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The EU campaigns to promote meat, eggs and dairy



Since 2014, the European Commission has subsidised numerous campaigns promoting the 
consumption of meat, eggs, and dairy products in the EU and globally. The European 
Commission’s contribution to these campaigns is vast, with millions spent each year. These 
financial contributions are inconsistent with the EU’s commitment to promoting 
sustainable, healthy diets and reducing meat consumption in the EU as laid out in the 
Biodiversity Strategy and the Farm to Fork strategy.

The Biodiversity and Farm to Fork Strategies
On 20th May 2020, the European Commission adopted a new Biodiversity Strategy1 and a 
Farm to Fork Strategy2. The two strategies are intended to work together, towards creating 
a competitively sustainable future for the EU. The Biodiversity Strategy focuses on 
promoting organic agricultural systems that are sustainable in terms of animal welfare and 
environmental pressures. The Farm to Fork Strategy, however, explicitly states that “Moving 
to a more plant-based diet with less red and processed meat and with more fruits and 
vegetables will reduce not only risks of life threatening diseases, but also the 
environmental impact of the food system”. It also states that marketing campaigns which 
advertise meat at very low prices must be avoided, as this undermines the entire system. 
Furthermore, the strategy outlines that current consumption patterns need to change, as 
the high intake of red meats exceed recommendations, and need to be reduced to 
reverse the rise in overweight and obesity rates across the EU, and to aid in cancer 
prevention. The strategy also states that a key area of research going forwards will be the 
development of meat alternatives and plant proteins.

1  https://eur-lex.europa.eu/legal-content/EN/TXT/?qid=1590574123338&uri=CELEX:52020DC0380
2  https://eur-lex.europa.eu/legal-content/EN/TXT/?qid=1590404602495&uri=CELEX:52020DC0381  

4

Introduction

The EU campaigns to promote meat, eggs and dairy

Calls for the need to reduce meat consumption

https://eur-lex.europa.eu/legal-content/EN/TXT/?qid=1590574123338&uri=CELEX:52020DC0380
https://eur-lex.europa.eu/legal-content/EN/TXT/?qid=1590404602495&uri=CELEX:52020DC0381


Greenpeace: EU climate diet
In a recent analysis by Greenpeace, they concluded that citizens of the EU need to 
reduce their meat consumption by 71% by 2030, and by 80% by 2050, in order to tackle 
farming’s contribution to climate breakdown3. These figures are based on levels that 
would ensure food security, whilst keeping global heating below 1.5°C. Furthermore, these 
levels are still higher than what is outlined as appropriate for health by the Lancet 
Commission4.

Call from 3,600 scientists
On 8th March 2020, 3,600 scientists published an article that condemned the EU’s 
common agricultural policy in its continued support of industrial animal farming5.

BEUC Consumer Survey: One bite at a time: Consumers and the transition to sustainable 
food
In 2019, BEUC, the European umbrella group for consumer organisations, conducted a 
survey across 11 EU countries (Austria, Belgium, Germany, Greece, Italy, Lithuania, the 
Netherlands, Portugal, Slovakia, Slovenia and Spain). They published the findings two 
weeks after the EU’s Biodiversity and Farm to Fork Strategies were adopted. 
The survey found that most EU consumers are open to eat more sustainably, but face 
challenges in doing so. The key findings from the report include;

● Consumers tend to underestimate the environmental impact of their own eating 
habits.

● Over half of consumers say that sustainability concerns have some, or a lot, of 
influence on their eating habits.

● Two thirds of consumers are open to changing their eating habits for environmental 
reasons. 

● Around 40% have either stopped eating red meat or have cut down due to 
environmental reasons. 

● Consumers will consider plant-based burgers and traditional vegetarian foods as 
alternative sources of protein. 

BEUC concluded that consumers must be encouraged and supported in adopting diets 
that are more plant-based, as cutting red meat is crucial for lowering the food-related 
footprint. They state that consumers should be encouraged to eat more plant-based 
foods as opposed to less meat, and that there needs to be a wider range of meat-free 
options available in the hospitality sector. Furthermore, they argue that action is needed 
at various levels, including regulation, food production, and retail, to change the food 
environment, and to make it easy for consumers to make good choices. This includes 
marketing and fair pricing of sustainable, healthy alternatives to red meat. 
4 EAT- Lancet Commission Summary Report. Food. Planet. Health. 
5 Pe’er, G. et al. (2020). Action needed for the EU Common Agricultural Policy to address sustainability 
challenges. People and Nature, 2(2), 305-316. 
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Appetite for reducing meat consumption

https://eatforum.org/eat-lancet-commission/eat-lancet-commission-summary-report/
https://besjournals.onlinelibrary.wiley.com/doi/full/10.1002/pan3.10080?utm_campaign=451cbc8e25-EMAIL_CAMPAIGN_2020_03_09_05_57&utm_medium=email&utm_source=POLITICO.EU&utm_term=0_10959edeb5-451cbc8e25-189810753
https://besjournals.onlinelibrary.wiley.com/doi/full/10.1002/pan3.10080?utm_campaign=451cbc8e25-EMAIL_CAMPAIGN_2020_03_09_05_57&utm_medium=email&utm_source=POLITICO.EU&utm_term=0_10959edeb5-451cbc8e25-189810753


