Project title: Leafy Salads: A programme educating Key Stage 2

children about salad leaves and their role in a healthy diet

Project number: AHDB FVv442

Project leader: Jayne Dyas, British Leafy Salad Association
Report: Annual report, December 2017

Previous report: January 2017

Key staff: Jayne Dyas

Location of project: UK, National

Industry Representative: Jackie Harris, Valefresco

Date project commenced: 19" January 2016

Date project completed 18" January 2018

(or expected completion date):

© Agriculture and Horticulture Development Board 2018. All rights reserved



DISCLAIMER

While the Agriculture and Horticulture Development Board seeks to ensure that the information
contained within this document is accurate at the time of printing, no warranty is given in respect
thereof and, to the maximum extent permitted by law the Agriculture and Horticulture Development
Board accepts no liability for loss, damage or injury howsoever caused (including that caused by
negligence) or suffered directly or indirectly in relation to information and opinions contained in or

omitted from this document.

© Agriculture and Horticulture Development Board 2017. No part of this publication may be
reproduced in any material form (including by photocopy or storage in any medium by electronic
mean) or any copy or adaptation stored, published or distributed (by physical, electronic or other
means) without prior permission in writing of the Agriculture and Horticulture Development Board,
other than by reproduction in an unmodified form for the sole purpose of use as an information
resource when the Agriculture and Horticulture Development Board or AHDB Horticulture is clearly
acknowledged as the source, or in accordance with the provisions of the Copyright, Designs and
Patents Act 1988. All rights reserved.

All other trademarks, logos and brand names contained in this publication are the trademarks of their
respective holders. No rights are granted without the prior written permission of the relevant owners.
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Headline
Teaching resources to promote the consumption of leafy salads were developed and offered to

schools free of charge in this project. Electronic resources are available for downloading on the

Leafy Salads ‘Make More of Salad’ http://www.makemoreofsalad.com/ website.

Background
In September 2014 the new National Curriculum came into force. Cooking and nutrition became a

compulsory element for pupils in Key Stages (KS) 1-3 (Primary school years 1 to 6 and; secondary
school years 7 to 9). The curriculum provides enhanced opportunities to engage children in food,
covering provenance, cooking and health. It allows schools to explore food in different contexts;
with teaching being tailored depending on the age, ability, school location and resources available.
In this project the British Leafy Salads Association (BLSA) wanted to use this opportunity (working
alongside the National Curriculum and UK Government initiatives such as Change4Life) to teach
children healthy eating habits that they will carry into adulthood.

The BLSA applied for AHDB levy funds to educate children, teachers and their families about
healthy eating. The funds obtained from the AHDB were used as leverage monies, to apply for
further EU funding to run a Leafy Salads Campaign to cover running a press office (and issues
management), website development and promotions through all current platforms including Twitter

and Facebook.

The AHDB Horticulture Leafy Salads Education Programme, which is part of the bigger EU funded
PR Campaign, was carried out over 2 years (January 2016 to January 2018). Levy funding was
used to develop teaching resources that follow the National Curriculum (NC) for KS2 children. The
resources continue to be used to educate pupils, their teachers, families and consumers to
understand salad leaves as a healthy choice’. An awareness of the leafy salads category was
raised, through creating and using original and inherited leafy salads content from a previous BLSA
website, to inform and educate the target audiences. The hope was that the combined campaign
(AHDB and EU funded) would influence usage and purchase decisions in the long term.

The combined Campaign was implemented as follows:

e Action 1 — Content/Information e Action 5 —Web development
creation e Action 6 — Press Office,

e Action 2 — Media relations measurement, evaluation and

e Action 3 — Social Media Marketing reporting of the campaign results

e Action 4 — Email marketing to schools e Action 7 — Research (Year 2 only)

© Agriculture and Horticulture Development Board 2018. All rights reserved 6
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Objectives:

The objectives of the Campaign were:

1) To inform and educate consumers (adults and children), consumer and foodservice media

about the origins of leafy salads, where and how they are produced and how products reach them.

2) To attract lapsed and new shoppers to leafy salads, across all age groups, and especially

amongst younger shoppers below 45 years old.

3) To differentiate salad leaves from other salad ingredients and make them a considered
purchase.

4) To create consumer and foodservice interest in the leafy salads category.

5) To create collateral for the campaign (including images and video of serving suggestions,

grower stories and farming methods) and to reuse existing campaign material to create web, print

and social content that communicates key messages.

6) Education objectives (for KS2 pupils): Material development - Working with growers and
KS2 stage teachers, to develop Healthy Eating homework material and Healthy Eating
presentations for a launch project to 25 schools.

7 Healthy Eating homework - To contact the UK’s schools teaching KS2 pupils in England in
each of the two campaign years and offer them free educational homework material on leafy

salads and healthy eating.

8) Healthy Eating presentation pack (developed in 6 above) - To offer healthy eating and
salad food chain teaching support material to PSHE (Personal, Social, Health and Economic

Education) contacts at schools teaching KS2 pupils in England.

9) Competition — In year 2 of the campaign to run a competition targeting KS2 teachers and pupils

to invite them to produce their own adverts promoting salad consumption.

10) Communication — To share the following with growers:

a) Educational materials developed for the program
b) The results of the launch project
c) Quarterly updates (unless otherwise advised) on the progress of the program

© Agriculture and Horticulture Development Board 2018. All rights reserved 7



Summary

Teaching professionals were consulted by the project team at the start of Year 1, for the project
team to understand National Curriculum KS 2 needs and to guide production of teaching resources
most likely to be used. The teaching resources were then created to educate pupils about food

provenance and healthy eating.

The teaching professionals were again consulted at the start of year 2 and additional materials

were developed with a focus on in class resources that met the needs of different learning styles.

In both Years 1 and 2 the teaching resources were offered to schools free of charge through an
email marketing campaign. The teaching resources are hosted electronically on the Leafy Salads
‘Make More of Salad’ website: http://www.makemoreofsalad.com/. Teachers were encouraged to
download the materials to use in the classroom. In Year 1 teachers were also encouraged to apply
for printed hard copies of the full education pack. In Year 2 pupils were encouraged to enter a
competition to design their own adverts to promote salads. The 4 winning adverts appeared in
printed publications First News and Great British Food magazine.

The actions listed below are those undertaken by PamLIloyd Food Marketing and PR (PLPR)
that were funded fully or in part by the AHDB. The full list of activities undertaken as part of
the larger EU funded Campaign, some of which are not reported in this report, are listed

above.

Year 1 Action 1 — Content Development (January — April 2016)

e Audited legacy recipe collections and selected recipes of sufficient quality and relevance to
support the round-up media relations.

o Developed, tested and photographed eight new recipes prominently featuring a range of
salad leaves. Three recipes were styled in two ways to cover additional occasions —
Valentines, Hallowe’en and Christmas.

