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EU FORA 2.0

#StopASF Campaign

#EUChooseSafeFood campaign

Agenda
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EU FORA 2.0
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EU-FORA programme: some facts and figures
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Fellows
• 45 graduated fellows (2017-2020): Alumni
• 44 fellows being trained, two cycles overlapping in 

2021 (2020-2021 & 2021-2022)
• Significant higher No. applications from ES, IT and 

GR

Hosting sites
• 33 organisations in 16 different Member States and 

UK implemented 80 programmes (2017-2022)
• Collaboration with more than 60 supervisors
• Significant higher No. applications from ES, IT and 

PT



Upcoming calls - EU-FORA 2.0

Call for proposals
•Selection of hosting sites and fellows

Call for tender
•Selection of training contractor



Call for Proposals – Main features

15 fellows15 fellows

Co-submission of proposals by consortium
•Fellow sending institution – Identification fellow
•Fellow remains staff member
•Hosting site – Work programme

Co-submission of proposals by consortium
•Fellow sending institution – Identification fellow
•Fellow remains staff member
•Hosting site – Work programme

Work programme
•Mostly remote
•Agreed by both institutions

Work programme
•Mostly remote
•Agreed by both institutions

Grant amount – lump sum paid to the consortiumGrant amount – lump sum paid to the consortium



7

Dissemination

Request to Focal Points for
support
Request to Focal Points for
support

Info session on call for proposals
jointly with FIN (dates TBC)
Info session on call for proposals
jointly with FIN (dates TBC)



#StopASF Campaign



#StopASF campaign

PREVENT
DETECT
REPORT

23 languages

More visibility to:

 Key messages



#StopASF campaign: objectives and audiences

Raise awareness on African 
swine fever among farmers



#StopASF: campaign extended

* Kosovo: This designation is without prejudice to positions on status, and is in line with UNSCR 1244 and the ICJ Opinion on the Kosovo Declaration of Independence.

Timeline 
2021

Mid October
End of campaign

October
Post campaign survey

November
Analysis of the results

November- December
Planning for 2022



 Focal Points involved from the 
start: stakeholder & media mapping and 
check of all translations

 Webinars with stakeholders in 15 
countries

 Co-created stakeholder map and media 
plan in each country

 Sharing of 
information with EFSA networks

Working together for coordinated comms



How to support 

Share
campaign 
materials 
with your 
network Become a 

spokeperson
for the campaign

Use the hashtag 

#StopASF

Link to  
campaign
website



#EUChooseSafeFood campaign



The campaign in a nutshell

Objective: Increase awareness that the EU food safety system is based on science

Purpose: (More) European citizens make food choices with confidence once 
reassured by the science behind food safety. 

Target audience: aged 25-45, 65% women 35% men
extra focus on future and young parents

Phases:
• Raise Awareness
• Trigger critical thinking
• Encourage engagement



Focus countries

6 countries

Paid advertising on media and social media

Austria

Croatia

Spain

Italy

Latvia

Poland

3 countries

Media relations with generalist and specialised 
media, radio, TV + stakeholders

Hungary Portugal Slovakia

Year 1+

New 
countries



#EUChooseSafeFood campaign

https://campaigns.efsa.europa.eu/EUChooseSafeFood/#/index-eu



 Campaign website  Localised assets

Partnerships

The logo of national partners appears on the:



Campaign Microsite

TOPICS

Labels - 'best before' and 'use by'
Healthy choices – DRVs
Health claims
Food packaging
Allergens
Additives
Foodborne diseases – salmonella
Bee health
Animal welfare
Food hygiene
Contaminants - acrylamide



Localisation of content

 Data and links are featured on the 
national topics providing localised 
information on food safety



Campaign featured in national and 
regional TV and radio
 Coverage of the campaign in Dobro Jutro

Hrvatska, lifestyle morning show on Croatian 
national TV HRT featuring interview with the 
HAPIH Director Darja Sokolić

 Coverage of the campaign in regional radio 
and TV stations such as Radio Osijek and 
Osječka TV

Network of campaign supporters
 9 stakeholder organisations became 

official supporters of the campaign, incl. 
Ministries, Institutes for Public Health and 
Consumer Centres

 Konzum, Croatia’s largest supermarket 
chain (30% share) has showed interest 
in joining the campaign

Top activities in Member States: Croatia



Press conference announcing the campaign launch

 Speakers from EFSA and Ministry of Health (DGOCTS - CNSA)

 20 participating journalists

Stakeholder engagement

 Webinar with key sector organizations asking for active 
support and promotion, speakers from Ministry of Health, 77 
participants, including representative from FOP/CEN network

 Networking and mailing (CEN member’s and FP’s network): 
more than 50 bodies contacted

Media partnerships with well-known food mags

 La Cucina Italiana monthly magazine of gastronomy and food 
culture belonging to Condé Nast: Two advertorial pages on 
September and October issues, on target audience look alike 
social media branded content, post on FB and IG dark linked to 
branded and display banners on all Conde Nast media

 COOK, Corriere della Sera’s monthly cookery magazine, and 
Corriere della Sera: on target audience look alike native article 
and masthead + MPU banners; advertorial page on September 
issue

Top activities in Member States: Italy

Endorsed by the Ministry of Health



Generating media interest

 Outstanding number of media results 
– 34 media results collected to the 
date (30 September)

 Results published in a diversity of 
media outlets such as 

 National media: TVI 24 Online
 Regional media: Jornal da 

Madeira
 Media specialised in health: 

Diário da Saúde
 Lifestyle media: Sapo Lifestyle

 TV:TVI (20.Sept)

Top activities in Member States: Portugal



Adaptation of the campaign to 
national context
 Translation and production of the 

campaign assets into the additional 
three co-official languages: Basque, 
Catalan and Galician

Out-of-home advertising included in 
the media mix
 Cooperation with OPPIS Shopping Malls 

(Campaign posters on 661 screens in 
44 malls)

Generating media interest via 
interview opportunities
 Several interviews organised with 

ASEAN as well as with campaign 
influencer (RTVE, Cadena Ser, Radio 
Catalunya, Faro de Vigo)

Top activities in Member States: Spain



Timeline

Campaign 
end 

(5 NOV)

Post 
campaign 

survey

(18-29 OCT)

Analysis 
of results

(NOV)

2022 
planning 

(SEPT-DEC)



Communication 
Experts 

Network & 
Focal Points 
collaboration

National plans

Localisation of 
content

Webinars with 
stakeholders

Working together for coordinated comms



Stay connected

Subscribe to
efsa.europa.eu/en/news/newsletters
efsa.europa.eu/en/rss

Receive job alerts
careers.efsa.europa.eu – job alerts

Follow us on Twitter
@efsa_eu
@plants_efsa
@methods_efsa
@animals_efsa

Follow us Linked in
Linkedin.com/company/efsa

Contact us
efsa.europa.eu/en/contact/askefsa
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#OneEU2022#OneEU2022

One2022.eu
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