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Policy context (objectives)

The EU agri-food promotion
policy was designed to
support the competitiveness
of the EU agricultural sector
by promoting EU products
and quality schemes on the
Internal market and in non-EU
countries.
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Promotion policy — Legal basis

Basic act

* Regulation (EU) No 1144/2014

* In force since 1° December 2015
Delegated and implementing acts

« Commission Delegated Regulation (EU) 1829/2015

« Commission Implementing Regulation (EU) 1831/2015

Annually
« Annual work programme

« Calls for proposals for SIMPLE and MULT]

European
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4 « 2024 calls published on 18/1/2024 on the Funding and Tenders portal



https://eur-lex.europa.eu/legal-content/EN/ALL/?uri=CELEX:32014R1144&qid=1611583068875
https://eur-lex.europa.eu/legal-content/EN/ALL/?uri=CELEX:32015R1829&qid=1611583264776
https://eur-lex.europa.eu/legal-content/EN/ALL/?uri=CELEX:32015R1831&qid=1611583354658
https://ec.europa.eu/info/funding-tenders/opportunities/portal/screen/opportunities/topic-search;callCode=null;freeTextSearchKeyword=;matchWholeText=true;typeCodes=1,0;statusCodes=31094501,31094502,31094503;programmePeriod=2021%20-%202027;programCcm2Id=43298664;programDivisionCode=null;focusAreaCode=null;destination=null;mission=null;geographicalZonesCode=null;programmeDivisionProspect=null;startDateLte=null;startDateGte=null;crossCuttingPriorityCode=null;cpvCode=null;performanceOfDelivery=null;sortQuery=sortStatus;orderBy=asc;onlyTenders=false;topicListKey=topicSearchTablePageState

PROMOTION PROGRAMMES

TARGET MARKET

Priority is given to programmes
targeting non-EU countries with a
special focus on those markets that
have the highest growth potential

BENEFICIARIES

- Trade or inter-trade organisations representative of the sector(s)
- Groups of producers and processors active in quality schemes.

- Producer organisations or associations of producer organisations
- Agri-food bodies: mission of public interest for promotion

PROMOTE

) TYPE ° SIMPLE programmes MULTI programmes For programmes in case
EURO PE S from one or more proposing several proposing organisations from of serious market
H I G H_ QU ALITY organisation from the same MS ° several MS and/or EU level disturbance
organisations
FOOD STANDARDS co-rINANCING nthe —— | Outside ——
CO-FINANCING In the 70%.I Outside  gnop, .' 80%.- 85%.
RATE EU I The EU '__; _______ ____l _;l

ELIGIBLE PRODUCTS AND SCHEMES

EU and national Wine associated with
quality schemes (an)other product

All agricultural products, of annex | to the TFEU excluding
tobacco. Certain transformed products: beer, chocolate,

. pasta...
Spirits drinks with 24 Fisheries associated with
m geographical indicationgﬁ * (an)other product

OWN IN ITl ATlVE ACTlVlTl ES - High Level Missions of Commissioner with senior representatives of EU

agri food sector

. }jz - Sustained communication campaigns K Eumpean |
- Seminars \ Commission

- Pavilions at Trade fairs



What Is a promotion programme?

* Programme shall consist of a coherent set of operations (Public relations,
advertising, PoS promotion, events and fairs, etc.) and shall be implemented
over a period of at least one but not more than three years.

* |t could be a B2B and/or B2C campaign.

« Cofinancing rates 70% to 80%

A 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 target market on more than two
consecutive occasions.

European
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EU promotion policy — types of action

Information and promotion
programmes :

v 1 to 3 years

v" Submitted by proposing
organisations (PO)

v SIMPLE programmes : one or
more PO from the same MS

v" MULTI programmes : several
POs from several MS + EU
organisations

Commission initiatives :

v Information and promotion
measures :
< High-level missions
% Participation in trade fairs
% Own campaigns

v Technical support services

opean
nmission



What is an Annual Work Programme ?

* is the legal basis for financing promotion measures
 sets out the priorities and the corresponding budgets

* includes arrangements for market disturbance

European
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ANNUAL WORK PROGRAMME (AWP)
Budget 2024

Avalilable budget for 2024 AWP is EUR 185.9 million in total (the same as in
2023)

Out of which:
 EUR 92 million for "simple" promotion programmes
 EUR 84,4 million for "multi" promotion programmes

 EUR 9.5 million for Commission's own initiatives (same as in 2023)




AWP 2024 - Budget simple programmes

SIMPLE PROGRAMMES 2023 | 2024
89 92
Simple programmes in the Internal market 41,1 41,1
INTERNAL MARKET-CHARACTERISTICS 5 5
INTERNAL MARKET-EU-QUALITY SCHEMES 7 7
INTERNAL MARKET-FRESH-FRUIT AND VEGETABLES 9,1 9,1
INTERNAL MARKET-ORGANIC 14 14
INTERNAL MARKET-SUSTAINABLE 6 6
Simple programmes in Third Countries 42,9 45,9
THIRD COUNTRIES-AMERICAS 9,3 9,3
THIRD COUNTRIES-ASIA 16,3 16,3
THIRD COUNTRIES-OTHERS 12,3 15,3
THIRD COUNTRIES-ORGANIC-SUSTAINABLE 5 5
Simple programmes for market disturbance/additional call for 5 5

proposals
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AWP 2024 - Budget multl programmes