There are significant investments being made into meat substitutes, and Barclays bank 
consider the expected growth in this sector to be enormous6. The European Commission in 
2018 had already spotted that the food market for vegetable proteins is “potentially pretty 
profitable. (…) Especially the market for meat and dairy substitutes is promising. (…) Now 
that large food companies are joining this market, just like large retailers offering products 
under their own brand, this segment is no longer a niche market. (…) The growth rate of 
the food market for vegetable proteins is in double digits.”7

Communications from the European Commission, scientific publications, NGO campaigns 
and analyses, as well as changes in consumer behaviour, all point towards both the need 
for EU citizens to reduce meat consumption, and the fact that there is already an appetite 
to do so. In fact, some governments are already practising what they preach, by 
providing only vegetarian meals for government events8. Despite all of this, the European 
Commission continues to make considerable financial contributions into campaigns 
focussed on promoting meat consumption in EU citizens and around the world. Some of 
the campaigns they have invested in promote traditional breeds, or organic systems, 
which can be produced more sustainably, and with better animal welfare standards, 
however, the vast majority of the EU’s contributions are focussed on generic promotion of 
meat/ farming campaigns, incorporating intensive farming systems and promoting the 
consumption of meat. The paradoxical nature of these campaigns and their financial 
support from the EU has been noted by the media. For example, an article in the 
Independent scrutinises the EU-funded campaign calling for people to become 
‘beefatarian’, pointing out that it is completely at odds with the need to significantly 
reduce meat consumption due to its impact on the planet and greenhouse gas 
emissions9. 

The following report includes details on the campaigns part-funded by the European 
Commission that seek to promote the production and consumption of animal products in 
the EU and around the world. 

6  https://www.investmentbank.barclays.com/our-insights/carving-up-the-alternative-meat-market.html 
7  https://eur-lex.europa.eu/legal-content/NL/TXT/PDF/?uri=CELEX:52018DC0757&from=EN
8 https://nos.nl/artikel/2259960-vegetarisch-wordt-de-norm-bij-diners-van-ministerie-ocw.html 
9 https://www.independent.co.uk/environment/beefatarian-advert-video-eu-beef-climate-b1762427.html 
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Investment into meat substitutes

Conflicted messaging around meat consumption

https://www.investmentbank.barclays.com/our-insights/carving-up-the-alternative-meat-market.html
https://eur-lex.europa.eu/legal-content/NL/TXT/PDF/?uri=CELEX:52018DC0757&from=EN
https://nos.nl/artikel/2259960-vegetarisch-wordt-de-norm-bij-diners-van-ministerie-ocw.html
https://www.independent.co.uk/environment/beefatarian-advert-video-eu-beef-climate-b1762427.html


Chafea is the Consumers, Health, Agriculture and Food Executive Agency, and is an 
implementing body of the European Commission. Chafea is responsible for managing four 
EU programmes, one of which is the Promotion of Agricultural Products Programme. This is 
managed in accordance with the EU Regulation 1144/2014 on information provision and 
promotion measures concerning agricultural products implemented in the internal market 
and third countries10. The Commission has had a promotion policy in place for many years, 
but the Commission revised the framework in 2014 to maintain competitiveness, whilst 
meeting the sector’s needs. The Regulation (EU) 1144/2014) is the basic regulation, and it is 
complemented by the Commission Delegated Regulation (EU) 2015/182911 which 
concerns the eligibility of proposing organisations and promotion programmes and the 
costs eligible for EU funding, and the Commission’s Implementing Regulation (EU) 
2015/1831 which has rules on the brands and management of SIMPLE programmes.12

 
The EU policy on information and promotion measures for agricultural products is intended 
to help open up new markets. The slogan “Enjoy, it’s from Europe” aims to help agricultural 
organisations to promote EU agri-food products on international markets and to raise 
awareness among consumers of the efforts made by European farmers to provide quality 
products. The promotion policy13 sets rules on how EU funding, amounting to €200 million 
each year, can be used for information and promotion initiatives in EU Member States and 
countries outside the EU. Chafea is responsible for publishing the calls for proposals, 
evaluating the applications, and awarding and managing the grants. 

