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FEATUREFOOD INSECURITY

D
elays in international trade due 

to COVID-19 brought attention 

to supply chain vulnerabilities 

and Australians became more 

aware of the importance of buying 

local. Recognising the importance 

of innovation during the pandemic, 

food businesses are building on this 

momentum to connect with local 

communities and consumers. 

As with other industries, the food 

processing industry continued to 

operate, providing over 276,000 jobs 

nationally and contributing $122.1 

billion to the Australian economy.1

Prior to the pandemic, values and 

corporate practices were already 

becoming increasingly important to 

branding.2 Consumers were mindful 

of their spending power, choosing 

to support local, ethical businesses 

which promoted healthy and 

sustainable living while supporting 

local communities and causes.3

COVID-19 has meant that many 

Australians are dipping in and out 

of lockdown, amplifying the existing 

problems of loneliness and food 

insecurity. The pandemic has caused 

widespread business closures and left 

many without income, resulting in an 

increase of Australians facing food 

insecurity.

Humans are social creatures 

and isolation takes a toll on our 

mental health and lockdown has 

further compounded issues with 

loneliness. Prior to the pandemic, 1 in 

4 Australians reported problematic 

levels of loneliness but this figure has 

increased to 1 in 2, a 100% rise that 

has been compounded by lockdown. 

Australia’s food industry is perfectly 

placed to make a difference to both 

social issues. 

The recent #Cook2Connect 

campaign exemplifies how food 

businesses can stand out by making 

a difference in a meaningful way. 

Research shows that when brand 

advertisers work together with 

charitable organisations to produce 

combined messages about social 

causes, consumers are more willing to 

purchase and switch brands.4

#Cook2Connect neatly tackled 

two social issues simultaneously 

- loneliness and food insecurity. 

Consumers were encouraged to stave 

off loneliness by ‘Sharing a Plate with 

a Mate’, making the most out of their 

fresh produce and pantry items to 

make restaurant quality meals, and 

were urged to donate to OzHarvest. 

Food processors know how 

important food is in maintaining our 

health and nutrition, however, there 

has been increasing interest and 

research into how food helps to build 

community.5

Michael Simonetta, CEO of 

Perfection Fresh, said: “Perfection 

Fresh was proud to be a part of the 

#HomeCooked campaign in 2020, 

so #Cook2Connect was a natural 

fit for us in 2021. As an Australian 

family-owned business for over 40 

years, the campaign aligned with our 
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mission to inspire a healthier world by connecting people 

to sustainable fresh food.”

MGI Entertainment’s General Manager of Content, Byron 

Keane notes this trend within the industry, “Consumers 

today want more from the brands that they engage with. 

They want brands to be aligned with causes they care 

about. The thinking behind #Cook2Connect was to provide 

an avenue for brands to develop emotional connections 

with target consumers, while helping raise much-needed 

funds for OzHarvest”.

#Cook2Connect helps participating brands such as 

Perfection Fresh, D’Orsogna, Kenwood, Nature Nate’s 

Honey, NH Foods Australia, Patak’s, Rio Vista Olives and 

TEFAL, to align themselves with social causes and reach 

new potential buyers through a combination of influencers, 

digital media platforms and traditional media platforms. 

Food businesses benefit greatly from participating in 

similar campaigns which help them to create a positive 

brand image through their support of social causes while 

placing their products at the centre of family meals.
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The accurate detection of egg protein in heat processed foods, such as bakery products or 
pasta has previously been challenging. 

To overcome these issues ELISA Systems has developed a new Processed Egg Residue 
Detection Kit that incorporates a novel, straight-forward sample extraction to allow high 
efficiency detection of egg protein in both heat processed and non-processed foods.

Our new innovative Processed Egg Residue Detection kit is now in stock and is ready to go! 
Click here to find out more!

ELISA Systems
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 Detection Kit ESEGGPR-48
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