¢ All new recipes were nutritionally analysed by qualified nutritionist Fiona Hunter using
Dietplan 6 from Forest Software Ltd. The DietPlan 6 database uses Dietary Reference
Values (COMA, 1991), Food Portion Sizes (MAFF 2nd Edition, 1993), Food Labelling Data
(EU Regulation 2011) and the Nutritional Standards and Requirements for School Food
(HMSO, 2008). The software produces Food Standards Agency (2007) front of pack,
nutritional traffic-light labelling for recipes, as well as the IGD, Guideline Daily Amounts.
Estimated vitamin losses (McCance & Widdowson, 6th Ed) and weight changes on cooking
can also be entered to produce accurate nutritional analysis.

o Prepared recipe documents featuring ingredients, method, nutritional data and high-
resolution image. Recipes and images to view here

http://www.makemoreofsalad.com/things-to-make/

© Agriculture and Horticulture Development Board 2018. All rights reserved 8
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Researched and rewrote press materials for media, education and online use. History and
Etymology, Growing, Leaf Guide, Nutrients, Famous Recipes, Tips. Press materials

available here http://www.makemoreofsalad.com/what-we-grow/

Drafted copy and briefed designer to produce and artwork printed media mailer. Printed

mailer and sent to select media contacts.

Year 1 Action 4 — Teaching a Love of Leaves (January ’16 — January ‘17)

Recruited and consulted with a panel of 4 primary education and teaching professionals (teaching

key stage 2 pupils at schools in North Yorkshire, North Somerset, Gloucestershire and Bristol) to

understand the needs and requirements of the sector in relation to teaching the healthy eating

curriculum to Key Stage 2 pupils.

>

Researched and produced content for a series of resources to promote inclusion of leafy
salads as part of a balanced diet. The Super Salad resource pack includes:

Super Salads: The Super Way to 5 a Day PowerPoint presentation

‘Know Your Leaves’ information sheet

‘Fantastic Facts’ information sheet

‘Know Your Leaves’ matching game

‘My Super Salad’ worksheet activity

‘My Salad Superhero’ worksheet activity

The Incredible Chicken and Pasta Crunch Salad step-by-step recipe sheet

The Amazing Pitta Pocket step-by-step recipe sheet

These resources are available on the Make More of Salad website -

http://www.makemoreofsalad.com/things-to-learn/

>

Briefed a graphic designer to create a visual identity for the resource pack and to design
the artwork for each document.
Prepared a plan to pilot the resource pack to 3,000 primary school contacts during school

term 5 using a direct marketing campaign and online survey mechanic.

© Agriculture and Horticulture Development Board 2018. All rights reserved 9
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Year 1 Action 4 — Education Resources

Email to schools
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Year 1 Action 4 - Managed pilot email campaign to promote the resource pack to 3,000 primary

school contacts during school term 5 using direct email marketing campaign and online survey.

School Mailing Report Figure 1 below.

-

§chnalMaiIings

Educaticn Marketing since 1957

&
\

Hello Laura,

We have downloaded the response statistics for your recent email campaign and are pleased to submit these

for you:-

& of Emails
Opened

=2 B

Total Sends

3000

LINKS CLICKED ON

http:fschoolcommunications. co. ukfclient/femailer/May2o016/pam-

volume of
Clicked Links

5

UNIQUE CLICKS

lloydjindex htmi 3 &
http: ffwww makemoreofsalad.com/ g g
http:{fwww.makemoreofsalad.com/schools/resources (51 T4

hitp:ffwww.surveymonkey.co.uk/rfWG3MN3R2

1n

12

T 11 5t Georges Street, Chorley, Lancashire, PRY 284 ¢ 01257 460036 ./

& 08721 107787

=2 info@schoolmailings.com

www.schoolmailings.com

Figure 2 - Pilot emailer 12" May 2016
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Year 1 Action 4 - Managed follow-up main email campaign to 42,922 key stage 2 primary school
contacts, teachers, department heads, PSHE coordinators, deputy and school heads at 16,7780

schools.

3

4
i SchoolMailings

Education Marketing sinca 1997

Hello Laura,

We have downloaded the response statistics for your recent email campaign and are pleased to submit these
for you:-

_ 5 of Emails Volume of
Total Sends Openad Clicked Links

420922 14.12 916

LINKS CLICKED ON UNIQUE CLICKS TOTAL CLICKS
http:.f!fschc-olcomm unications.co uk/client/emailer/Junezo16/pam- 198 297
lloyd/findex_html

http:fiwww makemoreofsalad.com/ 45 77
hittp:{fwww.makemoreofsalad.com/things-to-leam/ 311 465

hittp:ffeww. surveymonkey.co.uk/riGEINXTK 56 77

T 11 5t Geomes Street, Chorley, Lancashire, PRT 284 o~ [H257 460036 & = info@schoolmailings com

Connect with us: n n m E www.schoolmailings.com

Figure 3 - Main email Report 1 — 9" June 2016

© Agriculture and Horticulture Development Board 2018. All rights reserved 12



3

4
i SchoolMailings

Eduration Marketing sinca 1997

Hello Laura,

We have downloaded the response statistics for your recent email campaign and are pleased to submit these
fior you:-

% of Emails Violume of Click Through
Opened Ciicxed Links %

38090 71.96 414 13.66

Total Sends

LINKS CLICKED ON UNIQUE CLICKS TOTAL CLICKS

http:/fschoolcommunications.co.uk/client/ermnailer/ June2016/pam

B85 8
lloyd/index_html - L
http:/fwww.makemoreofsalad.com/ 28 48
http:/fwww.makemoreofsalad.com/things-to-learn/ 133 189
http:/fwweew surveymonkey.co.uk/rGEINXTK 35 ]

4 115t Georges Street, Chordey, Lancashire, PRT2AA ;¢ (257460036 ; I 0STH10ITST ; = info@schoolmailings com

comectwithos: [l Bl [ B www.schoolmailings.com

Figure 4 - Main Email resend non opens — 28" June 2016
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Eduration Marketing sinca 1997

Helle Laura,

We have downloaded the response statistics for your recent email campaign and are pleased to submit these
for you:-

- 5 of Emails vialume of
Total Sends Opensad Clicked Links

4832 26.59 95

LINKS CLICKED OM UNIKYE CLICKS TOTAL CLICKS
http:.f!fschuulcumm unications.co.uk/clientfemailer/Junezoa6/pam- - 13

lloydfindex. html

hitp:ffwww.makemoreofsalad.com/ 1 1

hitp:ffwww. makemoreofsalad.com/fthings-to-leam/ 41 6o

hitp:ffwww. surveymonkey.co uk/rfGEINXTE 1 1

¥ 115t Geoges Street, Chorley, Lancashire, PRT 208, 257460036 ,; .. OST207787T .; = info@schooimailings.com

Comnect wih us: n n m E www.schoolmailings.com

Figure 5 - Main email resend to opens — 28th June 2016
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Year 1 Action 4 - Managed and dispatched 100 packs to email respondents from schools’ email
campaign. The decision was taken not to print additional packs as downloading resources from the

website proved to be far more popular with teachers.

