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In Melbourne, the population is 
projected to reach 8.6 million by 
2066. The 2019 report Roadmap for a 
Resilient and Sustainable Melbourne 
Foodbowl indicates that growth at this 
rate, coupled with loss of farmland 
from urban sprawl, will see the city’s 
capacity to feed itself fall from 41% to 
only 18% by the time the population 
reaches just 7 million. Rapid and 
large-scale measures must be taken 
now to build a more resilient and 
sustainable food system and disrupt 
this trend of ecological overshoot.

State and federal action continues 
to rely on informational campaigns 
and fall short of creating meaningful 
change through policy and 
investment. Efforts like Melbourne’s 
Urban Growth Boundary and “Green 
Wedges” have not prevented the 
ongoing loss of farmland. As such,  
it is evident that grassroots leadership 
and behavior change coming from 
local communities are the drivers  
of participation in the sustainable 
food movement.

Urban agriculture has become a 
mainstay of the sustainable food 
systems, and helps to diversify 
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and increase the resilience of a 
city’s food supply. Home-growing 
food and supporting local farmers 
allows people to break free of 
traditional polluting food systems 
and live in one that feeds itself rather 
than contributing to continued 
environmental detriments.  
Urban agriculture helps people 
develop a stronger connection to 
their food and its origin; facilitates 
community engagement; and 
provides access to sustainable, 
healthy food for disadvantaged or 
marginalised groups.

The Great Local Lunch is a campaign 
that highlights the importance of the 
local food movement and empowers 
people to participate in sustainable 
food production and consumption. 
Through education, communication, 
and celebration, it creates a culture 
of support and knowledge for both 
seasoned growers and newcomers 
looking to learn how they can take 
action in their own communities and 
food systems.

This report reviews the 2019 Great 
Local Lunch campaign, strategy, 
implementation and outcomes.

With ever increasing urban populations, and the effects of 
climate change resulting in mounting scarcities of primary 
resources necessary for food production, food security is a 
critical challenge facing cities worldwide. 
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CAMPAIGN
SUMMARY

The Lunch provides an opportunity 
for local growers and sustainable 
food advocates to connect, network, 
recognise each other’s achievements, 
and inspire positive change in local 
food systems.

Employing a unique ‘crowd-farming’ 
model, the campaign uses the 
National Sustainable Living Festival 
networks and online platforms to 
engage with local farmers, home 
growers and community gardens  
and encourage participation  

CAMPAIGN OBJECTIVES
The purpose of this campaign is to promote and support  
participatory development of sustainable food systems by  
accomplishing the following objectives:

1.

2.

3.

Create long-term behaviour change  
through engaging and motivating people to learn about and  
participate in sustainable food practices and local agriculture.

Create a diverse, connected and supportive urban growing community  
Broaden the reach and impact of urban agriculture and the  
sustainable food movement through intentionally involving  
culturally and linguistically diverse communities in the program.

Build resilient communities  
through education and application of sustainable food  
and urban agriculture practices.

Continuing for its seventh year in 2019, The Great Local Lunch 
campaign is a feature of the National Sustainable Living 
Festival and is a highly anticipated annual celebration of 
Melbourne’s sustainable food movement.

through sharing their harvests and 
knowledge at the Lunch.

Participants come together before 
the event to harvest, glean or forage 
their fresh produce, which is collected 
for the GLL chefs at a central drop-
off location. In only 24 hours the 
chefs transform the produce into a 
completely original degustation menu 
of native and seasonal ingredients 
for over 200 guests and thought 
leaders from the urban farming and 
sustainable food community.

