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To improve the sustainability, productivity and 
competitiveness of the Australian thoroughbred 
industry, a statutory levy was introduced in 2017. 
In 2022, this levy is $10 for each mare served, paid 
by the mare owner, and $10 for each mare covered, 
paid by the stallion owner. The levy is invested 
by AgriFutures Australia and the AgriFutures 
Thoroughbred Horses Program in research, 
development and extension (RD&E). A Strategic 
RD&E Plan guides this investment. 1

Communication and extension of Program 
activities is a priority of the Strategic RD&E Plan 
but requires a thorough understanding of Program 
stakeholders. To facilitate this understanding, 
the Program invested in a project to consider how 
stakeholders like to receive information, what their 
information pain points are, and what information 
will encourage practice change. 

In completing this work, the project team 
developed a survey and conducted semi-structured 
interviews with industry stakeholders. Seventy-four 
stakeholders engaged with the project and a series 
of key themes regarding information and 
communication preferences were drawn from 
consistent messages that came through in the 
responses.

The thoroughbred breeding and racing industries 
are worth more than $9 billion to the Australian 
economy. Australia has the second-largest 
thoroughbred breeding industry in the world after 
the United States, with 660 stud farms across 
the country, predominantly in New South Wales, 
Victoria and Queensland. 
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All stakeholder respondents reported it was 
valuable for them to receive the right sort of 
industry information and 70% reported it  
was is essential for them. 
 
A key message was that the right information 
delivered in a timely manner is highly valued and 
essential for the operation of the industry. 51% 
of respondents reported they often made key 
decisions because of the industry information  
they received.

“We structure key assets of the vet business around 
industry information.”

“I have to make changes in my decision making, 
after the fact, due to the lack of information.”

“Critical to breeding and sales decisions.” 
 
“EVA sends out weekly newsletters with any  
new information relevant to veterinarians.”

The value of information

What they said

Table 1. Number of respondents by key stakeholder groups

Figure1. Survey question: How valuable is it to source the right sort of information?

Figure 2. Survey question: How often do you make decisions as a result of receiving industry information?

Note: Respondents could select more than one group. For example, many stakeholders who fit into one 
stakeholder group also own a racehorse.

Stakeholder group No. of respondents

Stud owner 12

Stud manager or stud staff 14

Equine veterinarian 19

Racehorse trainer 10

Bloodstock agent 8

Thoroughbred breeder association representative 5

Thoroughbred sales company representative 6

Racehorse owner 30

Extremely valuable (essential)
69.4%

Valuable
11.1%

Very valuable
16.7%

Somewhat valuable
2.8%

Often
51.4%

Rarely
12.5%

Occasionally
33.3%

Never
2.8%



There are key individuals and organisations that 
are highly respected and valued as sources of 
information, and these differ by stakeholder group.

Equine veterinarians consistently cited the 
Australian Veterinary Association and the 
Equine Veterinarians Australia Group within the 
Association as key information sources. State 
governing bodies were also frequently mentioned, 
as were key peers and colleagues. Scientific 
journals are also an important resource for 
this industry segment. Some veterinarians also 
follow Thoroughbred Daily News (TDN) and ANZ 
Bloodstock News (ANZ).

Stud owners, managers and staff regularly cited 
TDN and ANZ as important sources. The Australian 
Stud Book and state governing bodies are also 
important sources for them. The thoroughbred 
breeders’ associations were also regularly referred to. 

Racehorse trainers rely on state governing bodies 
and Racing Australia. The Australian Trainers’ 
Association (ATA) is important for representation, 
support and information. Trainers recommended 
that the ATA be consulted and collaborated with 
to ascertain how best to communicate with them. 
The ATA has more than 3,000 racehorse trainer 
members. Racehorse trainers also follow key social 
media channels.  

Racehorse owners nominated the thoroughbred 
breeders’ associations, ANZ and TDN newsletters 
and industry publications such as Bluebloods 
and Winning Post as valuable. Racehorse trainers 
and their staff, and stud owners/managers and 
their staff are very much key informants for them. 
The state-based racehorse owners’ associations 
are important representative bodies and sources 
of information for racehorse owners, and it is 
recommended these bodies be consulted and 
collaborated with.

Preferred pathways

Respondents recognised that there is a lot of 
information available that is easy to search for, but 
that it can be difficult to find the right trusted and 
timely information. The integrity and reliability of 
information is a key issue for the industry. Many 
respondents reported being spam fatigued and 
annoyed by it. 

Many stakeholders reported that there could be 
better ways for them to get the information they 
need, but they did not necessarily have suggestions 
on what they could be.

Pain points – quality of information/noise/spam

“It is difficult to know when relevant new 
information is available.” 