MULTI PROGRAMMES 2023 2024
87,4 84,4
Multi programmes in the internal market 42,2 40,2
INTERNAL MARKET 4,2 4,2
INTERNAL MARKET-FRESH-FRUIT AND VEGETABLES 10 9
INTERNAL MARKET-ORGANIC 14 13
INTERNAL MARKET-SUSTAINABLE 14 14
Multi programmes in third countries 40,2 39,2
THIRD COUNTRIES-ALL 29,2 29,2
THIRD COUNTRIES-ORGANIC-SUSTAINABLE 11 10
Multi programmes for market disturbance/additional call for proposals 5 5

European
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Inflection point starting the decline in
overall number of applications from 2021.

Decline more accentuated in applications
for MULTI programmes than SIMPLE
programmes. But both are declining.

Between 2019 and 2023:
- Total Number of applications 144 to 119 (- 17.4%)
- SIMPLE nr of applications 109 to 98 (- 10.1%)

- MULTI nr of applications 35 to 21 (- 40%)
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2016-2022 STATISTICS ON sttt o inio
CO-FINANCED PROMOTION

141 Fruit {fresh or dried)

i |
P R 0 G R A M M E S a————] igg Szzzfsbles (fresh, chilled and dried) excluding sweetcom

87 Dairy products (excl Cheese)
86 Preparations of vegetables, fruit or nuts (incl. table olives)
78 Wine, cidre and vinegar

The infarmation in this factsheet
presents various statistics for projects

&
1l

68 Meat preparations
on promotion of agricultural products ’ & é 61 Pork meat (fresh, chilled and frozen)
funded in the period of 2016-2022. P 55 Bovine meat (fresh, chilled and frozen)
Campaigns are run by eligible 52 Olive oil
applicants, as described in the legal ) $ 46 Other eligible products
base under the promotion policy, ° 44 (ereals
and are co-financed by the EU. 1 ) 42 Poultry meat (fresh, chilled and frozen)
For more information we invite you D08 B 35 Bread, pastry, cakes, confectionery, biscuits and other baker's wares
to consult the Campalgns map. FF oz 30 Honey and beekeeping products
28 t (fresh, chilled and fi
NORTH AND b ACIA 26 :;;:pandgoatmea iy L
ROIA
CENTRAL 24 Spirits, liqueurs and vermouth
AMERICA 21 Pasta

16 Vegetable oils other than olive oils
16 Beverages made from plant extracts
16 Fishery and aquaculture products

16 Chocolate and derived products

14 Beer

12 Cut flowers and plants, bulbs, roots and live plants

N7 I
YBloos] }
g. F = N

€&

g

O
_____-------lllllllllllllllll

11 (Coffee and tea
&
s&“‘ @t' &.3“ ‘9& H 7 Sweetcom
> 06‘ é@ b"df 7 Oilseeds, other than soyabeans
x&é“ ,@’& & o,;\‘ 6 Mustard paste
6
R
& s 3 wgar
= - 3 Pet food
a “ = 3 Natural qums and resins
508 J 3 Live animals
Number of approved projects 2016-2022 2 Cotton
2 Flax and hemp

13



s Germany

143 680915 €
> Simple: 112 443 514 €

Number of programmes:
> Multi: 13 | > Simpl

> Multi: 44 367 432 €

> Simple: 42 558 614 €

> Multi: 51 099 548 €

> Simple: 1 417 500 €

> Multi: 31 829 062 €

> Simple: 2 097 523 €

E Sweden

Multi: 10 Simple: 12

Funding for approv

> Multi: 22 651 202 €
> Simple: 23 042 967 €

-I— Denmark

> Multi: 49 619 332 €
> Simple: 14 729 555 €

Number of programmes:

> Multi: 3 | > Simple: 6

> Multi: 95 595 758 €
> Simple: 32 288 069 €

> Multi: 75 669 118 €
> Simple: 58 559 989 €

(>

5 lll@i =
IndGF (e e @ 9-5;

Finland

vulti: 3 624 401 €
> Simple: 968 567 €

Funding for app

> Multi: 54 957 968 €
> Simple: 28 037 338 €

: 175 501 880 €
> Simple: 69 035 349 €

> Multi: 11 408 699 €
> Simple: 12 796 311 €

| —
r— Norway

EU MEMBER
STATES

> Multi: 2 |
Funding for app

> Multi: 4 689 549 €

> Simple: 269 192 €

b
Multi: 12 |
Funding for approved Fundir El d 2016

> Multi: 28 863 308 € > Multi: 36 691 905 €
> Simple: 14 092 121 € > Simple: 321 998 €

> Multi: 85 997 485 €
> Simple: 57 934 534 €

I | uxembourg

Multi: 0 | > Simple: 1

Funding for approved 2016-2022

> Simple: 427 781 €

4 689 549 €
> Simple: 1 991 177 €

Funding for approved

> Multi: 48 700 867 €

> Simple: 8 038 258 €

> Simple: 427 315 €

>Muli: 10716765 €
> Sininle: 8 806 240 €

> Multi: 11 930 775 €

Lithuania

Funding for approved 20

> Multi: 4 689 549 €

> Simple: 1 721 985 €

> Multi: 2

> Multi: 4 205 296 €

> Simple: 533 730€

omania

nim
Simple:
Funding for apprt

> Mt 8334228€

> Simple: 2 631 486 €

Funding for approved 2016

> Simple: 1 813 950 €

> Simple: 2 098 726 €

Slovenia

> Simple: 4 4

(=]

