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bought it in seven pound (3.2kg) containers as
well as smaller packages. It was supplied to the
troops for its nutritional value. Kraft Walker made
the most of this, The company kept its custom-
3 informed of the reasons for the Vegemite
ortage, and gained immeasurable goodwill for
Hu product over the war years.

During the post-war "baby boom" that
goodwill translated into a boom in Vegemite
m_alet‘. In 1850, Vegemite came under the Kraft
Foods Limited umbrella, and
the company has made a
point of consistently reinforc
ing the foed value and
“Australian-ness” of
Vegemite.
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The liguid Is then concentrated into the
familiar thick, L:-lrk paste which is blended with
other yeast extracts and natural flavours like
celery and onion, The result is rich in B complex
amins (essential in the body's use of proteins,
sohydrates and fats), protein and minerals.
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RECENT DEVELOPMENTS

i awmrlt(‘ ["rud Hnn measure u' the
way it 1\"'hr\ n Vegemite has become identified
ith Australia is the tongue-in-cheek proposal of
ts label as the new national flag! Many specis
events have been devised to mark this happy
anniversary, including the Happy Little Vegemites
Awards, a competition for school children which
offers an opportunity for Australia's primary
school tudents to use their creativity and
talents substantial cash p
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Vegemite is saying
"thank you" 1o Aus-
tralia, and giving
something back 1o the
community.

The company has
moved to reinforce
family values for
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Vegemite via television

advertising and
through the use of the
original "puts a rose in every cheek" imagery.

These emphasise the importance of Vegemite
the growth and development of happy and
healthy children

PRDMDTION

The first promation for Vegemite ran even before
the product was Vegemite. It was the national
competition to create a name for Dr Cyril
Callister's concentrated yeast spread. The
renaming to Parwill was less than effective. But
Fred Walker had faith in his black Australian
paste

The 1935 campaign which finally launched
Vegemite saw redemption coupons inc
the company's blue pe of processed ched-
dar cheese. Created by J. Walter Thompson, the
campaign ran for two years and was highly
effective,

Twa years later an intriguing poetry competi-
tion built on that success and once again
catapulted Vegemite into the national spotlight.
This time its success was at
least partly d etothe
substantial prizes: imported
Pontiac cars. Fr tries flooded
in and sales multiplied.
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th! If you are one
of these who don't need
Vegemite medicinally, Hwn
thousands of invalids are
asking you to deny yoursell
of it for the time being.”

This campaign was a
huge success, but the
caompany did not rest onits
laurels, Immediately after the
War, Disney characters were enlisted to make
sure Vegemite was palatable to children.
Meanwhile, "Sister MacDonald" with “years of
infant welfare cxpom nce” insisted that "Vegemite

s most essential” In Women's Weekly advertise-
merﬂa The healthy Vegemite Children began to
appear in agvertising, and were immortalised in
the "Happy Little Vegemites” song in 1854,

As the baby boomers grew a little older,
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very successiul “Pass the Vegemite, Mum”
campaign. In the mid-seventies the Happy Little

Vegemites returmed, in tune with the growing
nostalgia of the times.

In 1980, the company moved to consolidate
Vegemite's position with teenagers and young
adults by t 5 the product endorsed by three
tamous and apprepriately diverse Australians.
Racing driver Peter Brock, tennis legend Ken
Josewall and award-winning actor Helen Morse all
acknowledged er' love rat the blac ¢
Eventually, the Happy Litt
another retum - this tlmc n coic.ur' sed versions of
their oniginal television advertisements.

One recent promotion is the Vegemite
Breakfast Campaign. It tar the most popular
occasion for serving Veger . hamely breakfast,

sing radio, transit, outdoor and press media it
conveys the message that Vegemite is a great

art to the ay

BRAND VALUES

Vegemite is an Australian icon, a piece of
Australia’s heritage. The nutritious black spread
has become a key part of growing up in this
country for just about every child. Itis an ac-
knowledged ingredient in the family diet, and is
appropriately represented by happy, healthy and
well-nourished children.

Things you didn't know about

Vegemite

When Australians spread something on
therr bread it is Vegemite on one
occasion out of every three,

Vegemite can also be bought packaged
with a cheese slice in the form of

"Vegemite Singles”.

For a few years Vegemite was known as
“Parwill", in a misguided attempt to pun
on its main competitor's name; “If
Marmite... then Parwill.” The pun didn't
sell the product.

During the Second World War, ciilians
were reminded that invalids in the Armed
Forces needed Viegemite more than they
did. They were asked to abstain from
Vegemite unless they needed it for
medicinal reasons.

Sydney's famous Powerhouse Museum
staged a Vegemite Exhibition in 1991,
coinciding with the July school holidays,

The amount of salt in a typical spread of
Vegemite is 112mg, less than the salt in
the slice of bread!

Vegemite celebrated its 75th birthday on
12 October 1997. Seventy-five years on,
Australians are still 'Happy Little
Vegemites' with eight out of ten Australian
pantries housing a jar of Australia’s
favourite spread.
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