Total reach of Facebook 
campaign

96 relevant organisations 
participating in the event 
and/or promoting the 
campaign

IMPACT
MEASURE

TARGETS IMPACT

16%

16%

20%

126%

179%

28%

24%

Partnerships

Number of collaborating 
organisations

10% increase on 2018 
baseline of partnering 
organisations (22 farmers, 
local producers & suppliers, 
60 food and community 
organisations)

10% increase on 2018 
campaign engagement

10% increase on 2018 
participation baselines

Baselines: 
• 200 grower 
registrations 
• 2500 food village 
onlookers 
• 1.5kg produce 
collected per person
• 250 total ticket 
applications

Increased knowledge 
of the local food 
movement reported 
by 75% of participants 
(68% reported increased 
knowledge in 2018)

80% of participants reported 
an increase in knowledge 
of and/or support for the 
sustainable food movement 
- a 12% increase from 2018

Total engagement with 
Instagram campaign

240 grower registrations

3200 food village 
onlookers

3.4kg produce collected 
per person

310 total ticket 
applications

Online Media Reach

Online and social media activity

Participation & Harvest

Number of people engaged with 
the event and the amount of 
produce collected

Participant 
Satisfaction & Impact

Qualitative feedback and 
awareness of issues
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THE GROWERS
From backyard gardens to bountiful 
balconies, it’s clear that growing 
food at home has gone beyond a 
pastime and become a way of life 
for many Melbourne locals. 

The growers were eager to share where and how 
they’d grown their produce and spread the word 
about the sustainable food initiatives that they 
were involved in.

This year saw record high contributions of 
homegrown fruits and vegetables with an 
average of 3.4kg of produce per grower delivered 
to the GLL central drop-off point, Kinfolk Café in 
the CBD. The biggest single harvest the Lunch 
received weighed in at 12.2kg, brought from a 
community garden in Pakenham.

At the Lunch, the growers enjoyed a menu 
bursting with seasonal produce ranging from 
potatoes, zucchini, and microgreens to stone 
fruits, walnuts and home-brined olives.

COMMUNITY
The Great Local Lunch campaign is 
always aiming to broaden the reach of 
its message and activities and create 
a diverse, inclusive community that 
supports all facets of the sustainable 
food movement.

This year, the campaign brought 
together growers and local food 
lovers who represent a wide range 
of organisations including: local 
farms and suppliers, artisanal 
producers, community gardens and 
food programs, media influencers 
and online networks, sustainable 
businesses and retailers, local 
government initiatives and 
educational institutions.
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#DISRUPTIVEDINING
A major element of the promotional 
campaign for The Great Local Lunch was 
the #DisruptiveDining ticket giveaway. 
This campaign was rolled out across 
Facebook and Instagram and gave a 
wider audience, who may not yet grow 
their own produce, a chance to win 
tickets to the event.

The online campaign followed the 
theme of this year’s National Sustainable 
Living Festival: DISRUPTION. In the GLL 
context, people were asked to share 
a photo of themselves participating in 
“disruptive dining,” meaning making 

choices or taking action that disrupts 
the unsustainable norms of the current 
food system. The objective was to draw 
attention to everyday behaviour changes 
that would be easy to commit to long-
term. Entries included crop-swapping, 
zero-waste picnics, cooking recipes using 
food waste, and even a “rescued food” 
dinner party.

The #DisruptiveDining campaign 
generated over 150 posts and over 2500 
engagements across both platforms, 
and the hashtag has continued to be 
used organically since the event.
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FARMWALL
This AgTech, urban farming startup is 
on a mission to transform cities into 
food producing ecosystems. They build 
and maintain indoor vertical farms 
using aquaponic principles in hospitality 
venues, workplaces and schools, and 
design urban farming solutions for 
underutilized space. Farmwall provided 
assorted microgreens to the Lunch.

SOMERS BEES
Based in Coburg, urban apiarists Somers 
Bees supplied enough honey for the 
whole lunch with over a month’s worth of 
leftovers donated to Kinfolk Café. Somers 
Bees are part of a worldwide effort to 
protect the honey bee populations that 
food crops rely on for pollination.

The Great Local Lunch collaborates 
with a variety of local farmers and 
artisans who contribute to the event 
by supplying their produce, sharing 
their knowledge with the other guests, 
and even bringing along take-home 
prizes for a few lucky diners. This gives 
producers the opportunity to connect 
with their market and inspire the home-
growers who want to learn from them.