Russia

> Multi: 1 | > Simple: 8

Albania

Number of programmes:

> Multi: O | > Simple: 1

and Herzegovina

Number of programm

> Multi: O | > Simple: 1

Belarus

Number of programm
> Multi: 1 | > Simple: 4

m Ukraine

Number of programmes:
> Multi: 1 | > Simple: 6

Montenegro

Number of programmes:
> Multi: 0 | > Simple: 1

Serbia

Number of programm

> Multi: 1 | > Simple: 5

Y/ :
'}}( North Macedonia

Number o



— [raN
(Islamic Republic of)

Number of programmes:

> Multi: O | > Simple: 1

5

I Russia

Number of programmes:

> Multi: 1 | > Simple: 8

- China

Number of programmes:

> Multi: 14 | > Simple: 50

- Azerbaijan

Number of programmes:

> Multi: 0 | > Simple: 2

n Kazakhstan

Number of programmes:

> Multi: 1 | > Simple: 1

] Japan

Number of programmes:

> Multi: 10 | > Simple: 35
- Macao

-~

(G Turkey

Number of programmes:

> Multi: 0 | > Simple: 1

L
& Lebanon

Number of programmes:

> Multi: O | > Simple: 5 -~

Number of programmes:

> Multi: 0 | > Simple: 1

“ Hong Kong

Number of programmes:

> Multi: 2 | > Simple: 21

Vietnam

Number of programmes:

Y
&, Korea
(Republic of)

— Isragl

Number of programmes:

> Multi: 10 | > Simple: 18

- Taiwan

Number of programmes:

Number of programmes:

> Multi: 1 | > Simple: 7

Number of programmes:

> Multi: 2 | > Simple: 6

= Jordan

Number of programmes:

> Multi: 2 | > Simple: 9

rr
e I12Q
Number of programmes:

> Multi: 0 | > Simple: 1

> Multi: 6 | > Simple: 16

Number of programmes:

> Multi: 0 | > Simple: 3

> Multi: 7 | > Simple: 21

’ Philippines

bl Saudi Arabia

Number of programmes:

Number of programmes: Number of programmes: > Multi: 2 | > Simple: 8

Singapore

> Multi: 6 | > Simple: 22 > Multi: O | > Simple: 2

Number of programmes:

> Multi: 8 | > Simple: 15

Indonesia

Number of programmes:

> Multi: 3 | > Simple: 6

1
’ Qatar

Number of programmes:

> Multi: 0 | > Simple: 3

|
’ Bahrain

Number of programmes:

> Multi: O | > Simple: 2

= United Arab Emirates

Number of programmes:

> Multi: 11 | > Simple: 33

(&) H
s India
Number of programmes:

> Multi: 3 | > Simple: 7

Number of programmes:

> Multi: 2 | > Simple: 7

l -I]l | nl | [ll
-
]

. d
1 m@”".:a.' 2 o7 || L = : Db
BH&:;'EE« 9@5; i . - ; O8Il & = -] @ EoeB™—% B Ry




NORTH AND
CENTRAL

SOUTH

AMERICA
AMERICA

B Colombia

Number of programmes:

> Multi: 0 | > Simple: 8

EEEEm Ecuador

Number of programmes:

- Brazil

> Multi: 0 | > Simple: 3 Number of programmes:

> Multi: 1 | > Simple: 7

I IPeru

Number of programmes:

> Multi: 0 | > Simple: 2

et I*I Canada

Number of programmes:
> Multi: 6 | > Simple: 31

]
s Bolivia

Number of programmes:
> Multi: 0 | > Simple: 1

—— United States -

Number of programmes:
> Multi: 15 | > Simple: 58

— .
s Argentina

I'@‘I Mexico

Number of programmes:

> Multi: 0 | > Simple: 1
o -~ Number of programmes: n
* > Multi: 0 | > Simple: 11 .
\‘w | |
_I [ ] ",
J’ ||
| |
A 10
il Eon
* *



- Morocco

Tunisia

Libya

Number of programmes:

Number of programmes:

> Multi: O | > Simple: 1

> Multi: 0 | > Simple

1

Number of programmes:
> Multi: O | > Simple: 1 ———
Bl oo
Number of programmes: 0
> Multi: O | > Simple: 2
I * I Senegal
Number of programmes: o
> Multi: O | > Simple: 1
Ivory Coast
0

Number of programmes:

> Multi: O | > Simple: 2

—
s Ghana

Number of programmes.