Dulwich Prep London

AKS Lytham

Bradley Barton Primary School and
Nursery

Cotsford Junior School

EIm Grove Primary School

Roose Community Primary School
Our Ladys RC Primary School
Parkside School

Ewell Castle Preparatory School
St Gerard's Junior School

St Thomas CE Junior School
Edmund de Moundeford Primary
School

Spalding Monkshouse Primary School
Prior Park Prep School

Newington Primary School

Nields J, | & N School

Cartmel C of E Primary School
Caerleon Lodge Hill Primary School
Thetford Grammar School

St. John's Catholic Primary School
Cleland Primary School

Booker Avenue Junior School
Brinscall St Johns CE/Methodist
Primary School

Stronsay Junior High School

Ash Grove J & | School

Khalsa Primary School

Edward Feild Primary School
Hardwick Primary School

Vigo Junior School

Whitehill Junior School

St Gerard's School

Marsden Junior School

Westfield Arts College

Milton School

Ashton Gate Primary School

Hayton C of E Primary School
Notley Green Primary School
Castle School

Bootham Junior School
Spratton Hall

Shirley Manor Primary Academy
Saint Johns Catholic Primary School
St James Junior School

St Edwards Church of England
Academy

The King's School

Mossley CE Primary School
Markington CE Primary School
South Somerset Partnership School
King’'s Hall School

Llanmiloe C P School

Lee on the Solent Junior School
Dale House School Limited
Acorn Park School

Penarth group school

WESC Foundation

Rawcliffe Primary School
Bredgar CEP School

Hardy Mill Primary School

Field View Primary School
Loreto Prep School

Welton St Mary’s Church Of England
Primary Academy

King’s Hall School

The Richard Crosse Church of
England School

Ysgol Golwg Y Cwm

The Prebendal School

Kettering Buccleuch Academy
Glynne Primary School

The Linnet school

Allerton CE Primary School

Liaised with PSHE Association to determine how to develop materials to secure PSHE

accreditation. PSHE opted not to provide accreditation to BLSA as a group of businesses with
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commercial interests. The campaign team liaised successfully with Times Education Supplement

(TES) website to secure listing for education materials.

Following successful delivery of full year target in phase one of the schools’ email campaign, the

campaign team have liaised with teaching panel to assess best opportunity to follow up.

Stage two follow up email to 23,411 KS2 contacts delivered — See School Mailings report Figure 5

below.

SchoolMailings

Education \larkebing vincs 1987

EMAIL CAMPAIGN ANALYTICS

Client's Namsa Parn Lioyd

Subject Free downloadable HEA !

Volume of Clickad Links Click Through %

178 6.34

Link dlicked Total Clicks
hit pt¥evare makemorecfsalad comithings-to-icamd 1M
hitt s 2w SLIneEyOniEy oo ubnGELING TH

Figure 6 - Email resend start of new term 17th Jan 2017
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Year 1 Action 4 - Schools email results are as follows and have exceeded agreed targets

See Table 1 below that summarizes School Mailings reports above in Figures 1 — 5

Year 1 Action 4 Target Delivered Contacts | Total emails sent
over 4 mailouts
Schools targeted (School Mailings data) 16,778 16,778 42,922 112,255
Target | Delivered Notes
Email open rate (School Mailings data) as 1,500 13,832 Pilot 646 + main 6,060 +
shown in the Email Campaign Analytics resend one 4,317 + resend
reports two 2,809
Click through — email to website (School 850 1,698 | Pilot 95 + Main 916 + resend
Mailings data) as above 1,509 + resend two 178
Document downloads and mailouts 1,000 2,297 Data from Google Analytics

Table 1 - Year 1 Action 4 - 2016/7 Email campaign results summary

Events Overview @ B savE |, EXPORT =« SHARE | (8 INTELLIGENCE

All Users 1Jun 2016-18 Jan 2017

100.00% Unique Events

+ Add Segment

Overview
Total Events « VS Select a metric Hourly Day Week Month

® Total Events

8"une emai :"‘.“"17{'::]'@” email

== = = gy == . ===l

.y 2016 August 2016 Seplember 2016 Oclober 2016 November 2016  December 2016 January 2017
°
Total Events Unique Events Event Value Avg. Value
2,239 2,085 0 0.00
rﬂ\-L S _ s ﬂf\_ S s

Figure 7- Google Analytics 2016/17. Peaks are resource downloads generated by email marketing
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Year 1 Action 4 - Teacher’s Presentation — A Super Way to 5 A Day

Bl o= |eafySalad

LR AN L

Figure 8 - Teacher's classroom PowerPoint presentation to download

What is a portion?

A porlion is roughly
whal [ils inlo lhe
palm of your hand.
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i

B
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Figure 9 - Kids recipe resource - Pitta
Pocket recipe
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Figure 10 - Kids recipe resource - Crunch
salad recipe

Chicken and Pasta Crunch Salad & Pitta Pocket step-by-step recipe sheet downloads
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Figure 11 - 4 Worksheets for in class or
homework use

Year One Action 4 worksheets downloads
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Action 5 — Website Updates (February 16 — June ‘16)

Reviewed existing website, web provider and website analytics

Working with the agreed budget the website was redesigned and rebuilt on a Wordpress platform.
The look and feel of the website was made simpler, more fun and engaging for a children and

launched in June 2016 with 3 areas:

¢ Things to Make
¢ What We Grow

e Things to Learn — including downloadable education resources.

Leafy ad BT s oo W W ok Thiicge 40 il

y
5

LEARN THE POWER OF

LEAFY SALADS

-

WHAT :
WE - GROW O ARG

Exay. taaty, healthy Fantasilc tacts and Healthy eating
recipes and serving interesing intormation Tesources tor parents
Laggesitons about our leaves ard teachers

Figure 12 - Website home page (above) and sections (below)

Sozenone eacieces
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o
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YEAR 2 AHDB funded education activity

Year 2 Action 4 — Teaching a Love of Leaves (January 17 — January ‘18)

Consulted with the Year 1 teacher panel to identify additional opportunities for new education

resources.

Researched and produced in class prompt cards with different activities based on the Multiple

Intelligence Based Learning approach (listed page 36 — 41 below).

Getting to know you — People Smart
Field of dreams — Nature Smart
Lettuce, Encium, Salat — Word Smart
Dressed for Success — Number Smart
Lovely Leaves - Art Smart

Food Show Episode — People Smart

Pass it on — Art Smart

Gentle Reminder — Art Smart

Talk the Talk — Word Smart

Where in the World — People Smart
How Big Is — Body/Number Smart
Comic strip template

Super Seeds to Super Salads
Presentation

All legacy (pre 2015) material was reviewed and redesigned to complete the seed to shelf

education resources.

What makes your salad? worksheet
What can | do with salad worksheet
Tasty salads worksheet

Salad Spy! worksheet

Grow your own lettuce factsheet

My leafy growth chart worksheet

From seed to shelf fact and worksheet
Favourite leaves worksheet

Let's Try worksheet

Meet the grower worksheets video

These resources are available on the Make More of Salad website -

http://www.makemoreofsalad.com/things-to-learn/

Briefed a graphic designer to design the artwork for each document.

Managed email campaign to promote the resources and the leafy salads competition to primary

schools.

Managed promotion on Facebook to promote the competition to parents

Negotiated and managed First News and Great British Food to secure advertising space and

promotional support for the competition.

