


‘Feed Happiness’ Campaign Overview 
Nineteen local organisations across Southern Metropolitan Melbourne have come together to co-develop a four week

social media campaign which builds the capacity of our community to increase their consumption of foods which
promote positive mental health outcomes. 

Increase understanding of food and it’s link to mental health and

wellbeing.

Identify specific foods that can support better mental health (to

make healthy options easy).

Find and build motivation for people to prepare and eat healthy

foods that can support better mental health (to make healthy

options easy).

Generate social sharing and community interest to boost

awareness through peer-to-peer influence.

The campaign seeks to:



Alfred Health

Baker Heart and Diabetes Institute

Bayside City Council

Cardinia Shire 

Caulfield Community Health Service

Central Bayside Community Health

Services

City of Casey 

City of Greater Dandenong

City of Kingston 

City of Stonnington

Enliven Victoria

Frankston City Council

Frankston Mornington Peninsula PCP

Glen Eira City Council

Monash Health Community

Mornington Peninsula Shire

Peninsula Health

Southern Melbourne PCP

Star Health

Project partners 



Families, parents, and carers of children 0-15 years old

Young people 16 – 25 years old

Target Audiences

The focus of this campaign is to reach:

These demographics were selected based upon the mental

health and nutrition needs, and vulnerabilities of families and

young people within the Southern Metropolitan region during

and following the COVID-19 pandemic.   

Across both of these demographics, the campaign will

specifically focus on those with low awareness and or

understanding of the links between healthy eating and

psychological benefits.



Campaign Focus
 

With the support of local councils, community health services and Primary

Care Partnerships (PCP) – the campaign will provide original, compelling

creative materials that these organisations can use through their digital

channels, with a particular focus on social media. 

 

This diverse and collaborative partnership provides an excellent

opportunity to distribute evidence-based health messages across the

community in the Southern Metropolitan region, and to encourage peer-to-

peer sharing, comments and discussion about the connections between

mood and food. 

The project partnership would also like to acknowledge the consultancy

work of Ellis Jones and Common Cause Australia for their valuable inputs

into the campaign design and messaging framework.



To reach and engage people with low awareness and

or/understanding of the links between food and mental health.

For people to share the campaign messaging with their peers

(including influential voices across settings i.e. sport, recreation,

schools and workplaces).

For people to recall campaign messages linking food to mental

health outcomes.

 

Objectives
 Communications and engagement 

Goal
To encourage more people to choose healthier food

options within the places that they live, work and play,

to support good mental health and wellbeing.



This framework further outlines

the goal and objectives of the

SMR campaign (inner circles) 

and the associated goal and

objectives of the communication

and engagement 

strategy.

Framework:

Goals and 

Objectives 



 Associate healthy food with pleasure and immediate mood gains.   

Tap into positive aspiration and self-compassion rather than unhealthy

self-criticism.  

Consider audience behavioural context: where, when and how.

Define specific behavioural asks (buying, preparing, and eating) and

specific food substitutes. 

Campaign concept and messaging: 



This toolkit is designed to provide you and your organisation with a suite of tools and assets

that can be used within your digital communication platforms to share and promote the

campaign and its messages. 

You can freely share campaign materials and content for the duration of the four week

campaign (08/02/21 - 07/03/21). This may include incorporating our imagery and messaging

via: your social media, newsletters and EDMs, and on your website.

How your organisation 

can get involved.
8th February 2021 - 7th March 2021 



Either utilise our suggested captions and imagery to put

together your own posts (p.10 and 11), or simply share the

content posted from the campaign accounts. 

Encourage your stakeholders and followers to ‘share’ the

campaign broadly – the more people engaging with the

campaign the better! 

If possible, share the campaign content across multiple

digital platforms. 

Encourage your audience to 'like' and 'follow' the campaign

via the the campaign's social media channels (links below). 

To ensure the success of the campaign, we 

recommend considering the following:

Feed Happiness @feedhappiness_

https://enliven.org.au/feed-happiness/
https://www.facebook.com/Feed-Happiness-103706055038606
https://www.instagram.com/feedhappiness_/


Social Media
#FeedHappiness

Facebook

Instagram

Platform Suggested caption Hashtag/s Images

We all want to eat delicious food that helps us

manage stress, boost mood and be our best.

#FeedHappiness with lots of fruit, veg, nuts and grains

- food that is good for our brain. 

Head to the Feed Happiness Facebook page to learn

more about choosing foods for better mental health

and wellbeing.

#FeedHappiness

We all want tasty meals that are easy to prepare and

leave us feeling awesome. Let’s #FeedHappiness with

plenty of fruit, veg, nuts and grains. The more we add, the

better we feel! 

