021 (cancelled and rescheduled July 2022)
GPCE Melbourne, Nov 2021 (cancelled)

GPCE Sydney, May 2022 (exhibit on Nuts and CVD; Nuts and kJ
absorption)

FILEX, July 2022 (exhibit on Nuts and kJ absorption; plant protein)

Dietitians Aust, Adelaide, Aug 2022 {exhibit and oral presentations on
Nuts and CVD; Nuts and kJ absorption)

GPCE Melbourne, Nov 2022 {Nuts and CVD; Nuts and kl absorption)

Australian Strength and Conditioning Association, Nov 22 (Satchel

insert- Factsheets: Nuts for weight and fitness, Nut FAQs)

Go Nuts health professional briefing event, Sydney, Nov 2022 (Nuts

and dietary patterns; Nuts and kJ absorption; Nuts and CVD and

dietary guidelines).
Podcasts: Activation, weight, heart, protein, sustainability, med diet,
allergy, barriers and perceptions, cognition, Best of 2021, Metabolisable
energy of nuts (PhD), Peanut allergy, Farmgate, FAQs, Nuts and CVD, Nuts
and fitness, Food and mood; Skin health; Nuts, seeds and heart health;
Fertility; Gut health; Best of 2022; Energy compensation, Almonds and
appetite, Diet quality and environment, Blood lipids, Men's health.
Media releases: Nuts and prostate (Nov 2020); plant protein and
dementia (March 2021); Nuts and weight (Sept 2021); Nuts and CVD
(March 2022); Nuts and k! absorption (Jan 2023).
GP: Targeted education campaign via Samples Plus (July and Sep 2021,
Feb 2023), and Samples Now (Nov 2021- Dec 2022)

Medical journals: Diabetes management journal article (Aug 2021)
Social media: dark ads, FB, Instagram, Twitter and Linkedin

Fitness professionals: ESSA ads; SDA editorial x 6 & fact sheets x 2; Fitness
Australia/FILEX bronze partnership, including Masterclass (Nov 2021);
ASCA conference satchel insert and journal articles x 2

Educational resources developed as planned -
useful for purpose and user-friendly

9 x Factsheets (Mortality, Kilojoules, FAQs; Nuts and fitness, Nuts and
fitness FAQs; What you need to know; Nutrient Composition [updated];
Nuts and kJ absorption [updated]; Nuts and heart health [updated])
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- Media articles, podcasts

#*  Medical Journal articles

Research and Foundational
activities

Develop ication and
strategy for contributors and stakeholders
including retailers

Project Management

*  Nuts for Life Management Committee (MC)

*  Project Reference Group [PRG) — with Terms
of Reference

*  Staff

4 x Reports (Plant protein, Audit, Nuts and CVD, Dietary guidance)

31 x Infographics (30g serve, Consumption low/Benefits high, Weight,
‘Why Important, Protein per 100g, Protein Nuts, Salt, Rethinking kJ, Nuts
and CVD, Nut Day x 9, Nuts x 12), Affordable snack

Approx. 7 new webpages per month which include health days, new nut
research, and topical articles on nuts and health

31 x podcasts (plant protein, creative cooking, heart health, nut
activation, history of Nuts for Life, weight, nut audit, sustainability x 2,
Med diet pattern, allergy, cognition, perceptions of nuts, best of 2021,
metabolisable energy of nuts, peanut allergy, farmgate nut, FAQs, nuts
and CVD, nuts and fitness, food and mood; skin health; nuts, seeds and
heart health; fertility; gut health; best of 2022; energy compensation,
almonds and appetite, diet quality and environment, nuts and blood
lipids, men's health

7 media releases and associated activities (prostate cancer; protein and
dementia, nuts and weight; nuts and longevity; nuts and sleep; Nuts and
CVD; Nuts and kJ absorption).

Communications plans created and implemented — plant protein, fitness
professionals, audit results, Vision 2030

Contributor engagement plan created and implemented

Breakfast event held as part of ANC {March 2022) successful in recruiting
an additional three contributors

Evaluation of contributor {marketing and comms) newsletters (June
2022), and an action plan created.

Progress made to date

MC Meetings — October 2020, March and June 2021, September 2021,
Feb 2022, April 2022, Aug 2022, Oct 2022, Feb 2023, April 2023; with
minutes

MC coffee catch ups (ad hoc) — October, November 2020, April 2021

PRG — Terms of Reference finalised Nov, and first meeting held Dec 2020;
ad hoc meetings with members, as reguired (i.e., fitness for FILEX work;
and regulatory for HLHC work). PRG meetings not held regularly, as it
wasn't deemed necessary.

b) End of project evaluation

Engagement is completed and seen as
providing what is needed for the project and
modified based on context and feedback.

Aim (end 2023)

*  MCand PRG has desired representation

from industry stakeholders

*  Members of MC and PRG have full

opportunity for input into and feedback
on project.

Project is on track and on-budget
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SUMMARY

Program outcomes: Overall, stakeholders felt the Muts for Life program had made significant
progress towards achieving long-temm dhange and had been effective in raising awareness of the
health bensfits of eating nuts among health professionals. The program was highly regarded in the
industry and s=en to be filling 3 unique gap by providing a coordinated whole-of-industry program,
creating valuable knowledge and resources, and helping to avoid disjointed communication efforts.
The program’s focus on providing evidence-based research and dispelling ryths and misconceptions
around nuts was considered particularly important, with the communication and engagement
activities seen to have been effective in engaging and informing those targeted.

KRA 1: Despite delays with the High Level Health Claim (withdrawn to strengthen] and Australian
Dietary Guidelines review (timeline delays at NHMRC) — the energy labelling PhD is still on track
[study 1 and 2 complete and 3 underway) — the work undertaken to date has been significant and
critical in providing evidence-based information to support the engagement and communication
activities. This evidence-based approach was s=en by stakeholders to be essential in gaining the trust
of both the nut industry and consumers — demonstrating health daims are not merely anecdotal but
grounded in scientific research. The program's work in contributing to public health policy work was
acknowledged.

KRA 2: Stakeholders reiterated the importance of Muts for Life’s role in educating and empowering
health professionals and overall felt the program had made a positive impact in this area and helped
raise awarenass about the importance of including nuts in 2 healthy diet. The program reported a
wide range of activities undertaken to engage and communicate with health professionals, with
highlights induwding the Healthy Handfuls podcasts, NutENews monthly e-newsletter, presentations
and exhibits at conferences, and the Go Muts breakfast event. Positive feedback on some of these
activities was received, with 91% of these surveyed finding the newsletter valuable or extremely
valuable and 93% of those surveyed after attending the fitness professionals’ webinar likely to
recomnmend nuts after participating. The Health Professionals Surveys undertaken also provided
evidence that health professionals’ understanding arcund the importance of nuts in managing
cholestero| is improving; and understanding of the importance of nuts in helping prevent type 2
dizbetes and in managing weight remzined high. While the survey did not specifically ask the direct
influence of Muts for Life in improving respondents’ knowledge and understanding around these
topics, as the primary source of information and education in the industry, it's likely the program has
had an impact on the increasingly positive perception of nuts as demonstrated in the surveys.