MEET THE 
PRODUCERS

ALPINE NUTS
Situated on the banks of the Ovens River, 
Alpine Nuts is a family farm that has 
been growing organic nuts for over 30 
years. Their business model distributes 
straight to consumer to avoid polluting 
and expensive supply chains, and pesto 
made from their walnuts was a highlight 
of the first course of the GLL menu.

BUNJIL FARM
Run by passionate local farmer 
and founder of Hemp Victoria, Lyn 
Stephenson, Bunjil farm is a hemp farm 
and hempcrete B&B in Kyneton. Besides 
contributing hempseed oil and dukkah 
to the Lunch menu and as prize packs, 
Bunjil is raising awareness about the 
sustainable applications of hemp in the 
food industry and beyond.

TROLLEY’D
Australia’s first portable bar that 
embraces the principles of sustainability 
shook things up at the Lunch this year, 
serving cocktails made with infusions and 
liquors created with native Australian 
ingredients and organic produce, all 
foraged by their team and served out of 
repurposed airline cart bar trolleys. 

PICTURED: Byron from Trolley’d shakes things 
up for food sustainability
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This year’s media campaign for  
The Great Local Lunch focused 
on achieving meaningful 
audience engagement and 
encouraging user-generated 
content as a means of raising 
awareness and stimulating 
conversation about food 
security issues and solutions.

Owned content also aimed to connect 
the GLL audience to relevant influencers 
and initiatives in order to foster lasting 
engagement with the subject matter 
and long-term support for sustainable 
food systems.

INSTAGRAM
Instagram was an effective platform 
for generating audience engagement 
through the #DisruptiveDining 
campaign. Owned content showcased 
the partnering organisations with  
“in-real-life” images of their  
involvement with the GLL campaign  
and offered inspiration for supporting 
local growers and sustainable food 
systems year-round.

•  GLL campaign and #DisruptiveDining 
posts received 4,429 likes – a 179% 
increase in engagement from the  
2018 baseline

•    Instagram followers increased by 32% 
throughout the duration of  
the campaign

•   GLL campaign attracted engagement 
from influencers with a combined 
audience of 84,193

FACEBOOK
Facebook is a more valuable platform 
for communicating information about 
the event and sharing sustainable food 
stories. The GLL Facebook campaign 
saw an increase in both reach and 
engagement from 2018

• Total reach: 41,990 – 16% increase
• Total Impressions: 59,275
•  Active engagement: 2,397 – 6% 
engagement rate  
(industry benchmark: 2%)

GLL campaign posts were also shared 
across numerous local gardening 
groups with a combined membership 
of 186,240 and attracted engagement 
from pages with a combined audience 
of 89,332.

WEB & PRINT 
PROMOTIONS
The Great Local Lunch was a feature 
event on the National Sustainable Living 
Festival website. The campaign was also 
promoted through a series of EDMs 
to the Festival database, and featured 
in newsletters from four collaborating 
organisations: We Eat Local, CERES, 
Melbourne Sustainable Society Institute 
and Social Food Project.

The campaign had an entire page 
in the Festival highlights guide, and 
printed collateral was distributed across 
Melbourne in targeted locations such 
as local restaurants and cafes, libraries, 
town halls, community gardens, and co-
working spaces.

MEDIA PROMOTIONS 
AND REACH
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THE CHEFS

The head chef for Kinfolk’s new sister 
restaurant, Zane Heemi, took the lead 
in creating the menu this year. Beyond 
highlighting the incredible produce 
grown by the guests, chef Heemi fully 
embraced the theme of reducing food 
waste and incorporated dishes into the 
menu such as leftover rice crisp, old 
bread aioli, burnt onion top dressing 
and spent pickling liquor vinaigrette. 
The ethos of his restaurant is to 
“approach waste from the other end of 
the spectrum - rather than producing 
a large amount of waste and coming 
up with methods to best dispose of it, 
they try their hardest to use every part 
of a vegetable.” By demonstrating this 
philosophy in delicious ways on the 
plate, he hopes to inspire diners  
to reconsider how they define waste 
and experiment with “root to leaf” 
cooking methods.

