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Healthy, Easy Recipes Everyday Superfoods Hacks, Myths & FAQs About ® Track your progress M

o HEALTHY EATING WITH NO MONEY & NO TIME

@ Takes less than 10 minutes!

NO TIME
Looking to improve your diet? Have no money for fancy ingredients and no time to cook? We've got
you covered. Take our Healthy Eating Quiz to see where you can improve your diet and then find
personalised free recipes and diet facts from leading expertsin Nutrition and Dietetics from the
University of Newcastle, Australia:

OUT HOW HEALTHY YOI ET IS!

NO MATTER WHAT THE REASON - WE CAN HELP YOU!

Use the Healthy Eating Quiz and get a personalised report on your eating habits. We'll give you recipe
suggestions and ideas based on the information you give us.

Figure 1. Section from No Money No Time Homepage.

Your Results

Date completed  18th July 2019 DOWNLOAD &  EMAIL £4

Overall score 49 /73

Outstanding
Your total Australian Recommended Food Score shows you are eating a good variety <33 Néadswiork
of foods. Good work! 33-38 Getting there

39-46 Excellent

Shout about it! Share on f 47+ Outstanding

Your friend | You
Invite

Other 25-34 year old males

Needs work Outstanding

Improve your overall score v

Figure 2. Section of dietary feedback report from the embedded dietary assessment tool —Healthy Eating Quiz.
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Healthy, Easy Recipes Everyday Superfoods Hacks, Myths & FAQs  About @ Track your progress HOW HEALTHY IS YOUR DIET?

@ Takes less than 10 minutes!
NO MONEY

e | HEALTHY;EASY.RECIPES A’: !

If it’s not tasty, fast, cheap and packed with good stuff, you won't find it here: Our reclpes aref
constantly updated;'so'come back soon for moré! =

My Filters Reset filters B

I've got: Recipes that can be made with an Oven and Frying Pan for Be Healthier (65)

6 Nextpage >

[E =] L]
Microwave Pot
S a '. o
Blender Sedtwich BBQ Slow Cooker
| want:
Pork and ginger stir-fry Elderflower and cucumber Sweet potato wedges
Sharper Thinking Better Sports Performance mocktail

Show 8 ingredients Show 5 ingredients Show 3 ingredients
Healthier Skin Be Healthier v

Figure 3. Section of recipe page on No Money No Time with filters.

My Dashboard

My Past ﬁ Recommended 2 Favourite @ Favourite My
Results Recipes Recipes Articles C@ Account

Recommendations for improving your score
Your personalised feedback report identifies which areas you can try to improve on when it comes to your eating

habits. Changing a habit takes some effort. Goal setting has been shown to help motivate and keep you focused.
Set some short term goals to help get you started.

My Goals

Eat at least 1 different colour of vegetable every day this week m Delete
Replace full fat yoghurt with reduced fat or plant -based dairy alternatives (e.g soy) m Delete
yoghurt this week

Figure 4. Section of personal dashboard on No Money No Time.
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Figure 5. Engagement information from Google Analytics for all users of No Money No Time.
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Figure 6. Funnel report to map out the customer journey on No Money No Time website from 17 July 2019 to 17 July 2020.
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Figure 7. Engagement information from Google Analytics for return users vs new users of No Money No Time.
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Figure 8. Engagement information from Google Analytics for young adults 18-34 years compared to the rest of sample from No Money No Time.
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Figure 9. User-acquisition data from Google Analytics by channel for new users and returning users.
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Figure 10. User-acquisition and engagement data from Google Analytics by channel for young adults (18-34 years) and

all other users.
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3. tablet
Adults 35+ 786 (9.81%) 757 (9.67%) 1,130 (10.74%)
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Figure 11. User-acquisition and engagement data from Google Analytics by device type for young adults (18-34 years)
and all other users.
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Figure 12. Mobile device use for all users accessing No Money No Time from 17 July 2019 to 17 July 2020.
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Figure 13. Mobile device use for young adults (18-34 years) accessing No Money No Time from 17 July 2019 to 17 July 2020.
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Figure 14. Google analytics ‘benchmarking’ comparison of traffic acquisition for ‘No Money No Time” with aggregated industry data from 13,034 food and drink websites

from 17 July 2019 to 17 July 2020.
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Figure 15. Google analytics ‘benchmarking’ comparison of traffic acquisition ‘No Money No Time’ with aggregated industry data from 1830 websites with ‘Cooking &
Recipes’ category from 17 July 2019 to 17 July 2020.
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Figure 16. Google analytics ‘benchmarking’ comparison of device type recruitment and engagement data of ‘No Money No Time’ with aggregated industry data from
13,034 food and drink websites from 17 July 2019 to 17 July 2020.