Going forward: Suggestions by stakeholders on what the program should focus on going
forward induded: continuing to push for more high level health daims; expand its reach to a wider
range of influencers; engage an external communication consultant to provide new perspectives to
enhance the effectiveness of the program's communication activities; prioritise face-to-face
engagements such as events and conferences; increased links with intemational partners; combine
health messaging with environmental sustainability to oreate a more powerful and appealing
meszage to attract consumers; and secure more monetary support from industry to ensure s future
and maximise impact.

E—
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1. INTRODUCTION
1.1 Purpose of this Report

This report provides a succinct summary of the Nuts for Life program's progress and impact
during its 2020-2023 phase. The report is structured around the KRAs as detailed in the
program logic (Appendix 4.1). Key stakeholders were interviewed to gain their perspective
on the program’s achievements and impacts; and the ME&E dashboard reports and latest
MEE milestone report produced by the program were used to provided summaries of
overall activity progress. Stakeholders also provided suggestions on what they would like to
see from the program going forward.

1.2 Project Background

Murts for Life is a health education initiative from the Australian tree nut industry — representing
across the supply chain incuding growers, importers, packers, distributors, retailers and industry
associations. It is Australia’s leading authority on the nutrition and health benefits of tree nuts, with
& mission to educate people on the health benefits and empower them to eat more nuts. For the
last 17 years, the Nuts for Life program and operation has been guided and serviced by a
MManagement Committee comprising of experienced representatives across the nut industry supphy
chain. The Australian Nut Industry Council continues finandizl and legal responsibility of the Muts for
Life program.

Since its establishment in 2003, Nuts for Life has received in excess of 53 million in voluntary funding
contributicns from over thirty members of the Australian tree nut industry supply chain, as well as
nearly 51.8 million from the Australian Government through Hort Innovation Australia and its
predecessors, as matched funds. In addition, there has been legacy contributions from the
Australian macadamia industry’s marketing levy (~560,000 per annum, non-matchable). Nuts for Life
has also successfully received several other investments via grants from the International Muts and
Dried Fruit Foundation [INC). The reputation of the Nuts for Life program has enabled us to leverage
across other bodies and industry participants and will continue to facilitate investment into the
future.

This phase of the Nuts for Life program fooused on the plant-based eating movement, to ensure that
nuts are at the forefront of plant-based healthy eating messages and guidelines, and in the minds of
key health influencers.

E—
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1.3 Project Objectives

The Hort Innovation RFP stated the key objectives of the program as:

*  Position nuts a5 the number one plant-based protein and showcase their unique values
proposition in contributing to diets across the globe by supporting health and welliness,
particularly as consumers move towards plant-based eating patterns.

*  Educate health professionals on the latest scientific evidence underpinning nut consumption
and the wealth of nutritional benefits.

*  |noreass health professional knowledge about the role of ree nuts in disease prevention
and management.

*  Educate health professionals on the environmental bensfits of increasing nut consumption.

The 2020-2023 Nuts for Life program is meeting these objectives under the following Key Result
Areas:

Key Result Area 1

An evidence-based case to progress the formal positioning of nuts as a healthy and beneficial
component of consumer diets is established and submitted to appropriate bodies for consideration
for changes to formal dassifications.

*  Work towards amending the Food Standards Code: Prepars a dossier of evidence
substantiating a high level health daim that nuts reduce risk of heart disease and,/or reduce
cholesterol and hold meetings with FSANZ to submit the evidence for consideration for
amending the Code.

*  Work towards revision of nut recommendations in Australian Dietary Guidelines: Develop
the evidence and submit the case for nuts to feature more prominently in the next revision
of the Australian Dietary Guidslines —i.e. eat daily serve recommendation similar to fruits
and vegetables.

*  Work towards modifying nut packaging nutrition information: Confirm the case to reduce
the energy (kilojoule] value of nuts on nutrition information panels (and food compesition
databases).

It's important to note that the work towards target modifications are ongoing and cannot necessanily
be completely ochieved ot the end of the three year prograom - however, the research and
baockground information would be completed to support these modifications.

Key Result Area 2

Targeted Health Professionals |Dietitians, General Practitioners; and Fimess Professionals) have a
greater understanding about the health benafits of nuts and are therefore more likely to
recommend nuts to dients and patients.

*  Educate health professionzls on the latest scentific evidence underpinning nut
consumption and the wealth of nutritional benefits.

*  [noreass health professional knowledge about the role of tree nuts in disease prevention
and managemeant.

*  Educate health professionzls on the environmental benefits of increasing nut consumption.

e —
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Intended Longer Term Outcomes

Achieving the Key Result Areas is expected to achieve the following outcomes:

Solidify and amplify the General Level Health Claim.

Create a public opportunity for industry stakeholders to amplify nuts’ high-level heart health
claims.

Inreased awareness of, and change in knowledge and attitude of the role of nuts in heart
dizease prevention.

Raise the profile of nuts as an essential component of a healthy diet.

Improve the nutrition reputation of nuts to become recognized as an essential food similar
to fruits and vegetables.

Retail padks of nuts would feature reduced energy content.

Strengthen the position of nuts as a key plant food with aspirational health benefits.
Break down the barriers and perceptions of nuts and weight management.
Improve the perceptions of nuts and enhance nuts nutrition reputation.

Give ‘permission’ for health professionals (particularly GPs and Fitness trainers) to: promote
nuts for health and disease risk reduction; for health and weight management.

Increass consumption and demand (to mest increasing supply ).

1.4 Information Sources

Table 1: key information sources used in this report

Information Source Dietails

stakeholder interviews  Eleven Muts for Life stakeholders were interviewsd in April 2023 to gain
their insights on the program.

MEE progress dashboard and  # The latest MEE progress dashboard [January 2023) was the primany

Milestone report used in providing details of project progress against KRAS.

# The latest project milestone report {106 — January 2023) was also
used to provided additional data not included in the progress
dashboard.

Nuts for Life — Health  Data from the summary report of the Health Professional survey
Professional Survey  (March 2023, compiled by Maree Hall) was included where relevant.

Muts for Life — Monitoring and ~ » The project ME&E plan was used to structure the report —the project

Evaluation Plan logic is nduded in Appendix4.1.
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1.4.1 Stakeholder Interviews

Stakehaolders interviewsd included: 1 funding partner; 2 Nuts for Life project staff; 4 management
committes members (also business owners and represantatives of industry); 2 other industry
representatives; 1 service provider; and 1 researcher.

* |Imvolvement in the program induded: undertaking project research (including supervision of
@ PhD student ressarching nuts znd energy |abelling]; oversesing project implementation;
sitting on the Nuts for Life Technical Review Group; and via project emails.

*  Those niot directly invoheed in the program (companies and industry representatives)
indicated having a good understanding of the project and its activities.

*  Some stakeholders had gained information about the program through involvemant with
industry boardscouncils (e.g. Almond Board of Australia and the Australian Mut Industry
Counicil) as well 25 through industry publications (e.g. In @ Nutshell and Nut Grower Fiash).

E—
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2. FINDINGS

2.1 Program Qutcomes

KRA 1 (End of program)

An evidence-based case and support to progress the forma
pesitioning of nuts 25 2 healthy and benefical component of
consumer diets is established and submitted to appropriste

bedies for consideration for changes to formal dassifications.