Melbourne-based social enterprise Kinfolk joined The Great 
Local Lunch campaign again this year, cooking up a sensational 
degustation menu, that showcased the wide array of produce 
harvested by the guests. Feedback from the chef team revealed 
that they appreciated being more present for the produce 
drop-offs this year, as the chefs don’t get much time to spend 
with the growers at the actual event.

Kinfolk is a volunteer-based 
enterprise focusing on training, 
capacity building and connection, 
and are well known for sourcing 
from local farmers and suppliers. 
Supported by volunteers from all 
walks of life, Kinfolk uses hospitality 
as a vehicle to build a more inclusive 
community. 100% of their profits go 
to Australian based charities.

Kinfolk’s volunteer program creates 
a safe environment for learning 
and personal development for 
people facing challenges in their 
community. At the heart of Kinfolk’s 
business model is a focus on 
community, with an aim to foster 
social inclusion and a sense of 
belonging through participation and 
professional empowerment.
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DISRUPTIVE DIALOGUE

The program this year was carefully 
curated to introduce guests to 
disruptive thought leaders in the 
sustainable food movement and give 
people more time to discuss ideas 
amongst themselves. In an effort to 
engage a more diverse audience, 
speakers that champion a wide variety 
of approaches to tackling sustainable 
food issues were invited to share their 
knowledge and experience.

Cr Cathy Oke, Chair of the City of 
Melbourne’s Environment portfolio 
introduced the city’s local food 
initiatives. Diners heard from Ben 
McMenamin, co-founder of  
local food app We Eat Local, about  

how technology can be used to 
integrate more transparency into our 
food systems. Jessica Alice also returned 
to speak about The Inconvenience 
Store, a new pay-what-you-can  
grocery store run by volunteers whose 
shelves are only stocked with food that 
has been rescued or donated. Jennifer 
Sheridan, a lead researcher for the 
Foodprint Melbourne project, discussed 
the necessary measures for protecting 
Melbourne’s vital foodbowl.

Finally, the program ended with a 
rousing speech from Devita Davison 
of FoodLab Detroit about achieving 
community regeneration and 
development through food.

Each year, GLL host Costa Georgiadis brings his enthusiasm 
and energy to presenting a speaking program that provides 
education and inspiration surrounding sustainable food and 
farming practices.
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THE LUNCH
With full attendance,  
well over 200 local farmers, 
backyard growers and  
eager gleaners gathered on 
the banks of the Yarra River 
to share in the fruits of  
their labour at this year’s  
Great Local Lunch. 

Guests enjoyed a gloriously sunny day, a venue 
dressed in sustainable décor, unlimited locally-
brewed kombucha, signature cocktails made  
with foraged native ingredients, and a  
multi-course degustation menu that they felt  
personally connected to. 

To reduce waste and raise awareness of other local 
food outposts, the menu for the Lunch was hosted 
on the We Eat Local app. Any printed collateral was 
delivered on seeded paper that guests could take 
home and plant to sprout their own herbs. 

The GLL even had a disruption of its own when  
TV’s dirtgirl, and a parade full of the next generation 
of sustainability activists, marched through  
the Lunch and reminded the audience what they 
were really fighting for.
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THE LEFTOVERS
Participant feedback in previous years indicated 
that guests are eager to know what happens to 
any leftover produce. Besides communicating that 
usable leftovers are donated to Kinfolk after menu 
prep, this year the GLL collaborated with Social 
Food Project to make use of as much of the growers’ 
produce as possible. The Social Food Project, a local 
company focusing on farmer-to-table cooking and 
sustainable food experiences, teamed up with a 
couple of Festival volunteers to create take home 
gifts of pickles and preserves with the bumper crops 
of apples, rhubarb and citrus that the chefs received.

The GLL also partnered with Retub, a unique reusable 
takeaway container company that has an established 
container exchange program with restaurants 
and cafés around Melbourne called Reswap. The 
Reswap program represents yet another solution 
for integrating sustainability into the food industry, 
and Retub generously gave away twelve of their high 
quality “tubs” as prizes for diners.
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DESIGN & DÉCOR
THE THRESHOLD
A confronting and interactive 
installation created out of plastic 
waste in a community workshop led by 
sustainable artist Carolyn Cardinet and 
GreenSong Ecopsychology - GLL guests 
were greeted and encouraged to take 
a reflective pause and add their visions 
for a safe future.

