PLAN DE PROMOCION Y COMUNICACION DEL CONSORCIO DEL CHORIZO ESPANOL PARA
2025-2026-2027

CONCURSO DE SELECCION DEL ORGANISMO DE EJECUCION
DE PROGRAMAS DE PROMOCION DE PRODUCTOS AGROALIMENTARIOS EUROPEOS EN EL
REINO UNIDO

PROGRAMA APROBADO POR LA COMISION EUROPEA (Reglamento UE 1144/2014)



INTRODUCCION

. OBJETO DEL CONCURSO

. BASES DEL PROCEDIMIENTO

. CALENDARIO

. CONDICIONES DE LA LICITACION

. BRIEFING

. PROGRAMA EUROPEO APROBADO POR LA COMISION



1. INTRODUCCION

El Consorcio del Chorizo Espanol es una asociacion de empresas del sector carnico de
Espana, dedicada a la produccion y exportacion de chorizo. Su objetivo principal es
garantizar la autenticidad y calidad del chorizo espanol, promoviendo su
internacionalizacion.

El sello Spanish Chorizo del Consorcio certifica que el chorizo es de origen
completamente espafol y asegura su calidad. Este distintivo garantiza un control
riguroso del producto, estableciendo una marca reconocida y confiable para su
comercializacion en los mercados internacionales. En este distintivo entra la gran
mayoria de los formatos del chorizo: sarta, vela, loncheado, cular, fresco, oreado,
ibérico, etc.

El Consorcio del Chorizo Espanol fue fundado en 2015 por un grupo de empresas carnicas
espanolas con el objetivo de defender el chorizo como un producto genuinamente
espaiol frente a la competencia extranjera que danaba su imagen. Su mision incluye la
promocion y posicionamiento del chorizo en los mercados internacionales.

Desde su creacion, el Consorcio ha sumado nuevas empresas asociadas y ha aumentado
significativamente su etiquetado. En 2020, alcanzé un hito al incrementar su etiquetado
en un 65%, llegando a un récord de 3,7 millones de kilos anuales. En 2021, fue
reconocido como una asociacion de exportadores colaboradora de la Secretaria de
Estado de Comercio, dependiente del Ministerio de Industria, Comercio y Turismo.
Actualmente, cuenta con 20 empresas de todo el territorio nacional.

Ademas, el Consorcio implementa un riguroso control de las materias primas, los
procesos de fabricacion y la trazabilidad del chorizo que lleva su sello. Para garantizar
estos estandares, colabora con varias entidades de certificacion independientes que
auditan a sus socios de manera periddica.

Para formar parte del Consorcio y poder etiquetar con el sello Spanish Chorizo, los
socios deben cumplir con una serie de requisitos establecidos en su pliego de
condiciones. Los mas importantes son los siguientes:

1. Ser una empresa espafnola y llevar a cabo toda la produccion integramente en
Espana.

2. Realizar un control estricto de la trazabilidad que verifique que el origen de las
materias primas (cortes de carne de cerdo, pimentén, ajo y sal) sea integramente
espanol.

3. Elaborar chorizo de calidad extra, segun lo establecido en las disposiciones del Real
Decreto 474/2014.

4. Estar certificado bajo una norma GFSI (IFS, BRC u otra).

Mas informacion: https://chorizoespanol.es/
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2. OBJETO DEL CONCURSO

La Union Europea cofinancia programas de informacion y promocion de productos
agricolas en el mercado interior y en terceros paises segin lo estipulado en el
Reglamento (UE) 1144/2014 del Parlamento Europeo y del Consejo. En dicha normativa
queda establecido el procedimiento, los productos agricolas objeto de estos programas y
los paises en los que se pueden desarrollar los mismos. De acuerdo con lo establecido en
el articulo 6 del Real decreto 38/2017 consolidado, se debe presentar una solicitud de
aprobacion del proceso de seleccion, que ira acompanada de documentacion
acreditativa.

Para la definicion y ejecucion de estos programas, el Consorcio del Chorizo Espafol
busca la colaboracién de un organismo de ejecucion que trabajara en el desarrollo y
ejecucion de las actividades de promocion que se incorporen a los programas del trienio
2025-2027. Con este fin, se inicia ahora un proceso de seleccion, convocando a concurso
a aquellas agencias con experiencia en la promocion de productos agroalimentarios que
deseen participar.

El Consorcio del Chorizo Espaiol decidi6 presentar un proyecto en la convocatoria de
ayudas de la Union Europea (2024) para la promocion de los productos agricolas
europeos en base a los siguientes objetivos:

- Incrementar el conocimiento y reconocimiento de las marcas colectivas y de
calidad diferenciada, segin establece el Reglamento 1144/2014 en su articulo 2.

- Asociar al Consorcio del Chorizo Espafiol con los valores intrinsecos de los
productos agroalimentarios europeos: calidad, trazabilidad, seguridad
alimentaria y sostenibilidad medioambiental.

- Apostar por la informacion de los beneficios y esencia de cada producto con base
a sus pilares estratégicos.

- Comunicar las caracteristicas diferenciales de los productos y las garantias
aportadas al consumidor (sellos de calidad).

- Divulgar la versatilidad y capacidad de armonia de los productos y diversificar los
momentos de consumo.

El proyecto presentado ha sido aprobado segln la decision de Ejecucion de la Comision
relativa a la seleccion de los programas simples de promocion de productos agricolas
para el 2024.

El mercado objetivo seleccionado y presupuesto para ejecutar el programa de promocion
durante el trienio 2025/2027 es:

REINO UNIDO, con un presupuesto TOTAL de 284.140 €.



3. BASES DEL PROCEDIMIENTO
Con el fin de garantizar la seleccion del organismo de ejecuciéon en base a un proceso
competitivo, no discriminatorio, con igualdad de trato y libre concurrencia, el
procedimiento se dividira en dos fases:

3.1.  FASE DE EXCLUSION/SELECCION DEL ORGANISMO DE EJECUCION

Las solicitudes deberan enviarse por correo electronico a: a.alvarez@chorizoespanol.es

Las candidaturas deberan llevar la mencion: “Candidatura propuesta para Campaia
Europea del Consorcio del Chorizo Espanol en el Reino Unido”. La agencia debe asegurar
que su solicitud se entregue con éxito antes de la fecha de cierre para su aceptacion.

El Consorcio valorara cada una de las solicitudes recibidas y el cumplimiento de los
criterios de seleccion publicados en esta convocatoria. Después comunicara a cada
agencia participante el resultado de la fase de seleccion.

Los documentos obligatorios que deben presentar los solicitantes para la primera fase de
seleccion/exclusion:

3.1.1. Una carta de solicitud fechada y firmada donde se aceptan las condiciones de
licitacion descritas anteriormente, o en su defecto enviar la citada
aceptacion desde un correo electrénico corporativo.

3.1.2. Una declaracion jurada que atestigiie la ausencia de conflicto de intereses
con el Consorcio del Chorizo Espanol.

3.1.3. Una declaracion jurada de no estar incursos en alguno de los criterios de
exclusion del articulo 71 de la Ley 9/2017 de Contratos del Sector Pdblico.

3.1.4. Certificados de estar al corriente de las obligaciones tributarias y de
Seguridad Social.

3.1.5. Capacidad técnica (se valoraran aspectos como):
a) Una lista de referencias principales en acciones de promocion

agroalimentaria o similares, en las que se indique el propdsito, el importe
y la duracion de los servicios prestados.

b) El nivel de experiencia de la empresa y los detalles en la realizaciéon de
campanas similares en el sector carnico con fondos europeos.

c) Una vision general de la agencia y su estructura interna.

d) Descripcion detallada del equipo a cargo del proyecto.
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3.1.6. Capacidad financiera:

La solvencia econdémica y financiera del empresario podra acreditarse por
medio de declaraciones apropiadas de entidades financieras, declaracion del
empresario sobre el volumen de negocio o, en su caso, justificante de la
existencia de un seguro de indemnizacion por riesgos profesionales. Las
condiciones minimas de solvencia que debera acreditar el empresario, sera un
volumen anual de negocios, considerando la mejor cifra de los Ultimos tres
ejercicios disponibles, por importe minimo en euros equivalente al 30% del
importe anual con IVA del presupuesto del programa presentado.

Todo este material se debera entregar digitalizado en un soporte adecuado.

Esta informacion deberia dar al licitador una idea justa de la coincidencia entre sus
necesidades y las ofertas, asi como la capacidad de los organismos de ejecucion de
gestionar una campana cofinanciada por la Unidén Europea tanto a nivel técnico como
administrativo.

Todos los organismos de ejecucion que cumplan estos criterios pasaran a la siguiente
fase de adjudicacion.

El resultado de esta fase del procedimiento se reflejara en un documento firmado por el
Consorcio y se publicara en su pagina web, ademas de ser comunicado a todos los
participantes. En caso de que se rechace a algin candidato deben justificarse los
motivos para ello.

3.2.  FASE DE ADJUDICACION

En una segunda fase de adjudicacion se trabajara una propuesta que cumpla con el
briefing del punto 6.

Las agencias concurrentes deberan indicar si esta prevista, o no, la participacion de
otras entidades en la ejecucion de las acciones, como por ejemplo una agencia local en
el pais de destino.

En caso de que haya otras entidades intervinientes, se describira brevemente los
trabajos que realizaran.

Criterios para la adjudicacion de propuestas (de 100 puntos).
El procedimiento se llevara a cabo en dos partes diferenciadas y excluyentes:

3.2.1. Valoracion de la calidad (15 puntos): Se valoraran las propuestas otorgandoles
una puntuacion maxima de 15 puntos. Se establecera una puntuacién minima
para considerar que las propuestas tienen la minima calidad exigida.

a) Calidad (5 puntos): La calidad se ajustara a la propuesta seleccionada por la REA.
No obstante, se valorarara positivamente las mejoras introducidas en el programa
seleccionado por la REA, como puede ser la creatividad de la propuesta.



b) Pertinencia (5 puntos): Se valorara que la propuesta es coherente con el
programa seleccionado por la REA y no lo desvirtia, incluyendo un mensaje
europeo en la campana y adecuandose a la normative que regula el programa.

c) Impacto (5 puntos): El impacto se ajustara a la propuesta seleccionada por la
REA. No obstante, se valoraran positivamente las mejoras introducidas en el
programa seleccionado por la REA.

Cualquier propuesta que no tenga la puntuacion minima de 10 puntos en la valoracion
global de calidad, no se tendra en cuenta para la valoracion del precio.

3.2.2. Valoracion del precio (85 puntos): Las agencias que hayan pasado la

valoracion de calidad, se someteran a la valoracion del precio mediante el
uso de la férmula indicada a continuacion.

La proposicion econdémica se puntuara de acuerdo con un criterio de
proporcionalidad exclusivamente respecto de la oferta mas reducida, a la que
se atribuye la puntuacion maxima, calculando la ponderacion de las demas
con arreglo a la siguiente formula:

P = puntuacion maxima x (oferta minima/oferta a valorar)

P es la puntuacion obtenida por cada una de las propuestas.

Puntuacion maxima: 85.

Oferta minima: es la oferta minima recibida y que haya llegado a esta fase.

Oferta a valorar: es la oferta correspondiente al licitador que se valora.

La oferta que supere el presupuesto maximo de licitacion indicado en la

convocatoria recibira cero (0) puntos en la valoracion del precio y quedara
fuera del proceso.



4. CALENDARIO

4.1.

4.2.

4.3.

4.4,

4.5.

4.6.

Publicacion de las bases del concurso: 13 de diciembre de 2024.

Fecha limite de presentacion de credenciales en interés de participar: Las
propuestas deberan ser remitidas a a.alvarez@chorizoespanol.es el dia 13 de
enero de 2025.

Resolucion fase de seleccion del organismo de ejecucion: El Consorcio valorara
los criterios de exclusion y seleccion, comunicando a todos los participantes si
pasan o no a la fase de adjudicacion el 14 de enero de 2025.

Presentacion de propuestas: Los organismos de ejecucion enviaran su propuesta
por correo electronico antes el dia 29 de enero del 2025.

Resolucion del proceso de adjudicacion: El dia 30 de enero del 2025. El Consorcio
comunicara la adjudicaciéon definitiva a todos los organismos de ejecucion
participantes.

Inicio del proyecto: Una vez notificada la adjudicacion, inmediatamente, el
organismo de ejecucion seleccionado iniciara los trabajos con el Consorcio para
la ejecucion del proyecto, que tiene previsto su inicio el dia 17 de febrero del
2025.
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5.

5.1.

5.2.

5.3.

5.4.

5.5.

5.6.

5.7.

5.8.

5.9.

CONDICIONES DE LICITACION:

El fin de este concurso es la ejecucion de un programa de promocion con
cofinanciacion europea, ya aprobado por la Comision Europea. El organismo de
ejecucion seleccionado se compromete a mantener la validez de su oferta
durante los tres anos que dura la campana.

Este ejercicio de licitacién no es remunerado: no se proporciona compensacion
financiera a los solicitantes cuyas ofertas no tengan éxito.

Toda informacion remitida a los solicitantes seleccionados debe ser tratada como
estrictamente confidencial y debido a la naturaleza institucional de los datos no
pueden ser utilizados para otros clientes.

Los candidatos seleccionados deben presentar recomendaciones detalladas en el
proyecto a presentar.

La propuesta de la agencia debe ser presentada en inglés.

Si el solicitante gestiona ya una campana de un operador del mismo sector o de
un sector o entidad que pueda dar lugar a un conflicto de intereses, dicho
operador o entidad debera dar un acuerdo anticipado para que el solicitante
participe en esta licitacion. Si se selecciona a este solicitante, también se
requiere un acuerdo anticipado antes de aceptar cualquier campana futura de un
operador del mismo sector o de un sector o entidad que pueda dar lugar a un
conflicto de intereses.

Una vez que el trabajo creativo del solicitante seleccionado ha sido acordado y
pagado, se convierte en propiedad del licitador sin limitacion de tiempo o lugar,
y esto incluye el uso para todos los métodos y medios de comunicacion.

El licitador se reserva el derecho de utilizar conceptos creativos (imagenes,
logotipos, lemas y nombres de dominio) dentro del contexto de sus otras
campafas y/o por sus organismos colectivos, sin limitacion de tiempo dentro de
la UE.

Los gastos no podran efectuarse hasta que se haya firmado un contrato marco
entre el licitador y la agencia ganadora del concurso. La agencia ganadora del
concurso debera firmar un contrato con el licitador.



6. BRIEFING

6.1.  ANTECEDENTES

El Consorcio desea ejecutar un Programa Simple de Promocion de Productos Agricolas,
en Espaia, bajo el Topic AGRIP-SIMPLE-2024-TC-OTHERS.

Este programa se desarrollara exclusivamente en el Reino Unido.

El Consorcio retne a 20 empresas carnicas distribuidas por toda la geografia espafola.
Juntas etiquetan con el sello Spanish Chorizo 3 millones de kilos anuales (3,39 millones
de kg en 2023), de los que aproximadamente el 65% (2,23 millones de kg) se destina al
mercado britanico.

6.2. OBJETIVOS:

Del programa europeo.
GENERALES:

Aumentar el conocimiento de los consumidores europeos sobre las bondades de los
productos agricolas de la Union y de los elevados estandares de calidad que cumplen los
métodos de produccion de la Union.

Aumentar la competitividad y el consumo de los productos agricolas de la Union y
mejorar su visibilidad dentro de la Union e incrementar su cuota de mercado.

DEL CONSORCIO DEL CHORIZO ESPANOL:

Mejorar la valoracion y el reconocimiento del chorizo como producto identitario de la
gastronomia espanola, gracias a la validacion del sello Spanish Chorizo del Consorcio.

Que el chorizo etiquetado por el Consorcio sea reconocido por el consumidor britanico
por su calidad y autenticidad.

Incrementar, en Ultima instancia el interés, la demanda y consumo de chorizo espanol
en el mercado britanico.

6.3. PRODUCTO A COMUNICAR'Y VALOR DIFERENCIAL

Este programa se centrara en poner en valor las virtudes del chorizo etiquetado por el
Consorcio del Chorizo Espanol.

El topic del programa nos obliga a enfocar la comunicacion acentuando el origen
europeo de estos alimentos. Esto no impide que desde el Consorcio se busque reforzar el
discurso con otros aspectos que pueden ser argumentos diferenciales o valiosos en favor
de este producto, como:

El Consorcio del Chorizo Espafol es la principal y mas grande asociacion de
empresas exportadoras de chorizo espanol, reconocida colaboradora de la
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Secretaria de Estado de Comercio para la defensa de la autenticidad de este
producto.

- Si bien su etiquetado se concentra principalmente en Europa, su sello se
encuentra presente en mas de 50 paises de todo el mundo.

- El sello Spanish Chorizo certifica que todas las materias primas (la carne, el
pimentén, el ajo y la sal) proceden de Espafa. Ademas, todos los procesos de
elaboracion también deben realizarse enteramente en Espana.