“It’s difficult to get FACTUAL information in REAL 
time, but that is a challenge that all industries face.” 

“There are many sources and it is hard to find  
key sources and the most credible and up-to- 
date information.”

What they said

Figure 3. Survey question: Does the way you currently receive industry information suit you?

Figure 4. Survey question: To what extent do you agree or disagree with the statement ‘There are better 
ways to receive the information I need’?

Partially
34.7%Yes

63.9%

No
1.4%

Neither agree nor disagree
55.6%

Strongly agree
11.1%

Agree
27.8%

Disagree
5.5%



There are some common needs, but for the most 
part respondents pointed out that different 
stakeholder groups have different information 
requirements. The key sources of information for 
respondents are many and varied, and those used 
vary by industry role.  
 
 
 

This implies two things: 

1. A suite approach to distributing information is 
required; and

2. This could be complemented/implemented 
by providing a single key medium that 
networks with the information sources used by 
stakeholders and makes stakeholders aware of 
new information in a timely manner

Many respondents value one-to-one engagement 
with key informants. Reaching stakeholders 
effectively as a group is also extremely important 
for efficient information transfer. One-to-one or 
group engagement have different methods that are 
being used to varying degrees and can be used to 
engage different industry stakeholder groups:

One-to-one engagement

• Telephone (regular planned contact)

• Social media  

• Video meeting

• Face-to-face at industry events or visits

• At group/industry meetings

 
 
 

Group engagement

• Webinar/video meeting 

• Workshop 

• Formal training

• Newsletter  

• Electronic direct mail

• Targeted articles

• Website/webpage

• Publications 

• Media release 

• Conference papers/journal articles

• Videos/YouTube

• Live stream 

• Social media/social media group

• Podcast

Suite approach

Communication type and channel



Figure 6. The Program Logic model
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If a key outcome is sought, i.e. a particular practice 
change, then an extension approach is required as 
compared with implementing a communication 
plan. An extension approach takes stakeholders 
beyond just awareness of information and helps 
them identify the need for change, become 
motivated to implement the change, and remain 
engaged and supported to make the change. The 
more significant the benefits and/or the easier 
the practice change is to achieve, the greater the 
likelihood of adoption.

Three steps of extension

The three steps in an extension approach are 
commonly:

Step one – where a communication plan operates

1. Raise awareness of the practice and the 
beneficial impacts expected from its 
implementation.

Steps two and three – what an extension plan/
program does in addition to step one

2. Generate stakeholder interest in adopting the 
practice and participating in any associated 
extension program activities, such as regular 
targeted information sessions, demonstrations, 
advocacy or learning events.

3. Follow-up/stakeholder support through adoption/
practice change to end results. This can be 
done by using Bennett’s Hierarchy (Figure 5; 
KASA stands for Knowledge, Attitude, Skills and 
Aspiration to carry out the practice change). 
Support from both technical experts and peers 
is seen as crucial for people to implement and 
sustain long-term practice change.

Program Logic

The Program Logic model is also a good process 
for collaboration and engaging stakeholders. 
Once complete, it is a useful communication tool. 
It can also be continuously improved over time if 
circumstances change (Figure 6).

The impact of a learning environment

Being part of a group that provides a learning 
environment where there is an opportunity to explore, 
check and validate ideas has been shown to support 
practice change.

Extension for practice change

Figure 5. Bennett’s Hierarchy, from inputs through practice change to end results

1. Inputs

2. Activities

3. People involvement

4. Reactions

5. KASA change

6. Practice change

7. End results



Key recommendations

There is a great opportunity to improve 
information exchange within the thoroughbred 
industry that could have a significant impact 
on the industry. Completing a Program Logic to 
set clear desired communication outcomes/
impacts and how they are to be achieved is 
recommended. This would include the following:

1. Greater collaboration via ongoing 
engagement with key informants, resulting 
in continued input and advocacy, and better 
information exchange.

2. Identifying where communication versus 
extension (practice change) processes are 
required, and establishing a strategy for each.

3. Streamlining communication processes and 
ensuring information is discoverable. The 
establishment/expansion of a key thoroughbred 
industry webpage (hub) (e.g. the AgriFutures 
Thoroughbred Horses Program page) to have 
a curation/user-friendly communication/
extension function, to ensure effective 
engagement with industry stakeholders, is a 
key opportunity. E-newsletters are valued by 
many respondents.

4. Looking at new ways to provide key information, 
e.g. fact sheets, videos, podcasts.

Quick wins

1. Engage/follow-up with key industry 
stakeholders for potential communications/
extension collaboration.

2. Communicate/extend any current key 
important industry information/findings 
through the preferred information channels 
identified by this evaluation for each 
stakeholder group.