© Agriculture and Horticulture Development Board 2018. All rights reserved 8
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Year 2 Action 4 — Salad email marketing results (Jan’17 — Jan ‘“18)

Year 2 Action 4 Target Delivered Contacts Total emails
sent over 4
mailouts
Schools targeted (School Mailings 16,778 16,778 31,263 93,789
data)
Target Delivered Notes
Email open rate (School Mailings 1,500 10,607 | Mailing 1 - 3,223, mailing 2 — 1,039,
data) mailing 3 — 2,244, mailing 4 — 4,101
Click through — from email to 850 552 Mailing 1 - 165, mailing 2 — 110,
website (School Mailings data) mailing 3 — 107, mailing 4 — 170
Click through from Facebook to Incl in 314 The advertising activity reached
website 850 above 74,224 people
Document downloads 300 1,124 Data from Google Analytics
Competition entries 500 270 Hard copies received

Table 2 - Year 2 Action 4 - 2017/8 Email and social campaign results summary

Events Overview & B oswve b EPORT =] SHARE ) INTELLIGENCE
19 Jan 2017 - 18 Jan 2018
All Usars + Add Sogment II
100 0% Uregue Fyents
Ovarviaw
Promoting
Tonal vt = | WE  Badiast & fitric Hourdy Day ‘Wesk benth

competition only

® Total Cverts B
e 14{f".‘:]une email 1% Jéﬁ»@ma”

Apnl 2307 - duly AT . (el ber 2017 lmmnary PALE, o0t

Tolal Cvents Unigjue Coerls Ewenil Valus A, Walue Sazeianag vailh Event

1,124 1,040 0 0.00 513
. il . j

I e N S L © N — LAV .

Fiéufe- 13 - Gbogle Analytics. Education document download peaks as a result of email marketing
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prorhotion

i1s

Dacamber 201

udy 2T - hugust 2017 Seplemibe; 2017 Oclober2017  Movembar 2017

7

January 2012

Figure 14 - Google Analytics. Competition downloads from email marketing and Facebook

promotion
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Figure 15 - Google analytics. Top 10 sources of visits to the competition page on
makemoreofsalad.com
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Year 2 Action 4 — Salad Advert schools’ competition email (Jan ’17 — Jan ‘18)

We're running a competition for Key Stage 2 pupis to desgn advertisements for Leaty Salads: The Healthy
Chaice. There will be a winrer in each year groap. The winners wil have their ads publisned in First News
and Great British Food magazine ='s casyand free ta ercer. To find out how ta enter, cick below

Enter Competition >> Free Resources g>

Lets Gets Creative To Download

Designed by teachers, for teachers, you can aisa downlosd & new free Classroom ActivieyPack and B other
BCtiives that follow the journey from seed to shelf. The Classroom Activity Pack uses fun and engaging
multipie inteligence basec activities desgned for all types of leamers. The pack cortains 11 different
Activities 1o haip kidswha learm n differant ways e Word Smaet, Number Smact o Art Smar,

Designed ta he used togather ar 35 standal the supporet the g cureculum
assessment criteria for Key Stage 2

wmmmmwhuumma
mmwnmamm

on fidings from enquries,

ioeking sclomificaly, roparting
Mwwmmofmumﬁm
usng drawings, belied ciagrams, ber charts, ano tabics

Free to download

FirstNews ﬁ‘ﬁb“ﬁ

CAMPAICH IMAMGED -
woerww | eafySalad AHOB  vonis cmuone o

FRIMOTE A HERLTHY L FESTVE

Figure 16 - 2017 Salad advert competition email campaign
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%Eglﬂﬂﬂungs ﬁhnnlhﬂailings

EMAIL CAMPAIGN ANALYTICS EMAIL CAMPAIGN ANALYTICS

Dato Dtz ¢ 28" June 2017
Client's Nama : Fam Lioyd Clignt's Mame :  Pam Lioyd
Cubject Supar Salads compaotition for Koy Stago 2 Subyject . Buper Salsds competition for Key Stage 2

Total Sends

27,022

Click Thro ugh %

Volurme of Clicksd Links Click Trrough % Welume of Clicked Links

165 9.84 110 16.09

Link clickad Link chclkad
1o e ke el see] oA TNy Ao basst Ty an TR A Mo o raofisd lzed com/c ampat than! &2
Vi P ik st el comiom psstition/ an RTiD wewra makemoreoisalad comthings-todeam’ 42

Figure 17 - School Mailings reports for first and second email sends promoting the competition
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éﬁhnulhﬂailings ﬁ.ﬂﬁ?"‘ﬂqugngs

EMAIL CAMPAIGN ANALYTICS EMAIL CAMPAIGN ANALYTICS

Diate 12" July 2017 Date T 07 September 2017
Clignt's Marme @ Pam Lioyd Client's Name : Pam Lloyd - Make More of Salad
Subject Gat craative with haalthy sating Subject . Deslgn an advert for Flrst News

Volume of Clicked Links ek Volume of Clicked Links Click Through %

107 5.55 170 6.73

Link clicked Link clicked

it v Mak omonedtcalad comcompalRon! woT it eeany. ma k emonectsalad comicompsatition 170

Figure 18 - School Mailings reports for 3rd and 4th email sends promoting the competition
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Year 2 Action 4 — Salad advert schools’ competition Facebook promotion (Sept ’17)

To promote education competition Super Salads in schools, the campaign advertised on Facebook
using campaign materials to encourage parents to get their children to enter either privately or
through their school. The advert targeted parents with preteens 8 -12 and with school aged
children 6-8, whose stated interests included family, parenting and kids’ activities. The advertising
activity reached 74,224 people and resulted in 2,493 clicks on the Facebook ad of which 314
clicked through to the competition page on the makemoreofsalad website.

Charts for Ad: BLSA Competition Traffic 0917

ﬂ Parfarmance Dimagraphl-c: Placemant
2,493 2,453 Results: Link Clicks £0.28 Cost per result  2.01% Result Rate
Results: Link Clcks

74,2268 N\M :
Perple Heaths 00
£689.52 .
AL Spant

Custom Sapd 22 Sept 25 Sept 28 et 1 Ot d Oct 7 Ot 10 Oct 13

—___—f_._—\\_/_f’ — e ——

]

Figure 19 - Facebook Analytics. Competition advertising and link clicks to the
makemoreofsalad.com

See figure 15 on page 24 above for total visits

Charts for Ad: BLSA Competition Traffic 0917

Parformanca E Damagraphics Placamant

L4935 Resulis: Link Clicks ~ 74,228 Reach -

L
Al Warnan T AllMen
B1% {1,585] L 1]
iy 2,665) l . 41% [0, 4599}
Il .

Figure 20 - Facebook Analytics. Gender/age split of people reached by ad and who clicked on it
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Q Dieter v

L=y Make More of Salad
Sal

Sponsores - &

Calling all pupils in key stage 2. Design a Super Salad advert for Leafy ’ Rob Robson
Salad. Winning adverts will appear in First News and Great British Food
Magazine. It's free and easy ta enter. & 5

> i Neil Arenibald Dawson

"SR -
(CODRNG!

Tranding

~* Jason Aldean
doon COnCe S Shoes Ik vakn cf Los
ooling = thefsll com

A Theresa May

o Nnnaid Tromn

See your advert in First Ne
. 8 Learn More |
Kids. Design your own ad | | t's FREE 16 snter Recently Active Groups
oo Anra Lauchan and 3 othars 2 commants shares

u *FuturaPRcol 5
L0 o

Figure 21- Facebook ad 1 - Start Colouring!

|ﬁ Like P Comment ” Share

_o4fy Make More of Salad
Sal

Sponsared - &

Calling all pupils in key stage 2. Design a Super Salad advert for Leafy o Hob Robson
Salad. Winning adverts will appear in First News and Great British Fead
Magazine. It's free and easy to enter. $ )
g Hril Archinald Daasan

' fichard Morgan
‘ Sam Mcleoo

See More

CREATUE!