ERA 11 [Intermediste)
= Industry stzkeholders endorse research outputs and are
supportive of submission process.

= Positive initial meetings and feedback from decision-making

bodies to submission disoussions.

KR& 2 [End of program)

Tarmeted Health Professionals [Dietitians; Genersl
Practitioners: and Fitness Professionals) have a greater
understanding about the hezlth benefits of ruts snd
are therefore more likely to recommend nuts toclients
and patients.

KRA 2.1 (Intermedinte)

Health professionals are interested, interactine,
seeking information and positive about key messages
and respuroes being distributed.

Mus for Life was recognised as having ambitious goals that challenge the status quo in the industry —
including seeking high level health daims; increasing the prominence of nuts within Australian
dietary guidelines; and changes to energy caloulations for the nutritional profile of nuts on product
labels.

*  Owerall objectives: While sorme objectives were seen by stakeholders to have not been fully
met ower the past three years, it was felt the program has gone from strength to strength,
with objectives becoming bolder and steps taken towards achieving significant long-term
change. External factors were recognised as impacting the project's ambitious chjectives, for
example, delays to the National Health and Medical Research Councl ([NHMRC) Australian
Dietary Guidelines Review [ADG) timeline. Despite this, the program was commended on
effectively raising awareness of the nutritional benefits of eating nuts among key influencer

groups particularty health professionals.

*  Filling industry gap: The program was highfy regarded in the industry and s=en to be filling a
unigue gap by providing a coordinated whole-of-industry program. Stakeholders believed
that without Nuts for Life, thers would be no collzborative approadh, as ne individual
companies or peak industry bodies talk spedfically about nuts to healthcare professionals.
As the only group with the expertise to work on nutrition and health claims, Muts for Life’s
rolzin this area was considered 3 real benefit to the industry, creating valuable knowledge
and resources, and helping to avoid disjointed communication efforts.

*  Trusted and reputable: The program’s focus on promoting the health benefits of nuts
through evidence-based research and education was praised; with the foous on energy
metabolism and dispelling myths and misconceptions (e.g. fat content and weight gain)
considered particularly important, with the potential to have a transformotive impact on nut
consumption and overall perception of nuts in the market. Healthcare professionals were
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seen to more likely to take information serioushy when it comes from a trusted and
reputable source such as Muts for Life.

* [Effective communication: Stakeholders felt the program’s communication activities have
been generally well-received in terms of disseminating research findings and new knowledge
across a range of topics to a wide range of audiences. Specific communication activities
highlighted included The Health Handful podcasts, presentations and exhibits at
conferences, the Go Muts breakfast event, and the program website.

Challenges

* COVID-19: Industry engagement and the program’s ability to educate health professionals
was seen to have been impacted as a result of the pandemic, with face-to-face activities and
conferences only recently resuming. It was antidpated though, that once these activities
regain full mementum, there will be a positive flow-on effect within the next 12 months.

* Retailer resistance: Chvercoming retailer resistance was highlighted as an ongoing challenge.
For example, a barrier to promoting heart health is getting retailers to adopt the message
without feeling a sense of risk, and it was noted that many retzilers selling private label
products are hesitant and slow to change — working specifically with these types of retailers
was suggested.

* Economic climate: The consumption of nuts was felt to be related to the economic
environment more so than to promotional efforts. Due to the discretionary nature of nut
consumption, the importance of pushing the health benefit perspective to maintain front-of-
mind awareness was discussed, especially during current inflationary period.

*  Misinformation: The challenge in reaching a wider audience beyond healthcare
professionals and educating the public sbout the differences between good and bad fats was
identified. It was adinowledged that tackling the myths around nuts takes time, and
transiating complex research findings into a consumer-friendly format was challenging.
There were also seen to be other influential voices in the industry — many who are not
health professionals — potentially having a significant impact on consumers.

The following table provides 3 summary of stakeholder comments relating to their oversll project
impressions.

Tabile 2- Stokeholder comments on overall project impressions

Key Points Comments

Ohjectives = Sewking high level heolth daims; incresing the prominence of nuts within the Austrolian
dietary guidalines; and chonging the enargy colculations for the nutritional profife of nuts on
product isbals [MC & Industry]

= Progress fas bean made towards impaecting health caims, the Austrafion distery quidelines,
ond packoge labeiiing, but theso outcomes hava not boan fully mat in this project. [Funding
Partrer]

= Tharg hes been g reduchion in nut corsumpdion in recant pecrs and the project has not seen g
significant increase. [Funding Partner]

» Objectives are gatting boider. [Project Temm]

= Ihilc soma objectives hovo not boen achiovad, progress hos boon made towards ochiceing
rea and significant long-term change. [Project Team]

= gmbitious goals ond has bean challenging the stotus guo in the industry by striving for figh
objectives. [Project Team]

E——
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Filling an
industry gap

Promotion of .
Health Banafits

Communication .

Challenges

Project Team .

Project’s objectives wers ambitious and may not ba ochisved within the projects thres-year
fifespan due to factors beyond the progrom’s covtrol. [Servce Provider]

Objectives ware not antirefy under the program s control ond were not speciic anough to be
consigered “rmort” objiactives fo.g. could not control timefines relgting to the ADG]. [Senwioe
Provider]

Brilliart and fiils o gap thot is not currandly filled by any indhaidua! industry. [MC & Industry]
witfiout such a program, it would ba chailanging to get the messoge out to consumsrs. [MC &
Industry]

Without them, there would be no one promoting or dissemination e researd and studies.
[NAC & Industry]

Tha foct that ne other organiagtions one talking about nuts colkectivall is an achiovemant for
the ingdustry. [Project Teom]

Without nuts for iife, the communications impact af tho incustry would borome disjoimtod.
[Project Team]

Impressed with the ewdenoe-based work of Muts for Life ond their efforts in promoting the
fwafth banefits. [MC & Industry]

Wall-regarded by heafthoore projfessionais in Ausralia. [Project Team]

Tha pitch and the work being done to communicre with heaith profassionals fincluding the
nut bregkfost): efforts have covered & range of areas and fove been baneficial. [Research]
Boor affactive in reising awsnenaess of the nutntions) bongfits of eoting nuts mnd amaong koy
infivencer groups like foaith professionsls. [Service Provider]

Messege chout the health benafits of nuis is getting throwgh, even to young people
[Companies/Industry]

While o lof of work goes into aducoting health profiessionals, there ore other influential voicas
in tha industry thet are not heaftf profecsionols and howe g signifioent impoct on CONSWTIENS.
[Companies/Industry]

Good reach ond cradibiity. [Funding Portner]

Successfil ond lang-running progrom in the nut industry, wall-imown both in Australia ond
intarnationally. [Project Team]

Found the podoast to be a voluabie rescurcs and apprecots the thoroughness of the research
underlying the high-level health caim. [Research]

Consumers shill moie dacisions besod on the tota! amount of fatin o product rather than
uncerstanding the difference botween good ond bad fiots, indicmting thot more work needs to
b dona in eduroting tho pubic [MC & Industry)]