> Multi: 0 | > Simple: 2

J,

—
s EQYPL

Number of programmes

> Multi: 1 | > Simple: 4

I I Nigeria

ﬂ Australia

Number of programmes:

> Multi: 1 | > Simple: 5

Cameroon

Number of programmes

> Multi: 0 | > Simple: 2

Number of mes

> Multi: 0 | > Simple: 1

-

Number of programmes:

> Multi: 0 | > Simple: 1

~—
»; South Africa

E Kenya

Number of programmes:

=== Uganda

Number of programmes

> Multi: 0 | > Simple: 1

> Multi: O | > Simple: 2

Number of programmes:

> Multi: 0 | > Simple: 1

0 z Tanzania

Nurmber of programmes:

> Multi: O | > Simple: 1

Zp)
o]l
-

ﬂ New Zealand

Number of programmes:

> Multi: 0 | > Simple: 1




Geographical indications and TSG’s from

Czechia

TSG Prazska Sunka

30 Food and agricultural products
13 Wines
5 Traditional Specialty Guaranteed

PGI Valassky frgal

PGI Olomoucké tvaruzky

PGl JihoCeska Niva
18

17 PDO’s

Novosedelské Slamové vino

Znojmo
Morava
Cechy
Slovacka
Mikulovska
Mélnicka
Znojemska
Velkopavlovicka
Litoméricka
Sobes / Sobeské vino
VSestarska cibule
Pohorelicky kapr
Cesky kmin
Zatecky chmel
Chamomilla bohemica
NosSovické kysané zeli

5 TSG’s

Prazska Sunka
Tradiénf Spekacky
Spisskeé parky
Tradi¢ni Lovecky salam
Liptovska salama

Novosedelské Slamové vino

26 PGI’s

Cesky:modry mak
moravske
Ceské
Vala$sky frgal
Chel€icko - Lhenické ovoce
JihoCeska Niva
Karlovarské oplatky
Karlovarsky suchar
JihoCeska Zlat4 Niva
Cerna Hora
Olomoucké tvaruzky
Karlovarskeé trojhranky
Breznicky lezak
Ceské pivo
Brnénské pivo / Starobrnénské pivo
Znojemské pivo
Hofické trubicky
Lomnické suchary
Marianskolazeriské oplatky
Budéjovické pivo
Budéjovicky méstansky var
Ceskobudé&jovické pivo
Chodské pivo
Treborisky kapr
Stramberské usi
Pardubicky pernik

European
Commission




Promotion programmes from CZ
organisations

Since 2016: 2 SIMPLE promotion programmes implemented
1. Fresh fruit and vegetables, Year | of implementation,

Total cost: €1.025.400,
EC contribution: €717.780
Co-financing rate: 70%

2. ,Born in the EU": Implemented 2019-2022

Total cost: €1.060.000,
EC contribution: €742.000

Co financing rate: 70%




Promotion programme “Born in the EU”

Implementation:
4/2019 — 3/2022

Objective.

highlight specific features of
agricultural (and) food products from
the Union — focus on quality, taste,
traditions and diversity of their
production.

Target markets: Czechia and Slovakia

Total cost: 1.060.000 €
EC contribution: 742.000 €

20

Kolik mame v EU a v CR dojnic?
Jaka je jejich dojivost?
V roce 2018 se v celé EU chovalo 22,937 mil kusi dojnic

Pocet obyvatel na 1 dojnici. Vybrané staty EU a svét.

@ ZROZENO VEU

Kolik krav pFipadne
na 1 obyvatele
(zaokrouhleno)

EU 22 937 000 000 512 000 000 000 223

[ 361 000 10 580 000 29,3

Némecko 4101 000 82 790 000 20,2

Polsko 2214000 38 430 000 174

Slovensko 128 000 5 435 000 42,5

Rakousko 533 000 8773000 16,5

Stat Pocet dojnic Pocet obyvatel

Holandsko 1552 000 17 080 000 11,0
Finsko 313 000 5 503 000 17.6
USA 9 364 000 327 200 000 349
Bélorusko 1499 000 9 506 000 6,3
Novy Zéland 4934 000 4794 000 10

Potet dojnice v €R Priimérna dojivost na 1 kravu v €R

1989 MW HEHWHEWEUEEN -
2004 ‘PN PR PR PR Y 434 tisic S .

8525,7
2018 ‘Y9 P P ‘W 361 tisic

litrd

3800 2. misto

v Evropé

litra
1989 2007

Produkce miéka

2,978 mld litrd - celkem prodano syrového mléka
2,225 mld litrli - dodavka do Eeskych mlékaren
740 mil litr - vyvoz syrového miéka

571% 353, % i
Dovoz a vyvoz mléka a mlé&nych s
E ag
= 4 B A $ X
Dovoz vYvoz 4 P "

RARRA RARBAR Holstynské  Ceské Ostatni
aacaa RARARR plemeno  strakaté -Jersey
996 mil litrti e plemeno  a dalsf
prepocet dovozu 1,297 mid litrd
mléka a mlécnych z toho 740
vyrobku syrové mléko

Plemena chovana v €R

Pred deseti lety to bylo opaéné
- Hol5t vs. Ceské straceny

Dovezeme o 439 mil litri mléEnych vyrobkt
vice, neZ vyvezeme. Vice tedy dovaZime.

* | tehdejsim Ceskoslovensku pouze za Cechy

— European
= Commission



@ ZROZENO V EU

£ |
- z

Vybirat potraviny s plivodem v Evropé znamena zvolit kvalitu

Evropské zemadélstvi je moderni ekonomicky sektor s tradici, riiznorodosti a udrZitelnou produkei bezpe&nych potravin ve vysoké kvalité, Zirokém sortimentu
a wjime&né chuti pro viechny typy spotfebiteld.