Trendng

,"' A Jason Aldean
Jazon Aoesn cancels shows o veke of Lag
Wegas shuotig = tehilic

~ Thelesa May

VEAONTETE Sosech -

~* Nanald Tromn

See your advert in First News! |

Learn More I

[ Learn More ¥ you Nce cirg
L J you

1'% FREE 1o snter Rucaertly Active Groups

OO ~nre Lauchian and & others 2 comments U shares ! #FuturoPRoot
A >
2 e posts

lﬁ Like B Comment A Share

Figure 22 - Facebook ad 2 - Get Creative!
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° Dieter

“ociv Make More of Salad
Salad Seansered - G
Calling all pupils in key stage 2. Design a Super Salad advert for Leaty ' A0b Robzon
Salad, Winning adverts will appear in First News and Graat British Food
Magazine. IU's free and easy to enter. &
Net Archipald Dawson

D E s i G N ‘ T
O Sam Mcleod

40UR AD!

~* Theresa May
Tharesa Mo

WAV

WS nrare scecch

~* Narald Trismn

If you like drawing, this is for

you fiecantly Actue Grouas

Leam More | LearnMore  See more at

oo Anne Lauchlan and 5 atbars 2 commants 9 shares a eFutureFRoof
| #Fut R
2 Nire poats

|‘ Like P commant ~ Shara

Figure 23 - Facebook ad 3 - Design Your Ad!

Calling all key stoge 2 chidren! We'd like you to design a print advert
for Super Sakads. There will be a winning advert in each year group
|years 3 - é). The 4 winning adverts wil appear in First News and
Great Brifish Food. For full terms and conditions go to:

WWW.MAKEMOREOFSALAD .COM / COMPETITION

ENJOY
N

Pt

CAMPAYEN FNANCED x » H'ﬂ LR PN '-l!ﬂ“,
e |ealySalad 2528 P (U

Figure 24 - Half page advert that appeared twice in First News to promote the competition
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Figure 25 - First News promoting the campaign to parents and educators on Twitter

Fulow ) ~

‘ ChilternEats -

Do your kids like salad and design? They
might like this competition?
ow.ly/68w430d4eo7 #kidsactivity
#CookingCadets @makemoreofsalad

Figure 26 - Example tweet promoting the competition
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| FirstNews MV Subscribefor home PREVER Regieie

Fun Stuff Jon In! v Find Out! v

Resign an advertto appear in
First News & Great British Food

AW

Clasmes: 140k Septaeenbue 2007
An Oxford Bock To School Bundle

lo celebrate the end of the schocel term, and
Lo get yau ready for back.

Vicw Compatition

Closes: 14th Scptember 2007
Family Tickets to Child Of The Divide

Ihe Summaer ¥4/ and ¥ milicn peogle are on the move betwean India and the

Figure 27 — Above and below First News website banner ad promoting the competition

| FirstNews [E1[3] ™

Find Out! v

7 /Calling all Key Stage 2 pupils! e
(3 Design an advert 10 appear in Tgl‘ll“';“

Hrst News & Eraat British Fepdl

Get Cooking

P&Q Cnazes iz joining with First News Live! featunng their food harces. Marco Piare Wane and Enc
Lanlorg, to gat you cocking’

Thasre will ke 17 shoet yumbisbe recipecs lilmed with Lhe codubrity chufs, with new anes sdied sech manth,
Euch film locsws an are casy Le make but delicows dish - o dig in?

Chocolate And Cream Cheese
Brownies recipe by Eric Lanlard

Braughl Loy by PSO Cruises Fred Hurous,
Cesledtariny chwel Fric Lanlond - ol keomn

Macaroni Cheese recipe by Marco Pierre White a
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Year 2 Action 4 — Competition winners

WELL DONE TO ALL THE KEY STAGE 2 PUPILS WHO ENTERED THE SUPER SALAD ADVERT
COMPETITION. THE JUDGES HAD A TOUGH TIME CHOOSING WINNERS FROM EACH YEAR
GROUP. CONGRATULATIONS TO TSABELLE, Mava, BROOKE ¥ PoLina.

o LYo shoatd gol
s , ’ :‘T:, ; o

SUPER SALAD YEAR 3 WINNER
ISABELLE, BERKSHIRE

CAMPAIGN FINANCED THE EUROPEAN UNION ITs FRUM
WITH AID FROM THE Lea_f}’§&ayl}“§cg' ,;A.m@ SUPPORTS CAMPAIGNS THAT [URUPE

EUROPEAN UNION PROMOTE A HEALTHY LIFESTYLE

SUPER SALAD YEAR 4 WINNER
MAYA, LONDON

IR (hich  ome
.\ B Ye
> :‘ -

SPINACH Spowsde 1

EpERe
CAMPAIGN FINANCED L s l d AHDB THE EUROPEAN UNION ”SFRUM
wsnowre | eafySalad AHOB  seorschros s I

Figure 28 - Year 3 and Year 4 competition winners
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SUPER SALAD FACTS: LETTUCE APPEARED IN EGYPTIAN TOMB CARVINGS IN 4,5008C.
IT wasS FIRST EATEN BY PERSIAN KINGS 2,500 YEARS AGO. THE ANCIENT GREEKS
AND ROMANS THOUGHT IT HELPED YOU HAVE A GOOD NIGHT'S SLEEP.

capucr o LeafySalad AHDB e H

EUROPEAN UNION The Eisy Heatiny Choice PROMOTE A HEALTHY LIFESTYLE

SUPER SALAD YEAR 6 WINNE
POLNA, HERTFORDSHIRE

TUST =0 sy

To Loy THE Ctas oF voor ([ pgl 11 EJOY

e |13 FRON
%n:’cnt:oun:nnio Leafy S al ad AHDB suppc;’:rfsig,skrg::g;«lsjﬁrﬁ: [URUPE
EUROPEAN UNION # Exsy Hesthy Choice PROMOTE A HEALTHY LIFESTYLE

.COM

Figure 29 - Year 5 and Year 6 competition winners
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Year 2 Action 4 Competition winners in print.

mmtsmnniﬁd\!ﬂ
LoWRTTA T
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o
1- <
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‘)\ﬂ 0' ‘lliﬂf‘

4_LEAFY SALAD ADVE NT

‘uluﬂmwtl- A -
G

Figure 31 - Competltlon winners in Flrst News December issue
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Year 2 Action 4 — Education resources — In class prompt cards sheets 1 -6

Peopte Smaort

&J‘

RN

Our website s pocked with informatfion to provide
children with facts about eating healthily. These
open ended acfivities can be used for class or
home based learning. They are activity prompts fo
use across the cumiculum designed with Multiple
Inteligence Based Leaming in mind.

www.MAKEMOREOFSALAD.COM

These Activities are designed for all
types of leamers. Are you...

+ WORD SMART

* ART SMART

* NUMBER SMART

+ BOoY SMART

+* PEOPLE SMART

* MATURE SMART

Leam about salod in YOUR smartest way! EN‘J []Y

[T'S FROM
-&‘."T“.fi‘.‘é”rﬂo“ﬁﬁf LeafySalad AHDB o cmuow s HIBIINS

EURDPEAN UNION WORTICATURE. PROMOTE A HEALTHY LIFESTYLE

5!3@&%% SN

L
/ How can
FARMERS KEEP
ﬂ THEIR FIELDS
MaTURALLY PEST
WHICH aMiMaLs FREET Whar DO YOU
AND MINBEASTS THNKE ABCUT LISNG
SHOULD BE CHEMICALS TO
ENCOURAGED TO CONTROL WEEDS ANG
STarT WHICH ARE INSECTS THAT COLLD
PESTED HARM THE CROFT

Create a leaflet that will educate future gardeners about
wildlife in the garden.