In November each year, Chafea publishes its priorities and policies in its Annual Work 
Programme14. This sets the strategic priorities for information and promotion measures in 
terms of products, schemes and markets to be targeted, along with the corresponding 
budgets. It constitutes the basis of the calls for proposals published in the following year. 
The Annual Work Programme is presented to the Member States for review before being 
published. From January to April each year, Chafea publishes the calls for proposals for 
Simple and Multi programmes. Simple calls are for programmes submitted by one or more 
proposing organisations from the same Member State. Multi calls are for programmes 
submitted by at least two proposing organisations from at least two Member States, or by 
one or more Union organisations. Multi programmes are directly managed by the 
Commission, whereas Simple programmes have shared management with the Member 
State. The applications are then evaluated between April and September by Chafea. The 
applications must fall within the frameworks and fit the eligibility criteria. The application 
may focus on promoting EU products or information within or outside the EU, providing 
they are likely to increase imports of EU agricultural products. 

10 https://eur-lex.europa.eu/legal-content/en/TXT/?uri=OJ%3AJOL_2014_317_R_0004
11 https://eur-lex.europa.eu/legal-content/pt/TXT/?uri=uriserv:OJ.L_.2015.266.01.0003.01.ENG
12 https://eur-lex.europa.eu/legal-content/pl/TXT/?uri=uriserv:OJ.L_.2015.266.01.0014.01.ENG
13https://ec.europa.eu/chafea/agri/funding-opportunities/legal-framework
14https://ec.europa.eu/info/food-farming-fisheries/key-policies/common-agricultural-policy/market-measures/pro
motion-eu-farm-products_en#annualworkprogramme
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https://eur-lex.europa.eu/legal-content/en/TXT/?uri=OJ%3AJOL_2014_317_R_0004
https://eur-lex.europa.eu/legal-content/pt/TXT/?uri=uriserv:OJ.L_.2015.266.01.0003.01.ENG
https://eur-lex.europa.eu/legal-content/pl/TXT/?uri=uriserv:OJ.L_.2015.266.01.0014.01.ENG
https://ec.europa.eu/chafea/agri/funding-opportunities/legal-framework
https://ec.europa.eu/info/food-farming-fisheries/key-policies/common-agricultural-policy/market-measures/promotion-eu-farm-products_en#annualworkprogramme
https://ec.europa.eu/info/food-farming-fisheries/key-policies/common-agricultural-policy/market-measures/promotion-eu-farm-products_en#annualworkprogramme


The applications may be designed to promote EU quality schemes and labels or national 
quality schemes. They can also promote specific features of agricultural production 
methods, such as authenticity or sustainability.

Chafea draws up the draft list of programme awards for presentation to the Promotion 
Management Committee which includes representatives of the Member States. Member 
States are not involved in the selection of Multi programme applications however, only in 
the Simple programme applications. 

Eligible applicants
To be eligible for the awards, applicants must be either; a trade or inter-trade 
organisations representative of their sector in their Member State; a trade or inter-trade 
organisation at EU level; a producer organisation; or a body with a public service mission, 
in charge of the promotion of agricultural products. They must be representative of the 
sector or product concerned, but the specific criteria for this vary for different products or 
sectors. The proposing organisation cannot receive support for information or promotion 
programmes on the same product or scheme in the same geographical market on more 
than two consecutive occasions. 

Selection criteria
The proposals are evaluated according to their; financial capacity;  operational capacity 
(the applicants must have the competencies and qualifications necessary); Union 
dimension (including the impact of the project at Union level); technical quality  (the 
quality and relevance of the proposed project);  management quality (how the project 
will be organised and managed); and cost-effectiveness. 

Co-financing
For Simple programmes, the Commission will co-finance up to 70% of the programme’s 
budget when it is targeted at the internal EU market, and up to 80% for external market 
focussed programmes. For Multi programmes, the Commission will finance up to 80% for 
both internal and external market focussed programmes. These contributions can be 
increased to 85% for sectors where there is a serious market disturbance or loss of 
consumer confidence.  Member States that are under financial assistance can also apply 
for a further 5%. contribution.  
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Note to table 1 and 2. Some of the campaigns were focused on more than one type of food (e.g. cheese and wine). For 
these campaigns, it is not possible to determine the exact amount of the budget that was applied to each food category 
(e.g. cheese versus wine) and so the total EU contribution was divided by the number of food categories listed (e.g. cheese 
and wine= 2) and allocated accordingly. Table 1 includes all campaigns, including those which listed single food 
categories and those which listed multiple categories. The EU contributions for each food category are therefore estimates 
in table 1. Table 2 only includes those with one food category listed, therefore the EU contributions per food category are 
accurate. Each of the meat categories refer to fresh, frozen and chilled. Processed meat is categorised as ‘meat 
preparations’.

