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BACKGROUND 

• Aim is for older adults to maintain independence 

and quality of life 

• Ageing population = increased need for residential 

aged care

• 68% malnourished

• 30% of hip fractures occur in aged care 

o Fractures lead to ongoing disability 

• Malnutrition is preventable with good nutrition! 

• Food served in aged care often lacks adequate  

nutrition 



DAIRY RECOMMENDATIONS AND INTAKES IN AUSTRALIA
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Recommended 

Men (70 years +)

Women (50 years +)

Actual  

Community (70 years+)

Aged-care



FRACTURES TRIAL

Research study that aimed to look at how improving the food in aged care 

impacted on the health of the residents, using milk, cheese and yoghurt



WHAT WAS DONE?

• 60 aged-care facilities

• 7000 residents (80s and 90s)
• 2 years

• Normal menu or increased dairy

• Falls, fractures, malnutrition, muscle health, 
bone health, heart health





Multiple research papers to come – the 

major study was published in November 

2021

Increasing dairy from 2 to 3.5 serves:

•  protein and calcium

• 33%  in all fractures

• 46%  in hip fractures

• 11%  in falls

o Protein content

o Muscle maintenance

WHAT WAS FOUND?



✓ First high quality study to link 

dairy foods and fracture risk 

reduction 

✓ Effective and safe

✓ Residents enjoyed the food

✓ Affordable 

✓ Widely accessible

WHAT’S SO SPECIAL ABOUT THE WORK?



LEVERAGING THE FINDINGS 

• Evidence to support food-based policy changes in aged-care

• Promotion of health benefits (community and aged care)

• Evidence to support dairy in dietary guidelines

• Global promotion of outcomes

• Phase 1: drive awareness that increasing 

consumption of dairy foods in older adults 

reduces their risk fractures

• Phase 2: increase provision / drive long-

term benefit and uptake of dairy in the aged 

care setting and within the 

community through policy and 

engagement activity



AUDIENCES
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CONSUMERS

Adults 65+

Encourage older adults in the 

community and their carers to 

consume recommended levels of 

dairy

HCPs

GPS and Dietitians

Encourage HCPs to advocate / 

recommend increased dairy 

consumption in older adults

KOLs

NGO’s, Aged Care

Ignite discussion about the 

importance of a food first 

approach to drive policy change in 

aged care facilities



PHASE 3: ADVERTISING CAMPAIGN 

PAID MEDIA APPROACH

REACH & FREQUENCY EDUCATE & ENGAGE

Audio & Digital Digital

Broadcast radio, news, masthead digital display 
Podcast interviews and live reads, advertorial 

content, HCP interviews and advertorials 
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Health Care Professionals & Consumer 65+ 



Maggie Beer 30”

Live Read

Unstoppable Fran 30”

Maggie Beer Interview

LIVE MEDIA – CONTENT | RADIO | PODCASTS



LIVE MEDIA – DIGITAL DISPLAY 

CONSUMER ADVERTISING HCP ADVERTISING



To determine policy opportunities to best drive uptake of milk, cheese and yoghurt 

within aged care services and more broadly in the ageing population within the 

community

1/ scope the aged care/older adult space including key stakeholders 

2/ develop a stakeholder engagement strategy and associated resources. 

The aim is to deliver policy reforms that support the increased uptake of milk, 

cheese and yoghurt within older people living in both aged care, and within the 

community. 

STAKEHOLDER ENGAGEMENT STRATEGY –

PROMOTING THE BENEFITS OF DAIRY IN AGED CARE

The current aged care environment and the focus on food and nutrition is hot!



Stakeholder groups

• Aged care providers

• Catering companies

• Consumer advocates

• Farming industry bodies

The strategy 

• Phase 1: Build awareness through dissemination of communication materials and what the research 

means 

• Phase 2: Targeted engagement to build connections, promote key messages and encourage 

behaviour change

• Phase 3: Creating behaviour change, imbedding messages and lobbying for government policy 

change 

DRIVING THE UPTAKE OF DAIRY IN AGED CARE SERVICES STRATEGY 

Strategy still under development



Creating behaviour change, imbedding messages and lobbying for government policy change 

• Engage SA government Ministers and policy makers

• Get the key messages on the agenda of government Ministers and bodies

• Build and foster relationships with government and advocacy bodies 

• Targeted communication – letters to government Ministers, see meetings 

DA would develop messaging, tools, letters etc and be available to support SADA 

WHAT CAN SADA DO 

Sample key messages for farmer groups may include..

• the need for a coordinated approach to address the deficits in food and nutrition in aged care as highlighted by the 

Royal Commission

• the value of fresh, whole foods in meeting both meeting aged care consumer nutritional requirements and food 

enjoyment

• the strong linkages between food and quality of life in aged care and government’s keen focus in this area

• the strength of Australia’s agricultural industry and how this could be leveraged to support the aged care industry to 

provide appetising, fresh, whole foods to consumers.



1. Cow’s milk is an affordable nutrient powerhouse, naturally containing an array of nutrients in a unique 
matrix that are well absorbed by the body and deliver positive health benefits, most households continue to 
purchase milk regularly 

2. Milk, cheese and yoghurt have well established health benefits and are recognised as an integral part of a 
healthy, sustainable eating pattern due to their contribution to the health and wellbeing of Australians

3. Increasing dairy in aged care (from 2 to 3 ½ serves a day) delivers reductions in falls and fractures, is 
affordable, widely accessible and increases residents meal time enjoyment . 

Keeping these messages on the agenda of SA government leaders and decision makers is 

critically important 

TAKE HOME MESSAGES

40




