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Why an EU promotion aid scheme?  
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ÅIncreased liberalisation of trade (FTA's)  

Å Increased globalisation of the world economy  

ÅPromotion policies of EU competitors  

ÅAbolition of export refunds  

Challenges  

Increased cost pressure on 
EU farming economy  

Fierce competition  
 against European  

agricultural products  

Lack of awareness of the 
qualities of EU agricultural 

products  

ÅGradual increase of agricultural prices/ steep 
increase of energy and fertiliser prices  

ÅStricter production standards  

ÅStrengthened requirements related to 
environment and climate change  

ÅOnly 14% of Europeans recognize the PDO/PGI 
logos  



What is a promotional programme ? 

 

 

A coherent set of operations  (marketing and communication 
campaigns comprising print, TV, radio, online, activities on points of 
sales, public relations, participation at events/fairs)  

- implemented over a period of at least one but not more than three 
years  

- B2B and/or B2C activities  

Co- financed  at  a  rate  of :  
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Simple 
programme  

Multi 
programme  

Internal market  70%  80%  

Third countries  80%  80%  

Serious market 
disturbance  

85%  85%  



SIMPLE vs  MULTI programmes  

 

 

SIMPLE programmes :  

- Implemented by one or several organisations  representative of the 
sector from the same Member State  

 

MULTI programmes :  

Implemented by at least two organisations  representative of the sector 
from different Member State  

and/or  

By at least one organisation  representative of the sector at the Union 
level  
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Objectives of the promotion programme  

The general  objective  of  the  information  provision  and  promotion  
measures  is to  enhance  the  competitiveness  of  the  Union  agricultural  
sector . 

 

The specific objectives of the information provision and promotion 
measures are to :  

2. (a) increase awareness of the merits of Union agricultural products and of the high 

standards applicable to the production methods in the Union ;  

3. (b) increase the competitiveness and consumption of Union agricultural products and 
certain food products and to raise their profile both inside and outside the Union ;  

 (c) increase the awareness and recognition of Union quality schemes ;  

 (d) increase the market share of Union agricultural products and certain food products, 
specifically focusing on those markets in third countries that have the highest growth 
potential ;  

 (e) restore normal market conditions in the event of serious market disturbance, loss of 
consumer confidence or other specific problems  
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Content of the measures  

 

(a) highlight the specific features of agricultural production methods in 
the Union, particularly in terms of food safety, traceability, 
authenticity, labelling, nutritional and health aspects, animal welfare, 
respect for the environment and sustainability, and the 
characteristics of agricultural and food products, particularly in terms 
of their quality, taste, diversity or traditions ;  

 

(b) raise awareness of the authenticity of European protected 
designations of origin, protected geographical indication and 
traditional specialities  guaranteed  
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Summary of the new promotion policy  
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ÅEnlarge to new beneficiaries  

 

ÅWider  list of eligible products  
including processed products  

 

ÅRecognition of the strategic 
importance of brands  and 
origin  

 

ÅReactive in case of crisis  

 

Å Technical support services  

 
 
 
 

ÅClear priorities established  
annually -  work programme  
 

Å Increase the promotion 
campaigns in third - country  
market  
 

ÅEnhance the cooperation 
between operators from 
different MS through multi 
programmes  
 

Å Incentive EU cofinancing  
rates  
 
 
 

ÅNew selection process with 
gain in time and evaluation 
exclusively at Commission 
level through external experts  

ÅEnd - up of  national 
cofinancing  

ÅSimplification of 
administrative procedure for 
Multi - programmes : directly 
managed by the Commission  

ÅDelegation to an executive 
agency foreseen  

 
 

Align with needs of 
the sector  

Targeted on EU 
added value  

Greater  
effectiveness  

Increased expenditure : up to 200M ú 



 Eligible products and schemes  
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V All agricultural products covered excluding tobacco  
V Open to certain processed products listed in Annex 

(bread, pastry,  cakes, biscuits, bakerôs wares, 
pasta...)  

V Spirits with a Protected  Geographical  I ndication  

V Wine:  
V Simple programmes = Basket approach  
V Multi programmes = Wine alone possible  
V On the internal market = Information on 

quality schemes or responsible consumption  

A wider  list  of  
eligible  products  
including  processed  
products . 
 
Consistent  with  
other  CAP promotion  
measures  and  EU 
policy  on  alcohol  
consumption  

 

V Fishery and aquaculture products : Basket approach  

V Schemes : EU quality schemes, organic, RUP,  
                    national quality schemes  



 
Is my organisation eligible to the EU promotion aid 

scheme?  
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V Trade or inter - trade organisations at MS level  
 

V Trade or inter - trade organisations at EU level  
 

V Producer organisations  
 

V Agri - food bodies with public service mission in charge of 
promotion of agricultural products  

 
 
 No permanent support : a proposing organisation  shall not receive support 
 for information and promotion programmes  on the same product or scheme, 
 carried out in the same geographical market on more than two consecutive 
 occasions  



Is my organisation representative of the sector?  
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Shall be representative of the sector or product concerned  
 
V Trade or inter - trade organisations  at MS or EU level:  

Á 50 % rule;  

Á Group ï GIs: 50% rule  

Á < 50% : Flexibility for lower thresholds if specific circumstances justifying 
treating the PO as being representative  

Á interbranch  organisations  recognised  by the Member State  

 

V Producer organisations : recognised  by the Member State  

 

V Agri - food sector body :  

Á representatives of that product(s) or sector among its memberships;  

Á exception: programmes  carried out after a loss of consumer confidence  

 

.  
 