- El pliego de condiciones del Consorcio establece que el chorizo comercializado
con su sello debe ser de calidad extra, de acuerdo con las disposiciones
establecidas en el Real Decreto 474/2014.

- Para garantizar el origen y la calidad del chorizo sellado por el Consorcio, los
miembros de la asociacion se someten a una auditoria externa con el objetivo
verificar el cumplimiento de los requisitos técnicos establecidos en el pliego de
condiciones.

- Asimismo, todos los miembros del Consorcio estan en posesion de un certificado
de seguridad alimentaria GFSI (IFS, BRC u otros).

- El chorizo espanol es un producto muy versatil que admite gran variedad de
formatos, tales como la sarta, la vela, el cular, el ibérico, el fresco, el oreado,
etc.

6.4. ;QUE PROBLEMAS QUEREMOS RESOLVER?

El chorizo sellado por el Consorcio tiene, por lo general, un precio de venta ligeramente
mas alto que otros chorizos sin sello. Esto se debe al modelo de elaboracion y
distribucion perseguido por el Consorcio, que protege los requisitos de origen
enteramente espanol y de calidad. Esto conlleva un posicionamiento superior a otros
sucedaneos de embutidos curados.

El desafio es reforzar la visibilidad de este producto como tipicamente espanol y elevar
su reconocimiento por parte del consumidor britanico.

6.5. ;CUAL SERIA EL POSICIONAMIENTO IDEAL?

El chorizo espanol sellado por el Consorcio persigue un posicionamiento medio-alto en
los mercados internacionales.

6.6.  AMBITO GEOGRAFICO
Este programa estara dirigido al mercado britanico en su conjunto.
6.7.  PUBLICO OBJETIVO

Esta campana sera exclusivamente B2C, por lo que se dirigira a consumidores. El
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desarrollo de la argumentacion del publico objetivo seleccionado sera realizado por la
agencia.

6.8. PERIODO
El plazo de ejecucion de esta campaia sera durante los anos 2025, 2026 y 2027.
6.9. REPARTO PRESUPUESTARIO Y MIX DE ACCIONES

El reparto presupuestario y el paquete de acciones esta aprobado por la Comision
Europea y detallado en el punto 7 de la siguiente licitacion. No obstante, se valorara
positivamente las mejoras introducidas en el programa seleccionado por la REA.

Las propuestas presentadas por los organismos de ejecucion deberan de tener los
presupuestos desglosados claramente en las actividades que van a ejecutar para, asi,
poderse comparar los presupuestos de cada organismo candidato.

No puede existir una diferencia presupuestaria entre el programa objeto de la seleccion
del organismo de ejecucion y el programa presentado a la REA. En caso contrario se
justificara por causa de fuerza mayor o se procedera a efectuar otro procedimiento de
seleccion de organismo de ejecucion, siendo la calidad técnica y la relacion coste-
eficacia los aspectos evaluables (ver punto 3.2.- FASE DE ADJUDICACION, criterios de
adjudicacion de propuestas).
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PROMOTION AND COMMUNICATION PLAN OF THE CONSORCIO DEL CHORIZO ESPANOL FOR
2025-2026-2027

CALL FOR TENDERS FOR THE SELECTION OF THE IMPLEMENTING AGENCY
OF PROGRAMMES FOR THE PROMOTION OF EUROPEAN AGRI-FOOD PRODUCTS IN THE
UNITED KINGDOM

PROGRAMME APPROVED BY THE EUROPEAN COMMISSION (EU Regulation 1144/2014)
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1. INTRODUCTION

The Consorcio del Chorizo Espafol is an association of companies in the Spanish meat
sector, dedicated to the production and export of chorizo. Its main objective is to
guarantee the authenticity and quality of Spanish chorizo, promoting its
internationalisation.

The Consorcio's Spanish Chorizo seal certifies that the chorizo is of entirely Spanish
origin and guarantees its quality. This label guarantees a rigorous control of the product,
establishing a recognised and reliable brand for its commercialisation in international
markets. The vast majority of chorizo formats fall under this label: sarta, vela, sliced,
cular, fresh, oreado, Iberian, etc.

The Consorcio del Chorizo Espafnol was founded in 2015 by a group of Spanish meat
companies with the aim of defending chorizo as a genuinely Spanish product against
foreign competition that was damaging its image. Its mission includes the promotion and
positioning of chorizo in international markets.

Since its creation, the Consortium has added new member companies and significantly
increased its labelling. In 2020, it reached a milestone by increasing its labelling by 65%,
reaching a record 3.6 million kilos. In 2021, it was recognised as a collaborating
exporters' association of the Secretary of State for Trade, under the Ministry of Industry,
Trade and Tourism. It currently has 20 companies from all over the country.

In addition, the Consortium implements a rigorous control of raw materials,
manufacturing processes and the traceability of the chorizo that bears its seal. To
guarantee these standards, it collaborates with several independent certification bodies
that audit its members on a regular basis.

To join the Consortium and be able to label with the Spanish Chorizo seal, members
must comply with a series of requirements set out in its specifications. The most
important are the following:

5. To be a Spanish company and to carry out all production entirely in Spain.

6. To carry out a strict traceability control that verifies that the origin of
the raw materials (pork cuts, paprika, garlic and salt) is entirely Spanish.

7. To produce extra quality chorizo, in accordance with the provisions of
Spanish Royal Decree 474/2014.

8. To be certified under a GFSI standard (IFS, BRC or other).

More information: https://chorizoespanol.es/
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2. PURPOSE OF THE COMPETITION

The European Union co-finances information and promotion programmes for agricultural
products on the internal market and in third countries as stipulated in Regulation (EU)
1144/2014 of the European Parliament and of the Council. This regulation establishes
the procedure, the agricultural products covered by these programmes and the countries
in which they may be carried out. In accordance with the provisions of article 6 of the
consolidated Spanish Royal Decree 38/2017, a request for approval of the selection
process must be submitted, accompanied by supporting documentation.

For the definition and implementation of these programmes, the Consorcio del Chorizo
Espanol is seeking the collaboration of an implementing agency that will work on the
development and implementation of the promotional activities to be incorporated into
the programmes for the three-year period 2025-2027. To this end, a selection process is
now being launched, calling for tenders from those agencies with experience in the
promotion of agri-food products that wish to participate.

The Consorcio del Chorizo Espanol decided to present a project in the call for aid from
the European Union (2024) for the promotion of European agricultural products based on
the following objectives:

To increase awareness and recognition of collective and differentiated quality
brands, as established in Article 2 of Regulation 1144/2014.

To associate the Consorcio del Chorizo Espanol with the intrinsic values of
European agri-food products: quality, traceability, food safety and environmental
sustainability.

To promote information on the benefits and essence of each product based on its
strategic pillars.

Communicate the differential characteristics of the products and the guarantees
provided to the consumer (quality seals).

Publicise the versatility and harmonious capacity of the products and diversify
the moments of consumption.

The submitted project has been approved according to the Commission's Implementing
Decision on the selection of simple promotion programmes for agricultural products for
2024.

The selected target market and budget to implement the promotion programme during
the three-year period 2025/2027 is:

UNITED KINGDOM, with a TOTAL budget of 284.140 €.
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3. PROCEDURE RULES
In order to ensure the selection of the implementing body on the basis of a competitive,
non-discriminatory process, with equal treatment and free competition, the procedure
will be divided into two phases:

a. PHASE OF EXCLUSION/SELECTION OF THE IMPLEMENTING BODY

Applications should be sent by e-mail to: a.alvarez@chorizoespanol.es.

Applications should be marked: ‘Proposed application for the Spanish Chorizo
Consortium's European Campaign in the UK’. The agency must ensure that your
application is successfully submitted before the closing date for acceptance.

The Consorcio will assess each of the applications received and their compliance with
the selection criteria published in this call. It will then communicate to each
participating agency the result of the selection phase

Mandatory documents to be submitted by applicants for the first selection/exclusion
phase:

i. A dated and signed letter of application accepting the tender

conditions described above, or failing this, sending the
aforementioned acceptance from a corporate e-mail.

ii. A sworn statement attesting to the absence of any conflict of
interest with the Consorcio del Chorizo Espanol.

iii. A sworn statement that they do not fall under any of the exclusion
criteria of Article 71 of Law 9/2017 on Public Sector Contracts.

iv. Certificates of being up to date with tax and Social Security
obligations.

v. Technical capacity (aspects such as the following will be valued):

e) A list of main references in agri-food or similar promotional actions,
indicating the purpose, amount and duration of the services provided.

f) The level of experience of the company and details on the
implementation of similar campaigns in the meat sector with European
funds.

g) An overview of the agency and its internal structure.

h) A detailed description of the team in charge of the project.
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vi. Financial standing:

The economic and financial solvency of the entrepreneur may be accredited by
means of appropriate declarations from financial institutions, the
entrepreneur’'s declaration on turnover or, where applicable, proof of the
existence of professional risk indemnity insurance. The minimum conditions
of solvency to be accredited by the entrepreneur will be an annual turnover,
considering the best figure of the last three financial years available, for a
minimum amount in euros equivalent to 30% of the anual amount including
VAT of the budget of the programme presented.

All this material must be provided in digital form on a suitable medium.

This information should give the tenderer a fair idea of the match between its needs and
the bids, as well as the capacity of the implementing bodies to manage a campaign co-
financed by the European Union at both technical and administrative level.

All implementing organisations that meet these criteria will proceed to the next stage of
the award procedure.

The outcome of this phase of the procedure will be reflected in a document signed by
the Consortium and will be published on its website and communicated to all
participants. In the event that a candidate is rejected, the reasons for this must be
justified.

b. AWARD PHASE

In a second award phase, a proposal complying with the briefing in point 6 will be
worked on.

The competing agencies must indicate whether or not the participation of other entities
in the implementation of the actions, such as a local agency in the country of
destination, is foreseen.

If other entities are involved, a brief description of the work they will undertake shall be
provided.

Criteria for the award of proposals (out of 100 points).
The procedure will be carried out in two separate and mutually exclusive parts:

i. Quality assessment (15 points): Proposals will be assessed with a
maximum score of 15 points. A minimum score will be established
in order to consider that the proposals have the minimum quality
required.

d) Quality (5 points): Quality will be in line with the proposal selected by the REA.
However, improvements to the programme selected by the REA, such as the
creativity of the proposal, will be positively assessed.

e) Relevance (5 points): It will be assessed that the proposal is coherent with the
programme selected by the REA and does not detract from it, including a
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European message in the campaign and complying with the regulations governing
the programme.

f) Impact (5 points): The impact will be in line with the proposal selected by the
REA. However, improvements to the programme selected by the EAR will be
positively assessed.

Any proposal that does not score at least 10 points in the overall quality assessment will
not be taken into account for the price assessment.

ii. Price evaluation (85 points): Agencies that have passed the quality
assessment will be subject to the price assessment using the
formula below.

The economic proposal will be scored according to a criterion of proportionality
exclusively with respect to the lowest bid, to which the maximum score will
be attributed, calculating the weighting of the others in accordance with the
following formula:

P = maximum score x (minimum bid/bid to be evaluated)

P is the score obtained by each of the proposals.

Maximum score: 85.

Minimum bid: this is the minimum bid received and which has reached this phase.

Bid to be evaluated: this is the bid corresponding to the tenderer being
evaluated.

The bid that exceeds the maximum tender budget indicated in the call for tender will

receive zero (0) points in the evaluation of the price and will be excluded from the
process.
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4.1.

4.2.

4.3.

4.4,

4.5.

4.6.

. TIMETABLE

Publication of the rules of the competition: 13th December 2024.

Deadline for submission of credentials of interest in participating: Proposals must
be sent to a.alvarez@chorizoespanol.es on 13" January 2025.

Resolution of the selection phase of the implementing body: The Consortium will
evaluate the exclusion and selection criteria, informing all participants whether
or not to proceed to the award phase on 14" January 2025.

Submission of proposals: Implementing organisations shall send their proposal by
email by 29" January 2025.

Resolution of the award process: 30" January 2025. The Consortium will
communicate the final award to all participating implementing organisations.

Start of the project: Upon notification of the award, the selected implementing

organisation will immediately start the work with the Consortium for the
implementation of the project, which is scheduled to start on 17*" February 2025.

20


mailto:a.alvarez@chorizoespanol.es

5. TENDERING CONDITIONS:

5.1.

5.2.

5.3.

5.4.

5.5.

5.6.

The purpose of this call for tenders is the implementation of a promotion
programme with European co-financing, already approved by the European
Commission. The selected implementing body undertakes to maintain the validity
of its tender for the duration of the three-year campaign.

This tendering exercise is not remunerated: no financial compensation is
provided to unsuccessful applicants.

All information submitted to successful applicants must be treated as strictly
confidential and due to the institutional nature of the data cannot be used for
other clients.

Successful applicants must submit detailed recommendations in the project to be
submitted.

The agency's proposal must be submitted in English.

If the applicant already manages a campaign for an operator in the same sector
or for a sector or entity that may give rise to a conflict of interest, this operator
or entity must give advance agreement for the applicant to participate in this
call for tender. If this applicant is selected, advance agreement is also required
before accepting any future campaign from an operator in the same sector or
from a sector or entity that may give rise to a conflict of interest.
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6. BRIEFING

6.1. BACKGROUND

The Consortium wishes to implement a Simple Agricultural Products Promotion
Programme, in Spain, under the Topic AGRIP-SIMPLE-2024-TC-OTHERS.

This programme will be developed exclusively in the United Kingdom.

The Consortium brings together 20 meat companies from all over Spain. Together they
label 3 million kilos of Spanish Chorizo per year (3.39 million kg in 2023), of which
approximately 65% (2.23 million kg) is destined for the UK market.

6.2. OBJECTIVES:

From the European programme.

To increase European consumers' awareness of the goodness of EU agricultural products
and of the high quality standards met by EU production methods.

To increase the competitiveness and consumption of EU agricultural products and to
improve their visibility within the EU and increase their market share.

From the Consorcio del Chorizo Espanol:

To increase the levels of recognition of the Consortium's quality label by UK consumers.

To improve the valuation and recognition of chorizo as a product that identifies Spanish
gastronomy, thanks to the validation of the Consortium's Spanish Chorizo label.

To ensure that chorizo labelled by the Consortium is recognised by British consumers for
its quality and authenticity.

To ultimately increase interest, demand and consumption of Spanish chorizo in the
British market.

6.3. PRODUCT TO BE COMMUNICATED AND DIFFERENTIAL VALUE

This programme will focus on highlighting the virtues of chorizo labelled by the
Consorcio del Chorizo Espanol.

The topic of the programme forces us to focus our communication on the European
origin of this foodstuff. This does not prevent the Consortium from seeking to reinforce
the discourse with other aspects that may be differential or valuable arguments in
favour of this product, such as:

The Consorcio del Chorizo Espanol is the main and largest association of Spanish

chorizo exporting companies, a recognised collaborator of the Secretary of State
for Trade in the defense of the authenticity of this product.
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Although its labelling is mainly concentrated in Europe, its seal is present in more
than 50 countries all over the world.

The Spanish Chorizo seal certifies that all the raw materials (meat, paprika,
garlic and salt) come from Spain. In addition, all production processes must also
be carried out entirely in Spain.

The Consortium's specifications state that the chorizo marketed under its seal
must be of extra quality, in accordance with the provisions laid down in Royal
Decree 474/2014.

To guarantee the origin and quality of the chorizo stamped by the Consortium,
the members of the association undergo an external audit with the aim of
verifying compliance with the technical requirements set out in the
specifications.

Furthermore, all members of the Consortium hold a GFSI food safety certificate
(IFS, BRC or others).

Spanish chorizo is a very versatile product that can be produced in a wide variety
of formats, such as sarta, vela, cular, ibérico, fresco, oreado, etc.

6.4. WHAT PROBLEMS DO WE WANT TO SOLVE?

Chorizo sealed by the Consorcio has, in general, a slightly higher selling price than other
chorizos without seals. This is due to the production and distribution model pursued by
the Consortium, which protects the requirements of wholly Spanish origin and quality.
This leads to a higher positioning than other cured sausage substitutes.

The challenge is to reinforce the visibility of this product as typically Spanish and to
raise its recognition by the British consumer.

6.5. WHAT WOULD BE THE IDEAL POSITIONING?

Spanish chorizo sealed by the Consorcio aims for a medium-high positioning in
international markets.

6.6. GEOGRAPHICAL SCOPE

This programme will target the UK market as a whole.

6.7. TARGET AUDIENCE

This campaign will be exclusively B2C, so it will be aimed at consumers. The
development of the argumentation of the selected target audience will be carried out by
the agency.

6.8. PERIOD

The period of execution of this campaign will be during the years 2025, 2026 and 2027.
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6.9. BUDGET ALLOCATION AND MIX OF ACTIONS

The budget allocation and the package of actions is approved by the European
Commission and detailed in point 7 of the following call for proposals. However,
improvements to the programme selected by the REA will be considered positively.