Recognizes the dhalienges they foced during the pandomic. The team fas sl found ways to
educote and provide information to professionals and consumars. However, dus to the lack of
conferences and foce-to-foce interactions, it has been difficult to achivwe their goo' of
educoting heoith professionals. [WC & Industry]

Program menogers ore knowlsdgenbis, credible, and receptive to guidances from the
mgnagement committes. [V & Industry]

As reported in the MEE progress dashboards and the latest milestone report (January 2023), there
have been some delays around KRA 1 activities: the high level health claim application was
withdrawn based on preliminary feedbadk, with work underway to review the gaps and resubmit;
and with NHMRC tracking behind on their project timeline there have been delays with work relating
to the Australian Dietary Guidelines review — though activities to communicate the program’s
position are still ongoing. Energy Labelling PhD work is on track with studies 13 and 1b complets,
Study 2 well underway, and Study 3 ethics approved and ready to begin in April-hMay 2023, A full
summary of activity progress is in Table 2 below.
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Stakeholder comments

Evidence-based research: 5takeholders beliswed Muts for Life's emphasis on evidence-based
research to support the promotion of the health benefits of nuts was important; and by presenting
solid, robust, and scientifically backed research, the program ensures the information they provide is
credible and reliable. One stakeholder commented they were impressed by the solid and robust
nature af the work. This evidence-based approach was noted to be essential in gaining the trust of
both the nut industry and consumers, as it demonstrates health claims are not mersly anecdotal but
grounded in scientific research.

Advocacy and policy: Nuts for Life was seen to be actively engaging in collaboration and advocacy
efforts, working closely with government departments and other agencies to continuously feed
information into the distary guidelines currently under review. The program’s work in contributing
to public health policy work was acknowledged, particularly in filling 2 unique gap in the Australian
nut industry by promoting the health benefits of nuts to health professionals and nutrition
policymakers. It was hoped the program’s efforts throughout the current Australian Distary
Guidelines review process will improve the prominence of nuts in the guidelines.

Potential benefits of the KRA 1 objectives identified by stakeholders included:

* Securing a high-level health claim: would elevate the perception of nuts from food to
medicine; would drive awareness of the health benefits of nuts in the community; potential
to transform the industry; would drive consumption of nuts; and has the potential for the
most impact from a regulatory perspective as it may changes actual regulation.

* Changing the Australian dietary guidelines: increase the prominence of nuts a5 3 significant
product on its own; increase the visibility of nuts and promote consumption and dhanging
misconceptions about weight gain; and potential to inform future changss in regulations.

s Changing the energy malculations and nutritional profile of nuts on product labels: would
help nutritionists, dietitians, and consumers make more informed dedisions about weight
control and overzll health.

Reported progress
Table 3: KR4 1 progress as reported by the program

Activity/output Reported progress

Hew food-health = F3AMNZ dizoussions for directional achice Aug, Dec 2020, March, April, Mo 2021,
rel.aﬁ{xslip = Uni Wollongong contracted and scope nesearch commenced Manch 2021,
application (HLHC = SR commenced for nuts and CVD July 2021 and completed Moy 2021
—High leved hiealth = [Draft spplication submitted to FSANZ Dec 2021
claim) = Written and verbzl feedbeck on draft completed Spril D022;
Australa New Tesiand ® L | irfio and research conducted with the im to submit FINAL application
Food Stanaards Coce June/July 2022
(FRanz) = ANAL application submitted Sug 2022, Preliminary assessment feedback received from
FSAMNZ October, which resulted in withdrawing applicstion.
= Currently reviewing the evidence to determine g=ps to then ne-submit the application.
# A3 result of the withdrawsl, the tots] budges sllocssed for the FSANE applicstion fee is
unlikely to be spent prior to the end of this curnent project.
# [Resules of HLHC shared with industry.

—
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Australian Dietary = Direction agresd with MC March 2021
Guidelines Review & NHMRC scoping survey submitted March 2021 Key message documant produced.

[ADG) = NHMRC tracking behind on their projected timeline, meaning that cur communication

Hatioral Hesith and plans have subsequently been delayed.
Medical Researth = Activities to communicate program s position ongoing and discussions continue with
Counil [NHMRC] stakeholders [2.5., webpages, enewsletters. plate vizual, Go Nuts event, Moy 2022).

Energy Labelling = Initial disoussions with FRANEZ April 2021

PhD = Project sporowed and commenced April 2021
= Final PhD propasal presented Mow 2021,
= Timefine impacted slightly 2= a result of OOVID and consequent st2ffing issues — budgst
still rernains on target though.
= Study 1z and 1b complete; manusoipts submitted for publication, with 1b acoepted.
= Study 2 well undenaay
= Stugdy 3 ethics approved, to be in-field April-May 2023,
= [Results of energy labelling shared with industry.

The program reported the following progress and highlights around KRA 2 (more detzils are included
in Table 5):

Education and engagement with Health Professionals ongoing, sharing the latest scientific
evidence for nuts and health and the role of nuts in disease prevention— science maonitoring
process established, with monthly dissemination (eDMs); podcasts since Mov 2020; Linkedin,
Twitter and Dark ads posts; website; conferences etc.

Educating Health Professionals on environmental benefits of inareasing nut consumption —
Sustzinability podcasts x 2 (June and July 2021); Market research amongst digtitians (Dec
2021); Presentation to FING group [June 2022); key messages dossier and webpages
[ongeing) to help inform further communications, and future direction of program.

Research findings from KRA 1 projects (new food-health relationships and PhD sponsored
energy ressarch] shared with target audiences — GPs, dietitians and fitness professionals —
which together comprize more than 70,000 health professionals.

31 podcast episodes produced to date, 3,625 downloads with an average of nearly 150
downloads per episede for the 10 most-recent episodes (was 105/episode for the first 10
episodes after launch) - an impressive result for ‘long-form’ content, involving a time
commitment from listeners (in this case, targeted to health professionals).

Media influencers sharing key papers and research throughout their own channels and
platforms (e ., Plant protein CVD and Dementia, March 2021; Weight, Oct 2021; Nuts and kJ
absorption, May 2022; MNuts and CVD, June 2022; Increasing prominence of nuts in dietary
guidance, Nov 2022).

Positive feedback was also reported:

A March 2022 evaluation survey of the program's e-newsletter MutEMews (100 responses)
indicated 91% found the newsletter valuable or extremely valuabde and 78% likely or
extremely likely to recommend it. The newsletter's open rate also inoreased from 26 to 46%.
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*  Feedbadk from the webinar, to the Dietitian Connection audience, titled ‘Cardicvascular
disease and nuts: What does the science say?" had 497 views, with 96% of survey
respendents (primarily dietitians/nutritionists) rating the webinar as ‘excellent’ or ‘very
good".

*  Feedbadk from the fitness professionals’ webinar found 533 likely to recommend nuts after
participating; 96% agresing nuts are essential to be consumed at least several times/week;
and 35% indicating they understood that 30g is the recommended daily target of nuts.

*  Reflective evaluation of conferences showed high level of interest in Nuts for Life ressarch
and resources.