Zjistéte vice na WWW.Zrozeno.eu

KAMPAN o i

£ i Evropska unie podporuje
@A.GRARNI KOMORA S FINANCNI Obsah této reklamy vyjadfuje pouze nizory autora a autor 23 né nese K P PO kp i e
Ceské republik: PODPOROU vlutnou odpavidnost. Evropski komise nenese Zsdnou odpovédnast ampané propagujici kvalitni

P! y EVROPSKE UNIE 2a jakékoll pHipadné pouitl obsaSengeh informact. zemédalskeé produkty.

Exam p I eS Of VI S U al S Of p rO m Otl O n Vybirat potraviny s plivodem v Evropé znamena zvolit kvalitu
S e e e i st ENJ []Y

Jistéte vice na WWW.Zrozeno.eu 1
programme TSN
“Born in the EU” Qo [l By, e oz S

* %%
ot

21 European |
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Content — PART Il

 Eligibility rules (activities, applicants, products & schemes,
competitive procedure)

 How to apply

* Where to find information

¢« Q&A

* Annex: Evaluation — some hints

22
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Eligible activities (Section 6 of Call for proposals)

. Management of the project

. Public relations (PR activities, media events)

. Website, social media

. Advertising (print, TV, radio, online, outdoor, cinema, etc)

. Communication tools (publications, media kits, promotional merchandise,
promotional videos)

6. Events (stands at trade fairs, seminars, workshops, B2B meetings, trainings
for trade/cooks, activities in schools, restaurant weeks, sponsorship of
events, study trips to Europe)

7. Point-of-sale (POS) promotion (tasting days, other: promotion in retailers'
publications, POS advertising)

>@. Evaluation of results and impact

o b~ W N P




Eligible organisations (Req. 1144/2014 Art. 7)

Trade or inter-trade organisations representative of the sector(s) concerned at
MS level

Trade or inter-trade organisations at EU level
Producer organisations or associations of producer org. (PO — APO)

Agri-food sector bodies with public service mission in charge of promotion of
agricultural products (example: Chambers of Agriculture)

25
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https://eur-lex.europa.eu/legal-content/EN/TXT/HTML/?uri=CELEX:32014R1144&from=EN#d1e665-56-1

Eligible organisations

* Must be representative of the sector or product(s) promoted (Art 1 of
Delegated Regulation (EU) 2015/1829) — fill Annex on representativeness

« Trade or inter-trade organisations

= Rule of 50 % of the volume or value of marketable production of the product/s or sector
concerned in the MS or at EU level,;

» Recognised by the MS (Reg. 1308/2013)

« Groups Gls (Req. 1151/2012):

= Rule of 50 % of the volume or value of marketable production of the product(s) with registered
denomination

Flexibility for lower thresholds <50%: if specific circumstances justify treating the organisation as
being representative

European
Commission
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Eligible organisations

« Producer organisation(s) recognised by the MS (Articles 152 and 156 of
Reg. (EU) 1308/2013)

 Agri-food sector bodies
Cumulative conditions need to be fulfilled:
a. Itis an agri-food sector body
b. Its objective is to provide information on, and to promote, agricultural products

c. It has been entrusted, by the Member State concerned, with a clearly defined public service
mission in this area

d. It has been legally established in the Member State in question at least two years prior to the
date of the call for proposals

e. It has representatives of the product(s) or sector concerned by the programme among its
memberships - Exception for programmes carried out in response to a loss of consumer confidence

European
Commission




Eligible products and schemes

v" All agricultural products listed in Annex | to TFEU covered excluding
tobacco

v Open to certain processed products (beer, chocolate, pasta, sweet corn,
cotton...) in Annex | to Reg. 1144/2014

v' Spirits with a Protected Geographical Indication

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

v" Fishery and aquaculture products : Basket approach

v' Schemes : EU quality schemes (PDO/PGI/TSG, organic, RUP) national
guality schemes

— N

I Acunion

European
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Rules concerning campaign messages

v Union message

v In the internal market, for schemes as referred to in Article 5(4)
of Regulation (EU) No 1144/2014 :

v to focus on the(se) scheme(s) in its main Union message
v one or several products can illustrate(s) the(se) scheme(s)

v products shall appear as a secondary message in relation to the main
Union Message

B aconion
29
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Examples of campaigns promoting EU quality schemes
In the internal market

CHOOSE
THE

Y YA - . FOR A BETTER
e » LY WORLD.

wihe brerect « W ST / R
ts I . A Good choices matter.

»"P = ..,.!

BEING
DRGﬁIl\gle

?ﬁ%ﬁﬂl‘ EUR# FEDERBIO Q s

Finanziato
dall'Unione europea

© Unaproa & Federbio. All rights reserved. Licence to EU under conditions.

European
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Rules on competitive procedure

Legal context
v' Competitive procedure for the selection of implementing bodies

* For the simple programmes (article 13 Reg. 1144/2014).
selection before the signature of the GA

= For simple programmes: Implementing regulation requires
Member States to verify selection before signing the
Grant Agreements

v’ Delegated act defines competitive procedure as ensuring
= pest value for money, or lowest price, and
= absence of conflict of interest.