FOOD WASTE BUNTING
Reusing waste fabric from a studio 
in Brunswick, Jessie Alice from the 
Inconvenience Store created bunting 
dyed with only turmeric and food 
waste, such as onion skins and old 
fennel bulbs.

UPCYCLED APRONS
Gippsland-based sustainable fashion 
designer, Allison Cameron, created 
hand-dyed aprons for the Festival 
volunteers out of upcycled aprons.

BIO-RESIN BAUBLES
Bio-based resin design brand, Nanna 
Woo, created custom, food-themed 
baubles to celebrate the event; even 
turning a couple into earrings to be 
given away as a prize.

CENTREPIECES
The centrepieces for the tables were 
created from foraged native plants 
and flowers from Merri Creek and held 
in old wine bottles salvaged  
from a local restaurant.
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FIGHTING FOR  
OUR FOOD FUTURE
Participant feedback continues to confirm the 
value of the GLL campaign, and sheds light 
on the key takeaways people leave with after 
taking part in the event.

“I loved the diverse 
range of diners. We all 
share a passion, but 
without the event to 
bring us together, we 
may never have met.”

“Food is a common 
denominator, a 
language and a pivotal 
point of exchange 
that brings people 
together.”

“I’m inspired to host a 
sharing table event in 
my community.”

“It was great to see  
how many other 
people are involved in 
sustainable living and 
the way [that] growing 
and eating food locally 
can empower people.” 

“Think outside the 
square - I learnt about 
so many initiatives that 
I had never heard of, 
like the Inconvenience 
Store. Everyone is 
doing different things 
but together we can 
make a difference.”

“My favourite part was the 
sense of participation, because 
of the produce I contributed 
and the amazing food that  
was served.”

ABOVE: dirtgirl disrupts

LEFT: The Great Local 
Lunch ticket, printed on 
compostable paper



2
7

  | | 
  

2
6

T
H

E
 G

R
E

A
T

 L
O

C
A

L 
LU

N
C

H

SOCIAL MEDIA 
ENGAGEMENT
Engagement with the GLL campaign 
was high in 2019, coming from 
both the guests and sustainable 
food organisations. Instagram 
proved to be a valuable platform for 
gathering user-generated content, 
and the atmosphere at the event 
was captured beautifully. Beyond 
responses to the #DisruptiveDining 
campaign, individuals and 
organisations were keen to share 
their experience at the Lunch and 
raise awareness and demand for 
future events.
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The range of partner involvement included contributing fresh produce or artisanal 
products to the menu; providing gifts and take-home prizes; creating sustainable 
décor to help stage the event; and activating their promotional network to help the 
GLL raise awareness, brand recognition, event registrations, and spread the message 
about sustainable food and the importance of sourcing locally.

PARTNER

Lord Mayor’s Charitable Foundation
City of Melbourne
Events by Kinfolk
Costa Georgiadis
We Eat Local
The Inconvenience Store
Foodprint Melbourne
FoodLab Detroit
Aer Design
Xin Er Pua
Complete Colour
Carolyn Cardinet
Greensong Ecopsychology
Nanna Woo
Atlas Dining
Creations By Allison
Trolley’d
Lost the Plot
The Good Brew Co.
Alpine Nuts
Farmwall
Somers Bees
Dench Bakery
Day’s Walk Farm
Mt Zero Olives
Burd Eggs
Beale’s Road Farm
Bunjil Farm
Brunswick Community Garden
Social Food Project
Little Veggie Patch Co
Lukas Worth (Farm Tourism Researcher)
Tracy Tung
Danni Truong