Stakeholder comments

Stakeholders reiterated the importance of Nuts for Life's role in educating and empowering health
professionals —who they considered the most trusted source of nutrition and health information by
consumers —and overall, it was felt the program had made a positive impact in this area and helped
raize awareness about the importance of including nuts in 3 healthy diet. Valuable connections with
health professionals were seen to have been established — a key objective of the project —and
continuing to build on these relationships was considered citical (e.g. engaging new GPs entering

harket research undertaken by the program — the Health Professional Survey — was identified by
stakeholders as providing good evidence that Mut for Life had increased health professionals’
understanding of the health benefits of nuts.

Health Professionals Survey (February 2023)

The Health Professionals Survey was undertaken by the program at regular intervals to understand
perceptions, attitudes and knowledge of nuts and their health and nutrition benefits amongst this
key group. The [atest survey was undertaken in February 2023 to help evaluate the 2020-2023 Nuts
for Life progran and was promoted via the NutENews database, and social media (Twitter and
Linkedin).

The table below shows questions from the curment survey compared to results from previous years
(2020 and 2018). Although the wording of questions differed slightly over the years, there is dlear
evidence that health professionals’ understanding around the importance of nuts in managing
cholestercl is improving. While understanding of the impertance of nuts in helping prevent type 2
diabetes and in managing weight remained high, these were areas that could benefit from more
education. The percentage of health professionals who recommend nuts as a part of a healthy dist it
also at its highest level (35%).

While the survey did not specifically ask the direct influence of Muts for Life in improving
respondents’ knowledge and understanding arcund these topics, s the primary source of
information and education in the industry, it's likely the program has had an impact on the
increasingly positive perception of nuts as demonstrated in the surveys.

E—
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Table 4: Healfth Professionals Survey compansons

Cuestions 2018 2020 2023
Muts are an important  73% GPo/90% detitizn: 67% GPs/B0% dietitians ~ 56% health profeszionals
food in o diet that helps [vomewhas/very irporiant| |somewhatweryimportant] Ingraedftrargly agraady
manage cholestercl
Muts sre animportant 5% GRo/B0% diatitian: 82% GPs/00% distitians ~ 72% health professionals
fiood in o diet that helps [somewhat/vary inportant| |somewtateny important] lagreediutmrgly agreec

prewent type 2 dinbetes

Nuts sre an important
food within & diet that

lheldps to manage weight
Cowrectly recalled the

E2% GPs/86% dietitisns
[nommertuvery important|

T&% GPs/52% dietitians

18% GP5/1% dietitizns

55% GPs/85% dietitians
|somewhatiseny important]

BE% GP=/TE% dietitians

21% GPs/2% dietitians

T9% hesith professionals
lnareedfat gty mgreecl)

&2% hesith professionals

5% health professiorals

5% recommend i part of 8
heaithy diet)

Hota: woring of quastions dffared signtly in 2023 compared o tha 2048 and 3020 rvaps

A summanry of the 2023 survey results is included below:

225 respondents — 38 dietitians/nutritionists [39%), 36 GPs/doctors (16%), 22 nurses (109,
16 fitness professions (7%), 11 diabetes educators (5%), and 52 Other (23% - &.z. retired
health professional, support worker, chiropractor, naturopath, food scientist, ocoupational
therapist, podiatrist, physiotherapist)

51% consider nuts as healthy foods that should be consumed regularhy.

Considerable number of health professionals (44%) recognise that not all the kilojoules in
nuts are absorbed by the body — o complex area of science, which has been communicated
by Nuts for Life over the past three years, that @ not insignificent number of heaith
professionals now gppear to understand.

Almast all health professionals (35%]) recommend nuts to their patients/clients as part of a
healthy diet.

host health professionals (84%] said they understand encugh about the health implications
of including nuts in diets. Nuts for Life continwes to communicate the nutrition and health
benefits of requiar nut consumption. Trocking market research of health professional
knowledge and attitudes shows that when Nuts for Life ceases to educate a health
prafessional segment, their nut knowdedge declines slowly with time. This demonstrates that
repegted exposure, and repetition of key messages in novel ways, are essential for education
to be effective and to support heaith professional’s to recommend nuts.

Health professionals gain health and dietary information from a variety of sources —e.g.
professional bodies [54%), professional health organisations (51%), professional
development such as courses/webinars/conferences [5094), online (50%), and government
resources and publications [45%). Arocund 43% reported sesking health information from:
industry crganisations [e.g. Nuts for Life).
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*  The types of resources that health professionals would like to s2e more of to help them
understand the health benefits of nuts induded: reports [56%), resources (eg. fact sheets,
infographics, brochures) (61%), published scientific papers (50%), claims on food labels
[47%) and expert presentations (e.g. at conferences, webinars) (45%). The information
health professionals say they want is consistent with what Nuts for Life is delivering,
particulany in the last three years. This suggests that the communication channels of the
program remain relevant for their needs.

2.3 Program Activities

2.3.1 Engagement and Communications

KRA12Z KRA 2.2 Remching Health Professionals
= Provision of technical representation of nuts inkey Dizsemination of ruts and health messsmes throwsh:
povernment frameworis — providing technical input to = Conferences and events — exhibitions;
povernment agencies and relevant orgsnisstions {ax. presentations
F58MNZ; Dizbetes Ausiralia); sttending meetings of technical -
= W rud
- = Webinars and podcasts

Traditi media — media rel
= Maintzin and develop relationships with key individuals, * racmens = = s

organisations snd peak health bodies. # Medical Journal mediz (GPs) — on-line educational
= Maintzin sporsorships at relevant events and memberships Chameh e s el Bhe]

1o key orEsnisstions. = Social media; electronic newshetters; website
Samples Plus [GPs — 4,000/ smpaign)

-

= Cpntinue to affliate with snd maintain exposure to and s=ek

support and guidance from key organisations |induding » [Potantial sctivities with Gym choins: reqistarsd
MEEFF; MUCIS; INC; Australian and intermationa] reseanch bodies ot]
institutions and universities and other relevant .
program: iy iai - Magith Profassionals mé o
& Provide support for Mutrition-based activities [=.g. labelling Program]

assistance; Food standards code advice).

= Share relevant and timely research data.

The program reported extensive engagement and communication activities related to KRA 1.2 and
KRA 2.2 Highlights induded: The Healthy Handfuls podcasts (31 episodes and 3,625 downloads);
NutENews monthly e-newsletter (almost 4,000 subscribers and 91% surveyed finding it a valuable
resource); presentations and exhibits at conferences (8 conferences since 2021 reaching well over
1,500 delegates); Go Muts health professional briefing event (Mov 2022 attended by 21 key opinion
leaders, with outreach to a further 165 health professionals); targeted campaigns to fitness
professionals (ads, factsheets, editorials] and GPs [education via Samples Plus and Samples Now);
media releases; and social media posts supporting and promoting activities (Linkedin, Twitter,
Instagram, Facebook].

A full summary of thess activities is located in Tables 6 & 7 below.
Stakeholder comments

The project was commended by stakeholders on its efforts to engage with health professionals and
to hawve achieved as much as it has, particularly considering the recent impact of the pandemic on
face-to-face engagement activities, which were seen as one of the best methods of generating
awareness and providing education on the health benefits of nuts.