3. Engage with the Australian Trainers’ 
Association (ATA) on their offer of 
assistance for communication with 
Australian racehorse trainers.

Key issues and opportunities

The key issues and opportunities for information 
providers arising from this work are:

1. If awareness is the objective, then a 
communication plan using preferred 
communication channels will meet the need. 
If practice change is the objective, then a 
planned extension approach is what will be 
required, in addition to a communication plan.

2.  Networks are very valued. This work has 
highlighted the value of ‘key informants’ 
and the need to make better use of their 
knowledge and to make more people aware 
of their information/learnings. Continued 
input, collaboration and advocacy should be 
encouraged.

3.  A point of difference must be ensuring any 
information is clearly factual, ‘real’ and 
trustworthy. There is a lot of ‘advertorial’ 
and unsolicited promotional material from 
gambling sites and the like. This is a source 
of frustration for stakeholders. Independent, 
unbiased information is highly valued, as are 
sources of industry statistics and facts.

4.  Not being kept informed in a timely and 
reliable manner is a source of frustration 
for some stakeholders. For example, it was 
stated that new information on key industry 
websites is important, but stakeholders find 
it hard to discover this information and state 
they have to go to websites to find what is 
new, rather than being informed and kept up-
to-date.

5.  E-newsletters are very valued by many 
stakeholders. Making a regular contribution 
to key newsletters and including the 
information that needs to be promoted  
is suggested.

6.  A centralised source pointing to where 
information can be found and when 
useful new information is available has 
been suggested as worthwhile by several 
respondents. For example, a website 
or webpage that introduces and directs 
stakeholders towards timely, relevant and 
trustworthy information and information 
sources, and that keeps them updated.

7.  Newer formats for information have been 
suggested. One stakeholder suggested “daily 
digestible news info via podcast or audio file” 
as they spend a lot of time in the car. Other 
suggested formats are YouTube videos and 
vlogs.

8.  Fact sheets are valued. One stakeholder 
response was: “Fact sheets with links and 
service or product directories attached to 
latest information findings are easier to keep, 
read and refer to when looking to use the 
information provided.”

9.  There are different biases towards 
particular information channels by different 
stakeholder groups. These need to be 
considered and used on a case-by-case basis.

10.  Industry stakeholders are very busy people, 
with limited time. Using information channels 
and formats that are simple, easily accessible 
and push out information as effectively as 
possible to stakeholders when they need it is 
key. There is a lot of ‘noise’ to cut through.



Conclusion

Many thoroughbred industry stakeholders rely 
on and very much value timely, relevant and 
trustworthy information to make important 
business decisions. They have trusted sources 
and channels of information that they use, 
and these differ for each industry segment 
(stakeholder group). These can be described as 
preferred information channels and are identified 
in this report. 

Having said that, 39% of respondents to the 
survey conducted as part of this project stated 
they believed there were better ways for them to 
obtain the information they need, and only 5.5% 
disagreed. While respondents did not necessarily 
have suggestions that could work better, their 
responses indicate that effective change would 
be appreciated. It was also stated that key 
industry information is not always easy to find. 

There is a lot of untrusted information and noise 
across the industry, and information provision 
needs to cut through that simply and effectively. 
Industry information provision is fragmented, 
though some information sources have a clear 
individual industry stakeholder focus, e.g. the 
Australian Trainers’ Association. 

There is a key opportunity to provide a hub/
process that is a source of timely, relevant and 
reliable industry research and development 
information that keeps industry stakeholders 
informed in a manner that suits them. The 
R&D information can be promoted within this 
hub/process and in collaboration with existing 
information providers. Importantly, such a hub/
process can also help with promotion of and 
engagement with relevant information from 
industry stakeholders. 

Across the board and generally speaking, 
each industry segment uses more traditional 
communication channels. They are very busy 
people and do not have the time to change the 
way they gather trusted information unless 
there are very clear benefits and it is a simple 
and trusted process to engage with. Using key 
sources of information, key peers and service 
providers is a common approach.

This provides an opportunity to provide well-
designed, improved processes with clear benefits. 

There are few ‘group learning’ opportunities aside 
from within individual organisations. Equine 
veterinarians are an exception and they value the 
conferences that are available to them. Group 
learning opportunities are a proven means of 
assisting with practice change and should  
be considered.

There was a large number of well-respected 
and experienced industry participants who 
participated in the survey and who are likely to 
further support improved industry information 
provision; securing their continued input 
and advocacy into the future is an important 
opportunity. There is also an opportunity for 
improved collaboration across the industry to 
enable information provision and achievement of 
any practice change.

The industry as a whole is well-networked and 
individual stakeholders are frequently well-
networked within it (one degree of separation). 
These networks and key industry members can 
be better leveraged.
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