IT'S FROM

-&T'T“.fi‘.‘é”fﬂo“ﬁ“ﬁé’ LeafySalad AHDB <o camuow var HIRIS

EURDPEAN UNION [A———— PROMOTE A HEALTHY LIFESTYLE
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Mature St

Word Smart

FEA Growing Salod  weror Caring for the Envinonment video

b

CHALLENGES OF
GROVANG LETTLCE
THE LI

° Draw an aenal view of the field. Use laobels and fext boxes
to explain the features of your field.

ENJOY

(TS FROM
-&ﬂi‘.i"rﬂu“ﬁ"{“u? LeafySala AHDB noirs cumons nar [4IL{1[4S

EUROPFEAN UNION Easy Healhy Choire woamceanuss PROMOTE A HEALTHY LIFESTYLE

@gaigﬁﬁg% S

*

Y.,_ -

,5 N

ENJOY

IS FOM

Make a list of your favourite salad ingredients and franslate
thern into another langueage. s it similar to the English word?2
Practise using these new words and teach them to a friendl '

-miﬂ%"rﬂu“ﬁ"{“u? LeafySalad AHDB, oronrs cavpnons it RIS
Basy Choice HORTICATURE

EUROPFEAN UNION PROMOTE A HEALTHY LIFESTYLE
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|ADS
&B@% 2:2:1:17

A SALAD DRESSING IS LIKE A .“..'a

SAUCE FOR LEaves! IT CaN

§ e s ou 4 sl 2:2:2:17
A .Q Shee

Experiment to create the perfect dressing. When you get the
perfect ratio, write it down and make it for your family and friends.

ENJOY

IT'S FROM

CAMPAIGN FINANCED THE EUROPEAN UNION
WITH AID FROM THE Leafy lad % SUPPORTS CAMPAIGNS THAT EUROPE
The Eaey Heahly

EUROPEAN UNION Choite  woamoaTues PROMOTE A HEALTHY LIFESTYLE

A
@!‘3@%

&

Art Smart

Grab a leaf of lettuce or two and your sharpest pencil.
° Take some time to study the bends and curves of the leaf

and have a go at sketching it. (Make sure you don't

nibble it away before your work of art is complete!)

ENJOY

TS FROM

wmwrmoune | eafySalad AHDB, <ponrs caemons mar RRILHINS
Easy Choice HORTIOATURE

EUROPEAN UNION PROMOTE A HEALTHY LIFESTYLE
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¢J¥/

ST o = ereoce- e ot

wsim Makemoreofsalod com/whatwegrow Reap: Famous Recipes
warcs: Caring for the Ervironment video

WORK IN A GROUP TO PRESENT
AN EPISODE OF A FOOD SHOW.
THE SPECIAL GUEST IS CAESAR
CARDINI, PREFARING HIS FAMOUS
CaEsar SaLap. Cuar ABouT
INGREDIENTS, FLAYOURS AND
PRESENTATION AS HE “MAKES™ THE
SALAD. WATCH A CLIP OF A FOOD
SHOW FOR INSPIRATION.

People Smart

ENJOY

IT'S FROM

CAMPAIGN FINANCED AHDB THE EUROPEAN UNION
WITH AID FROM THE Le afy §a.!9d D g  SUPPORTS CAMPAIGNS THAT [U R[]P[
EUROPEAN UNION Baey Heakly Chokee. soumonront  PROMOTE A HEALTHY LIFESTYLE

WRITE A STORY WITH PICTURES

FOR SOMEONE SMALLER THAN

you! TELL THE STORY OF
HOW A LITTLE SEED IS

PLANTED AND HOW IT GROWS

INTO THE LETTUCE WE BUY N

THE SUPERMARKET AND EAT
TO Stay HEALTHY!

[T'S FROM
- mmﬁfﬁ%ﬂ THE Leafy§5§l9g ,A_Ii% SUPPORTS CAMPAIGNS THAT EUROP[

WORTICATURE PROMOTE A HEALTHY LIFESTYLE
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Art Srort

9 Teach everyone in your house how fo keep leaves fresh and
tasty in the chillbox by designing a poster to keep on the fridge.

[T'S FROM
-5::':.:’1'.%%::0“.:"553 LeafySalad % supvonts cavenions 11 I LIIge

EUROPEAN UNION PROMOTE A HEALTHY LIFESTYLE

= n TALK THE TALK

HERE'S A LIST OF WORDS YOU'LL
WANT TO ADD TO YOUR
YOCABULARY. YOU'LL SOUND REALLY
SMART ANDG YOU'LL UNDERSTAND

WHAT [T TAKES TO GET THE LETTUCE
YOU LOVE TO E&T ONTO YOUR
FLATE. LoOK UP THE WORDS yOU

DO NOT KNOW.

Word Smcrt

ENJOY

IS FROM
FUROPE

CAMPAIGN FINANCED THE EUROPEAN LINION
- WITH AID FROM THE Lea_fy lad _A...I:I_[E SUPPORTS CAMPAIGNS THAT
The Easy

EUROPEAN UNION Healthy Choite~ wosmceumuss PROMOTE A HEALTHY LIFESTYLE
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£ N E

SR SALCS

\”W v Maokemaoreofsalod.comywhatwegrow meas Fomous Recipes

Paople Smaort

Body/Mumber Smort

x

SALADS ARE AN WAPORTANT
PART OF FOOD TRADITIONS
AROUNDG THE WORLD. WE
HavE LEARNED ABOUT THE

CaEsSAR, WALDORF AND

MIGOISE SALAD'S THAT ARE
WELL KNOWN WORLD WIDE...
BUT THERE ARE MAaNY MORES

Choose a country or region of the word and research whiat types of
e salad are eaten. Find a recipe and write it down [ingredients and
method) Compose an introduction for the salad.

CAMPAIGN FINANCED THE EUROPEAN UNION
- WITH AID FROM THE Lea_fy §alad AHDB ;0 caupaons Tiar

EUROFEAM UNION PROMOTE A HEALTHY LIFESTYLE

L AX,

AN ACRET
., PACE OUT &3m°*

cmm.ﬁe&m

LONG T TAKES TO RUN AROUND IT.

IMAGINE TAKING CARE OF THE LETTUCE

IN THIS SPacE. IF A FARMER CaN GROW

16 HEADS OF LETTUCE IN ONE SGLUARE
METREE ESTIMATE HOW MANY PLANTS
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Year 2 Action 4 — Education resources Super Seeds to Super Salads presentation
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Promoting the competition
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Salad resources uploaded to Times Educational Supplement website
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Discussion
Campaign objectives detailed in the funding agreement

1) To inform and educate consumers (adults and children), consumer and foodservice media
about the origins of leafy salads, where and how they are produced and how products reach

them.

All campaign materials were designed to create a definitive online resource for this information for
adults, children of school age and the media. The research conducted by England Marketing did
not examine these target markets understanding of origins, production or supply chain as these
were secondary to the health messages of the campaign.

2) To attract lapsed and new shoppers to leafy salads, across all age groups, and especially
amongst younger shoppers below 45 years old.