Proposals submitted by implementing organisations must have their budgets clearly
broken down into the activities to be implemented in order to allow comparison of the
budgets of each applicant organisation.

There cannot be a budgetary difference between the programme selected by the
implementing body and the programme submitted to the REA. If this is not the case,
reasons of force majeure must be given or another selection procedure for the
implementing body will be carried out, with technical quality and cost-effectiveness
being the aspects to be evaluated (see point 3.2.- AWARD PHASE, criteria for the award
of proposals).
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TECHNICAL DESCRIPTION (PART B)
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1. RELEVANCE
1.1 Background and general objectives

Proposing organisation

To talk about the relevance of this project, it is first essential to talk about the key product that will be presented: Spanish
chorizo. Chorizo occupies a fundamental place in the Spanish culinary tradition. More than just an ingredient, it is an
element rooted in the country's culture and history. Passed down from generation to generation, this cold cut evokes
memories of family celebrations and social gatherings. With its intense and spicy flavours, chorizo reflects Spain's
gastronomic richness, representing the sun, the land, and the fun and passion that are so rooted in Spanish charisma.
It is a symbol of national identity and pride, an essential part of Spain's culinary heritage.

The Spanish Chorizo Consortium is an alliance of companies within the Spanish meat industry, collaborating to produce
and market authentic, high-quality Spanish chorizo. This association rises as a symbol of one of the key ingredients for
one of the most relevant cuisines in the world: Spanish cuisine. The Consortium's seal guarantees the singular origin of
the product - Spain - along with a comprehensive warranty. This certification ensures rigorous control over the product,
establishing a distinguished and renowned brand for its distribution within international markets.

Presently, the Consortium comprises 20 producers, representing approximately 20% of the cured and cooked meat
products' production in 2022. These enterprises are committed to making chorizo a fundamental element in every
kitchen: chorizo needs to solidify its position as an identity symbol for Spain, representing through its flavours the passion
and the fun of the Spanish lifestyle. Moreover, in 2024, the Spanish Secretary of State for Trade acknowledged the
Consortium's significant representation of 36,71% within the cured sausage sector (tariff code 16010091).

Legally, the Consortium has been recognized as a collaborating entity by the Spanish Secretary of State for Trade since
2021, demonstrating its legitimacy and official endorsement by the Spanish government. Furthermore, the Consortium
has consistently collaborated with ICEX (Spanish Institute for Foreign Trade) since 2016, focusing on promoting Spanish
chorizo in international markets through its export initiatives.

The Consortium's primary objective is to uphold the tradition and authenticity of chorizo, a quintessential component of
Spanish gastronomy and culture. Consequently, to assure a clear and coherent message of passion and fun, one of its
core principles is the exclusive promotion of products originating from Spain, crafted with 100% premium quality
ingredients. This quality assurance is confirmed through a seal, assessed based on appearance, texture, aroma, and
taste, along with stringent annual audits conducted at partner factories.
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As an entity dedicated to the commercialization and promotion of six distinct types of chorizos, produced across
approximately 14 locations in Spain, the Consortium emphasises adherence to traditional production methods. This
process involves various stages, including meat preparation, spice blending, resting periods, stuffing, and curing,
ensuring the preservation of authentic flavour and quality.

Currently, the following enterprises in the meat sector are members of the consortium:
Artysan (La Rioja)

Boadas (Girona)

Embutidos Carchelejo (Jaén)

Coren (Ourense)

Costa Food Group (Huesca)

Chacinerias Diaz (Salamanca)

Emcesa (Toledo)

Miguel Espafia e hijos (Toledo)
Embutidos Galar (Navarra)

Goikoa (Navarra)

La Selva (Girona)

Embutidos y Jamones La Hoguera (Soria)
Industrias Carnicas Iglesias (Salamanca)
Martinez Somalo (La Rioja)

Palcarsa (Le6n)

Ramaén Ventula (Girona)

e Industrias Carnicas Tello (Toledo)

¢ Noel Alimentaria (Girona)

e Embutidos y jamones Rodriguez (Ledn)

Among the main objectives of the Consortium, there are:

e To guarantee the development of production processes in the field and warehouses to safeguard the quality of
products, guarantee safety and Spanish traditional production techniques.

e To ensure the selection of the best specimens of products and producers in the chorizo sector that contribute to
maintaining the quality and tradition of the product.

e To position this quality product in international markets, carrying out actions in different channels, educating
consumers, and combating intrusions from foreign manufacturers that damage the image of Spanish chorizo.

e To promote the image, conditions, and tradition of the Spanish chorizo in internal and external markets.

Spanish meat and pork sector

When talking about the meat industry and specifically pork, it is essential to understand that pork is the most preferred
meat in the EU and accounts for about 50% of the total meat supply, second only to chicken. In recent decades, Spain
has become not only a European benchmark but also a world leader in pig production.

In 2021, Spain accounted for 21% of the pigs slaughtered in Europe, occupying second place after Germany. At the
national level, the pig industry has a key importance, representing 16% of Final Agricultural Production and 42% of Final
Livestock Production. In addition to all this, it is necessary to continuously maintain an updated legislation in relation to
the rest of Europe in environmental matters and economic impact.

Chorizo, as a product derived from pork and a cold cut, plays a significant role in the Spanish economy for several
reasons. Exports of food products as a whole are a key part of Spain’s economy, bringing in 60.118 million euros in
2021 (11% up on 2021), with meat and meat products up 16% year on year. In fact, the pork industry in Spain is one of
the most important at the national level, with Spain being one of the main producers and exporters of pork in Europe
and globally. The production of chorizo and other sausages provides an important economic boost to the regions where
it is carried out, generating employment in rural areas and contributing to local economic development.

In addition, chorizo, as a treasure of Spanish cuisine, is in high demand both nationally and internationally due to its

unique flavour and versatility in the kitchen. This translates into a significant revenue stream for chorizo producers and
exporters, as well as the related supply chain, which includes everything from pig farmers to sausage manufacturers
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and distributors. Chorizo, with its intense flavours and juicy texture, thus becomes the ambassador not only of a tradition,
but also of a style of customs, thought and culture such as the Spanish one.

Within the framework of international trade, in 2020, Spain became the world's leading exporter of pork, with data that
reached 2.78 million tons of pork. Within this industry, in the specific case of Spanish chorizo, the data placed an export
share of 6.45% in 2022, framed in the export context of cured sausages, which reached 479 million Euros in sales
abroad.

The European Union's agricultural sector is on the brink of significant transformations, which will undoubtedly impact
Spain, a major pork-producing nation. In the foreseeable future, the livestock industry will face novel challenges
stemming from evolving trends in food consumption, EU directives addressing climate change, competition from
alternative meat products or substitutes, and the increasing demands associated with population growth. To effectively
navigate these forthcoming changes, the meat sector must embrace new technologies while simultaneously preserving
traditional methods. This adaptive approach will be pivotal in ensuring the industry's resilience and sustainability amidst
evolving market dynamics and regulatory landscapes. In fact, this programme will support chorizo from Europe to
navigate these potential challenges thanks to the expected increase of demand.

Products to be promoted
The product to be promoted under this programme is chorizo. Cured chorizo as such does not have its own exclusive
CN code but is included in the heading of cured sausages, as well as fresh chorizo which is also under another CN
code. Specifically, the CN codes of the products to be promoted are listed below and can be found also in section 1.2 in
the market analysis section.

e 16010091 -- Uncooked sausages, dry or for spreading, of meat, offal or blood (excl. liver)

e 1601 00 99 -- Sausages and similar products of meat, offal or blood and food preparations based thereon (excl.

liver sausages and uncooked sausages)

General objectives

Thanks to our thorough market analysis, the objectives of the action have been described following the SMART protocol
in terms of concrete and quantified targets.

The main general objectives of the campaign are:

1. To increase the knowledge and recognition of the quality regimes of chorizo production in Spain as part of the
European Union, as well as to increase the awareness of the benefits of choosing EU products to promote.

This is an SMART objective because it aims to increase the knowledge and recognition of British consumers
regarding the quality regimes of chorizo production in Spain as part of the European Union and its benefits, through
specific and measurable awareness activities achievable within the implementation of the campaign. The focus is
on increasing awareness of EU products, specifically chorizo, with a completion date aligned with the programme's
total duration. However, each activity is time-bound and designed to optimize the budget throughout the
programme's duration.

2. To strengthen the competitiveness of the European Union's agri-food sector, in this case, Spanish chorizo in a
foreign market: Great Britain.

This is an SMART objective because it aims to enhance the competitiveness of the European Union's agri-food
sector, with a specific focus on highlighting the distinctive characteristics of chorizo such as quality, labelling, taste,
and production methods. The success of this objective will be measurable through the recognition and preference
of UK consumers for European chorizo over products from third countries, as well as through an increase in market
share. Achievability is ensured by the planned activities across various target markets, aiming to promote and raise
awareness of Union's food products, particularly chorizo. The objective is result-focused, aiming for direct outcomes
in terms of recognition of the European agri-food sector and market share growth. While the objective aligns with
the programme's total duration, each activity is time-bound, structured to yield results on an annual basis.

3. Toincrease the market share of Spanish chorizo in the British market given its great growth potential.
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Finally, this is an SMART objective because it aims to increase the market share of Spanish chorizo, with a clear
focus on achieving a measurable increase in market share. This will be gauged by the rise in exports to the UK and
the growing preference for European chorizo over similar products imported from third countries. Achievability is
ensured by a well-defined action plan tailored to deliver the projected outcome. The objective is result-focused,
aiming to educate UK consumers about the quality, taste, and superior production methods associated with
European chorizo, ultimately driving consumption of this unique and high-quality product compared to alternatives
from third countries. While aligned with the programme's total duration, each activity is time-bound, structured to
yield annual results.

The three main goals will be achieved with the implementation of the programme over the course of 3 years in the British
market targeting end consumers (younger generations and family decision-makers, mainly), professionals and media.
Those 3 main general objectives are also complemented with the following specific objectives:

e To promote products of European origin and in this case chorizo, as being produced with utmost care and quality
thanks to exceptional production methods, compared to other production alternatives.

e To promote European Union agri-food products as a whole, ensuring that all European cured-meat producers,
at EU level, benefit from this information and promotion programme, highlighting their benefits such as quality, taste,
traceability and labelling among other extraordinary characteristics.

e To emphasize the merits of the Union’s agricultural food production and serve as a reference point for those
consumers who would like to elevate their food consumption moments by consuming a quality and tasty product
produced following the most traceable and modern production models.

These objectives are in line with the objectives set by the European Commission following Regulation (EU) No
1144/2014 of the European Parliament and of the Council. The main objectives are also in line with Article 3 of the
Regulation as it aims to “highlight the specific features of agricultural production methods in the Union, particularly in
terms of food safety, traceability, authenticity, labelling, nutritional and health aspects, animal welfare, respect for the
environment and sustainability, and the characteristics of agricultural and food products, particularly in terms of their
quality, taste, diversity or traditions”.

The expected ultimate impact is to enhance the competitiveness and consumption of Union agri-food products, in the
case of this project, Spanish chorizo, to raise its profile and increase the market share in this targeted country, Great
Britain.

This programme will not only benefit Spanish producers but will also provide an exemplary model for other European
producers within the meat industry. By contributing to the promotion of a product that combines new technologies and
the maintenance of traditional methods, producers across Europe will be able to take this initiative as an example to
follow to improve their positioning in global markets: the European meat industry will be able to stand out as a benchmark
in the production of high-quality products, thus fostering consumer confidence and strengthening its presence on
international stages.

Contribution to the environment

In recent years, the pork and meat sector in Spain has made great efforts to contribute to the sustainability of the sector.
To this end, one of the fundamental elements is animal welfare, to which the consortium has contributed by ensuring
the health of the animals, an emotional state in which fear and stress are minimal, and the display of behaviours typical
of their species. The legislative basis on which the consortium guarantees sustainability in the treatment of animals is
through European Community regulations on animal welfare, as well as their recognition as sentient beings from Article
13 of the Treaty on the Functioning of the European Union (TFEU).

Concerning environmental sustainability, the mission of the Spanish Chorizo Consortium is to contribute through its
actions to the promotion of healthy living, as well as environmental responsibility. That is why the members of the
consortium, following the different European regulations, specifically REGULATION (EU) No 601/2014, do not use
chemical substances or genetically modified organisms in the production of organic food. In addition, the direct
relationship between the activities of the consortium and sustainable development must be added to this: the Spanish
Chorizo Consortium, through its associated companies, contributes to the achievement of SDG SUST2: Zero Hunger,
exporting its food products to less industrialized countries, where the population faces greater risks of hunger and
famine. In addition, chorizo offers a high nutritional value, being a source of minerals and vitamins important for health,
especially for children's cognitive development, thus supporting SDG 3: Good Health and Well-being.
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Regarding SDG 5: Gender Equality, the meat sector, including pork, has seen a significant increase in women workers,
contributing to employment and population fixation in rural areas. The companies associated with the Consortium
implement Equality Plans and have a prominent presence of women in management positions. In addition, the
Consortium prioritizes renewable energy in its production process, thus supporting SDG 7: Affordable and Clean Energy.
Finally, investments in sustainable infrastructure, support for the regional economy and the promotion of quality
employment support SDGs 9, 10 and 12: Decent Work and Economic Growth, Industry, Innovation and Infrastructure,
and Responsible Consumption and Production, respectively.

In addition, it should be mentioned that both the intention of the participating consortium and the project itself is to
promote a meat product such as chorizo from a perspective not only of sustainability but also of correlation with current
European legislation on environmental matters and especially with the European Green Deal. In this way, the Project
seeks to contribute to the strategy "2.1.6. From Farm to Fork: Coming up with a fair, healthy and environmentally friendly
food system." To this end, it seeks to stimulate the consumption of a traditional Spanish product such as chorizo,
promoting a healthy and affordable diet for all, through the promotion of its benefits.

Sustainability of the pig meat production

In 2023, following the Pigmeat Reflection Group's final report initiated in 2022 post-pandemic, the European Commission
issued recommendations aimed at promoting a greener meat industry. These recommendations, which align with the
objectives of the Spanish Chorizo Consortium, emphasize prioritizing animal welfare, allocating €7 billion in funds
through the Common Agricultural Policy (CAP) Strategic Plans, and reviewing existing legislation. Additionally, initiatives
such as promoting organic farming and sustainable production are highlighted, complemented by a comprehensive
action plan for organic production development in the EU drafted in 2021.

he CAP Strategic Plans provide tools to support the sector in reducing greenhouse gas emissions, improving feed and
manure management, and investing in renewable energies like biogas, which resonate with the sustainability goals of
the Spanish Chorizo Consortium. European farmers are actively adapting their production systems to enhance
environmental efficiency throughout the supply chain. It is crucial to disseminate information about these measures to
European consumers, fostering awareness of the sustainability potential inherent in pig meat production, a mission that
aligns with the actions of the Spanish Chorizo Consortium.

Economic sustainability

The European pig meat industry serves as a significant economic powerhouse in its own right. Not only does it bolster
the agri-food economy, playing a pivotal role in meat production and global exports, but it also stands as a testament to
economic sustainability. This programme represents a commitment to fostering visibility for a sector that steadfastly
endeavours to:

Reduction of emissions from farms and industrial processes in line with the Green Deal strategy.
Reduction of water consumption per kg of product.

Reduction of land footprint per kg of product.

Increasing animal welfare in line with the Farm to Fork Strategy.

o O O O

Social sustainability

When considering social sustainability in the context of animal farming, which encompasses societal perceptions and
concerns regarding production systems, the pig meat sector has been actively striving to address these issues across
all stages of production, consumption, and sales. In recent years, there has been a growing citizen concern regarding
the overexploitation of animals in modern pig production systems.

However, this specific concern can be effectively addressed through the promotion of local and traditional pig meat
production methods that integrate modern and respectful techniques, as exemplified by the production of Spanish
chorizo. In the context of this project, the promotion of a culturally respectful product, rooted in traditional recipes and
ingredient handling practices, is fundamental to ensuring the social sustainability of the initiative.

Environmental sustainability

There is clear evidence that our dietary choices have a significant impact on the environment. However, this programme
is designed to align with the objectives outlined in the European Green Deal, the Farm to Fork strategy, and the Common
Agricultural Policy (CAP), focusing on both production and consumption aspects. Specifically targeting the pork industry

30



in Europe, with a special emphasis on the production of Spanish chorizo, our goal is to raise awareness about how we
can maximize the utilization of pork meat while also positively impacting the planet.

From a nutritional standpoint, pork is a lean meat rich in high-quality proteins, containing 20 grams of protein per 100
grams of meat, as well as fats, vitamins (B2, B6, B12, and niacin), and minerals. Furthermore, the pork industry is one
of the most sustainable due to the diverse uses of different parts of the animal, from chops and cheeks to lard; hardly
anything goes to waste. In Spanish households, pork accounts for only 0.65% of total food waste, underscoring its
contribution to minimizing wastage.