INVOLVEMENT 

Funding Partner
Funding Partner
Chefs and Catering Team
Event Host
Digital Partner & Promotions
Feature Speaker & Décor
Feature Speaker
Feature Speaker
Design Partner
Design Partner
Sustainable Printing
Installation Artist
Installation Workshop Facilitator
Décor Artist & Prize Contributor
Décor Contributor
Apron Designer
Producer Contributor
Producer Contributor
Producer Contributor
Producer Contributor
Producer Contributor
Producer Contributor
Producer Contributor
Producer Contributor
Producer Contributor
Producer Contributor
Producer Contributor
Producer & Prize Contributor
Producer Contributor & Promotions
Take Home Gift & Prize Contributor
Take Home Gift Contributor
Networking & Promotions
Photographer
Photographer

PARTNERSHIPS



| 
  

3
0

T
H

E
 G

R
E

A
T

 L
O

C
A

L 
LU

N
C

H
3

1
  | 

KEY PARTNER 
FEEDBACK

“It was a fantastic day, 
and I really appreciated 
the opportunity to share 
our research with the 
audience. The other 
speakers were really 
interesting, and I had 
plenty of great chats with 
other diners. Well done 
on organising such a 
smoothly-run and  
fun event.”

- Jennifer Sheridan,  
Food Systems Researcher,  

Foodprint Melbourne

“Like the many products 
and services on show at 
The Sustainable Living 
Festival, The Great Local 
Lunch is disrupting the 
status quo. We as a 
society are becoming 
increasingly aware and 
innovative as we all unite 
to be part of the solution.”

- Veronica Shannon, 
Founder, retub

“One element of the 
Festival that has been 
growing from strength  
to strength has been  
The Great Local Lunch.  
I have been fortunate and 
privileged enough to host 
the lunch every year now 
for the last 5 years, and it 
is a highlight on  
my calendar.”

-Costa Georgiadis,  
GLL Event Host

“[I was] humbled by such 
a great community of 
contributors as part of  
The Great Local Lunch. 
So well organised; it was 
fantastic to be a part of.”

-Byron Woolfrey,  
Co-Founder, Trolley’d
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Surveys were conducted amongst participants before and after 
The Great Local Lunch, with an average response rate of 63%. 

PARTICIPANT FEEDBACK

AGE DEMOGRAPHIC
In 2019, the 26-35 age group 
continued to be the most 
represented at The Great 
Local Lunch, indicating 
that millennials are a key 
demographic in promoting the 
sustainable food movement. 

GENDER 
DEMOGRAPHIC
In past years, The Great 
Local Lunch campaign has 
tended to attract more female 
participation than male. 
Although there was a 5% 
increase in male participation 
from 2018, engaging a more 
gender diverse audience  
should continue to be a 
promotional objective.

Across the board, 
participants reported 
increases in knowledge 
of sustainable 
food practices and 
opportunities and 
confidence in taking part 
in the sustainable  
food movement. 

The most notable increase 
being in confidenceself 
assuredness when having 
conversations about 
sustainable food. This is 
likely linked to the trend in 
the qualitative participant 
feedback that one of the 
most valued aspects of 
the GLL is meeting like-
minded people around the 
table and learning about 
the different initiatives 
they’re involved in.

MARKETING 
INFLUENCE
How did participants find out 
about The Great Local Lunch? 
There was a significant increase 
in engagement with the SLF 
website, confirming the value 
of the Festival platform for 
delivering this campaign.

How confident do participants feel about...
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The audience survey 
looked at how likely 
participants were 
to make day-to-day 
choices that support 
the sustainable food 
movement in the  
long-term. 

Some behaviours, such 
as avoiding single-use 
plastic food packaging, are 
clearly already ingrained 
in participants’ lifestyles. 
However, the GLL had 
the biggest impact on 
attendees’ likelihood to 
use technology to seek 
out more sustainable 
food options, revealing 
where the future of other 
disruptive sustainable 
food innovations may lie.
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What drives you to support the 
sustainable food movement?

What was a key idea, piece of information, 
or inspiration that you took away from 
The Great Local Lunch?

