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EFSA’S COMMUNICATION CAMPAIGNS
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Increase awareness and 
trust in EU food safety 

system, drawing on fact 
safe food is backed by 

EU science

#Safe2EatEU

• Launched on 16 April 
• Joint EFSA/MS campaign with 23 

countries (MS + IPA). 
• Target audience: the general public, 18 to 

55, with varying levels of awareness and 
concern about food safety. .

Core objectives remain 
unchanged

Evolution of 

#Safe2EatEU

• 2026: transition to new concept.
• Focus on food consumption habits.
• Refinement of target audiences and 

tactics.
• Launch in 2027.



Promote biosecurity
measures to help farmers 

prevent
avian influenza

EFSA’S COMMUNICATION CAMPAIGNS 

3

• Joint EFSA/EC campaign
• Launch in mid-September, covering 

avian influenza season 2026/27
• Farmers and farm workers. 

Veterinarians key stakeholder

#NoBirdFlu

#PlantHealth4Life

Promote the vital link 
between plant health 

and our everyday 
lives

• Launched on 12 May, International 
Day of Plant Health 2026

• Joint EFSA/EC campaign. 33 
countries (MS + IPA)

• Travellers, hobby farmers, parents



COMMUNICATION CAMPAIGNS
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#PlantHealth4Life

Promote the vital link 
between plant health 

and our everyday 
lives

Increase awareness and 
trust in EU food safety 

system, drawing on fact 
safe food is backed by 

EU science

#Safe2EatEU

Core objectives remain 
unchanged

Evolution of 

#Safe2EatEU

Promote biosecurity
measures to help farmers 

prevent
avian influenza

#NoBirdFlu



WE HAVE MOST OF EUROPE COVERED !

• 12 participating countries in 2023
• 33 participating countries in 2026



IMPACT

2025

People recognising the campaign know more about 
plant health, and are more likely to avoid risky 
behaviours.

The campaign appeared clear and appealing to the 
audience, with a 77% of campaign recognisers
correctly recalling the key campaign messages.

CAMPAIGN CLARITY: 

KNOWLEDGE AND BEHAVIOURAL IMPACT:

BROAD REACH: OVER 90 MILLION PEOPLE



ACTIVITIES

2025
• 732 media hits, including TV, radio and digital media 

• 193 inputs via 54 stakeholders engaged

• 52 events engaging with all target audiences

• Out-of-Home: 87M contacts in 13 countries

• Influencers: 1.2M users reached 5.2% engagement rate

• Social Media: +30M users reached 



FOCUS ON

2026 • 33 participating countries: record engagement for EFSA 

campaigns

• Launch on 12 May, International Day of PLH (hosted by 
Cyprus Presidency)

• Participated in FAO exhibition on 12 May

• 4th and last edition of the campaign

• From 2027: assets remain available, 
participating countries to leverage 
collaborations developed and research 
insights





COMMUNICATION CAMPAIGNS
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Core objectives remain 
unchanged

Evolution of 

#Safe2EatEU

Promote biosecurity
measures to help farmers 

prevent
avian influenza

#NoBirdFlu

#PlantHealth4Life

Promote the vital link 
between plant health 

and our everyday 
lives

Increase awareness and 
trust in EU food safety 

system, drawing on fact 
safe food is backed by 

EU science

#Safe2EatEU



SAFE2EAT 2026 - CAMPAIGN OVERVIEW

11

COMMUNICATION OBJECTIVES:

Building on the foundations and results of the past edition, 
our communication objectives remain:

• Increase awareness and trust in EU food safety 
system based on science.

• Encourage critical thinking about food safety.

• Promote audience engagement.

2025 & 2026

2026



• Total reach: 81 M
• 69% of those in the target audience found the campaign clear

• Men and younger audiences now think more critically about their 
food choices

IMPACT

2025

VISUALS

2025



• 70 M out of home & points of sales impressions

• 38M programmatic digital impressions delivered 

• 1048 earned media articles and reports secured 

• 148 paid media articles and branded content pieces

ACTIVITIES

2025

• 60 influencers engaged across key platforms

• Support of 244 stakeholder organisations

• 37 events delivered



ACTIVITIES

2025



ACTIVITIES

2026
• Campaign launched on 16 April, initiating the 2026 roll-out

• Organic promotion on social media (April-May) building early 
visibility and engagement 

• Paid amplification from June to expand reach across audiences

BEST PERFORMING POST

Supplements

Reach: 1,739

Engagements: 78 (4.35% rate)

https://www.instagram.com/p/DXv5NlJFkub/?img_index=1


ACTIVITIES

2026

World Food Safety Day 
(WFSD) 

as an opportunity for visibility and 
reinforcement of campaign 

messages



EVOLUTION OF #Safe2EatEU
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Increase awareness and 
trust in EU food safety 

system, drawing on fact 
safe food is backed by 

EU science
#Safe2EatEU

Core objectives remain 
unchanged

Evolution of 

#Safe2EatEU

#PlantHealth4Life

Promote the vital link 
between plant health 

and our everyday 
lives

Promote biosecurity
measures to help farmers 

prevent
avian influenza

#NoBirdFlu



Food consumption habits 
Data-driven engagement 
– gamification

Localised storytelling 
– MS tailor message 
maintaining EFSA’s 
core messages

Perception vs. reality –
flash polls 

Key elements:

• Focus: EU food consumption data to engage audiences

• Objectives: raise awareness and build trust in EU food safety

THE FUTURE OF THE S2E CAMPAIGN (2027 - 2029)



#NoBirdFlu
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Promote biosecurity
measures to help farmers 

prevent
avian influenza

#NoBirdFlu

Increase awareness and 
trust in EU food safety 

system, drawing on fact 
safe food is backed by 

EU science
#Safe2EatEU

Core objectives remain 
unchanged

Evolution of 

#Safe2EatEU

#PlantHealth4Life

Promote the vital link 
between plant health 

and our everyday 
lives



EC MANDATE - CONTEXT
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Technical assistance in the field of risk communication on biosecurity in the 
field of poultry keeping

Need for awareness-raising efforts regarding biosecurity amongst poultry 
keepers and related professionals

Focus on medium to small scale farms and professionals (e.g. vets, farm 
workers) who visit/interact with them



TIMELINE

• 2025-26 avian influenza (AI) season: toolkit development and dissemination; social research

• 2026-27 AI season: transition year between the toolkit release, and the 3-year campaign 
(2027-30). Dissemination activities implemented at central level

• 2027: start of the 3-year campaign with interested countries

21
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Keep avian flu out

[Reduce the risk of entry]

One species, one space

[Prevent spread]

Spot the signs, act quickly 
[Detect/report]

KEY MESSAGES



STICKERS
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POSTERS



CAROUSEL & INFOGRAPHIC



WORKING TOGETHER: STRENGTHENING EU CAMPAIGNS

European ownership

• Campaigns are jointly delivered by Member States, not EFSA alone

Learning & evolution

• Continuous improvement based on feedback from participating countries

Different levels of uptake

• Participation varies across campaigns and countries

• Driven by national priorities, capacity, and relevance

Moving forward together

• Strengthen engagement through Member Sstates Communication Coordinators (MSCC)

• Even wider participation by address barriers

26



THANK YOU!
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