* When the contracting authority is a "body governed by public law";
rules on public procurement according Directive 2014/24/EU

European
Commission



Guidance on competitive procedure

Member States are required to establish the competitive procedure for the
selection of implementing bodies in case of simple programmes by taking
account that

» the procedure is proportionate to the economic importance;

« while the fundamental principles of the EU Treaty are observed.

The competitive procedure should consist of at least:
» the contract notice is published and adequately advertised,;

sufficient time for the receipt of tenders is provided;

an objective and non-discriminatory evaluation of the tenders;

the assessment of any possible conflict of interests.

‘Quality’ criteria of the activity that is to be subcontracted must be clearly
defined.

Guidance note:
https://ec.europa.eu/chafea/agri/sites/chafealfiles/aqri-2016-61788-00-00 en.pdf

European
Commission
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Guidance on competitive procedure (MULT]I)

Not required to select the implementing/evaluation body prior to
the submission of the proposal or grant signature.

It Is the responsibility of the applicant to apply the general rule:
best value for money (or lowest price) and absence of conflict
of interest (art. 6.2 of the Grant Agreement).

The description of the selection procedure should be a part of the
proposal (SIMPLE & MULTI).

In addition, if the project is selected, a specific subcontracting
report deliverable has to be provided at months 3 at the latest.

ommission



Sources of information
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Commission
programme,

website: policy-related information, Annual work
EC selection decisions

REA website: implementation rules, results of past calls,

campaign map, market entry handbooks, webinars

Funding&Tenders (F&T) portal: calls for proposals, programme

guide, mode
Info day held

grant agreement, FAQ
In Brussels on 31/01-1/02 2024, national info days

Register for

REA newsletter to stay informed



https://agriculture.ec.europa.eu/common-agricultural-policy/market-measures/promotion-eu-farm-products_en
https://rea.ec.europa.eu/funding-and-grants/promotion-agricultural-products-0_en
https://ec.europa.eu/info/funding-tenders/opportunities/portal/screen/home
https://rea.ec.europa.eu/events/promotion-agricultural-products-info-days-2024-2024-01-31_en
https://ec.europa.eu/newsroom/rea/user-subscriptions/2352/create

Corporate guidance and templates
Preparing the application: guidance documents
Where to find information

Final recommendations

~ European |

= Commission




" lFunding&tender opportunities

Commission

I ﬂ' SEARCH FUNDING & TENDERS ™ HOWTO PARTICIPATE ¥ PROJECTS ERESULTS WORK AS AM EXPERT SUPPORT

Find calls for proposals and tenders

Q Search

EUProgrammes

Astlum, Migration and Border Management and Visa  Customs Control Equipment Citizens, Equality, Rights and
Integration Fund (AMIF) Instrument (BMVI) Instrument (CCEI) Values Programme (CERV)

Digital Europe Programme EU Anti-fraud Programme
(DIGITAL) (EUAF)

Europefin Solidarity Corps Erasmus+ Programme European Maritime, Fisheries Euratom Research and Training
(ERASMUS) and Aquaculture Fund (EMFAF)  Programme (EURATOM)

Single Market Programme Social Prerogative and Specific  EU External Action (RELEX)
Competencies Lines (SOCPL)

Interregion§l Innovation Justice Programme (JUST) Protection of the Euro against  Pilot Projects and Preparatory Programme for the Promotion of Agricultural .
Investment (13) Counterfeiting Programme Actions (PPPA) Environment and Climate ProgicTsTAGRIPY
(PERICLES) Action (LIFE)

AGRIP

Funding opportunities 2021/2027 Promotion of Agri Products o European

2 Commission



https://ec.europa.eu/info/funding-tenders/opportunities/portal/screen/home

F& T Portal

Timetable and deadlines (indicative) AL LU

In this section you may upload the technical annex of the proposal (in PDF format only) and any other requested attachments. @

Call opening: 18 January 2024 N
Part B * 0O | Upload &

Deadline for submission: 14 May 2024 - 17:00:00 CET I
(Brussels) Part B (EN translation) 0 | Upoad &
Evaluation: May-August 2024 Detailed budget table * 0 | Upload &
Information on evaluation results: November 2024 CVs* O | Upad &
GA signature: December 2024-February 2025 Additional information * O Uplad ©
: : Information on , 0 | Uoad &

¥ Tpl_Info on Representativeness (AGRIP MULTI and SIMPLE).rtf representativeness

TpI_DetaiIed Budget Table (AGRIP MULTI and SIMPLE).xlsx Other annexes 0 | Uizl &

Tpl_Application Form (Part B) (AGRIP MULTI).rtf

€ BACK TO PARTICIPANTS LIST ‘ VALIDATE SUBMIT




Corporate guidance and templates

« Calls are published under the new MFF - multiannual
financial framework.

* Model Grant Agreement (MGA), call text, guidance
documents and submission templates are available
In the F&T portal reference documents.