EU g eneric  promotion with  r ecognition  of the strategic 
importance of brands and origin  
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 VISIBILITY OF BRANDS  
 
V Each brand equally visible  
 
V Graphic presentation smaller format than the main European EU message of the 

campaign  
 
V In general, several brands displayed  

 



Brands and implementing act  
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V Brands : Trade marks  

V Brands can be mentioned only for certain types of actions :  

Á Demonstrations (incl. fairs, B2B events) & tastings  

Á Websites  

V Justification of why the mention of brands is necessary to meet the objectives of 
the campaign to be done in the application  

V Equal visibility and in a distinct area compared to main EU message  

V Minimum of 5 brands  

V Maximum of 5% of the total surface area  

 

V Conditions to derogate to the minimum number of 5:  

Á Less brands produced; and  

Á Not possible to build a multi -products or multi -country programme  

 

V Derogation for national quality schemes registered as trademarks (e.g. Label 
Rouge)  

 

 



Brands: example for poster in a fair  
 

Banner with five brands under the organisation's logo, the EU 
emblem and the signature 'Enjoy, it's from Europe'  
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Only  for  illustration  purpose  regarding  how  brand  names  can  appear .  
Any  EU co - financed  programme  shall  respect  all  eligibility  conditions  of  the  
promotion  policy  regulation . 



Brands : example for a stand  
 

Individual but identical corner for each representative of brands  

Same size of the names of the brands ï under an EU message  
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Only  for  illustration  purpose  regarding  how  brands  can  be  showcased .  
Any  EU co - financed  programme  shall  respect  all  eligibility  conditions  of  the  
promotion  policy  regulation . 



EU g eneric  promotion with  r ecognition  of the strategic 
importance of brands and origin  
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 MENTION OF ORIGIN  
 
V Internal market : always secondary in relation to the main EU message of the 

campaign  
 
 
V Third country market may be on the same level as the main EU message of the 

campaign  
 
 

V Products recognised  under EU quality schemes (PDO, PGI...) : the origin as 
registered in the denomination may be mentioned without any restriction  
 

 



Not acceptable: programmes which  encourage or give  
preference  to the purchase  of domestic  products  

       

 

ÅArticle  34  TFUE   

  

ÅCase 249 / 81  Commission  v Ireland  
[ 1982 ]  ECR 4005  
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Example : Internal  Market  
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national 
origin  

Main 
message: 
European  
message  



Example: third countries  
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Mention of origin 
on the same 
level as main EU 
message  



Best practices: examples  of programmes  

 

 

 

 

https://ec.europa.eu/chafea/agri/content/info -day -calls -proposals -2018  

 

https://ec.europa.eu/chafea/agri/content/info -day -2017 -calls -proposals  
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Other  Examples : videos  and websites  

 
 

 

 

Eat  five a day  campaign  

 

https:// we.tl/ZQlaiTikUN  

 

https://feedyourhappy.co.uk/  

 

 

 

 

 

Other examples: visuals and posters  
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AGRI SIMPLE - 2016  
Duration 36 month  
 
Total budget: 1,147,509,84  
 
Total requested EC contribution: 
918,007,87  
 
Jambon  de Bayonne in the USA.  
Action include: trade and distributor 
events, in store tastings, trip to region of 
origin, image - building efforts (Public 
Relations, social media, advertising), 
creation of visuals and promotional 
material.  
The expected results are to increase 
awareness of the product from non -
existent to 25% of the targeted trade, and 
to raise exports up to 130 000 Bayonne 
hams exported per year (+300% from 
current estimated growth potential)  
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AGRI - MULTI - 2017  
Duration 36 month  
 
Total budget: 2,127,986  
 
 
Total requested EC contribution: 
1,702,388.8  
 
Seven countries  
 
The  project  'Green  cities  for  a  
sustainable  Europe'  is  targeted  at  
professionals  that  play  a decisive  role  in  
city  planning,  landscape  planning  and  is  
not  directed  to  the  public .  
 
Main  method  will  be  a series  of  
congresses,  seminars  and  B2 B meetings,  
an  extended  website,  



 
 
 
 
 
 
 
 

AGRI - SIMPLE -2016  ANIA  
Eurexpand  China  
Duration  24  month  
Total  budget  700 ,540  
Total  requested  EC 
contribution  560 ,432  
The  main  objective  is  to  
increase  the  visibility,  the  sales  
and  the  general  awareness  of  
European  and  French  food  
products  in  China . The  action  
aims  at  widening  the  range  of  
European  and  French  products  
available  via  different  Chinese  
distribution  channels,  via  retail  
and  food  service  markets  
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