Table 1: Overview of EU contributions (2014-2019) according to food categories
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These are the figures taken from the campaigns with only one food category listed. 

Table 2: Overview of EU contributions according to food categories (minus the estimated overlapping campaigns)
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These are the figures taken from the campaigns with only one food category listed. 
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Multiple proposing countries: overview of the campaigns receiving EU contributions
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Statements made in the campaign objectives are made by the proposing organisation. 

Proposing countries: 
Germany, France, Ireland, UK, Belgium, Denmark

Proposing organisations: 
AVEC, the association of poultry processors and poultry trade in the EU (Belgium)
The voice of the European poultry meat sector. It facilitates communication and exchange 
between international organisations and decision makers, acting as a partner for all 
stakeholders in the poultry meat sector. 
BVG, Bundesverband der Geflügelschlachtereien e. V. (Germany)
Federal Association of Poultry Slaughterhouses 
CIDEF, Comité Interprofessionnel de la Dinde (France)
Interprofessional Committee for Turkeys
KRD-IG, Krajowa Rada Drobiarstwa – Izba Gospodarcza (Poland)
National Poultry Council, representing the Polish poultry industry. 
NEPLUVI, Nederlandse Pluimveeverwerkende Industrie  (Netherlands)
Association of the Dutch Poultry Processing Industry, representing affiliates who slaughter, 
treat, process, or trade in poultry meat or live poultry. 

Campaign: EU poultry

Multiple proposing countries: further details on some of the campaigns
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UNAITALIA, Unione Nazionale Filiere Agroalimentari Italiane Delle Carni e Delle Uova (Italy)
National Union of Italian Agri-food Supply Chains of Meat and Eggs, the trade association 
that protects and promotes the Italian agri-food supply chains of meat and eggs. 

Campaign objectives:
Programme aims to promote European poultry meat production by promoting the EU 
production methods and high standards in six key markets of the EU. Six European 
organisations are working together to promote the high standards of the EU. 

EU poultry consumption in the EU is still increasing but at a slower pace. The proposing 
organisation suggests that this is because more consumers are mistrustful over poultry meat 
production. The campaign aims to raise public awareness on production methods and 
quality of EU poultry meat, and to contradict myths and fake news. The programme aims 
to maintain the same consumption growth rate during 2020 and 2021 and to avoid the 
predicted drop for those years. It will target consumers, key opinion leaders, and some 
representative professionals to implement the ambitious “but necessary” project for the 
360,000 poultry producers.  In particular, the campaign aims to maintain the 1.22% annual 
growth rate of the EU poultry consumption in volume.

This is European Poultry! High-Quality Poultry with European Guarantee is the resulting 
campaign.
The website https://en.eu-poultry.eu/ has the following strap lines:

● Produced with Care – European Farmers prioritise Animal Health and Welfare
● 100% European Poultry – Food Safety and Sustainability from Farm to Fork
● EU poultry sector: A global player with family-based structures. 
● Sustainability and animal welfare: The EU poultry industry sets global standards. 
● The truths behind the most common myths about EU poultry. 
● Enjoy, it’s from Europe.

Main points from the campaign website:
“Strong voice of the poultry industry: Animal welfare, food quality and sustainability are the 
three main goals of the European poultry sector”.

Fake News
In this section they attempt to dispel ‘myths’ around poultry farming, including the 
following: 
“Truth 1- European chickens and turkeys are raised in barns.”
All poultry are raised in barns, or extensively. 
“Truth 2- European poultry is free from hormones.” 
Hormones and growth enhancers in breeding are banned in the EU. Producers use 
effective, animal-friendly, contemporary, robust and healthy poultry breeds, along with 
balanced feed and optimal environmental conditions. 
“Truth 3- European poultry is free from antibiotic residues.” 
Antibiotics: “as little as possible, as much as necessary” and only by veterinary prescription. 

https://en.eu-poultry.eu/


Sustainability
Here, the campaign talks about the welfare benefits of EU poultry, including the following 
messages:
“Animal Welfare: A top priority in the EU.
Universal, science-based standards guarantee that poultry farming meets the same 
minimum requirements in all Member States. There is particularly detailed legislation in this 
area, in addition, individual countries can adopt even stricter regulations.”
“Barns: Many parameters guarantee an animal-friendly habitat.”
“Feed: Selected to meet animals’ needs.”
“Veterinary care: Animal health is paramount.”
“Transport: Strict guidelines ensure animal welfare.”
“Processing: High level of food safety and traceability.”
“Labels: Further initiatives for improved animal welfare.” 
European consumers and AVEC members want transparent mandatory labelling of origin 
(EU or non-EU) for all poultry products across all distribution channels. 
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Proposing countries:
Germany, France, Ireland, UK, Belgium, Denmark