« MGA Multi
« MGA Simple

38
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https://ec.europa.eu/info/funding-tenders/opportunities/portal/screen/how-to-participate/reference-documents
https://ec.europa.eu/info/funding-tenders/opportunities/docs/2021-2027/agrip/agr-contr/multi-mga_agrip_en.pdf
https://ec.europa.eu/info/funding-tenders/opportunities/docs/2021-2027/agrip/agr-contr/simple-mga_agrip_en.pdf

GUidanCG dOcumentS (Preparing the application)
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 Programme qguide (specific to Promotion of agricultural
products, translated, applicable to both simple and multi)

* Application form incl. template for part B (available only in
the submission tool, translated for simple programmes) and
Detailed Budget table (DBT)

e Online manual (corporate document, constantly evolving,
available in English, explaining all stages of grants lifecycle —
only first steps are relevant for simple programmes) PDE
Version

PRIRUCKA K PROGRAMU

Propagace zemédélskych produktu
(AGRIP)

EN
NG

EURCPE

Verze 4
prosinc

European
Commission


https://ec.europa.eu/info/funding-tenders/opportunities/docs/2021-2027/agrip/guidance/programme-guide_agrip_cs.pdf
https://webgate.ec.europa.eu/funding-tenders-opportunities/display/OM/Online+Manual
https://ec.europa.eu/info/funding-tenders/opportunities/docs/2021-2027/common/guidance/om_en.pdf
https://ec.europa.eu/info/funding-tenders/opportunities/docs/2021-2027/common/guidance/om_en.pdf

Guidance on Market analysis

« The proposal shall provide a relevant market analysis per target country.
The market analysis shall be product- and market-oriented. It shall focus on
each target country and serve as a basis for the definition of action objectives
and strategy. It should include information and assessment of macroeconomic
indicators, market conjuncture and forecast, including recent sources of data. »

Supply:

40

[0 What are the production, sales and export
figures (volume and value, market share) for the
applicant organisation/s and its Member State
for each of the target markets?

[0 What is the market structure in the targeted
country/ies and how is your organisation
positioned in this market (i.e. competitive
position of the applicant)?

0 Who are their main competitors?Which
challenges do they face?

00 What are their marketing strategies?

[0 Which are the competitive advantages of the
proposing organisation/s?

[0 Explain the key differences (price, quality,
etc.) that will make your product more
competitive than other already available
products on the target market.

[0 Which are the characteristics, demography,
socio-professional profiles, typology of the
current consumers? ldentify and describe the
guantitative and qualitative market segments.
[0 What is the per capita consumption and the
consumption trends on the medium?

If the action is about raising awareness:

[0 What is the current state of consumer
awareness?

[0 What needs to be improved and what are the
challenges?

0 Among which segments is the awareness
stronger/weaker?

European
Commission



REA: other materials

Frequently asked questions (FAQ) updated regularly to be consulted!

Funding & tender opportunities Engisn @

European
Commission | Single Electronic Data Interchange Area (SEDIA)

" SEARCH FUNDING & TENDERS ¥ HOW TO PARTICIPATE ¥ PROJECTS& RESULTS WORK AS AN EXPERT [lilzlzlelsi B d

Promotion of Agricultural Products (AGRIP) clearfilter @

FAQ - Frequently Asked Questions (90)

These pages are updated with the answers to the most frequent questions that have been submitted to the Research Enguiry Service and Participant Validation, IT
n Helpdesk, eProcurement Helpdesk, Call Coordinaters and H2020 NCP correspondents.

Match whole words only In case of questions related to a call for tenders, there is always a specific timeslot to ask questions and requesting information, clarification must be done exclusively
Grants Tenders within the call for tenders on eTendering. Read about calls for tenders.
1 Sortby ™
Grant category
Select a grant category... v % How does “Policy coherence for Development” apply to promotion of agricultural products?

The EU and its Member States have committed to policy coherence for development (PCD) to take account of development objectives in policies that are likely to have an impact in deve...
Tender category
€2 In the context of EU policy for Promotion of Agricultural Products, what happens in case of an unexpected crisis?
In case of an unexpected serious market disturbance, loss of consumer confidence or other specific problems, the Commission could launch, under certain conditions, (an) additional ca
Programming period
€% What was the outcome of the previous calls for proposals under the EU policy for Promotion of Agricultural Products?

Select a programme period... v )
Statistics can be found here.
Programme
% What are the criteria for reallocation of amounts which have not been used within the multi programmes selected under the EU policy for Promotion of Agricultural Products?
Promotion of Agricultural Products (AGRIP) (90) = v If for a given topic there are not enough proposals on the ranked list to exhaust the whole foreseen amount, the remaining amount may be reallocated to other topics according to the ...
Status €} How can we present the personnel costs of the staff coordinating the project under the EU policy for Promotion of Agricultural Products?
Active (90) The cost of staff coordinating the project shall be included in section 1 -"Project coordination” of the detailed budgetary table. Such costs include, inter alia, coordination with t
Archived *x European
€2 What are the criteria for reallocation of amounts which have not been used within the simple programmes selected under the EU policy for Promotion of Agricultural Products? X c .
*
ommission

If for a given topic there are not enough proposals on the ranked list to exhaust the whole foreseen amount, the remaining amount may be reallocated 1o other topics according to the ...


https://ec.europa.eu/info/funding-tenders/opportunities/portal/screen/support/faq;type=0,1;categories=;programme=43298664;keyword=;freeTextSearchKeyword=;matchWholeText=true;period=null;status=0,1;sortQuery=relevance;faqListKey=faqSearchTablePageState
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Reasons for rejection: eligibility and
admissibility