E—
Contts JER [ Muts for Life MEE Repert May 228 18

162



The program’s messaging arcund the nutrition and health benefits of nuts was seen to have been
effective and constantly evolving, with the website a well-established source of information. The
newsletters, social media, reporting, and advertising were noted to have significantly improved owver
time, with the program successfully being able to leverage stakeholders with large social media
followings to amplify messages and reach more consumers.

The monthly newsletter was specifically highlighted as valuable in keeping stakeholders informed
about the program. The podcasts and conference pressntations were also praised fior their

effectivensass.

The table below summaries stakeholder comments in relation to the program’s communication
activities and sucoesses.

Table 5: Stokeholder comments on CoMMUNicotion aotivities

Themsa Comments
Engagement = Nuts for Life has effectively reached out to the health professionals’ cohort, sudh as diebitians
Professionals s Tha program has estobiishod relotionships with kay industry ployers, anobling knowledge:
shaving and coliohorstion.
= Maintoining aworencss and knowladge in this arsa i oritice! as new peoplc antar tha field
Face-to-Face s Tho program has successfully engoged with audionces through seminars, conferences, and
angagemsant fore-to-foos evants, which oreote conversations about nutriion and health and reach o
Broader audiance.
® Semingrs are o sucoessiul Wy o engoge with people beoouse the oudienoe is typically
sngoged and necapdive.
= Smail face-to-foce forums, such s bresijfest events for indusiry ond spedfic events for
dieticions, howe bean affective in getting information to the nght peopia.
‘Consumer = Cregting an environment whens nuts one paroaived as healthy by all stokeholder groups can
education Felp submizsions [Australion dictory guidalines) Tand more powerfully. ™
s Rurning o consumer education program alongside educating heafth professionals can croate o
stronger damand driver.
= feaith professiono’s oore about what their patients care sbout, and drving consumer
mwareness ong iTherast in the crtegory can equip tHham to answer guestions ond witimoehaly
credte @ stronger demand dmer.
whaole ctegory = Thare is powsr in promoting the benaffts of the entine nut arlegory, rether than indiidus!
promotion nuis, which con halp ochieve progrom objectives mone afectivaly.
Management = Support of key industry players on the management committes anabies o high degree of
Committes sharing and s of the knowdodige created by the program.
International s Used the program s credibility to teil o gragt story in trade forums. [MC)
collaboration s Lovaroged the heafth bancfits of nuts to collaborote with other countrias, foufturally
and trade oppropricte hoafth foct shoots howe bocn crocted for markets including Koreo and fopon). This
promoticn s falped promote the nut industry in trodie forums.
Muts for Life = The project is research and scence-based, producing commumicrion mateno's such as
‘Website scientific reports, research summarnies, ond ewdence-based foct shests (This is not being done
By anyone alse in the industry in Australia).
s Thase metenok arc important in supporting the progrom’s autrition and hoolth goals, and tha
——
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KRA 1.2 Reported progress

Table 6: kRA 1.2 progress as reported by the program

Activity/output Reported progress
mmin = FSAMZ PEAL submissions; gacetted Feb 2021
goVernment
frameworks.
Maintzin/develop = Contributor engazemant svent (March 2022) a= part of ANC, was well receivad and
relationships gained an additional 3 contributors to the program.
Sponsorships) = AAEA sctivities included recipe card project and guest blog on nut allergy.
memberships. * Heart Foundation appresched for HLHC partnership. but due to COVID which has
impacted furdraising, unlikely to procesd.
Affiliations/  ® HHMBC Scoping suriey for DG review submitted: (zison with contributars re aaprosch
exposure with key for ADG, and to share gutoomes of events to promote increzsing prominence of nuts (ie.,
organisations GoPusz).
support for = Engagement with FSANZ re HLHC: and with FSAME. INC and KIND manufacturer re Energy
mutrition-basad tabelling. Will engage further with INC regarding research to support re-submission of
activities HLHE application.
Research sharing * Monthly research eDb updates
= Ad hoc and quarterty contributer e updates
= Monthly update for contributor marketing and communicstions contacts [commenced
March 2021)
= Podcasts [monthly)
» “Mew nut resesech webpazes (monthlyl: and webinars [Manch 2022): snd via corferences
|March and May 2022).
* Media and influencer outreach:
o Nuts and prostate cancer [Nov 20004
o Plant and animal protein (fanch 2021}
o Almonds and reduced enenzy sbsorption (April 2021)
o Muts and weight [Sept 2021)
o Hut Doy (Oct 2021
o Nuts and CVID rigk (March 2022}
» Dissemination activities complete andor planned for Study 1:
o Poster presentation at Mutrition Sodety of Australia Conference, Decernber 2021
|reported in MS10L)
o Podcast epizode, January 2022 (reported in WELDH
o Presentation at Australian Nut Corference, March 2022 [reported in MS105)
o Oral presentation at Dietitians Sustralian Conference, August 2022
o Oral presentation and summary fact sheet - 'Go Muts” breakfast event, November 2022
o Oral presentation at Nutrition Sodety of Australia Conference, Nevember 2022
o Podcast epizode — recorded 18 Janusry 2023, and scheduled to zo live at the end of this
month.
DR
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KRA 2.2 Reported progress

Table 7: KA 2 2 progress as reported by the program

Adtivity/output
Conferences and
events

[e-newsletter)

Media releases

Reported progress.

= GPCE Sydney, May 2021 |exhibit on weight and klojoules: audit report: protein regort)

» Dhetitians Aust, July 2021 |virtusl] conference:; exhibit and presented on Mut sudit resuits)

= GPCE hMelbourne, Nov 2021 [cnoelled)

& GPCE Sydney, May 2022 [exhibit on Nuts and CVD; Ruts and k) sbsorption)

= FAILEY, Juby 2022 {exhibit on Muts and ki sbsorption; plant protein} —~260 delegztes
{followed up with email and gained additional subscribers to newsletter)

= Augiralian Strength and Conditioning Association. November 2022 |satchel insert)

= Dhetitians Aust, Adelzide. S 3022 (exhibit and orsl presentations on Muts and OVD; Muts

and k) absorgtion) — ~650 delegates

o Two Linkedin pasts by Nuts for Life, relating to the reseanch oral presemtations, resulted
in: 2,142 total impressions 5B total link didks.

o Five tweets by Nuts for Life, resulted inc 3,053 totsl impressions 47 ikes, 13 retweess, 3
link clicks.

Auzralian Almond conference, Adelaide. 10-12 October, 2022 | presented research

findings and FSANZ spplication process) — ~550 delegzmes

GPCE Melbourne, Nov 2022 [Nuts and CVD; Kuts and k) absorption) — ~900 delegznes

Go Muts health professional briefing event, Sydrey, Nov 2022 [Nuts and dietary patterns;

Nuts and kJ sbzorption; NMuts and OVD and distary guidelines)

o Attended by 21 health professionals, snd those unable to attend on the day were sent
tohe-hiome kits.

o A further 165 health professionals around Australiz, received personal emails with the:
resegrch summary, fact sheets and socsl medis graphics.

o Event was recorded, and links to these presentztion recordings shared with databaze of
contacts, and the wider nut industry via tergeted social mediz dvertizsing and via D
in Yanuary 2023.