Proposing organisations:
Association nationale interprofessionnelle du bétail et des viandes (INTERBEV Ltd) (France; 
International)
National Interprofessional Association of Cattle and Meat, represents national and 
international stakeholders in the livestock and meat sector. 
Agriculture and Horticulture Development Board (ADHDB) (UK)
A statutory levy board funded by farmers, growers, and others in the supply chain to help 
the food and farming industry succeed. 
Beef and Lamb Bord Bia - The Irish Food Board (Ireland)
Supports the national and international ambitions of promoting Irish food, drink and 
horticulture businesses around the world. 

Campaign objectives:
Campaign objectives were to boost the image of European lamb by establishing a role 
for European lamb as an everyday meat for consumers, and by stressing the importance 
of production to sheep farming areas. And to reposition lamb in consumers’ minds to 
appeal to them as both easy to cook and value for money. 
Aimed at young consumers, stimulating lamb from a culinary and sustainable production 
angle, and at trade professionals (e.g. opinion leaders and retailers). 

20

Campaign: European lamb promotional campaign

16 https://www.trylamb.ie/



Proposing countries:
Denmark, France, Ireland, UK

Campaign objectives:
The aim of this multi country programme is to promote milk, dairy products and cheese in 
France, Denmark, Ireland and the United Kingdom (Northern Ireland). The target groups 
are women with children and older aged groups.

As part of the campaign, the organisations ran an EU level symposium in 2016 which 
focused on European cheese in general, and the local cheese heritage. The website, 
which is now closed, was intended to promote cheese in modern day life, along with 
various marketing events, including a cheese recipe competition.

21

Campaign: Cheese up your life

17From the Cheese up your Life! Website (now closed)  www.cheeseupyourlife.com



Proposing countries:
France, Italy, Netherlands, Belgium

Campaign objectives:
To strengthen the knowledge and awareness of veal, particularly among the younger 
generations, communicate its advantages and promote sales. The campaign has 
adopted multiple strategies including advertising, public relations activities, in-store 
information days, and a consumer website https://vivailvitello.it/ 

The campaign website features celebrity chefs, recipes, and further information about the 
breeding and rearing of veal calves. They promote the nutritional value of veal and talk 
about how it is produced to high welfare standards. They also strongly argue how veal is a 
European speciality, and how it is part of European pride. 

22

Campaign: The Europe we like - Veal: a good idea for a thousand good ideas

18https://vivailvitello.it/

https://vivailvitello.it/
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Germany: overview of the campaigns receiving EU contributions
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Proposing organisation:
Naturland are one of the major international associations for organic agriculture worldwide. 
They strive to reconcile the interests of local producers with those of international operations in 
a globalised world. 

Campaign objectives: 
The objective of this campaign was to enhance the competitiveness and consumption of EU 
organic food, via increasing awareness and raising the market share in Vietnam. In particular, 
the campaign was intended to increase awareness of the merits of EU organic products, and 
the high standards of production. Specific features that were promoted in the campaign 
include food safety, traceability, health aspects, respect for the environment, and 
sustainability. 

Campaign: Trust EOP

Germany: further details on the accepted campaigns



Proposing organisation:
Erzeugergemeinschaft Südostbayern eG is a representative and recognised cooperative 
of 8639 agricultural farms. The members produce a large part of their beef according to 
the Quality Scheme Bavarian beef PGI (Protected Geographical Indication).

Campaign objectives:
The aim of this programme proposal was to significantly improve the image and 
knowledge of Bavarian beef PGI in target groups, to increase demand from trade and 
consumers. Another objective was to nearly double the current sales volume until the end 
of the campaign, leading to an increase in members of the cooperative who produce 
according to the Bavarian beef PGI criteria. 

The campaign intended to improve the income situation for rural agriculture in Bavaria 
and reduce farm closures. The campaign intended to reach a target audience of over 
32.7 million contacts.

The campaign website is here: https://bayerisches-rindfleisch-gga.eu/ 
 
The website is focused on promoting Bavarian cattle breeding as a century’s old tradition. 
They have chef ambassadors promoting Bavarian beef. They have appeared and 
promoted Bavarian beef at trade fairs and other events in the three target countries. The 
campaign has targeted top restaurateurs and chefs to convince them to use Bavarian 
beef PGI. Chef Michael Philipp is an ambassador and has created recipes to encourage 
consumers to purchase the Bavarian beef PGI.  