= [nadmissible:

Mandatory annexes and supporting documents not submitted, proposal
sent by email after the deadline

= Out of scope:
E.g. project not promoting an eligible product or scheme

* Ineligible applicants:

Applicant organisation not eligible or not representative of the
product/sector promoted, private companies acting as co-applicants,
non-EU applicants

European
Commission
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Quality of proposals — weak
points

= Market analysis is not precise or structured
* Programme objectives are not well defined

= Activities and deliverables are not well defined, communication
mix not adapted to the strategy and programme objectives

= Union message is lacking
= Organisation and risk management are not described
= Evaluation methodology is absent

= Poor cost-effectiveness (budget analysis weak, unit costs
missing or not always used, etc.)

Impact of the campaign not well calculated

European
Commission



Sustainability

Annual work programme, award criteria, Programme guide

Sectorial suggestions

In terms of products, it is proposed to allocate a certain share of the promotion budget to
sectors where there is a particular interest in helping producers and exporters to consolidate or
develop demand of healthy and sustainable food choices and new markets.

The Farm to Fork Strategy set the target of 25% utilised agricultural area under organic
farming by 2030. In 2021, 9.9% of agricultural area in the EU was under organic farming®.
Promotion shall support the objectives of the Commission’s Farm-to-Fork Strategy by
stimulating demand for organic products in the internal market and in third countries. The
action plan for the development of organic production’ in the Union adopted on 25 March
2021 details the actions of promoting organic farming and the EU logo.

Increasing the sustainability of food production is one of the key elements of the Farm to Fork
Strategy that calls for the promotion policy to enhance its contribution to sustainable
production and consumption. The Farm to Fork strategy also aims to create a favourable food
environment that makes it easier to choose healthy and sustainable diets. Furthermore,
Regulation (EU) 2021/2115 of the European Parliament and of the Council'” concerning
CAP Strategic Plans established voluntary schemes for the climate, the environment and
animal welfare (‘eco-schemes’) that should in principle cover at least two of the areas of
actions for the climate, the environment, animal welfare and combatting antimicrobial
resistance.

Topics Total amount
planned

Priorities of the year, objectives
pursued and expected results

and increase their market share.

AGRIP-SIMPLE-2024- | EUR 6 000 000
IM- SUSTAINABLE*

The objective is to highlight the
sustainability of Union agriculture,
stressing its beneficial role for the
climate, the environment and animal
welfare.

Information provision
and promotion
programmes aiming at
increasing the
awareness of Union
sustainable agriculture
and animal welfare

The production method(s) of the
promoted product(s) shall cover at
least two of the arcas of actions listed
in Article 31(4) of Regulation (EU)
2021/2115 while respecting the
conditions laid down in paragraph 5
of that Article.

The expected ultimate impact is to
increase the awareness of the Union
sustainable agriculture practices
beneficial for the climate, the
environment and animal welfare by
the European consumers and to
enhance the competitiveness and
consumption of sustainably produced
agri-food products in the Union,
raise their profile and increase their
market share.

ANNEX |

Additional information on award criteria

As mentioned in the call, Part B of the application serves to evaluate the proposal against the
award criteria.

More specifically, each proposal will be assessed according to the criteria and sub criteria set out
in the table below, while a threshold is also set for each of the main award criteria. The following
sub-criteria shall be taken into account in the assessment of the quality of the proposals:

CRITERIA

SUB-CRITERIA

1. RELEVANCE

Max. point: 25

Threshold: 15

(a) Relevance of proposed information
and promotion measures to the
general and specific objectives listed
in Article 2 of Regulation (EU) No
1144/2014, aims listed in Article 3 of
that Regulation, as well as to
priorities, objectives and expected
results announced under the relevant
thematic priority

The proposal fits well the specific objectives and aims
set in the legal base, and adequately addresses the
chosen thematic priority and topic of the call for
proposals.

The relevant aspects are well franslated into the
programme strategy, activities and messages.

(b) Contribution of the proposed
information provision and promaotion
project in respect of the objectives of
the climate and environmental
ambition of the CAP, the Green Deal
and Farm to fork strategies, in
particular concerning sustainability of
production and consumption.

The project effectively contributes to the climate and
environmental ambition of the Common Agricultural
Policy, in particular concerning sustainability of
praduction and consumption (Green Deal and Farm to
fork strategy)

Projects implemented in the internal market are aligned
with the Food-Based Dietary Guidelines (FBDG) of the
target Member State.




Keep In touch #EUAgriPromo

Promotion of agricultural products - European Commission (europa.eu)

europa.eu/

Y
f
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- T3 FROM
UROPE

EU food and Farming

Contact: REA-AGRI-GRANTS@ec.europa.eu



https://rea.ec.europa.eu/funding-and-grants/promotion-agricultural-products-0_en
https://ec.europa.eu/info/food-farming-fisheries/key-policies/common-agricultural-policy/market-measures/promotion-eu-farm-products_en#introduction
https://twitter.com/eu_commission
https://www.facebook.com/EuropeanCommission
https://www.youtube.com/c/EUagri/featured
mailto:REA-AGRI-GRANTS@ec.europa.eu
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