In daily life, how likely are participants to...
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CREATING  
LONG-TERM CHANGE
The Great Local Lunch campaign  
uses social media, curated 
educational content and industry 
networking in an aim to create 
a lasting impact on participants’ 
perception and behaviour 
surrounding food and sustainability. 
The GLL encourages participants to 
think about how sustainable food 
plays a role in their lifestyle and the 
simple choices that are available to 
support a more sustainable food 
system, while also introducing 
initiatives that provide opportunities 
for more in depth involvement in the 
movement. In 2019, 49% of growers 
reported that they had attended the 
GLL in the past, indicating that the 
campaign is successful in fostering 
ongoing participation.

DIVERSIFYING THE 
AUDIENCE
This year’s GLL campaign aimed 
to reach a more diverse audience 
by curating content that looked at 
food sustainability from multiple 
angles; targeting a varied range 
of sustainable businesses and 
community organisations for 
involvement; and emphasising 
social media as a promotional 
platform to reach participants who 

INSIGHTS
were not already familiar with the 
campaign. The #DisruptiveDining 
hashtag successfully attracted new 
participants and more interaction 
with the male demographic. Looking 
forward, offering more ways to 
engage with the campaign and 
get tickets to the Lunch would be 
an effective tactic for audience 
diversification. People who are 
already growing their own food make 
up a more niche segment than people 
who would want to learn about it.

BEST PRACTICE
Although the Lunch is extremely 
close to being zero-waste to begin 
with, attendees are eager to be more 
involved in the sustainable best 
practice efforts at the event. Feedback 
indicated that guests would be willing 
to bring their own crockery to reduce 
costs and/or any energy consumption 
and waste generated through hiring 
and delivery. In terms of food waste, 
there was a demand for having a 
system that allowed attendees to 
collect unusable scraps for personal 
or community composting, as well as 
interest in helping to facilitate delivery 
of unused produce to organisations 
like The Inconvenience Store and 
leftovers from the Lunch to people 
in need. In other words, people are 
looking for even more ways  
to participate.
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REGIONAL LOCAL 
LUNCHES
The Great Local Lunch campaign has 
developed a successful event and 
community engagement model that is 
applicable outside its current context 
and has clear potential for expansion. 
Communication with participants 
throughout the campaign revealed 
a strong demand for more regional 
engagement and an interest in hosting 
independent GLL events. Farmgate 
tourism associations are abundant 
around Victoria, and are always looking 
for new ways to showcase local farmers, 
generate community involvement 
in their industry, and attract people 
to their region. By engaging “GLL 
Ambassadors” to host independent 
events, the GLL campaign could expand 
to include banquets that celebrate 
regional sustainable farmers and raise 
awareness of the food initiatives that 
are available in those communities. 
Funding and coordination could be a 
collaboration with local tourism boards.

CONNECTIONS AND 
CONVERSATIONS
Despite the positive feedback about the 
speaking program this year, attendees 
reported that one of their favourite 
aspects of the event was learning 
from the other people at their table 
and wanting more time to discuss 
ideas amongst each other.  Future 
events could apply a different format 
to the speaking program, which uses 
a facilitation model where discussion 

FUTURE 
DIRECTIONS

leaders sit at different tables and 
guests can seat themselves based on 
the topics they are most interested in 
learning about or feel they could lend 
their expertise to. Besides offering more 
time for in depth discussion, this format 
could also foster lasting connections 
between participants, leading to further 
collaboration and idea exchange after 
the event.

NEW PLATFORMS FOR 
PARTICIPATION
With the objective of engaging a more 
diverse audience, The Great local Lunch 
campaign could explore new avenues 
through which people can get tickets 
to attend the event. Although a main 
focus of the event is growing your own 
food, people who are already avid 
gardeners may represent a less diverse 
demographic and cultural segment, and 
it’s also a principal objective to inspire 
new people to adopt these practices. 
Each year the growers contribute more 
than enough produce for the menu, so 
allocating a few more tickets to give out 
though other initiatives could achieve 
this. Possibilities for other participation 
streams could include partnering 
with community gardens to host 
open harvest days before the Lunch, 
expanding the social media giveaways, 
or collaborating with third party events 
to give their attendees a chance to win 
tickets as well.
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