Although this programme focuses on a specific product within the pork industry, Spanish chorizo, its leading position in
both the national and international markets lend credibility to the messages conveyed. The consortium behind this
initiative possesses legitimacy and serves as an authentic ambassador for Spanish chorizo in third countries. By
disseminating information about the health benefits of pork, not limited to Spanish chorizo, as well as EU and national
standards concerning welfare, production methods, animal health, and environmental protection, we aim to boost
consumption, benefiting both intra-EU importers and producers.

Ultimately, this programme aims to provide EU citizens with healthy, sustainable, safe, and affordable pork products
while upholding food safety, animal welfare, and environmental protection standards. By encouraging consumers to
make small changes, such as diversifying their selection of pork products, we can collectively make significant strides
toward achieving sustainability in the pork industry. The programme originates from a comprehensive global strategy
with the following objectives in mind:

e Ensuring that EU citizens have access to healthy, sustainable, safe, and affordable meat options.

e Upholding and defending EU food safety, animal welfare, and environmental protection standards.

e Contributing to the vitality of the EU economy by generating employment opportunities and supporting
trade initiatives.

1.2 Market analysis and specific project objectives

Introduction: The products

The proposal concerns the promotion of chorizo as a meat product from one EU country: Spain. As chorizo is a very
specific product, as it has been mentioned before, it needs to be framed between two CN codes related to uncooked
and cooked sausage. The table below shows the detailed products to be promoted in the target country with their CN
code as follows:

NC Code Description
16010091 Uncooked sausages, dry or for spreading, of meat, offal or blood (excl. liver)
Sausages and similar products of meat, offal or blood and food preparations based
16010099 -
(excl. liver sausages and uncooked sausages)

The current worldwide chorizo situation is characterized by the following facts:

e Among the most relevant producers of pork sausages, the data for 2022 should be highlighted, which place Spain as
the leader with a total of 5.066,35 thousand tons of production; followed by Germany with 4486.36 thousand tons?.

e The global export of sausages (NC Code: 16010000) was led in 2022 by Germany with a value of 757 million euros
and placing Spain in 4th place with a value of 595 million euros and an improvement of 3.36% in the global positioning
compared to 20212,

e As for chorizo in particular, its origin as we know it today, is located in the Iberian Peninsula, mainly Spain, after the
discovery of America (1492) since it was when paprika was added to the production of meat as a co-main ingredient®.

e Spanish chorizo exports experienced a clear growth (12% more than in previous years) at a value of 35,300 tons of
sausages worth 228.7 million euros and accessing new markets such as New Zealand or Vietnam*.

1 https://www.statista.com/statistics/1407472/leading-pigmeat-producers-in-the-eu/

2 https://www.tridge.com/es/intelligences/sausage/export

3 https://www.greatbritishchefs.com/features/chorizo-history-culture
*https://acerta-cert.com/en/news-48-the-spanish-chorizo-consortium-exports-12-more-and-reaches-n w-zealand-vietnam-kazakhstan-and-lebanon/
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e Atthe macro level, European and global forecasts for the meat market, specifically for pork, are increasingly negative:
high prices, concerns about the industry's impact on the environment as well as on the health of consumers, and a
forecast of a 0.9% drop in European production by 20355.

e Despite the changes in the eating habits of consumers who demand more sustainable, affordable, and animal-free
products, chorizo is increasing in demand in this target market.

Production of the proponent country. Spain

Spain's weight in the international trade sector is undoubted, it is one of the world's leading producers of pork; In addition,
chorizo is a product of Spanish origin, so it is enormously relevant to assess the production data of the country to which
the coordinator belongs for the CN Codes presented above.

Production tons of “Uncooked sausages, dry or for spreading, of meat, offal or blood (excl. liver) —16010091”
TONS 2018 2019 2020 2021 |Var% 18-21

214,000 |[220.000 |224.000 [227.000 6,07%

Source: Trademap.org

Production tons of “Sausages and similar products of meat, offal or blood and food preparations based thereon
excl. liver sausages and uncooked sausages) —16010099”

TONS 2018 2019 2020 2021 2022 2023

430.000 ([438.600 |455.000 |[457.000 |459.000 |442.935
Source: Trademap.org

Concerning the production tons of NC Code 16010091 "Uncooked sausages, dry or for spreading, of meat, offal or blood
(excl. liver), it can be analysed how in 2021 the total tonnes produced by Spain corresponded to 227.000, having increased
by more than 6% to 2018 data. On the other hand, production of NC Code16010099 “Sausages and similar products of
meat, offal or blood and food preparations based thereon (excl. liver sausages and uncooked sausages)” in 2023, as the
most recent data, corresponded to 442.935 tons, having increased by 3% compared to 2018. Having seen the production
data of Spain, we are going to analyse the role played by the proposing organization in terms of these two products
productions:

Country/Year 2018 2019 2020 2021 2022 2023
Pig meat Total EU27
gd e Production
production (tons) 23.031.000 | 23.393.000 | 22.066.000 | 20.597.000

NC CODE: Total Spain 214.000 | 220.000 | 224.000 227.000
16010091 (tons)

NC CODE: Total Spain 430.000 | 438.600
16010099 (tons) 455.000 457.000 459.000 442.935

Source: Trademap.org

These data provide an interesting perspective on pork production in both the European Union and Spain during the years
2018-2023.

In terms of total pork production in the EU27, there is an overall downward trend from 2018 to 2022, with a decrease of
approximately 2.434.000 tonnes during that period. However, it is worth noting that 2019 saw a slight increase in
production compared to 2018. Concerning the NC CODE category 16010091, in Spain, production remained relatively
stable during the years 2018-2021, with a slight increase of 6.000 tonnes from 2018 to 2021. On the other hand, in the
NC CODE 16010099 category, there is a steady increase in production in Spain from 2018 to 2023, with a total increase
of 12.935 tonnes during that period.

5 https://www.statista.com/statistics/1407472/leading-pigmeat-producers-in-the-eu/
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In summary, while total pork production in the EU27 has seen a slight decline over the specified time, the production of
specific pork products in Spain appears to have remained stable or increased slightly.

General data of the target country: United Kingdom
Macroeconomic data of the United Kingdom.

Population (millions in 2022) 66.971.395

Surface (sqg. km) 243.610

GDP (2022, in trillion USD) 3,09

DP per capita (2022, in USD) 46.125,3

GDP growth (annual %) (2022) 4,3

Currency Pound sterling (GBP)
Agriculture, forestry, and fishing, value added 0,8

(% of GDP) (% in 2021)

Source: World Bank

The British economy ranked sixth globally, faced setbacks due to Brexit, initiated in 2016 and finalized in February 2020.
Compounded by the global downturn in 2020 amid the COVID-19 pandemic, GDP plummeted by 2,2% in the first quarter
and a staggering 20,4% in the second, resulting in an annual loss of 9,5%, marking the deepest recession since World
War Il according to IMF estimates. However, the last-minute trade agreement between the UK and the EU, defining new
terms for their post-Brexit relationship, sparked a trajectory of economic resurgence. GDP reportedly increased by 0,1%
in 2023 compared to 2022, with exports growing by 9% annually in 2022. Exports of goods and services constituted
33,4% of the UK's GDP in 2022, with food imports accounting for 9% of total imports that year. Notably, 39% of the UK's
food imports came from the Netherlands, the Republic of Ireland, Germany, and France in 2020.

Recent fiscal endeavours were hampered by emergency measures implemented to combat the 2020 pandemic crisis,
including short-term work schemes, support for the self-employed, business loans, and augmented funding for the
National Health System (NHS), amounting to over 10% of GDP. Consequently, the public deficit surged to an estimated
14% in 2020, with the debt-to-GDP ratio soaring to 108%, compared to 85,4% the preceding year (IMF). Government
interventions mitigated unemployment, maintaining the rate at 4,4% in 2023. Despite a GDP per capita of $46.125,3 in
2023, as reported by the World Bank, the UK’s robust macroeconomic performance masks underlying inequalities and
weaknesses. Priorities outlined by the IMF include bolstering human capital, investing in infrastructure, expanding
housing availability, and enhancing women'’s participation in the labour force, all pivotal for fostering sustainable and
inclusive growth.

When discussing the relationship between the UK and Spain, it is crucial to mention their primary connection: tourism.
Spain solidified itself in 2018 as the top tourist destination for British citizens®, reaching figures in 2022 of 15 million
British tourists visiting Spain’. The ongoing relationship between the United Kingdom and the country renowned for
chorizo is symbiotically built through tourism and what it entails for the United Kingdom citizens: holidays, entertainment,
passion, and relaxation in the Spanish landscape.

Exports of the targeted products from EU and from Spain to the target market: United Kingdom

After having analysed the relevant CN codes for this project, as well as the relevance of Spain as a producer and the
United Kingdom as an economic power, before proceeding to the market analysis, it is relevant to analyse the exports
of these CN codes from Spain to the United Kingdom. This analysis will serve as a basis both for the determination of
threats from competitors from third countries and for estimating the European dimension of the project:

Sausages and similar products of meat, offal or blood and food preparations based thereon (excl. liver
sausages and uncooked sausages) (CN 1601 00 99) Spain exports (in thousand Euros

2020 2021 2022 2023
Spain’s exports to European countries 25.537 23.431 20.512 27.316 33.537

© https://www.ict.go.cr/es/documentos-institucionales/investigacién-e-inteligencia-de-mercados/caracterizaciones-de-los-mercados-principales/2406-2023-
caracterizaciéon-mercado-reino-unido/file.html
7 https://www.sinfoporc.com/2023/06/15/ficha-pais-reino-unido-2023/
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Var %

-8,25% -12,46% | 33,17% 22,77%

pain’s exports to other countries in the world  14.165 14.724 18.073 26.133 27.464
Var % 3,95% 22,75% 44,60% 5,09%

Spain’s exports to the UK 1.717 1.927 3.976 4.185 4.454

Var % 12,23% 106,33% 5,26% 6,43%

Source: ITC calculations based on TRADEMAP statistics

Sausages and similar products of meat, offal or blood and food preparations based thereon (excl. liver

sausages and uncooked sausages) (CN 1601 00 99) Spain exports (in kilograms

2020 2021 2022
Spain’s exports to European countries 7.619.370 | 6.700.195 | 5.888.982 (6.307.741| 6.383.490
Var % -12,06% -12,11% 7,11% 1,20%
Spain’s exports to other countries in the world| 4.524.497 | 3.659.050 | 4.723.026 [6.690.259 | 6.487.922
Var % -19,13% 29,08% 41,65% -3,02%
Spain’s exports to the UK 368.416 342.906 603.603 | 577.977 569.410
Var % -6,92% 76,03% -4,25% -1,48%

Source: ITC calculations based on TRADEMAP statistics

Uncooked sausages, dry or for spreading, of meat, offal or blood (excl. liver) (CN 1601 00 91) Spain exports (in

thousand Euros
2019 2020 | 2021 2022 2023

Spain’s exports to European countries 263.109 305.161 345.170 400.387 451.362
Var % 15,98% 13,11% 16,00% 12,73%
Spain’s exports to other countries in the world| 123.988 131.203 136.561 151.533 163.694
Var % 5,82% 4,08% 10,96% 8,03%
Spain’s exports to the UK 78.679 91.428 90.806 94.565 102.470
Var % 16,20% -0,68% 4,14% 8,36%

Source: ITC calculations based on TRADEMAP statistics

Uncooked sausages, dry or for spreading, of meat, offal or blood (excl. liver) (CN 1601 00 91)
Spain exports (in kilograms)

2019 2020 2021 2022 2023
Spain’s exports to European countries 44.742.140 | 48.018.567 | 54.180.032 | 59.048.370 | 59.253.110

Var % 7,32% 12,83% 8,99% 0,35%

Spain’s exports to other countries in the

world 18.968.088 | 19.071.506 | 19.561.471 | 21.053.847 | 21.129.787

Var % 0,55% 2,57% 7,63% 0,36%
Spain’s exports to the UK 12.445.267 | 13.797.979 | 13.462.176 | 13.527.872 | 13.780.671

Var % 10,87% -2,43% 0,49% 1,87%

Source: ITC calculations based on TRADEMAP statistics

These export graphs show that the burden of the highest economic value of exports, in 2023, falls on the European Union
for both types of products; the same happens at volume levels for CN 1601 00 91, however for CN 1601 00 99 the highest
volume of exports in 2023 falls on other countries in the world (6.487.922 kilograms). In relation specifically to the UK, the
data indicate a growing balance for CN 1601 00 99, with special emphasis on the economic data for 2021, with a variation
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of 106% greater in relation to 2020, the year in which the COVID-19 pandemic occurred. Concerning exports of CN 1601
00 91 to the UK, 2021 is the year in which there was a negative variation in both volume and economic value.

Market Analysis: United Kingdom
A market analysis will then be carried out on a case-by-case basis to understand the particular situation of the specific
targeted market to develop strategies and to be able to estimate the impact of the project.

Local production

To begin, it's important to underscore the persistent deficit in the United Kingdom's national food production. According to
official data from the British Parliament, in 2019, domestic food production only met 52% of the population's demand.
Consequently, nearly half of the food consumed in the country has been historically reliant on imports. In the realm of meat
production, particularly pig meat, the UK operates as a net importer of pork. Approximately 60% of the meat consumed by
Britons originates from abroad. This stands in stark contrast to the European Union's self-sufficiency rates, which exceed
112%. Despite consistent local production levels, the UK has optimized its pig farming practices by increasing the export of
less popular pig parts domestically and catering to the higher demand for these parts in other countries.

PORK PRODUCTION IN THE UNITED KINGDOM (thousands of tonnes)
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Source: ICEX

Pork remains a significant source of meat protein in the UK, ranking as the second most consumed animal protein after
poultry, with 516,1 tonnes consumed in 2019. While poultry consumption witnessed a 72% increase during the 2014-
2019 period, pork experienced a decline of 7,5%, trailing only behind cow and veal with a 7,9% decrease. Forecasts
indicate further decreases in the upcoming years, with a projected 3,2% decline in the 2019-2024 period. This trend is
attributed to growing health consciousness among consumers, as pork, classified as a red meat, is perceived as less
healthy.

Certain cuts of pork enjoy significantly higher consumption rates than others. For instance, 222 tonnes of bacon, 156,7
tonnes of fresh meat, 131,5 tonnes of sliced cooked ham, and 125,8 tonnes of fresh sausages are consumed annually,
while sliced pork comprises a mere 3,6 tonnes, and frozen meat amounts to 2,7 tonnes. Breakfast emerges as a
primary occasion for consuming many of these pork products, with 38% of pork consumption occurring during this
mealtime.

PORK PRODUCTION AND SELF-SUPPLY IN THE UNITED KINGDOM (tonnes)

2015 2016 ‘ 2017 2018 ‘
Total Consumption 1.767 1.727 1.722 1.722
Self-sufficiency (%) 50,9 52,3 52,4 53,8
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% of UK production used for local
consumption

38,3 ‘
Source: ICEX

37,5 ‘ 37,7 ‘ 37,1

After examining pork production and local consumption trends, it's crucial to emphasize that chorizo production doesn't
exist in the United Kingdom as it is a product of exclusively Spanish origin and manufactured solely in Spain.
Consequently, the significance of pork consumption in the UK becomes paramount and can be inherently linked to the
demand analysis regarding the CN codes that will be thoroughly explored in this project.

United Kingdom: Offer

Market structure and competitors

Next, the United Kingdom's exports of the product under study will be analysed, analysing the historical evolution of its
main destinations.

After looking at the local production of pork in the United Kingdom in the previous section, it is to be expected that its
export values are relatively low, especially when it comes to specific data such as chorizo, whose production is Spanish.
To do this, we will analyse the export data in thousand euros and in kilograms, for both CN codes already mentioned.

Sausages and similar products of meat, offal or blood and food preparations based thereon
(excl. liver sausages and uncooked sausages) (CN 1601 00 99) United Kingdom (UK) exports

(in thousand Euros
UK Exports to European Countries 11.318 | 16.456 7.254 10.392 9.918
Var % 45,40% | -55,92% | 43,26% | -4,56%
Exports United Kingdom to other countries around

the world 14.150 | 5.406 3.423 2.989 2.168
Var % -61,80% | -36,68% | -12,68% | -27,47%

UK Exports to Spain 2452 | 1.948 1.151 1.599 2.381
Var % -20,55% | -40,91% | 38,92% | 48,91%

Source: ITC calculations based on TRADEMAP statistics

Sausages and similar products of meat, offal or blood and food preparations based thereon
(excl. liver sausages and uncooked sausages) (CN 1601 00 99) United Kingdom (UK) exports

(in kilograms

UK Exports to European Countries 3.374.978 |3.635.320|2.812.567|3.489.896( 2.935.574

Var % 7,71% | -22,63% | 24,08% | -15,88%

Exports United Kingdom to other countries around

the world 2.313.001 | 793.273 | 736.759 | 690.715 | 387.764

Var % -65,70% | -7,12% -6,25% -43,86%
UK Exports to Spain 1.273.118 | 868.955 | 550.360 | 876.165 | 1.232.981

Var % -31,75% | -36,66% | 59,20% 40,72%

Source: ITC calculations based on TRADEMAP statistics

The provided data offers a detailed examination of the export trends of sausages and similar meat products from the
United Kingdom to European countries, with a specific focus on Spain, as well as to other global destinations, over the
course of five years.