The campaign retained England Marketing to continue its consumer research based on its
benchmark research conducted in 2012 and repeated in 2013 and 2014. Lettuce and salad leaves
are consumed by all age groups. Penetration among the respondents 25 — 65+ was in the mid
90% range (Table 3 and Figure 32 below). While consumption remains lowest in the 3 -17 age

range, consumption within this group has increased from 2014 figures (Table 3 below).

Percentage positive
uestion
° Apr-12 Sep-12 Oct-13 | oct-14 | oOct17 C'l‘j_”og’cetg‘:t
Ages within the household that eat lettuce

3-17 80% 7% 80% 74% 84% 10%

18-24 92% 95% 94% 94% 93% -1%

25-34 95% 98% 97% 99% 96% -3%

35-44 99% 97% 95% 94% 95% 1%

45 - 54 98% 97% 99% 97% 96% -1%

55 - 64 97% 96% 97% 99% 97% -2%

65+ 96% 100% 97% 99% 97% -2%

Table 3 - Ages in household that eat lettuce. England Marketing 2017

The research showed an increase of 5% to 39% for consumer buying more salad over the past 12
months than in the previous 12-month period. 58% bought the same and only 3% bought less
(Table 4 below). The reasons given by respondents for salad consumption are related to health,
variety of salad options and recipe ideas (Table 4). These are all messages central to the leafy
salad campaign. The campaign has also benefitted from the wider health and obesity agenda

which has been extensively covered by the media in print, broadcast and online.
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Who eats lettuce?
Respondents were first asked to indicate the age groups their household comprises

Q - Please tell us whether any of the people in your household within the age groups (including yourself) eat lettuce/salad leaves
Fig 10. Ages within household that eat lettuce/salad leaves 2017

3 -17 years

18 -24 wears

25 -34 years

35 -44 years

45 -54 years

55 -64 years

[ ves eatlettucessalad leaves [[] Do not eatlettuce/salad leaves

Figure 32 - Who eats lettuce? England Marketing Research 2017

Percentage positive
Question _ _ . _ _ Change Oct
Apr-12 Sep-12 Oct-13 Oct-14 Oct-17 14-0ct17
Amount bought compared with 12 months ago
More 32% 31% 32% 34% 39% 5%
The same 64% 63% 63% 62% 58% -4%
Less 4% 6% 5% 4% 3% -1%
Reasons for increase in the amount of lettuce bought
Just wanting to eat more healthily 71% 71% 72% 2% 63% -9%
I/my household like the taste 39% 45% 50% 44% 46% 2%
More varieties available 32% 40% 37% 38% 38% 0%
Increased promotion of the health benefits of eating lettuce 33% 31% 39% 39% 45% 6%
More people in the household eating it 27% 31% 29% 30% 27% -3%
More salad recipes/ideas 27% 26% 34% 32% 35% 3%
Promotional activities i.e. adverts, special offers 11% 10% 12% 9% 7% -2%
Weather - - 23% 26% 8% -18%

Table 4 - Reasons for changes in salad consumption. England Marketing Research 2017

3) To differentiate salad leaves from other salad ingredients and make them a considered instead
of being an unthinking, disengaged purchase.
4) To create consumer interest in the leafy salads category.

Despite the anecdotal belief amongst growers that salad ingredients are a disengaged purchase,
the research suggests that consumers are much more conscious about buying from the category.
Nutrition, waste, preparation and cost are all cited as considerations when buying (Table 5). Given

the financial constraints on many shoppers, the pressure to reduce food and packaging waste and
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the encouragement from government, the NHS and media to eat healthily, the research suggests
consumers are taking an active interest in shopping the leafy salad category.

Percentage positive

Question Apr- | sep-| oct. | oct. | oct. | Shange
12 | 12 | 13 | 14 | 17 | o

Views on lettuce/salad leaves

Salad leaves are healthy | 94% [ 93% [ 919% | 92% | 88% -49%
There is a wide variety of lettuce and salad leaves available to buy | 91% | 919% | 89% | 89% [ 34% -H%

It is easy to make leafy salads part of my 5 a day portion of vegetables | 86% | 85% | 82% | 84% | 83% -1%
Whole head lettuce should always be washed before eating | 85% | 85% | 82% | 82% | 83% 1%
Salad leaves/lettuce offer a variety of different flavours | 83% | 84% | 82% | 81% | 78% -3%

It is easy to make a meal with leafy salads | 83% | 80% | 80% | 81% | 80% -1%

Bagoed salad leaves need to be washed before eating if they have not
been pre-washed

Salad leaves and lettuce are versatile | 78% | 73% | 73% | 75% | 74% -1%
Leafy salads are grown to high standards and with care by farmers | 65% | 64% | 64% | 68% [ 71% 3%

T7% | 77% | 76% | 78% [ 73% -2%

Table 5 - Shopper views on salad leaves. England Marketing research 2017

5) To create collateral for the campaign (including images and video of serving suggestions,
grower stories and farming methods) and to reuse existing campaign material to create web,

print and social content that communicates key messages.

35 recipes have been developed and photographed during the 2 year campaign. 12 serving videos
have been filmed; 4 of these have been made available on the campaign website

(http://www.makemoreofsalad.com/things-to-make/) and 8 have been used to promote key

campaign messages (convenience, nutrition, flavour) on social channels (Facebook, Instagram &
Twitter). All grower and farming materials have been updated and made available online

(http://www.makemoreofsalad.com/what-we-grow/). The recipe and serving materials have been

used to create print and online collateral for media to educate them about leafy salads.

6) Education objectives - Material development — Working with growers and KS2 stage teachers,
to develop Healthy Eating homework material and Healthy Eating Assembly Pack for a launch
project to 25 schools.

The education materials included above (pages 18 - 20, figures 8 — 11) were developed with a
teacher panel of 4. The launch project to 25 schools was upgraded to 3,000 schools as the
provider was able to offer this in the budget. Teacher feedback from the pilot was that the materials

were suitable and that no changes were needed.

7) Healthy Eating homework - To contact 16,778 schools teaching KS2 pupils in England in each

of the 2 campaign years and offer them free educational homework material on leafy salads
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and healthy eating. (16,778 is number of primary available on School Mailings Ltd. database.

UK Government website figures for 2012 shows 16,818 primary schools in England)

8) Healthy Eating Assembly pack - To offer healthy eating and salad food chain teaching support

material to PSHE (Personal, Social, Health and Economic Education) contacts at 16,778

schools teaching KS2 pupils in England. NB this pack was included with all other education

material in the mail out therefore the results have been counted together in tables 6 and

7 above.

The 2016 email campaign results are detailed in Table 6 below. All agreed targets were exceeded

as a result of significant economies achieved by using a lower cost email provider. This resulted in

more email sends and these delivered higher email opens, click throughs and downloads.

Year 1 Action 4 Target | Delivered Contacts Total emails sent
over 4 mailouts
Schools targeted (School Mailings data) 16,778 16,778 42,922 112,255
Target Delivered Notes

Email open rate (School Mailings data) as 1,500 13,832 | Pilot 646 + main 6,060 + resend one
shown in the Email Campaign Analytics 4,317 + resend two 2,809
reports above

Click through — email to website (School 850 1,698 | Pilot 95 + Main 916 + resend 1,509 +
Mailings data) as above resend two 178
Document downloads and mailouts 1,000 2,297 Data from Google Analytics

Table 6 - 2016 email campaign results

The offer of printed/hard copy material as an alternative to downloads did not produce the demand

anticipated. 100 packs were sent out in year 1 (see list on page 15) and additional packs have

been sent to schools in response to ad hoc requests. The saving made on printing and dispatch of

printed copies was used to review and revise all the legacy education material inherited by the

campaign and to design this to fit the new curriculum and the campaign. All the revised material

was then uploaded to the website. The 2017 email campaign results are detailed in Table 7 below.