= 31 epizodes

= 3,625 downloads with an average of nearly 150 downloads per epizods for the latast 10
episodes

Topics incluce: plant protein; creative cooking: heart heslith: nut activation; history of
Nurts for Life; weight; nut sudit; sustzinability « 2; Med diet pattem; allenzy; cognition;
perceptions of rats; best of 2021; metaboliszble energy of nuts; peanut allensy; farmgate;
nut FAQs; nuts and OV nuts and fitness: food and mood; skin heatth: nuts, seeds and
heart health; fertility; gut heslth: best of 2022; dietary quality and the environment;
satiety; rarts zrd blood lipids

Monthly program e-newsletter [arcund 4,000 subscribers as of April 2023)

Opean and click-through rates remain well sbove industry benchmarks.

Survey of subscribers undertaken in March 2022:

o 100 respondents

o 73% signing up to stay up to date on nut hesith and nutrition

o 91% find it wvaluable/exremely valuable to them professionally.

o All comtent seen a5 valuable — e.z. peneral nuts and health info (68%), disease/condition
speific info (60F€), research summiaries [58%, recipas [40%), Nuts for Life resources
|45% - ez podcasts, infographics, fact sheets), naut FAGs [34%).

o 7B% likely/extremety lkely to recommend to their networks.

o 30FE keep the info to themsehves for PO 1978 pazs on to clients/petients, 17% share
with collesgues.

o 93% somewhat/strongly sgree NutENesws is 2 credible source of information.

= dmediz releases and associated sctivities
o Nuts and prostate (Now 2000)
o Plant protein and dementia (March 2021}
o Nuts and weight {Sept 2021}
o Nuts and CVD {March 2022)
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Social media

Cal

= dxmedia pitches [nutsand longevity: nuts and slesp; nuts and CVD; nuts and k)

shzorption)

= Al outputs (eg. summary reports, infographics, fact sheets and podeasts etc) have 2l

Targeted =
mpaigns

been supported through Nuts for Life's sodzl media channels (Linkedin, Twitter,
Instzgram and Facebook].

Fitress professionals:

o ESEA ads

o 504 ecitorial = 7 & fact shestsx 2

o Fitness AustrzlicyFILEX bronze partnership, including Masterdiass [Now 2021)

o ASCA conference [3-3 November 2022) sabched insert and journal articles x 2 — attended
by approo. £50 delegztes, and the journal has 2 resch of ~5, 700,

= General Practitioners (GPs):

o Targeted education ampaign vis Samples Plus (July and Sep 2021}, and Samples Mow
{Mow 2021- D 2022)

o Resource packs indwdes: Audit report — Energy. fat and sodiurm content of nuts; Nuts
and kilojoule shsorption face shees; Magnet —what does 3 30x handful of nuts look
m?

o Extended campsign to continue to use the surplus resources in March 2002 — 2z of
December 2022, 479 requests received.

ERA 13 Resesrch outputs
= Dossier of evidenos substantizting a highdevel heslth daim = Education resources to support information

that nuts reduce risk of heart disease andor reduce

cholesterol.

KRA 2.3 Educationsl cutputs

dizsemination —including factsheets; reports;
handbooks: graphics etc

= Cplizted research and scence dossier to support nuts having = Koy eductionsl messages developed around

3 more prominent share in next revision of A0Gs.

heatth & well-baine: disesss prevention snd

 Market Razezrch for Health Professionals and Conzumerz, T it

= PhD Researche

oA spstematic review of the literature, exploring the

Ibediz articles, podcasts
hedical Jourmnal artides

evicknce base on the available sneney from nts.

oA dietary modeling study examining the impact of
metaboliszhle enerey auailabls from nuts on total enerey
intzkes and weight boss, compened to the traditional
Atwater factor calculations.

oQuzlitztive research results esploring penceptions of the
energy value of nuts, their impact on body weight, and the
potential for including metaboliszhle enermy on nutrition

information panels.

All planned outputs were reported to be completed or on-track. Outputs supported the program’s
communication and engagement efforts, with further details and stakeholder feedback included in
previous sections of this report. A summary of outputs is included in Tables 8 & 9 below.

Table 8 kAA 1 3 progress as reported by the program

Autivityoutput Reported progress
High-lewed health = Ressarch dossier — complete Moy 2021
claim = DRAFT submizzsion Dec 2021
= FANAL submission Aug 2022
= Summiary report for HP produced March 2022
E—
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ADGS review = Cpllation of studies znd themes for stratesic spproach (ongoing|
# Scoping survey responses submitted to NHMEC
= Plate vizual model completed
= Key messages document crested
* Summary neport crested

Muts and sustainability, Dec 2021

NutEMews survey, March 2022

Conzumer research: FSANZ proposed labelling change, May 2022
HCP Tracking research, Feb 2023

= Consumer Health information study, Feb 2023

PhD energy = SR Study 1a and 1b complete (Metsbolisable energy and Energy compensation|:
resaarch marLscripts submitted to journsd for publication, with 1b manuscript scoepted.
= Ahstract {part 1) submitted for publicstion in Advances in Nutrition in April 2022,
Currenthy under review.
= fhstract {part 2) submitted for publicstion in Advances in Nutrition in July; scoepted for
publication in September, and published orline on 17 December. A coordinzted mediz
outreach program is currently under development.

Table 5 kRA 2 3 progress as reported by the program

Autivity/output Reported progress
Educational = 9 xFactsheets [Mortality, Kilejoules, FA0; Muts and fitness, Nuts and fitness FADS: What
resources you need to know; Mutrient Compasition [updated]; Muts and & sbzorption [updated):

Huts and heart hezith [updated])

= 30« Infographics {30z serve. Consumption low,/Berefits high, Weight. Why Important,
Protein per 100z, Protein Muts, Sait, Rethinking k), Muts and C¥D: MNut Dey « 9, Nuts x 12)

= 4xReports [The effect of plant and nut protein on health; Nuts and risk of crdovascular
dizease; The energy fat and sodium content of nuts: Elevating nuts in Australian dietary
suidance]

= Go Muts pressntstion recordings

Website = Website (115 new pages developed and 40 existing pages significantly updated, since
project commenosd |
= Approw. 5 new/updated webpages per month which include health days, new nat
research,. and topicl artickes on muts and health.

articles/reports =« 4xReports [Plant protein, Audi, Muts and CVD, Distary suidance)
= [Rabetes mansgement journal artide [Sug 2021)
= Lhstract submitted to Advanoes i Nutrition journal and under review — Troe aut ond
pemnut consurmpdion end nsk of cardiovasonlar disease: @ systemetic reves and meto-
analysis of randomized controlled trigls” |Dec 2022)
= ASCA journal articles (x 2)
= Nutfruit and Mutgrower artickes:

o ANC Nutgrower — e £ September 2022 |update on project progress), Decembar 2022
|undate on FSANC applicstion, Go Muts event, new inforraphics. and 2 reseanch
update], May 2023 |market research insights)

o INC Nutfruit —e.g. July 2022, Nevember 2022 |update on PhD energy researchj
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KRA 1 4 Scientific Research ERAZAC ication and engage
= Nuts Nutrition Research Review - to generate content for = Develop communication and engagement
resources snd communication stratemy for contributors and sizkeholders

= Scoping of protein quality of nuts and comparison — [NRA) incluging rezilers.