The data reveals notable fluctuations in the value of UK sausage exports to European countries throughout the period

under analysis. In 2020, there was a substantial increase of 45,40%, reaching €16.456 thousand, indicating a surge in
demand and potentially favourable trade conditions. However, this growth was short-lived, as 2021 witnessed a drastic
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decline of -55,92%, plummeting to €7.254 thousand, signalling a significant disruption in market dynamics caused by
the Covid-19 and Brexit consequences.

UK exports to other global destinations experienced substantial declines over the years, reflecting challenges in
accessing and maintaining market share in these regions. In 2022, there was a smaller decrease of -12,68%, amounting
to €2,.989 thousand, indicating potential stabilization or diversification efforts, reflected also by a -6,25% less of
exportations in kilograms. However, the decline intensified in 2023, with exports in kilograms dropping by 43,86%.

Regarding the Spanish market, despite a decrease in the value of exportation (thousand dollars) of -20,55% in 2020,

followed by a further decline of -40,91% in 2021, there was a significant increase of 38,92% in 2022, amounting to
€1.599 thousand, indicating a potential resurgence in demand or improved market access.

Uncooked sausages, dry or for spreading, of meat, offal or blood (excl. liver) (CN 1601 00 91)

United Kingdom (UK) exports (in thousand Euros
UK Exports to European Countries 5.978 4.903 1.319 2.353 3.326
Var % -17,98% | -73,10% | 78,39% | 41,35%
Exports United Kingdom to other countries around the
world 204 442 324 399 612
Var % 116,67% | -26,70% | 23,15% | 53,38%
UK Exports to Spain 383 173 330 509 1.208
Var % -54,83% | 90,75% | 54,24% | 137,33%

Source: ITC calculations based on TRADEMAP statistics

Uncooked sausages, dry or for spreading, of meat, offal or blood (excl. liver) (CN 1601 00 91)
United Kingdom (UK) exports (in kilograms

2020 2021 | 2022 2023

UK Exports to European Countries 1.492.229 | 1.691.532 | 240.994 | 838.843 | 1.021.355

Var % 13,36% | -85,75% | 248,08% | 21,76%

Exports United Kingdom to other countries

around the world 61.542 69.521 51.824 98.332 68.901

Var % 12,97% | -25,46% | 89,74% | -29,93%

UK Exports to Spain 178.907 40.938 91.091 | 320.240 | 516.030

Var % -77,12% | 122,51% | 251,56% | 61,14%

Source: ITC calculations based on TRADEMAP statistics

In 2019, UK exports of uncooked sausages to European countries amounted to €5.978 thousand, witnessing a minor decline
of -17,98% in 2020, reaching €4.903 thousand. However, this steep decline was followed by a notable recovery in 2022,
with exports increasing by 78,39% in value and 248,08% in volume. These fluctuations indicate volatile market conditions
and potential shifts in demand within European markets.

UK exports to other global destinations saw significant fluctuations in both value and volume over the years. There was a
notable increase of 116,67% in 2020, and a subsequent increase of 23,15% in 2022. Similarly, the volume of exports to
other countries around the world experienced fluctuations, with variations in growth rates reflecting changes in market
dynamics or trade conditions.

UK exports to Spain demonstrate significant fluctuations over the years. Despite a decline of -54,83% in 2020, exports to
Spain rebounded in 2021, increasing by 90,75%. This trend continued in 2022 and 2023, with further increases of 54,24%
and 137,33%, respectively. These fluctuations suggest changing consumer preferences or market conditions within Spain,
potentially driven by factors such as economic conditions or shifts in dietary habits.
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When delving into other elements, it is important to assess which are the main export destinations for both products:

Evolution of the main importers in the UK (thousands of euros)

6,000,000 @® European Union

(EU27)
@® Spain
France
® Ireland
@® Greece
© ltaly
@ Rest of the world

4,000,000

2,000,000

/.

) 2019 2020 2021 2022 2023

Source: ITC calculations based on TRADEMAP statistics

Demand

Quantitative analysis

In this market analysis, the next thing to assess is the import data for both CN Codes in the case of the United Kingdom.
Let's take a look at the following data:

Sausages and similar products, of meat, meat offal, blood, or insects; food preparations
based on these products (CN 16010091, 16010099) import data from United Kingdom (in
thousand euros

Year/CN Code 019 020 0 0 0 AR % AR %

CN 16010091 78.679 91.428 90.806 94.565 102.470 8,36% 30,24%

CN 16010099 1.717 1.927 3.976 4.185 4.454 6,43% 159,41%
TOTAL 80.396 93.355 94.782 98.750 106.924 8,28% 33,00%

Source: ITC calculations based on TRADEMAP statistics

Sausages and similar products, of meat, meat offal, blood or insects; food preparations
based on these products (CN 16010091, 16010099 ) import data from United Kingdom (in

kilograms
Year/CN Code 019 020 0 0 0 AR % AR %
O
CN 16010091 12.445.267 | 13.797.979 | 13.462.176 | 13.527.872 | 13.780.671 1,87% 10,73%
CN 16010099 368.416 342.906 603.603 577.977 569.410 -1,48% 54,56%
TOTAL 12.813.683 | 14.140.885 | 14.065.779 | 14.105.849 | 14.350.081 1,73% 11,99%

Source: ITC calculations based on TRADEMAP statistics

Regarding United Kingdom’s total imports of sausages and similar products, the official data show an increase in quantity,
with a 1,73% more imported in 2023 compared to the previous year and an increase in value of an 8,28% more compared
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to the imported value in 2022, which was 398.750 euros. This data shows us a clear increase extended in time, which is
also seen comparing the data between 2019 and 2023: 33% increase in imported value, and 11,99% increase in the
imported quantity.

meat consumption data of United Kingdom in 2022 (TM
Country Thousands of TM % of representativeness

United Kingdom 1.520 14

Rest of the world 105.210 98,6

Source: ITC calculations based on Spanish Chorizo Consortium statistics

The latest figures for 2022 show that the UK consumers consumed a total of 1.520 tons of pig meat in the selected
products. This consumption represents 1,4% of the total consumption worldwide, opposing 105.210 tons consumed in
2022 by the rest of the world?.

Qualitative analysis

The grocery market in the United Kingdom has experienced consistent year-on-year growth since 2004, reaching a retail
market size exceeding 211.9 billion British pounds in 2021. This growth trajectory is projected to persist annually until 2027,
with the discount retail channel anticipated to exhibit the swiftest expansion. Over the period from 2021 to 2027, discounters
are forecasted to accrue additional market share within the UK grocery sector, eroding the dominance of brick-and-mortar
supermarkets and hypermarkets. Nevertheless, the repercussions of Covid-19 and the conflict in Ukraine have triggered
inflation in the agri-food sector, notably impacting the prices of staple commodities like meat®.

While large supermarkets remain a staple for food purchases, alternative retailers such as mini supermarkets have surged
in popularity. Ethical and sustainable product sales have seen an uptick over the past decade, alongside an increase in
plant-based meal consumption. Some consumers exhibit concerns regarding food sourcing and safety, particularly
concerning meat products?©.

Imports of products from the target country: United Kingdom
However, after analysing both production and imports, it is important to establish a correlation between the United Kingdom
and Spain as countries involved in this proposal: the first as a target country, and the other as a proposing country.

Sausages and similar products, of meat, meat offal, blood or insects; food preparations based
on these products (CN 16010091, 16010099) import data of the United Kingdom from Spain (in
thousands of Euros

Year/CN Code 2019 ‘ 2020 ‘ 2021 ‘ 2022 2023 VAR %23- VAR % 23-
22 19
CN 16010091 58.494 72.287 | 77.978 108.530 | 137.410 26,61% 134,91%
CN 16010099 3.626 2.437 2.353 4.380 4.810 9,81% 32,65%
TOTAL 62.120 74724 | 80.331 | 112910 [ 142.220 25,96% 128,94%

Source: ITC calculations based on TRADEMAP statistics

Sausages and similar products, of meat, meat offal, blood, or insects; food preparations
based on these products (CN 16010091, 16010099 ) import data of the United Kingdom from
Spain (kilograms

Year/CN 2019 2020 2021 2022 2023 VAR % 23- VAR % 23-19
Code 22
CN -3,92% 33,1%
16010091 | 11.586.089| 11.554.647 | 14.408.646 16.050.098 |15.420.403
CN -4,75% -3,48%
16010099 646.859 337.617 357.434 655.474 624.317
TOTAL 12.232.948 | 11.892.264 | 14.766.080 16.705.572 |16.044.720 -3,95% 31,16%

8 https://chorizoespanol.es/docs/Estudio-mercado-cche-junio2023.pdf
9 https://www.statista.com/topics/9073/food-shopping-behavior-in-the-uk/#topicOverview
https://www.rand.org/content/dam/rand/pubs/research_reports/RR4300/RR4379/RAND_RR4379.pdf
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Source: ITC calculations based on TRADEMAP statistics

In terms of value in thousands of euros, we see a steady increase in total imports over the period from 2019 to 2023.
Specifically, for the CN 16010091 category, there was a significant increase of 134,91% from 2019 to 2023. For the CN
16010099 category, although there were fluctuations, there was also an increase of 32,65% in the same period. The overall
trend shows a 128,94% growth in total imports for these categories over the same period.

TESCO 25.4% ALDI 8.7% THE CO-OPERATIVE 2,4%
ASDA 13.7% LIDL 7.4% MARKS & SPENCER 1,7%
SAINSBURY'S 11.9% WAITROSE 3,6% MARKS & SPENCER 1,7%
MORRISONS 10,2% ICELAND 2.4% Butcher shops, total 7,9%

However, when we look at the data in terms of weight in kilograms, we see a decrease in total imports of 3,95% from 2022
to 2023. For the CN 16010091 category, although there was an increase of 33,1% from 2019 to 2023, a slight decrease of
3,92% was recorded from 2022 to 2023. For the CN 16010099 category, there was a decrease from both 2022 to 2023 (-
4,75%) and from 2019 to 2023 (-3,48%).

These data suggest that, although the value of imports of these products has increased significantly, the volume in terms
of weight has experienced a decrease in the last recorded year. This could indicate possible changes in consumption
patterns or market preferences in the UK during that period.

Market access and distribution channels: logistical challenges

The United Kingdom holds a prominent position as a global trading powerhouse, boasting the second-largest economy in
Europe and leading the G7 in GDP growth (4,0%) in 2022. Despite grappling with ongoing regulatory hurdles stemming
from its departure from the European Union ("Brexit"), surging inflation fuelled by escalating energy costs, and the enduring
impacts of the COVID-19 pandemic, the UK remains a pivotal market on the international stage*!.

The UK-EU Trade and Cooperation Agreement (TCA), inked in December 2020, facilitates tariff-free and quota-free trade
in qualifying goods between the UK and the EU. The UK's swift vaccine rollout and robust emergency fiscal support shielded
jobs and incomes during the pandemic, culminating in a rapid recovery that ultimately saw GDP returning to pre-pandemic
levels. Nevertheless, the pace of recovery has slackened as the economy grapples with Brexit-induced adjustments, supply
chain disruptions, mounting inflation, and the repercussions of Russia's invasion of Ukraine??.

In terms of consumption patterns pertinent to the sausage industry, it's noteworthy that in the United Kingdom, general
consumption primarily revolves around staples like bacon, cooked ham, and sausages. While products like chorizo and
cured ham, especially chorizo, have gained traction and are consumed within the medium and high market segments, there
remains untapped potential for growth in other segments of the sausage sector and cured products in general®,

More specifically, according to ICEX, the distribution of agri-food products in the United Kingdom operates primarily through
two main channels:

1. Direct retail marketing via large distribution chains, including supermarkets and chains, which collectively hold
approximately 80% of the market share. Supermarkets and hypermarkets alone account for 55% of this share,
solidifying their position as the primary food distribution channel in the country. In recent years, the dominance of these
distribution channels has further strengthened due to the expansion or acquisition of smaller chain stores in urban
areas.

2. Marketing through wholesalers of food products, which cater to various sectors such as autonomous retail, the
hospitality (HORECA) sector, as well as collective entities and institutions. These wholesalers play a crucial role in
supplying a diverse range of establishments beyond traditional retail outlets, contributing to the broader distribution
network of agri-food products in the UK.

Main UK distributors and their market shares:

1 https://www.trade.gov/country-commercial-guides/united-kingdom-market-challenges
12 https://www.trade.gov/country-commercial-guides/united-kingdom-market-challenges
13 https://boletines.exportemos.pe/recursos/boletin/25228.pdf
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*Highlighting the Morrison's chain's notable 6.4% increase in sales during the UK lockdown underscores the trend of
heightened consumption in British supermarkets amidst the COVID-19 pandemic. This increase serves to reinforce the
notion that British consumers turned to supermarkets as primary sources for their food needs during times of uncertainty
and restrictions.

Regarding food distribution in the United Kingdom, the COVID-19 pandemic has catalysed significant structural changes in
the food supply chain, mirroring global trends:

1. The UK's reliance on imported food remains critical, as domestic food production only satisfies
approximately 52% of the national demand. This underscores the importance of international trade in ensuring
food security within the country.

2. The contraction of foreign trade during the pandemic also impacted human trafficking, particularly in the fruit
and vegetable sector. The UK's reliance on seasonal labour, with around 64.000 workers employed during
harvest seasons, became increasingly challenging to sustain due to travel restrictions and safety concerns,
resulting in a shortage of labour and subsequent supply shortages in supermarkets.

3. Challenges in local production, coupled with reductions in food imports, led to shortages and price
fluctuations in certain products. Notably, meat prices were heavily influenced by inflation stemming from the
COVID-19 pandemic and the conflict in Ukraine.

Lastly, it's important to acknowledge the potential limitations and barriers to meat exports from Spain, a European country,
to the UK

1. Goods imported into the UK must adhere to three primary standards, encompassing Product Marking
Standards, Labelling Standards, and Standards for Marketing. These regulations apply across various
categories, including plant seeds, foods, and manufactured products, ensuring compliance with quality and
safety requirements.

2. Product import requirements entail certain products being subject to specific rules mandating companies to
acquire licenses and certificates before importing them into the UK. Notably, items such as animals and animal
products fall under this category, necessitating adherence to stringent regulatory protocols to ensure consumer
safety and regulatory compliance.

3. Import controls are implemented for high-risk products to mitigate potential risks to human and animal health.
Presently, import controls extend to organic products, plants and seeds, illegal, unreported and unregulated
fishing products, veterinary products, and select sanitary and phytosanitary products. These measures are
essential for safeguarding public health and maintaining regulatory integrity in the importation process.

It's imperative to reiterate the significance of the Cooperation and Trade Agreement between the European Union and the
United Kingdom. This free trade agreement, finalized on December 24, 2020, eliminates tariffs between the EU and the
UK, thereby streamlining international trade processes and fostering smoother trade relations between the two entities.

SWOT
Strengths WEETGESES
Internal TRADE: TRADE:
factors - The United Kingdom, through the Trade and | - Due to global inflation, national increase in meat

Cooperation Agreement, has no quotes and no | prices.
tariff barriers.

DISTRIBUTION:

4 https://www.mapa.gob.es/es/ganaderia/temas/comercio-exterior-ganadero/export/Copia_de_brexit-exportacion.aspx

41


http://www.mapa.gob.es/es/ganaderia/temas/comercio-exterior-ganadero/export/Copia_de_brexit-exportacion.aspx

- The UK is one of the main worldwide pig meat
consumers.

DISTRIBUTION:

- The UK boasts well-established distribution
channels, primarily through large supermarket
chains, accounting for 80% of the market share.
This network provides extensive reach and
accessibility for products, ensuring widespread
availability to consumers.

- Besides supermarkets, wholesalers cater to
various sectors like autonomous retail and the
hospitality industry, diversifying the distribution
network. This ensures flexibility and adaptability
in reaching different consumer segments and
business establishments.

- Despite economic challenges such as Brexit
and the COVID-19 pandemic, the UK maintains
robust consumer demand for staple food
products like sausages. The surge in
supermarket sales during the pandemic
underscores the resilience and reliability of these
distribution channels.

MARKETING AND COMM:

- The UK boasts high digital connectivity and
internet penetration rates, providing ample
opportunities  for  digital marketing and
communication  strategies.  This  enables
businesses to reach a wide audience through
various online channels, including social media,
websites and email marketing.