Year 2 Action 4 Target | Delivered Contacts Total emails sent
over 4 mailouts

Schools targeted (School Mailings data) 16,778 16,778 31,263 93,789

Target | Delivered Notes

Email open rate (School Mailings data) as 1,500 10,607 | Mailing 1 - 3,223, mailing 2 — 1,039,

shown in the Email Campaign Analytics mailing 3 — 2,244, mailing 4 — 4,101

reports above

Click through — from email to website 850 552 Mailing 1 - 165, mailing 2 — 110,

(School Mailings data) mailing 3 — 107, mailing 4 — 170

Click through from Facebook advert to Incl 314 The advertising activity reached

makemoreofsalad.com (Facebook in 850 74,224 people

analytics) above

Document downloads 300 1,124 Data from Google Analytics

Competition entries 500 270 Hard copies received

Table 7 - 2017 email and social promotion results.
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The results for Year 2 email campaign exceeded the

target for downloads but were less successful than Year
1 in the number of downloads of education resources.
The competition entries achieved were less than

targeted.

The possible reason for the reduced number of

downloads was that the email campaign promoted the A new and fun way to get your
. . students excited about healthy eating!
competition as the primary message and downloads as a

Entrics are now open for our 2017 pesian Competitiont

Gk crmathem with pouir Movy Stage 5 ol wiele basrting shem abour the
iy cabe

secondary message (see Figure 16, page 25).

ot 4 Super Salods Adusrtissnend, (0 e disoiw
n o

To boost competition entries, the download message was
dropped completely (see figure 33 right) in the 3rd and 4" & ' w0 356 WK ey G0 o it
email send (Google Analytics chart is figure 13, page 23).

Lci 5 Qc’l er.'a:.‘;e
When ‘download’ was the primary message in the final
FirstNews  FHOD
email of the campaign, downloads increased (Google ST SO E%Eg

[ B Salad 2128
Analytics chart is figure 13).

The competition was promoted extensively across

: Figure 33 - Competition email 2017
several channels and was seen by schools’ contacts
(10,607 opened the email), on Facebook (74,228 reach and 2,493 ad clicks), on the campaign
website (1,125 unigue views), in news print, online and on Twitter from First News. Only 270

entries were received from 8 schools.

Channels promoting the competition:

¢ Email marketing campaign e Campaign website

o Campaign Facebook promotion e First News website

¢ Campaign saocial channels. Facebook, e First News newspaper 2 ads
Twitter, Instagram e First News Twitter

Three learnings from the competition design were:

1) The prize was not sufficiently valued or valuable to encourage entries. The prize was to
have the winners’ adverts appear in First News and Great British Food magazine.

2) The value of the exercise to design adverts using persuasive language, images and design
may have been too complex a concept for an in-class activity, even though achieving an
understanding of these elements is part of the national curriculum.

3) The copy used by the campaign to communicate the benefits of using the adverts for the
purpose above was either missing or assumed too much understanding on behalf of the

recipients.
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9) Communication — To share the following with growers:

a) Educational materials developed for the program

b) The results of the launch project

c) Quarterly updates (unless otherwise advised) on the progress of the program
d) Final report on the program

Quarterly reports were produced and updates included in the BLSA newsletter. Campaign results
were also presented at 2 Grower Association AGMs (2016 and 2017) and at the BLSA / Brassicas
industry conference in January 2017.

10) Measurement — To use market sales data (Kantar Worldpanel or Nielsen) to show leafy salads
sales progress (to be supplied by the BLSA contributors).

The sales data for leafy salads is as follows using Kantar Worldpanel 52 week data ending 8"
December 2017. 2016 sales were affected by 3 issues.

e Claimed E. coli 0157 in imported bagged rocket. June 2016
¢ Salmonella risk in bagged salad. University of Leicester. November 2016

e Spanish crop destroyed by winter flooding. December 2016

2017 sales were affected by the collapse of the Spanish crop between January and March and
damage to crops across southern Europe. In addition to shortages putting upward pressure on
prices, the weak pound as a result of the Brexit vote meant imports were more expensive and this
increased the price of imported salad outside the UK season (Imported season October — April).
This has affected leafy salads sales overall. Gem and Romaine wholehead sales have been
stronger due to shorter growing cycles, an early start to the 2017 UK growing season as a result of
a warm March/April and shoppers buying smaller products to reduce waste.

The 2017 salad market data for 52 weeks was as follows:

Spend Packs Price per Avg weight Penetration Frequenc Packs per
‘000’s (units) pack of purchase q y occasion
Leafy £216,018 321,638 0.67 15 78.4% 13.4 11
Salads +6.1% -3.4% +9.8% -3.5% -0.7% -0.4% -0.6%
lceber £80,278 145,878 0.55 9.5 56.1 9 11
9 +5.9% -11.3% 19.4% -7.1% -3.3.% -0.6% -0.9%
Gem £54,796 74,360 0.73 6.5% 42.7% 5.8 11
+4.4% +4.5% - 0.4% +1.3% - +0.4%
Romaine £38,380 38,074 £1.01 52 26.7 4.9 11
+15.2% +16.8% -1.4% +4.3% +2.6% +0.2% +0.1%
Round +£13,149 29,200 0.45 7 15.2 6.1 1.2
+6.5% +4.4% +2.0% -8.7% +1.8% -0.4% -2.7%
Other £29,415 33,126 0.89 4.8 25.1 43 11
-0.9% -7.1% +6.6% -3.9% -1.1% - -3.9%

Figure 34 - Kantar Worldpanel data 52 w/e 8th Dec 2017
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Financial Benefits
The salad crises in 2016 and 2017 and the ongoing impact of Brexit on sterling and import prices
have had an impact on shopper buying behaviour. An increase of +9.8% in the price of leafy

salads overall has increased value sales for the category and decreased the overall volume sold.

The England Marketing research suggests that the E. coli 157 and Salmonella scares of recent
years mean shopper concerns remain high about product safety with 85% believing wholehead
lettuce ‘should always be washed before eating’ and 73% believing that bagged salad leaves
should also be washed if not pre-washed. The full effect of these concerns is not yet understood,
however, as shown in Table 4 nutrition appears to outweigh safety concerns as shoppers say they

are buying more salad overall.

Conclusions

UK government has recognised the importance of teaching diet and nutrition in schools by
including it in the national curriculum. Many food and interest groups are using the curriculum to
promote messages to schools. Because government finances remain constrained, providing free
resources to schools is an effective way to get key crop messages across to teachers, pupils and
parents is limited. Influencing behaviour takes time. The opportunity exists, for leafy salad growers

to influence leafy salad consumer behaviour over successive generations.

Consumer interest in nutrition is being driven by a variety of campaigns led by government and the
NHS. Anti-obesity campaigns, notably the so called ‘war on sugar’ are also prominent in the media.
These factors make the climate suitable for work to promote leafy salads as a helpful component of
a nutritious diet. Consistent, coherent and regular marketing is necessary for salads as an

unbranded, commoditised category.

To educate children and teachers about salads, new education materials needs to be produced to

maintain interest in the salad crops and messages.
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