25

Campaign: Information and promotion campaign for Bavarian beef (BayRiFle)

19https://bayerisches-rindfleisch-gga.eu/

https://bayerisches-rindfleisch-gga.eu/


Proposing organisation: 
Bäuerliche Erzeugergemeinschaft Schwäbisch Hall w.V. The Schwabisch Hall farmers’ 
producer group was founded in 1988. They work on the principle of rural self-help and are 
committed to rural development in their local area. They are a group of producers 
dedicated to producing and slaughtering Swabian-Hall pigs; a slow-growing, historical 
breed of pig.  

Campaign objectives:
An information provision campaign, to present Swabian-Hall quality pork (PGI) as “a 
transparent, ethically responsible, regional and future-oriented food that is produced 
consistently in accordance with animal welfare.” Main target groups were flexitarians and 
quality eaters in Germany, Austria and Italy. Messages around meat quality and 
husbandry consistent with animal welfare, and sustainability are intensively and directly 
communicated through visits to farms, barbeque classes, culinary training and seminars, to 
reach a large group of people. 

The campaign aimed to increase distribution of Swabian-Hall pork at fair prices, to enable 
more farmers to join in with the preservation of the traditional breed. The Swabian-Hall 
breed will also serve as a model for preserving other old livestock breeds.

The campaign website is here: https://haellisch.eu/ 
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Campaign: Swabian-Hall quality pork PGI directly from the farmer - EU guaranteed enjoyment

20https://haellisch.eu/

https://haellisch.eu/


Proposing organisation: 
QS Qualität und Sicherheit GmbH
A quality assurance scheme for food. It defines and monitors strict production and 
marketing criteria along the entire supply chain for fresh food. QS certifies 95% of all fresh 
pork and poultry, 85% of beef, and 90% of fruit, vegetables and potatoes from Germany. 

Campaign objectives:
Information programme for fresh or frozen meat, fruits and vegetables produced in 
accordance with a community or national quality scheme. Objectives were to strengthen 
consumer confidence in the complete quality secured production and to further increase 
the level of awareness of the QS certification mark.  

27

       Campaign: Information program on fresh, chilled or frozen meat (beef, pork, poultry)
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Italy: overview of the campaigns receiving EU contributions
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Campaign objectives: 
Four organisations working together to protect and promote Italian and European cured 
and fresh pig meat. The objectives are to improve knowledge of EU products and their 
high standards; strengthen awareness and recognition of EU regimes; and increase 
product sales in Germany. They want to influence the eating habits of Italian and German 
citizens, to encourage them to consume more EU cured and fresh pig meat. 

The campaign website is: https://www.europeanauthenticpleasure.eu/en 

31

Campaign: European authentic pleasure

21https://www.europeanauthenticpleasure.eu/en

Italy: further details on some of the accepted campaigns

https://www.europeanauthenticpleasure.eu/en


Campaign objectives:
The campaign goals are to spread information about the quality of production methods 
guaranteed by the EU, optimise the product’s (deli meat) image and promote the EU 
protection schemes, ultimately achieving a lasting change of perception of European 
products. 

The campaign is targeted towards Japan, intending to increase consumption and 
demand of Italian deli meats in Japan.

This is the campaign website: http://www.arigat.eu/en 

The campaign has worked directly with chefs in various regions of Japan to promote the 
demand and consumption of deli-meats in the country through various marketing 
initiatives including take-away bento boxes and special features in large restaurant 
chains.

32

Campaign: Arigat-EU, the authentic deli meat from Europe

22http://www.arigat.eu/en

http://www.arigat.eu/en
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Spain: overview of the campaigns receiving EU contributions
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Proposing organisation:
Provacuno is the inter-professional organisation of the Spanish beef industry. It represents 
all the agents involved in the production process of cow meat. It is made up of more than 
100,000 livestock holdings and over 250 slaughterhouses, and more than 150 cutting 
rooms. 

Campaign objectives:
The campaign is intended to increase product awareness, establish a high degree of 
product relevance, increase product preference, increase the market share of Union 
agricultural products, and increase the number of exporting companies in the EU. The 
target countries are outside of the EU: UAE, Saudi Arabia, Hong Kong and Vietnam. Along 
with the campaign website, activities include promotion in digital and social media, 
advertising, events, and trade fairs. This is the campaign website: 
https://wonderfulbeef.eu/ 

35

Campaign: What a wonderful beef

23 https://wonderfulbeef.eu/

Spain: further details on some of the accepted campaigns



Proposing organisation:
INTEROVIC is an Interbranch Organisation that represents the interests of producers, 
industry, traders and tanners of the sheep and goat meat sector. 