- The UK has a diverse media landscape,
encompassing traditional outlets such as
television, radio, and print, as well as digital
platforms and social media. This allows for multi-
channel marketing campaigns tailored to different
target demographics and consumer segments.

- Established brands in the UK have strong
recognition both domestically and internationally.
Leveraging this brand equity can facilitate
marketing efforts, enhancing consumer trust and

External
factors

TRADE:

- Growing demand for sausages in UK,
specifically chorizo given its use in traditional
British recipes.

- Supermarkets play a major role in distribution
channels, allowing easy access to foreign
products.

- Greater impact of online commerce, which
favours international trade.

- Touristic connection between the UK and Spain.

DISTRIBUTION:

- The reliance on imported food, coupled with
disruptions in global supply chains due to the
pandemic and geopolitical events like the conflict
in Ukraine, poses logistical challenges. This can
lead to shortages, price fluctuations, and supply
chain disruptions, impacting the timely availability
of products to consumers.

MARKETING AND COMM:

- Marketing and communication initiatives require
significant financial resources, which may pose
challenges for small businesses or start-ups with
limited budgets. This can Ilimit the ability to
implement comprehensive marketing campaigns
or invest in high-impact advertising channels.

- With the proliferation of digital channels and
media options, reaching and engaging target
audiences can be challenging. Fragmentation in
consumer preferences and media consumption
habits may require tailored strategies to
effectively reach different segments.

loyalty.
Opportunities IIGELS

TRADE:

- The promotion of pork is limited worldwide in
those countries that are mostly Muslim or Jewish.
- New food trends that eliminate meat as a food:
vegetarianism, veganism.

- Greater concern for animal welfare and
sustainability impacting the traditional meat
industry.

- Global increase in meat prices due to post-
pandemic inflation and the war in Ukraine.

- High diversification of sausage distribution
channels depending on the country.
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- While staples like bacon and sausages
dominate consumption, there is untapped
potential for growth in other segments of the
chorizo industry. This presents an opportunity for
producers to innovate and diversify their product
offerings to cater to evolving consumer
preferences and capture new market segments.
- The UK-EU Trade and Cooperation Agreement
eliminates tariffs and streamlines trade
processes between the UK and the EU. This
opens up opportunities for smoother importation
of ingredients or products from EU countries,
facilitating access to a wider range of inputs for
chorizo production.

MARKETING AND COMM:

- The availability of consumer data and analytics
presents opportunities for targeted marketing
efforts. Leveraging data insights can enable
businesses to personalize marketing messages,
optimize advertising spend, and improve
campaign effectiveness.

- Collaborating with influencers and opinion
leaders can amplify brand visibility and credibility,
particularly among younger demographics.
Influencer marketing campaigns can leverage the
reach and influence of key individuals to promote
products and services effectively.

DISTRIBUTION:

- Strict regulatory standards and import
requirements for food products, including meat
exports from Spain to the UK, pose a threat to
market access. Non-compliance with these
standards can result in barriers to entry or
disruptions in supply chains, impacting the ability
of producers to access the UK market effectively.
- Geopolitical events such as Brexit and conflicts
like the invasion of Ukraine can introduce
uncertainties and disruptions in trade relations
and supply chains. Fluctuations in currency
exchange rates, trade policies, and geopolitical
tensions can all pose threats to market stability
and access to essential inputs for sausage
production.

MARKETING AND COMM:

- Stringent regulations govern marketing and
advertising practices in the UK, particularly
concerning data privacy, consumer protection,
and truth in advertising. Non-compliance with
regulatory requirements can result in fines, legal
repercussions, and damage to brand reputation.
- The UK market is highly competitive, with
numerous brands vying for consumer attention
across various industries. Intense competition

can make it challenging to differentiate products
or services and capture market share effectively.

1.3 Complementarity with other actions — EU dimension

This section aims to evaluate the significance of the proposed project, both in complementing other initiatives within the
project's thematic scope conducted by the participating organization and in enhancing the European image, thereby
yielding positive impacts not only for the proposing country but also for other EU producers of similar products. The EU
stands out as a key player in agri-food production and exports globally, boasting unparalleled versatility in crops and
livestock, and an extensive transport infrastructure spanning its territory.

Furthermore, non-European consumers purchasing agricultural goods from any EU member state are assured of
products meeting rigorous, standardized quality benchmarks. In 2022, EU27 agri-food exports to global markets
amounted to a total trade value of 2.572.884 million euros, constituting 8,9% of total trade, with the EU maintaining a
trade balance of 57.557 million euros in the same year. Specifically, in 2023, the EU produced a staggering 11,9 million
tons of pig meat. Consequently, the project's significance extends beyond the promotion of pig meat, particularly
chorizo, from select countries, to encompass the promotion of all EU member states under the unified label of "Enjoy,
it's from Europe".

The Spanish Chorizo Consortium: actions during 2023 in the UK

This project, in addition to being a new idea for the dissemination of chorizo in the UK (the proposing organization has
never submitted a EU proposal before), seeks to complement other dissemination and communication activities
already carried out in the target market:

The Spanish chorizo promotion campaign carried out in 2023 encompassed a series of strategies to increase its visibility
and acceptance in the British market. Firstly, it focuses on retail activity, with targeted promotions at key outlets such as
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TESCO and OCADO. This initiative seeks to capture the attention of consumers and encourage their interaction with
Spanish chorizo products in the main supermarkets in the United Kingdom.

In addition to retail activities, the programme extended to the commercial advertising realm, with advertisements in trade
magazines such as Chef Magazine and The Grocer. These advertising efforts were aimed at professionals in the food
industry, with the aim of generating awareness and interest in Spanish chorizo among the players in the sector.

Finally, direct communication strategies were implemented, such as monthly newsletters and collaborations with opinion
leaders and influencers, to disseminate relevant information about Spanish chorizo and promote its versatility through
the creation of recipes. In addition, press releases were prepared and distributed to the British media, highlighting the
Consortium's labelling initiatives and product developments, with the aim of gaining positive media coverage and
increasing the presence of Spanish chorizo in the British market.

The success of previous activities incentivized the current proposal. The proposing organization saw the need to further
work on amplifying the awareness and visibility of European products, specifically Spanish chorizo, in the UK.

European production standards, quality, traceability and safety standards for agri-food products

The European Union upholds an extensive framework of general quality standards, fostering a robust, secure, traceable,
and responsible agricultural sector. These standards are outlined in Regulation (EU) No 1151/2012 of the European
Parliament and of the Council, dated 21 November 2012, which delineates quality schemes for agricultural products and
foodstuffs. This regulation delineates the primary objectives underpinning food quality regulations, including ensuring
fair competition for farmers and producers of agricultural products with value-added characteristics, facilitating consumer
access to reliable information regarding such products, upholding intellectual property rights enforcement, and
safeguarding the integrity of the internal market.

Furthermore, it is essential to consider the provisions outlined in the EU's General Food Law Regulation (EC) No
178/2002, which establishes essential requirements to ensure the quality and food safety of EU products. Among these
requirements, the regulation emphasizes traceability in the food chain, stipulating that all food business operators must
adhere to the "one step forward, one step back" approach. This entails the ability to trace the origins of food products,
identifying the businesses from which they were procured, and tracing food chain inputs back to the immediate supplier.
Additionally, it is crucial to highlight the role of the European Food Safety Authority (EFSA), which has spearheaded the
development of the EU Food Safety system. Applied to meat, this system enhances the quality and safety of meat and
meat products for consumers while also safeguarding animals from undue suffering.

Promoting the image of European products on the target markets

The significance of the pig meat sector for the European economy is remarkable, representing nearly half of total EU
meat production, with Germany, Spain, and France contributing over half of the total output. As the world's leading
exporter of pig meat products, the EU has experienced heightened demand, particularly due to reduced production in
Asia, resulting in peak prices in early 2020. In terms of sustainability, the sector is diligently striving towards a greener
meat industry, with numerous EU legislative acts addressing environmental protection, food safety, public health, organic
production, and animal health and welfare. However, the evolution of the policy environment, including ongoing
negotiations on a new Common Agricultural Policy (CAP) and the implementation of the Green Deal initiative and Farm
to Fork strategy, may impact the pig production sector, emphasizing the need for greener and more sustainable
practices, including legislation revisions on animal welfare.

Against this backdrop, the project aims to promote the image of one of Europe's most characteristic pork products,
chorizo, while also advocating for European pork as a fundamental raw material. This endeavour seeks to raise
awareness among European consumers about the economic, societal, and environmental benefits of European pig
meat, aligning with the EU's Farm to Fork Strategy goals of reducing food waste without compromising food safety.
Thus, the European image conveyed for pig meat underscores the notion that no part of pig meat is useless, emphasizing
its potential for delicious meals and promoting consumption as a sustainable dietary choice.

Benefits of the programme for European producers of the same products

One of the main benefits of this proposal is its strong positive impact on the other European markets. To better explain
these common benefits, it is necessary to analyse the main EU data in terms of pig meat use: production and its use in
international trade.
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Regarding production, we see a clear decrease in 2023 compared to previous years, with production decreasing by
6,6% compared to 2022 and 10,5% compared to 2020. In addition, among the main producers, those already mentioned
stand out: Germany, Spain, and France. In assessing trade dynamics, it is pertinent to consider the export prowess of
the EU. A reduction in production naturally corresponds to a decrease in product trade. Notably, since 2021, exports of
pig meat have withessed a decline, with China retaining its position as the primary importer and the United Kingdom
emerging as one of the key importing countries.
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After analysing these data, this programme aims to exert a positive influence on both the production and trade of pig meat.
In the targeted market, the United Kingdom, a significant consumer of this meat, efforts will be focused on communicating
the quality, traceability, and sustainability associated with the Made in Europe brand.

The intended outcome is twofold: Firstly, to ensure that European consumers are well-informed about the extensive efforts
undertaken by the EU meat industry to provide a high-quality product adhering to stringent standards, alongside
continuous endeavours to minimize emissions and water usage. By doing so, consumers will possess an informed
perspective, immune to misinformation or smear campaigns against meat consumption, and be able to discern the
advantages of consuming European pig meat over alternatives from other countries. Secondly, as a natural consequence
of the aforementioned efforts, to augment the market share of European pig meat and offal in domestic markets, thereby
bolstering both the European meat industry and the benefits it offers to consumers and the environment.

European message

As it will be delved into late, our campaign is centred around the slogan "It's chorizo, it's fun! - Enjoy life with chorizo
from Europe”. It celebrates the vibrancy and quality of European chorizo. By emphasizing the European origin and the
broader context of European Union food standards, we aim to inspire British consumers to embrace high-quality
European chorizo in their culinary endeavours.

As it will be validated forward, our message aligns with the objectives of the AGRIP-SIMPLE-2024-TC-OTHERS
initiative, spotlighting the versatility, diversity, and authenticity of Spanish chorizo while encouraging increased
consumption and advocacy among British consumers. This inclusive programme, not tied to any specific brand, seeks
to unite organizations across Europe in a collaborative effort to promote European culinary excellence.

2. QUALITY

2.1 Concept and action strategy

Concept

This programme is conceptualised taking into account the market analysis, its general conclusions and the current
situation in the target market, as well as the experience of the proposing organisation in the UK. While our SWOT
analysis shows that inflation, the high competition with other products and plant-based alternatives and the global
concern for animal welfare are affecting the consumption of European cold cuts; there is also a positive trend in the
demand of versatile, authentic and traditional European products such as Spanish chorizo that this programme can take
advantage of.

The market analysis identifies and justifies the need for such an important programme for the European Union and also,
as the proposed program's activities will align with the EU Annual Work Programme, Europe's Green Deal, Farm2Fork
strategies, and national Food-Based Dietary Guidelines. This alignment will be ensured across various aspects of the
program: the programme’s main goal is to provide general information and to raise awareness on the authenticity, labelling
quality and tradition of Spanish chorizo so that its competitiveness is enhanced, its profile is raised against non-European
alternatives and its market share is increased.

And how will this be achieved? By creating and spreading a unified European message that increases the recognition of
this extraordinary European product and that fosters the creation of new consumption moments and of a new generation
of #Europeanchorizolovers who are eager to pass on the message. The concept revolves around the promotion and
information of European chorizo and the characteristics of European agricultural and food products, particularly in terms
of quality, taste, diversity and historical tradition.

Quite often the first touchpoint of British consumers with Spanish cuisine is thanks to British tourism in Spain. While on
vacation, British consumers enjoy, learn and taste the gems of European products and, more specifically, the traditions
and quality of the Spanish cuisine. However, it is when they are back home when they miss the versatility and history of
our European products. How can we bring our Spanish heritage, lifestyle and diversity closer to them when they’re home?

46



The answer is clear to us: by promoting our Spanish chorizo in the UK and conveying the message that the versatility of
our product is an ideal ingredient for their daily choices. By enhancing the quality and adaptability of chorizo, we're also
raising awareness on new consumption moments such as including Spanish chorizo in their local dishes, asking for a
chorizo tapa when going out or even bringing chorizo to a friends’ gathering barbeque over the weekend. Highlighting that
European cold cuts are the easiest way that British consumers can enjoy a southern European quality tradition will not
only reinforce our chorizo positioning in the market, but also the market share of other European cold cuts that are facing
the same above-mentioned challenges.

Also, it's important to highlight to British consumers that the European companies producing this great Spanish cold cut
follow strict regulations with regards to traceability, the source and origin of the raw ingredients and all the manufacturing
processes. This means that we won'’t only focus on enhancing the quality of our food products but also of our production
methods. Thanks to our research, we've set up our goals for this programme and we’ve conceptualised the European
campaign: “It's chorizo, it's fun! Enjoy life with chorizo from Europe”.

Target groups

This campaign is predominantly B2C, meaning that the direct target audience is the end consumer, who has the
purchasing power and decision and who shapes the consumption trends. However, we cannot forget about the industry
professionals. When targeting British chefs, we’re informing and educating them about the versatility of our product so
that they use it more frequently in their recipes and plates. We also cannot forget about British media, a key pillar in
spreading the message and getting as much exposure as possible. The specific target groups for this campaign are the
following:

e Consumers:

Geographic Demographic ‘ Psychographic Behavioural

Vv UK v 18-65 years old v All social classes Vv Focuson having time
Vv Male, female, non- v Interested in making the right for family and leisure
binary and genderqueer | decisions in life for the individual and v Independent
v General education the collective v Hard-working
v Medium-high v Information seeker v Results-driven
economic status v Quality for money

This target audience is characterized by:

e Shift towards physical behaviour. Information is consumed online but most fresh food purchases are done in physical
stores.

e Food shopping is done daily or weekly for all types of families: single mothers and fathers, couples, families with
children...

e Quality-seekers and fun-obsessed. Looking for quality food without spending too much.

e While baby boomers value stability and hard work, millennials are more concerned about having a fit and healthy
lifestyle and living adventures.

The audience size for the United Kingdom is around 53 million people'®. To better calculate the audience size of this
segment, we’ve extracted the total number of people in the age ranges described per country. Then, considering that there’s
1 decision-maker per family of two (children and teenagers not considered here and understanding that, although there are
new family models, there’s usually two people living under one roof to be considered a family nucleus), we've divided the
total number in two.

e Professionals:
People who belong to this category are professionals who work in the food industry, experts of their field and the go-to
source of information for such expertise. We can divide them into two different categories:

' https://www.ict.go.cr/es/documentos-institucionales/investigaci%C3%B3n-e-inteligencia-de-mercados/caracterizaciones-de-los-mercados-principales/2406-2023-
caracterizaci%C3%B3n-mercado-reino-unido/file.html
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e Chefs: their influence in people’s choices is huge in the UK. They are considered celebrities and therefore their
preferences are followed and imitated. They also have a strong decision-making power in the different dishes that
form a menu and in the ingredients of their recipes. Their communication skills are usually very good, and they know
how to communicate to their audience and address certain topics.

e Category managers: their job is to look for the best quality products that then occupy the different supermarkets in
which the end consumer buys their food. They consume content on consumer trends and demands to achieve their
company goals and are usually open to new and attractive high-quality products to add to their portfolio. Their
influential power is high, meaning their opinion, content or performance is followed by our desired audience.

Both professional groups, located in 36,125 establishments licensed for catering food in 20236, share the need for more
information with regard to European quality food products and production methods.

e Media:
People who belong to this target group are media professionals, specifically journalists, bloggers and influencers. They
shape the information that is consumed nowadays and their influence in the society’s consumer trends is huge. Consumers
of all ages and backgrounds follow their articles, posts, videos and all sorts of content, nurturing their preferences and
choices by what they see and learn from them. We can distinguish the following media: television (5 main networks), radio
(10 main stations), internet (41,817,847 users), and print (newspapers and magazines)'’.

Their lifestyle is followed, viewed, and copied by consumers, making them an excellent communication tool for our campaign
activities. The media professionals targeted through this programme belong to the food category. We will use a balanced
mix of macro/generalist and micro/specialized media professionals.