Follow @feedhappiness_ to learn more about choosing

foods for better mental health and wellbeing.

#FeedHappiness

#foodboost

#foodandmood

The following are suggested captions and imagery only. We actively encourage your organisation to modify and adapt to suit

your audience and style guides. A full suite of campaign assets and imagery are available to download here. 

https://enliven.org.au/feed-happiness/


Social Media
#FeedHappiness

We all want to eat delicious food that helps us

manage stress, boost mood and be our best.

#FeedHappiness with lots of fruit, veg, nuts and grains

- food that is good for our brain. 

Head to the Feed Happiness Facebook or Instagram

pages to learn more about choosing foods for better

mental health and wellbeing.

‘Feed Happiness’ is a localised social marketing

campaign aiming to promote healthy eating, for good

mental health.

 Led by a partnership of 19 local organisations, the

campaign intends to build knowledge, awareness and

understanding of food and its link to mental health and

wellbeing for communities across the Southern

Metropolitan region.

Twitter

LinkedIn

Platform Suggested caption Hashtag/s Images

#FeedHappiness

#FeedHappiness

#socialmarketing

#healthpromotion

The following are suggested captions and imagery only. We actively encourage your organisation to modify and adapt to suit your audience and style guides. 



A newsletter article has been included to serve as an additional piece of content about the campaign and can be

used in full, or in part, in your own publications whether in print or digital format.

Newsletter Copy 

Bringing together 19 organisations across Melbourne, the Feed Happiness campaign is here to support

young people and families to choose healthier foods for good mental health. We all want to eat

delicious food that helps us to manage stress and boost mood. But with so many options it's hard to

know what works best. Feed Happiness will provide support and resources to:   

• Increase your understanding of the link between food and mood.

• Identify which specific foods can support better mood (to make options easy) 

• Build your knowledge and motivation to prepare and eat healthy foods 

• Create a space for connecting within the community and on social media, to encourage sharing and

discussions about the connections between mood and food. 

Let's Feed Happiness with food that is good for our brain!  

Head to our Facebook page and Instagram @feedhappiness_ for more info!

Click here to access a Microsoft Word version of the newsletter copy. 

http://enliven.org.au/wp-content/uploads/2021/01/Feed-Happiness-Newsletter-Copy.docx


Key project contacts

Andie Murphy

Health Promotion Practitioner 

Peninsula Health

amurphy@phcn.vic.gov.au

 

 

Tracey Collins

Partnership Lead

Southern Melbourne PCP

tcollins@smpcp.org.au

 

 

Cassandra Crothers-Swensson

Health Promotion Practitioner 

Monash Health

cassandra.crothersswensson@monashhealth.org

 

 

Kate Lowsby

Health Promotion Manager 

enliven Victoria

kate@enliven.org.au



Food and Mood Centre

Food for Mental Wellbeing - Peninsula Health

Nutrition and mental health - Be You

Eat for Health - Eating Well

Food - Head to Health 

 

https://foodandmoodcentre.com.au/

 

https://www.peninsulahealth.org.au/wp-content/uploads/Food-for-Mental-Wellbeing-

Resource.pdf

 

Recorded Presentation

https://www.youtube.com/watch?v=NHz7JD6xVEc&list=PLMhfcI2_dHTlZFkKpZ8YG8rF-

bufLMyhM&index=2

 

https://beyou.edu.au/fact-sheets/wellbeing/nutrition-and-mental-health

 

https://www.eatforhealth.gov.au/eating-well 

 

https://headtohealth.gov.au/meaningful-life/physical-health/food

Helpful resources 
For additional information about food and it's 
impact on mental health and wellbeing. 

https://foodandmoodcentre.com.au/
https://www.peninsulahealth.org.au/wp-content/uploads/Food-for-Mental-Wellbeing-Resource.pdf
https://www.youtube.com/watch?v=NHz7JD6xVEc&list=PLMhfcI2_dHTlZFkKpZ8YG8rF-bufLMyhM&index=2
https://beyou.edu.au/fact-sheets/wellbeing/nutrition-and-mental-health
https://www.eatforhealth.gov.au/eating-well
https://headtohealth.gov.au/meaningful-life/physical-health/food


Additional Information
Messaging Framework: Young People

NB: This framework
has been provided to

support partner
organisations in

developing a deeper 
 understanding of the

story structure
utilised as part of the
development of this
campaign's values-
based messaging

approach.



Additional Information
Messaging Framework: Parents and Carers 

NB: This framework
has been provided to

support partner
organisations in

developing a deeper 
 understanding of the

story structure
utilised as part of the
development of this
campaign's values-
based messaging

approach.