Campaign objectives:
The campaign objectives are to promote lamb and mutton as a luxury meat in the UAE, 
Saudi Arabia, Hong Kong, and Israel.
The campaign pushes the quality and luxury nature of European lamb, along with the 
proposed nutritional benefits. They state that it is the geographical location of Spanish 
lamb that sets it apart from other lamb around the world. The markets targeted were 
identified as potential new markets, or existing burgeoning markets to build demand in. 

This is the campaign website https://www.luxurylamb.eu/?lang=en 
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Campaign: Lamb and Mutton - Luxury meat from Europe (2018-2020)

24 https://www.luxurylamb.eu/?lang=en

https://www.luxurylamb.eu/?lang=en


Proposing organisation:

The Interprofessional Organization of the Egg and its Products (INPROVO) brings together 
national associations representing companies in the productive, industrial and 
commercial egg sector, representing them and defending their interests.

Campaign objectives:

The campaign was intended to inform consumers of the standards for marking eggs, and 
explain the code printed on eggs. To provide information on the different systems, and on 
traceability systems. These objectives are intended to increase consumer assurance and 
to promote overall sales.

This is the campaign website: https://www.elhuevodetiqueta.eu 
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Campaign: El Huevo, de Etiqueta

25 https://www.elhuevodetiqueta.eu/#

https://www.elhuevodetiqueta.eu
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Poland: overview of the campaigns receiving EU contributions
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Proposing organisations:

National Poultry Council - Chamber of Commerce

Campaign Objectives:

The campaign intended to increase knowledge awareness, sales and consumption of 
European poultry in the UAE, China, Hong Kong, and Vietnam. They did this through a 
campaign website, brochures, posters and other promotional materials, gadgets, photo 
sessions, cooperation with chefs and other experts, participation in fairs, information 
meetings, seminars, promotion in trade press and direct marketing to consumers. 

The campaign website is:  http://european-quality-poultry.eu/en/home-en/

The campaign talks about how the EU is an important global producer and exporter of 
poultry meat. They highlight how the EU has developed optimal solutions for animal 
welfare. It also talks about the work it is doing to promote the demand for EU poultry in 
China and Japan, and the processes involved. 

The “Why eat poultry?” section promotes the consumption of poultry meat, highlighting its 
ease of production, taste and nutritional qualities, along with its low carbon footprint.
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Campaign: European Poultry - Power of Quality

26 http://old.european-quality-poultry.eu/

Poland: further details on some of the accepted campaigns

http://european-quality-poultry.eu/en/home-en/


Proposing organisations:

Unia Producentow i Pracodawcow Przemyslu Miesnego

Campaign objectives:The campaign is a two-year information and promotion programme 
focussing on European fresh, chilled or frozen pork, beef and meat preparations in the USA 
and Canada.  The main objective is to stimulate export growth by business actions aimed 
at establishing new contacts and strengthening the ones already made. The campaign 
also intends to increase the competitiveness of the promoted products as well as to raise 
the awareness and recognition of EU quality, traceability, safety, quality management, 
animal welfare and the high standards of EU production. 

The campaign website is: https://www.meatfromeurope.eu/ 

Campaign activities include website, gadgets, promotion film, a creative concept, trade 
fairs and seminars. 
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Campaign: Meat with European Quality

27 https://www.meatfromeurope.eu/?doing_wp_cron=1619022512.2675731182098388671875

https://www.meatfromeurope.eu/
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France: overview of the campaigns receiving EU contributions
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Proposing organisation:

Consortium du jambon de Bayonne

Campaign objectives:

Main objective is to increase awareness and availability of PGI Jambon de Bayonne in the 
USA, and to establish a positive reputation of this product among US trade professionals. 
The campaign has focussed on distributors, retailers and restaurants, building distribution 
levels, whilst increasing consumption and demand.

Specific actions of the campaign included trade and distributor events, in-store tastings, 
trips to the region of origin, image-building efforts, and various promotional materials.

They wanted to raise awareness of the product from 0-25%, and to raise exports up to 
130,000 Bayonne hams per year (+300% increase). 