# HLHC scope and review [NRA/UOW)
= Project on sailzble energy in nuts — PhD reseanch |LO%WW)

# Health Professionals snd Consumers markes ressarch —
|Corsumer Insights)

All research and foundational activities were reported as being completed or on-track. These
activities underpinned the other KRAs, with more details included in previous sections of this report.
Tables 10 & 11 below included a brief summary of progress.

Table 10 KRA 1.4 progress as reported by the program

activity/output Reported progress
HMuts Nutrition = Project being completed in-house to develop content for resounces and communictions
Research Review fengoing)

Protein quality = Research complete
= Report produced and shaned with HCPs viz DM and upcoming conferences |GPCE, D&);
& Mediz release and influencer cutreach

HLHC scope and = Scope completed June 2021, ard informed direction for SLR
review

Energy labelling = Commenced April 2021, ongaing

HP market & Sustsimability Dec 2021
resaarch = HP Tracking market research, Feb 2023
= Consumer Health information study, Feb 2023

Tabile 11 KRA 2 4 progress as reported by the program

Activity/output Reported progress
Comms and & Communications plans crested and implemented — plant protein, fitness professionals
engagement sudit results, Vision 2030
strategy = Contributor engagement plan oreated and implemented.
# Breskfast event hald 35 part of ANC [March 2022 successful, recru
three contributors.
= Evaluation of contributor [marketing and comms) newshketbers (June 2002), snd an sction
plan created.

x an additionsl
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Management and Governance

The Muts for Life team was praised by stakeholders for demonstrating dedication and resilience,
especially during challenging times (e.g. COVID-19). Their efforts were seen to have contributed
significantly to the program's achisvements and a reflection of their determination and
commitment. They were commended on their effectiveness and willingness in explaining complex
topics and providing guidance in areas such as labelling and promaotions — saving the industry
additional respurces and effort. Activities included:

MC Meetings — October 2020, March and June 2021, September 2021, Feb 2022, April 2022,
Aug 2022, Oct 2022; with minutes

*  C coffee canch ups (ad hoc) — October, November 2020, April 2021

PRG — Terms of Reference finalised Now, and first meeting held Dec 2020; ad hoo mesetings
with members, as required [i.e., fitness for FILEX work; and regulatory for HLHC work).

C——
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3.

GOING FORWARD

Stakeholders were asked what they would like to see the program do more of, as well as what they
would like it to achieve in the next three years.

High lewel health claims: Adhieving the high lewvel health claim and having it included in the
Food Standards Code was widely agreed to be crucial and would be a significont win for the
industry. Stakeholders believed this would allow companies to make more specific health
related claims on packaging, which could boost consumer confidence and promote
consumption by raising public awareness and trust in the nutritional value of nuts. The value
of the program continuing to push for more high level health claims was also discussed — for
example, the impact of nuts on diabetes and chofesterol management. The program's role in
this area was seen as particularly important, as individual industries do not have the
resources or time to achieve this.

Targeting a broader range of influencers: It was considered important the program continue
to engage with the program’s core demographic of health professionals, though it was noted
that increasingly people are getting their health advice from other sources — for example
fitness and wellbeing personalities and sodal media influencers. It was suggested that
targeting these alternative sources of information could help the program reach a wider
range of CONSUMETS.

Communication and messaging: While it was acknowledged the program’s communication
strategies had been generally suocessful, it was suggested an external consultant with
communication experience could provide new perspectives to make the program’s
communication activities even more effective. For example, re-evaluating the healthy
handful messaging was highlighted an area that could be reworked, focusing instead on
encouraging people to consume nuts regularly and emphasising their health benefits
without restricting the guantity consumed.

Face-to-face engagement: [t was agreed Nuts for Life prioritise face-to-face engagements,
such as events and conferences. This type of direct engagement was seen to allow for better
communication and personal connections, making it easier to effectively communicate the
benefits of nuts.

International collaboration and research expansion: It was suggested Nuts for Life would
benefit from increased links with intemational partners, tapping into global research to
mmpiifi their work. Collaborating with external experts — including those with
communication skills —was seen as a way to improve the program's impact and expand its
research capacty. The program's evidence-based work was praised as impressive but could
be improved by more visibility and a fowder woice to reach a wider and global audience —to
help establish nuts as a smandalone healthy food in dietary guidelines.

Health and sustainability focus: Muts for Life was noted to be moving more towards the
health and sustainabil ity space — a key arsa for the nut industry — and by combining health
messaging with emvironmental sustainability can create a more powerful and appealing
message to attract consumers. The potential for the program to do more in this area was
highlighted, including establishing better connections with industry and program
contribartors locally and internationally. While it was acknowledged progress had already
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b=en made in this area, stakeholders felt it could be taken to the next level with more time
and resources.

Increased resourcing: Despite being modestly resouwrced with limited staf and budget; the
program was recognized as an excellent example of industry collaboration working towards
a common goal and its continuation essential in fostering further cooperation and progress
within the nut industry. It was felt though, the program reguired more monetary support
from industy to ensure its future and maximise impact. Securing voluntary contributions
from industry was considered a challenge and distraction from foousing on program
activities. If industry further increased its support, stakeholders believed the expanded
resgurces would help scale up program activities and enable the team to achieve more in
the nutrition and health space.

Industry collaboration: There was seen to be potential for industry to share more of what
thiey are doing with Muts for Life, with opportunities to collaborate or help alleviate any
izsues. Communication was desaribed as often one-way, with the program sharing what they
are doing, but not always receiving feedback from imdustry.

Engaging growers: The value of communicating information to growers was suggested.
Improving their knowledge around the health benefits and empowering them with
educational resources was seen as a potential way to help them promote their products
based on solid science.

Addressing nut consumption barriers: It was suggested that exploring the barriers to nut
consumption and understanding the perspectives of non-nutrition health professionals
could help refine the program’s approach —ensuring the resources and information
produced are accessible and useful to a wader range of professionals.

Project objectives: Having more controllable objectives to better demonstrate the program's
effectivensss was suggested — spedfically acknowledging the influence of external variables
and focusing on attainable goals that showcase the program's sucoess.
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Nuts For Life
Trade statistics, Financial Year 2022

There was a 6% decline in nut velumes from FY2021 to F¥2022. The value of nuts dedlined for the
second year, leaving values at those of FY2018. Generally, nut prices remain week. The decline in
value and volume of Almonds, with about a 30% share of the total tree nut market, has had a
significant impact on the total.

Whilst the compound growth since N4L commenced in 2003, still remains in line with the KPI of
achieving growth of 5% per annum, performance for the last five years has been flat, i.e., well below
the desired KPI.

Growth in volume  3.9% per annum, compound since 2003
Growth in value 5.5% per annum, compound since 2003

Australian Nut Consumption
at trade prices , 2003 - 22
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Volumes are taken from ABS import statistics and dispatches to the trade by the primary packers of
Australian grown nuts. Values are taken from ABS import statistics and from estimates by Australian
industry. The value is the trade price into the wholesale market.

These statistics could only be prepared with the cooperation of members of the Australian nut
industry who supply the raw data on a confidential basis. The statistics are compiled by Scalzo Food
Industries.
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