Communication Mix - alignment with activities

The main goal of this campaign is to create a strong Communication Mix ecosystem where all activities are interconnected
meaning that each activity nurtures and feeds the other, increasing the impact while maintaining a cost-effective approach.
How are we going to achieve this? By selecting and defining activities that answer to the different challenges that the market
and the target groups are facing. Once specific activities are selected based on goals and targets, each one is described
precisely taking into consideration the specific group we’re targeting with each one. The key to the success of this
communication mix (and towards achieving KPIs and objectives) is to have a solid and consistent overarching strategy.
Based on the challenges outlined in the market analysis and the programme brief (campaign duration, main goals, target
groups, products to be promoted, and desired outcomes), our 360 information and promotion strategy is developed. The
idea is to have a coherent action plan that encourages positive change in the target groups, is actionable in and adapted
to the target market and ensures that each Euro invested has a real impact in accordance with the proposed objectives
(see section 1.1 and 1.2).

In order to ensure the coverage, coherence, actionability and clear return on investment of the programme, activities are
drafted based on the goals. Strategically, we’'ve selected the following activities because we believe that our powerful
message:

o will get the most coverage and interaction.

o will strengthen trust and recognition of the Spanish chorizo.

o will be a European comprehensive campaign.

o will create synergies between all activities motivating all British consumers to be active Union’s food products

advocates.

This activity ecosystem has been created in order to align all activities to the goals and targets of the campaign.

% https://www.statista.com/topics/3131/restaurant-industry-in-the-united-kingdom-uk/#topicOverview
¥ https://www.embajadadelreinounido.org/pages/infraestructuras/medios-de-comunicacion.php
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Goals: the ultimate goal of these activities
would be to inform and promote European
cold cuts, specifically Spanish chorizo
amongst the target groups, with a strong
focus on media.

Target groups: these activities [PR office
and PR events] will target all 3 target
groups. However, the impact that it will have
on each one can be weighed as follows:
media (80%), consumers and professionals
(20%). Consumers and professionals will be
impacted indirectly with the articles that will
be shared by media experts.

Description of activities

There are two press events planned during the
duration of the programme. The first one will take
place in Y1 as a Campaign Launch Event in order to
inform all attendees about programme and its goals.
The second one will be in Y3 to inform attendees
about the impact of the European campaign. Both
events will also include a tasting of European chorizo
so that media professionals can have an immerse
experience with the product.

We will also write and release at least 1 press release
per year to inform the media professionals about the
activities planned for the year and about the special
characteristics of European chorizo.

Website and
social media

Goals: the ultimate goal is to have the
website as the epicentre of the campaign
meaning all relevant information will be
accessible there (informative web). The
Social media channels of this campaign
have the goal to inform the audience but
also to serve as platforms where we can
engage with them, answer their questions,
interact and bring the Spanish chorizo
closer to them.

Target groups: these activities will target all
3 target groups. However, the impact that it
will have on each one can be weighed as
follows: consumers (’4) media (%),
professionals (4). All target groups will have
access to the information on the website and
all our targets spend time consuming
content on social media, therefore the
impact will be equal to all of them. We need
to reinforce here the idea that, even though
professionals and media are considered
B2B, theyre also consumers and online
information seekers, hence why we follow a
human-to-human approach.

Description of activities:

The website will be the epicentre of the campaign
meaning all relevant information will be accessible
from the domain: europeanchorizoisfun.eu. The
landing pages will also serve as a targeted tool to
provide relevant information to our audience. The
generic website will serve as a central hub for
showcasing the versatility of chorizo and appeal to a
broad audience, providing comprehensive
information and cultural significance. With regards to
the landing pages, one landing page focuses on a
chorizo recipe book, engaging those interested in
culinary inspiration, while the other hosts an opinion
survey, targeting individuals eager to share opinions
and insights.

We will use an email marketing platform responsible
for sending our target audiences the content they
have subscribed to via our landing pages. The
objective of email marketing is to maintain constant
communication with the consumer and continue
offering them content to keep them in our ecosystem
of actions, generating active and loyal leads.

Within our social media strategy, we'll categorize
content into distinct types that we'll share regularly
(once a week): programme-related content,
interactive content, and educational content.
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Programme-related posts will focus on European
scope to educate consumers about production
methods and product quality. Interactive content will
feature polls, quizzes, and games to enhance
engagement and entertain our audience.
Additionally, educational content may include
infographics, carousels with fun facts, and cooking
tips. We'll also include recipe content to encourage
our audience to incorporate chorizo into their meals
more often. Since we'll also host in-person events as
part of the programme, it's important to showcase this
content on our social media channels to establish a
connection between all platforms and online-offline
actions. We'll publish content before, during, and
after each event.

Advertising

Goals: Advertising in various formats will be
the offline and online formats selected to
support the dissemination of our message
through other channels. This selection is
based on market analysis and research for
each target market. Together with the other
activities, a solid 360 visibility campaign is
achieved.

Target groups: these activities [online ads
and influencers] will target all 3 target
groups. The distribution would be a bit
higher for consumers and a little less for
media and professionals.

Description of activities

The advertising activities planned include online
advertising and influencer advertising.

Online advertising in META is a powerful tool to
spread our message to all targets in a very cost-
effective way. We will reach users based on criteria
such as interests and behaviours, specifically those
interested in recipes, food, Spanish culture, chefs,
and the gastronomic world in general. This ensures
that our ads are displayed to the most relevant
audience segment, such as people interested in
gastronomy, chefs, or journalists specialized in the
food industry. Lastly, we’d love to engage in
collaborations with foodie and cooking micro
influencers, who can act as drivers for building
credibility, enhancing brand image, and fostering a
community with a stronger sense of belonging. This
approach will amplify our brand message and reach
a wider audience. Through these partnerships, where
all the attributes of European chorizo will be
showcased, influencers will also promote our assets
to generate more leads: recipe book, giveaways or
opinion surveys.

Communication
Tools

Goals: the ultimate goal for this WP in this
programme is to create material that will be
used for promotional purposes, both for
online and offline activities.

Target groups: these activities [campaign
design and video] will target all 3 target
groups. The video will be adapted to the
demands of each target group, with a strong
difference on the storyboard for consumers
and for professionals.

Description of activities: the campaign design is
crucial to develop a full storytelling around the
campaign and visual identity and the promotional
video is key to better illustrate our message and gain
engagement with the target audience. This is all
needed to develop a campaign whose visual identity
and assets resonate in the UK and to all target
groups, adapting when necessary, turning our
audience into loyal advocates by speaking their
language, educating and entertaining at the same
time and engaging with them on a more personal
level. We'll produce short clips to be used in social
media and other platforms.
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Events

Goals: the goal of events is to raise the
profile of our EU products by providing a
direct experience. While online ads are
very cost-effective, the attendance to trade
shows is still very important for our target
audience because they can taste and enjoy
our product directly. Restaurant weeks are
also a wonderful activity to raise the profile
and increase the market share of our
product.

Target groups: the main target groups for
this specific WP are consumers and
professionals. Media will be targeted as
well, but mainly via study trips.

Description of activities: we plan on attending the
most important agri-food trade shows in UK (IFE and
SFFF). With both of them being awesome spaces for
both consumers and professionals alike, it's a
wonderful opportunity to inform and educate our
target groups about the Union’s chorizo
characteristics, traceability, quality, taste and the
high standards of our production methods.
Restaurant weeks are envisioned as a way to
connect with chefs and other industry professionals,
to educate them on how they can use chorizo on their
recipes and dishes while also encouraging
consumers to taste our product in a different setting
than their home (linking this activity with the goal of
creating new consumption moments for the British
consumer). We plan on organizing a full tasting week
for European chorizo in UK where restaurants
include our product in their menus in Y1, Y2 and Y3.
Lastly, we will organize a study trip in Y2 with a 3-day
duration where journalists will visit a manufacturing
facility and will taste and enjoy our product so that
they can write about their experience once they're
back in their home country.

POS

Goals: the goal of POS is to raise
awareness among consumers about the
characteristics of the product as well as
increasing market share.

Target groups: the direct target group of
this activity is the end consumer, but
industry and media professionals can also
be targeted when purchasing food for their
homes.

Description of activities: the idea is to include
banners in the most interesting retail marketplaces
because, according to our experience, the efficiency
and reach are greater than in-person retail POS
activities.

. Inside this activity ecosystem, we have planned the creation of some assets that will help us achieve our goals:

e Cookbook: A cookbook offers a variety of preparations, showcasing the versatility of European chorizo

in main dishes, appetizers, and side dishes, helping consumers see it as an adaptable ingredient for
everyday cooking. It also educates about the different types of chorizos, their flavours, and textures, and
can generate interest and demand through attractive recipes that encourage experimentation in the
kitchen. The intention is to mix English and Spanish recipes to make it easier to incorporate the ingredient
into daily cooking while fostering creativity. The cookbook will have three evolutions over the years

o Year 1: Mix Spanish/English recipes

o Year 2: Update: Recipes by types of chorizos

o Year 3: Update: Evolution of the cookbook, expansion for versatility, not only main dishes but

also appetizers/tapas/side dishes, etc.

This way, each year, we will generate interest in new people and in those who had already subscribed,
impacting them again to maintain engagement. This asset is created for the following targets: end
consumer and chefs.

Giveaways: The giveaway will primarily take place on social media, using a multi-step participation
methodology where participants will need to comment, like, tag friends, and share it in their stories. This
way, we'll achieve broad reach and followers thanks to the user-generated content.

There will be 2 giveaways per year, with the duration ranging from 1 to 2 months depending on the product
and the timing of the giveaway. The ideas for giveaways are as follows:
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Knife set: To slice, chop, and aid in the cooking process of chorizo.

Food container: To include chorizo in their daily work meals.

Paella pan: To introduce a Spanish innovative product and encourage the

audience to cook.

4. Picnic set: To incorporate chorizo into different contexts and experiences.

5. Clay pots: Traditional containers where chorizo is often placed.

6. Cutting boards: Like the knives, to aid in the cooking experience and the
possibility of creating a charcuterie board.

This asset is created mainly for the end consumer.

whN e

e Opinion Survey: for this opinion survey, we will create an informative landing Enjoy Tife with chorizo
page about European chorizo with the aim of encouraging users to respond to Jor Seee
our survey. People enjoy sharing their opinions, and for us, these responses
are extremely valuable for providing better social media content tailored to the
preferences of our targets. Therefore, the survey will be directed at all our
targets, with segmented questions tailored to each group. Everyone will land
on the same landing page and complete the same survey, but the questions
will differ based on whether they indicate they are journalists/category
managers or end consumers. Additionally, this survey will serve as a key asset
in our digital strategy, where professionals will be encouraged to respond at
programme events (press events or fairs) by visiting the landing page. This initiative will foster synergy
between our offline and online actions, creating cohesion across all programme activities.

Messaging
As explained above, the message for this campaign is: “It’s chorizo, it’s fun!” - Enjoy life with chorizo from Europe

The word chorizo is Spanish, already implying the origin. Our claim also includes “from Europe” because it emphasizes
the Union’s efforts in highlighting EU food products and production methods. The word “fun” refers to the flavour, spice
and quality that our product adds to any dish or moment.

Our central message is aligned with the objectives of the AGRIP-SIMPLE-2024-TC-OTHERS topic since we're
highlighting the specific features of the Spanish chorizo (versatility, diversity, authenticity, taste and traditions) and it
also is a clear call to action to British consumers who are encouraged to enhance their cooking and eating preferences
with high-quality European chorizo. The desired consumer response that this campaign is looking for can be summarized
as follows:
e That British consumers recognize the specific features of Spanish chorizo, associating our product to the high
standards of the Union’s food product and production methods.
e That consumption moments are increased by highlighting the versatility and quality of the product, therefore
increasing the competitiveness and market share.
e That British consumers become #Europeanchorizolovers (turning consumers into subscribers and advocates for
European food products).
The programme is not brand-oriented, it is an integrated 360 effort by the proposing organization to achieve a common
goal, inspiring and motivating action from other similar organizations on a European level.

2.2 Consortium set-up

Consortium cooperation and division of roles (if applicable)

See Application Form (Part A).

2.3 Project teams, staff and subcontractors
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This programme stands as the pinnacle of European promotional endeavours, aiming to showcase the potential of a
European specific food product: chorizo. Being the Spanish Chorizo Consortium the proposing organization behind this
exciting promotion programme, the project team will consist of a dedicated Programme Manager from this organization
and a Financial Manager. This strategic structure will ensure that the project is coordinated, supervised, managed and
controlled in the best possible manner. The profiles that have been selected for the above-mentioned roles are the
following:

A Programme Manager: Understood as the individual responsible for overseeing the overall management of the
programme. This manager will ensure alignment among all stakeholders and supervise the smooth implementation
of the programme by the rules and regulations set forth by the European Commission. This role is crucial for the
successful implementation of the campaign because the Programme Manager will deal with the daily management
of the programme and communicate effectively with both REA’s Project Officers, and the Implementing Body and
Evaluation Body selected for the campaign.

lgnacio Coppel will be the designated person for this position. He possesses a robust background in the international
trade sector, especially in the agri-food sector through his work experiences in the Office of Spain in Poland and the
Spanish Chorizo Consortium. With an MBA in International Management by ICEX and more than eight years of work
experience in international trade, he has solid experience in international projects that require responsible supervision
and management. He has been involved for the last four years with the Spanish Chorizo Consortium as a Business
Intelligence Manager. He has implemented and coordinated different international promotion campaigns and has
plenty of experience in the target market. This last position has given him extensive experience in promoting the
meat industry and managing EU funding. He also demonstrates strong leadership and team management skKills.

A Financial Manager (third party): due to the proposing organization not having the human resources to allocate to
the financial control of this project, there is a need for an external financial manager who will deal with all the
administrative and financial aspects of the project, from reviewing invoicing and payment plans to manage the cost-
controlling mechanisms that will ensure that the programme runs smoothly. This Financial Manager will be in contact
with the Implementing Body and the Evaluation body to ensure that all activities planned and implemented offer the
best value for money. This Manager will bring valuable experience managing REA programmes, international projects
accounting and communicating in an international context.

This team will be supported by two other external entities: the Implementing Body and the Evaluation Body. Thanks to
the proposing organization’s experience in promoting chorizo in the UK, and the Programme Manager’'s extensive
experience in the field and the solid background of the Implementing and Evaluation Body’s in agri-food promotion and
evaluation, the quality of the implementation of this campaign is ensured. For the implementation of the vast majority of
the actions, an Implementing Body with proven experience in international promotion and information campaigns will be
selected in accordance with the competitive procedure provided for in Article 2 of the Delegated Regulation and
respecting all conditions ensuring best value for money and avoiding any conflict of interests. The Implementing Body
will ensure that measures and actions are implemented effectively and that the objectives set for each of the activities.
The same applies to the selection of the Evaluation Body, that will evaluate the effectiveness of the campaign. The
internal procedure for selecting the external Evaluation Agency will also adhere to the competitive procedure outlined in
Article 2 of the Delegated Regulation (also developed along 2.5), ensuring optimal value for money and preventing
conflicts of interest. With this organizational structure and the anticipated support from two professional entities, the
operational capacity for implementing and executing this programme is confirmed.

2.4 Consortium management and decision-making

This project, designed as a focused promotion and information programme for a singular product, chorizo, is facilitated
by a designated representative from its market sector: the Spanish Chorizo Consortium, acting as the proposing
organization and coordinator. The coordinator’s responsibilities encompass several key tasks:

1) Providing leadership and strategic guidance.

2) Guaranteeing all communications with the Member State or EU Agency.

3) Monitoring proper programme implementation.

4) Submitting deliverables and reports, both periodic and final.

53



5) Requesting and reviewing any necessary documents or information before forwarding them to the Member
State or EU Agency.
6) Ensuring timely payments to the involved parties (Implementing Body, Evaluation Body).

The Programme Manager from the Spanish Chorizo Consortium assumes this role, supported by a subcontracted
Financial Manager who ensures the timely execution of the economical aspect of the promotion programme. All
stakeholders will receive updates on meeting modalities and deadlines, with access to information available 24/7 through
a shared digital platform. The project team will collaborate on scheduling common meetings and action implementation
timings, ensuring alignment with predetermined dates, objectives, and milestones. To ensure transparency and effective
resource allocation, a quorum consisting of the Programme Manager, as well as the General Director of the Spanish
Chorizo Consortium will publicly select any subcontractor, prioritizing the best value for money, avoiding conflict of
interest according to Article 2 of Delegated Regulation (EU) 2015/1829.

The Programme Manager, along with the Financial Manager and the Implementing Body, will coordinate, monitor, and
schedule meetings, enabling real-time decision-making whenever feasible. Performance-related data for actions will be
gathered weekly by the Implementing Body and shared promptly with the Programme General Manager to facilitate swift
decision-making and assessments. Evaluation will be based on qualitative, quantitative, financial, and overall progress
data.