Campaign: Label rouge meat

Proposing organisation:

Interprofessional Federation of Labels Rouge

Campaign objectives:

Through various actions, the campaign will make distributors aware of the quality of Label Rouge 
products- meat, poultry, charcuterie and eggs. The campaign intends to reaffirm and develop the 
reputation and sales of meat. They have been doing this through various marketing channels 
including radio advertising. The messaging is all about how European meat and eggs are better for 
the environment, better animal welfare, and safe in these difficult times.
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Campaign: Information and promotion campaign for Bayonne ham in the USA

France: further details on some of the accepted campaigns



Proposing organisations:
CENTRE NATIONAL INTERPROFESSIONNEL DE L’ECONOMIE LAITIÈRE ASSOCIATION

Campaign objectives:
General objective is to improve consumer knowledge about milk and dairy products 
produced in Europe. And to raise awareness about the merit of EU products. The 
campaign will highlight the benefits of consuming milk, in terms of nutrition, promoting it as 
part of a healthy balanced diet with physical exercise. The action takes place within a 
severe milk crisis with a decrease in consumption and a deterioration of image.
The campaign has implemented a communication plan to target health professionals 
and key opinion leaders to re-establish confidence in milk and dairy and to give credibility 
to their messages. They will also target young consumers to consume more dairy to 
improve their health and lifestyle.
The campaign has featured fun ways to engage consumers such as fact checkers and 
games around promoting dairy. See the below images for examples. 
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Campaign: Promotion programme highlighting the characteristics of European dairy products

28https://www.produits-laitiers.com/



The European subsidy programme managed by Chafea allows for around €200 million to 
be spent each year on promoting various agricultural products. Despite the Commission 
claiming that Europeans need to eat less meat to help tackle climate change in both their 
Biodiversity1 and Farm to Fork strategies2, they still subsidise producers and trade to 
promote just the opposite. The programmes outlined in this report have received 
considerable funds from the Commission to promote their products, to increase 
consumption, and increase the sales of animal products in the EU and around the world. 
This report has not assessed the amount of money spent on meat alternatives, but it has 
highlighted the considerable number of Euros spent between 2014-2019 on promoting 
meat and other animal products.

Many of the campaigns highlighted in the report make claims regarding their high 
standards of animal welfare, the use of healthy breeds, and their low environmental 
impact. Unfortunately, many of these claims are unsupported and inaccurate. For 
example, the ‘EU Poultry campaign’ states that animal welfare is one of the main goals of 
the European poultry sector. In reality, billions of birds are reared, transported and 
slaughtered in grossly inadequate conditions29. For example, the changes in breeding that 
the broiler chicken sector has seen in recent decades has led to a monstrous version of 
the chicken, a bird that grows at record speed, growing an enormous chest which the 
skeleton and cardiovascular system cannot support. As a result, many broiler chickens 
suffer heart failure, painful fractures, and premature death30. The suffering of broiler 
chickens is very apparent in the European Union, as the current legislation fails to ensure 
their humane treatment31. The claims from the EU Poultry campaign is therefore entirely 
inconsistent with the reality of poultry farming in the EU.

The campaign ‘Meat with European Quality’ also states that their producers maintain high 
standards of animal welfare. In fact, although some of their requirements do marginally 
exceed the current inadequate EU legislation for raising pigs, they still allow their 
producers to use sow stalls32. Their use is limited to 8 days, but during this perinatal period, 
the sow will experience considerable frustration and stress at not being able to build nests 

29 Meluzzi, A., & Sirri, F. (2009). Welfare of broiler chickens. Italian Journal of Animal Science, 8(sup1), 161-173.
30 Manning, L., Chadd, S. A., & Baines, R. N. (2007). Key health and welfare indicators for broiler production. 
World's Poultry Science Journal, 63(1), 46-62.
31 https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX:32007L0043 
32https://www.meatfromeurope.eu/blog/news/systems-of-increased-animal-welfare-high-pork-production-sta
ndards-in-the-european-union/#_ftn6 
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Conclusion

The EU campaigns to promote meat, eggs and dairy

https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX:32007L0043
https://www.meatfromeurope.eu/blog/news/systems-of-increased-animal-welfare-high-pork-production-standards-in-the-european-union/#_ftn6
https://www.meatfromeurope.eu/blog/news/systems-of-increased-animal-welfare-high-pork-production-standards-in-the-european-union/#_ftn6


for her piglets or move further than two steps forwards or backwards33. It is clear that the 
claims these campaigns make regarding their high animal welfare standards are not 
always accurate and are often entirely misleading.

The Commission is responsible for selecting which campaigns are awarded these sizable 
contributions. Despite the EU’s commitment to sustainability, animal welfare and climate 
change mitigation, the EU promotion policy for agricultural products is still enabling and 
encouraging the promotion of more meat consumption and increased intensive farming, 
which is not only a poor outcome for animal welfare, but is also hugely detrimental to the 
environment. It is entirely at odds with the collective realisation that we need to invest in, 
and promote sustainable alternatives to intensive animal farming.

 

 

33 Barnett, J. L., Hemsworth, P. H., Cronin, G. M., Jongman, E. C., & Hutson, G. D. (2001). A review of the welfare 
issues for sows and piglets in relation to housing. Australian journal of agricultural research, 52(1), 1-28.
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