On a monthly basis, the Programme General Manager and the Implementing Body will present the programme's current
status. This presentation will follow a predefined agenda and include a report on actions taken, progress toward
objectives, and forthcoming steps. Attendance of all stakeholders (via an online platform) is mandatory, along with
maintaining records of minutes. During these meetings, the Programme Manager assumes responsibility for highlighting
any potential threats or changes the programme must address, as well as decisions requiring consideration.

In order to ensure a smooth communication workflow, the communication between the Programme Manager or the
Financial Manager and the two third parties (Implementing and Evaluation bodies) will be carried out via email. The
information will be stored in a shared Google Drive, and, for any urgent matters, communication can be done via phone
call. These channels will allow direct contact and operational continuity between all stakeholders.

The monthly meetings between the Programme Manager and the Implementing Body will serve as a control mechanism
for assessing progress, Key Performance Indicators (KPIs), and critical issues, and for discussing, evaluating, and
deciding on the next steps. During these monthly reviews, the following aspects will be assessed:

1) Adherence to timelines.

2) Consistency and adherence to expenses forecasted in the balance sheets.

3) Timely payments.

4) Management performance, overall programme implementation, and best practices.

5) Monitoring of KPIs, objectives, and progress.

6) Handling of crises, difficulties, and challenges.

7) Lessons learned, implementation of improvements, and suggestions.

In summary, daily messaging and reporting, weekly status meetings and monthly review meetings will ensure the
successful achievement of all implementing, financial, and administrative milestones.

2.5 Project management, quality control and monitoring — Evaluation methods and project
indicators

To ensure the effective and timely implementation of the programme under REA regulations, a dedicated Programme
Manager has been carefully selected. Ignacio possesses extensive experience and comprehensive knowledge spanning
communications, marketing, international affairs, as well as the chorizo industry.

The Programme Manager is tasked with providing strategic direction, overseeing the achievement of milestones within

designated timelines, and ensuring adherence to the defined action plan. An Implementing Body will execute the
programme’s actions alongside this expert. The proposing organization will oversee the selection of the Implementing
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Body, following a rigorous selection process, based on the Commission Implementing Regulation (EU) 2022/ 128 that
includes:
a) A competitive process aimed at maximizing value for investment.
b) A transparent and inclusive tender process to ensure impartial implementation, free from economic, political,
or personal biases.
c¢) A procedure designed to prevent conflicts of interest from arising.

This competitive procedure, according to the already mentioned legislation and also to the Commission Delegated
Regulation (EU) 2022/127, it will adhere to the following guidelines:

a) Ensuring comprehensive advertisement and publication of the contract notice.

b) Allowing ample time for potential tenderers to participate in the selection process.

¢) Evaluating tenderers based on objective and non-discriminatory criteria.

d) Identifying and addressing any potential conflicts of interest.

e) Ensuring that the procedure is proportionate to the economic significance of the programme.

This management framework ensures effective leadership in decision-making and encourages full participation from all
stakeholders in the programme's execution. This competitive process will be applied not only to the Implementing Body,
but also to the external Evaluation, necessary to monitor and track the project's objectives. An external evaluation in an
agri-food project financed by the Research Executive Agency (REA) is a process in which independent individuals or
entities external to the project are hired to evaluate various aspects of it. These evaluations can range from the quality
and effectiveness of the actions carried out to the impact of the project on the agri-food sector, in this case on the
European chorizo industry.

The inaugural kick-off meeting will be held at the European Research Executive Agency headquarters. To guarantee
the highest quality and timely implementation of the project, the following measures will be implemented:
- Planning: The project team, in collaboration with the Programme Manager, will undertake thorough scenario
planning to anticipate potential conflicts and challenges throughout the programme implementation. This
phase will also encompass the establishment of milestones and SMART objectives for each specific action.
- Implementation: Methodologies, procedures, and guidelines will be developed and adhered to meticulously
to ensure accurate implementation. A detailed timeline with milestones and deadlines will be followed
rigorously.
- Evaluation, Monitoring, and Control: Regular dissemination of information through periodic meetings and
daily communications will ensure all stakeholders remain informed, enabling effective decision-making
processes. Access to guidelines outlining rules for implementation, evaluation, and reporting will be provided
transparently, facilitating adherence to EU standards and regulations.

Evaluation methods and project indicators

The assessment system designed to evaluate the impact of this programme will rely on a set of indicators outlined in
Article 22 of the Final Provisions of Commission Implementing Regulation (EU) 2015/1831. These indicators are
categorized as follows:

(a) Output indicators: These gauge the extent to which the planned activities in each programme are carried out.
(b) Result indicators: These assess the direct and immediate outcomes of the activities.
(c) Impact indicators: These measure the broader benefits beyond the immediate outcomes.

These indicators encompass both quantitative and qualitative aspects to ensure the effectiveness of the programme's
implementation. The Programme Manager will oversee the monitoring of these indicators to track progress and
performance.

Output and Result Indicators

Description Year 1| Year 2 | Year 3

WP1 Number of coordination trips taken for inception
COORDINATION | Output meeting (Brussels) 1
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Number of Evaluation trips taken 1 1 1
Other trips (2 trips 2 pax UK) 2 2 2
Inception meeting report 1
Coordination reports including hours dedicated to the
programme (by General Manager) and tasks
Result performed 1 1 1
Number of press kits designed 1
Number of online press events 1 1
Number of offline press events 1 1
Number of press professionals invited to participate
WP2 PUBLIC in offline press events 25 25
RELATIONS Number of press professionals invited to participate
Output in online press event 25 25
Number of press professionals who attended the
offline press events in the target countries 10 10
Result Number of Clipping reports 1 1
Number of webs for the programme 1
Number of languages the web is translated into 1
Number of Social media accounts opened for the
programme 2
Number of organic posts for Social Media accounts 40 52 52
Number of monthly Editorial Calendar for content on
social media accounts 9 12 12
Number of hours dedicated to community building
WP3WEBSITE & |Output and management 180 240 240
SOCIAL MEDIA Number of Web Social Media reports 1 1 1
Number of visits to the programme’s website 8.000| 10.000( 12.000
Average engagement rate percentage provided by
Social Media posts 0,2% 0,2% 0,2%
Number of people who subscribed to receive the
programme’s digital communications 300 400 500
Number of followers of Social Media accounts 300 600 600
Number of people reached via Social Media posts 20.000| 30.000( 50.000
Average number of video views for posts on social
Results media 6.000 7.000 8.000
Number of Digital Media Plan 1 1 1
Number of online campaigns created and launched 5 5 5
Number of banners and copies created for the ad
Output campaigns 40 40 40
Number of advertising reports 1 1 1
WP4 ADVERTISING Numbgr of impressions achieved with online ad 500.000| 600.000! 600.000
campaigns
Number of clicks achieved by online ad campaigns 7.000]  9.000| 10.000
Number of influepcers who participated in the 2 2 2
programme’s actions
Results Number of people reached via influencers 25.000( 25.000| 25.000
Output Number of brand guides for the programme 1 0 0
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Number of long videos produced and edited for the
WP5 programme 1 0 0
COM'\_/ll_LCJ)'EI)IEéATION Number of short video adaptation clips 5 2 2
Results Number of total video views 1.000{ 2.000| 3.000
Number of stands designed and produced for Fairs 1 1 1
Output Number of study trips organised 0 1 0
Number of restaurant weeks organized 1 1 1
Number of reports on events 1 1 1
WP6 EVENTS Number of menus for restaurant weeks 12 12 12
Results Number of people reached via restaurant weeks 15 15 15
Number of professionals participating in study trips 0 8 0
Number of people reached via fairs 25000( 25000| 25000
Output Number of supermarkets involved 4 4 4
WPTPOS Results Number of tastings 3000 3000 3000
WP9 EVALUATION Output Number of Awareness level survey 1 1 1
Results Number of reports of Awareness level survey 1 1 1

Impact indicator description

Awareness Impact Indicator 1:
Increase the brand recognition of
Spanish chorizo of European

origin among British consumers.

Baseline

Aligned with the Project Objectives 3: O3.
To increase the knowledge and recognition
of the quality regimes of chorizo production
in Spain as part of the European Union, as
well as to increase the awareness of the
benefits of choosing EU products to
promote a healthy lifestyle

| End of programme

2-3% Increase the brand recognition of
Spanish chorizo of European origin
among British consumers over the results
of the survey.

Awareness Impact Indicator
2: Increased variation of people
who recognize the Spanish
chorizo in the face of the use of
traditional production processes
represented by the European
quality seal.

Aligned with the Project Objectives 4: O4.
To promote products of European origin
and in this case chorizo, as sustainable and
traditional production alternatives.

3-4% Increase of people who recognize
the Spanish chorizo in the face of the use
of traditional production processes
represented by the European quality]
seal.

Awareness Impact Indicator 3:
To change in the image of
European food safety and
production methods of pig meat
products, in particular chorizo, in
the target country (UK).

Aligned with the Project Objectives 1: O1.
To strengthen the competitiveness of the
European Union's agri-food sector, in this
case, Spanish chorizo in a foreign market,
such as Great Britain

2-3% increase in the image of European
food safety and production methods of pig
meat products, in particular chorizo, in the
target country (UK).

Awareness Impact Indicator|Aligned with the Project Objectives 4: 0O4.[2-3% Increase variation of people who
4: Increased variation of people[To promote products of European originfacquire new knowledge about the
who acquire new knowledge|and in this case chorizo, as sustainable and|Spanish chorizo (production format,
about the Spanish chorizo|traditional production alternatives. origin, traceability, uses, form off
(production format, origin, consumption, etc.)

traceability, uses, form of

consumption, etc.)

Economic Impact Indicator:[Aligned with the Project Objectives 2: 02.|12% increase in the value and volume of]

increase in the value and volume
of Union exports of CN CODES
16010091and 16010099 to the

target markets (internal markets).

To increase the market share of Spanish
chorizo, paying special attention to the
British market given its greater growth
potential

Union exports of CN CODES
16010091and 16010099 to the target
markets (internal markets).
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2.6 Cost effectiveness and financial management

This section aims to provide a rationale for the cost-effectiveness of the programme and its proposed activities. To
achieve this, the section will be structured into three sub-sections: operational capacity of the proposing organization,
financial capacity, and additional factors supporting the programme's cost-effectiveness. Primarily, the programme will
seek pre-financing to facilitate its execution. The Spanish Chorizo Consortium, serving as the coordinator, will be
responsible for receiving this pre-financing and subsequently invest it in the kick-off of the programme.

Operational capacity

The Spanish Chorizo Consortium spearheads this programme, dedicated to bolstering regional production while
enhancing the competitiveness of all components along the production chain. Their primary focus lies in promoting
Spanish chorizo in the United Kingdom. With a wealth of experience in marketing the targeted product, the consortium
employs various channels such as tailored supermarket campaigns, newsletters, and social media engagement.

Notably, as a consortium comprising diverse private entities, its mission is to collaboratively develop strategies to elevate
the visibility of the chorizo sector both within the EU and in third markets. This entails effectively showcasing its values,
activities, and sustainability initiatives.

In terms of operational capability, the Spanish Chorizo Consortium has a proven track record in implementing projects
aimed at promoting sector-wide best practices. In 2023, they conducted promotional activities in key markets such as
the United Kingdom (including direct promotions in TESCO and features in Hello! Magazine), France (utilizing platforms
like LinkedIn and Lineaires Newsletters), and Germany (through collaborations with experts, influencer meetings, and
Country Report articles).

Thanks to the team dedicated to the programme and the solid experience in international promotion campaigns targeting
the UK, the operational capacity of this programme is ensured.

Financial capacity
The Financial Viability Simulation conducted for the proposing organizations has yielded favourable outcomes, affirming
their capability to implement the co-financed programme without encountering financial risks.

To ensure effective fund management, stringent measures will be put in place to guarantee that allocated funds are
utilized as intended. The Spanish Chorizo Consortium, in its role as coordinator, will be the primary recipient of funding.
Furthermore, specialized personnel, including a Financial Support technician, will be subcontracted to oversee financial
aspects, ensuring careful monitoring of transactions to uphold the programme's cost-effectiveness and efficiency.

Despite the self-financed initiatives planned by beneficiaries throughout the programme duration, the financial capacity
remains robust. To showcase the financial solvency of beneficiary organizations, their annual accounts will accompany
the proposal, providing insights into their organizational status and readiness for programme participation.
Consequently, with meticulous planning and structured financial contributions, no significant risks associated with
programme financing are anticipated.

Other aspects that will ensure the effectiveness of the programme are as follows. These additional measures are
designed to optimize the impact and returns of every euro invested in the programme. They encompass:

- Implementing body selection through a competitive process involving agencies. Priority will be given to various factors,
including candidates' economic proposals and their ability to efficiently manage activities. Emphasis will be placed on
selecting the candidate capable of delivering the highest profitability for the programme.
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- Continuous monitoring of activity status and programme budget to ensure adherence to the proposed schedule.
Adjustments will be made as necessary and appropriately justified, such as in cases of event cancellations due to special
circumstances like COVID-19, Brexit market consequences or natural disasters.

- Market analysis and programme objectives inform the proposed actions, ensuring they are tailored to effectively reach
target audiences with the most efficient investment. Each action will be customized to suit the linguistic, cultural, and
objective differences of target countries.

- Regular reporting of activity results by the implementing body, focusing on profitability and efficiency. These reports
serve two purposes: assessing whether the activity has achieved its intended objectives and providing indicators for
deciding whether to repeat the activity in subsequent years or in different countries. This allows for informed decisions
regarding activity modification and provides anticipatory insights.

Finally, it's important to note that the budget breakdown has been carried out in the most cost-effective manner possible,
distributing funds proportionally to the project's objectives, thus ensuring its profitability: WP1 receiving 25% of the funds,
WP?2 receiving 3%, WP3 receiving 22%, WP4 receiving 10%, WP5 receiving 7%, WP6 receiving 25%, WP7 receiving
4%, and WP8 also receiving 4%.

2.7 Risk management

When implementing this promotion programme, it is crucial to consider and account for potential risks that may impact
the successful execution of all outlined actions. This risk management strategy is deemed essential by the proposing
organisation to ensure effective project management and the success of the promotion and information campaign.

The Programme Manager bears responsibility for the efficacy of this risk management system. Firstly, by disseminating
it among all stakeholders involved to keep them informed about potential risks and how to address them. Secondly, by
scheduling emergency meetings as needed. In the event of any newly identified risks during the programme's analysis,
evaluation of schedules and deliverables, or ongoing communication among stakeholders, this risk management system
will be enhanced or modified and shared with all involved parties. Maintaining a comprehensive view of the project is
imperative to anticipate risks across various scenarios.

The probability and likelihood of risks are categorised into three levels: low, medium, and high, using the following
matrix:

Description of Risk Risk-mitigation measures

1 Risk of African swine fever entering
the EU

Probability and Likelihood: Low

African Swine Fever (ASF) is a viral
illness that impacts both domestic pigs
and wild boars, often resulting in high
mortality rates among infected animals.
While this virus poses no threat to
humans, it can trigger substantial socio-
economic disturbances in numerous
countries.

In light of the findings from the risk
analysis, spurred by the evolving
epidemiological landscape marked by
heightened ASF incidence in Central and
Eastern European nations, there is a
looming risk. In the event of fresh
outbreaks, it's anticipated that consumer
trust in pork products will diminish,

African Swine Fever (ASF) was first introduced into
Russia from the Caucasus region in 2007 and has
since become endemic in the southern regions of the
country. From there, it has spread predominantly in
a northern and western direction, affecting
neighbouring countries such as Ukraine and Belarus,
which subsequently introduced the disease into the
WP1, WP2, | EU. Within the EU, ASF has maintained a gradual
WP3, WP4, | advance, continuing to impact regions further west.
WP5, WP, | Conversely, on the ltalian island of Sardinia, the
WP7 disease has remained endemic since its initial
introduction in 1978.

In 2023, the wild boar population faced a significant
risk of spreading the disease to other parts of the
European Union, potentially including Spain.
Therefore, reinforced surveillance measures are
deemed necessary to continue throughout 2024.
Current containment measures include:
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leading to further reductions in
production and potentially causing
market irregularities.

1. The EU has implemented a regionalization policy
through Implementing Decision 2014/709 of 9
October 2014, outlining animal health control
measures for ASF in certain member states,
focusing on affected areas.

2. In Spain, ASF is addressed and monitored through
the Serological Health Surveillance Plan for pigs, as
detailed in Royal Decree 1186/2006, issued on 13
October, which was subsequently amended in 2011
by Royal Decree 599/2011.

The Programme Manager will closely monitor the
overall situation of ASF epidemics. If it directly or
indirectly affects programme implementation, the
Manager will liaise with local authorities to fully
understand and assess the impact. Additionally, the
Manager will rely on the EU for updated information
on sanitary measures taken to prevent disease
spread. If necessary, all programme actions will be
cancelled or postponed until there is certainty that no
threat is posed to consumers.

Post-Brexit trade
regulations

Probability and Likelihood: Medium

changes in

To mitigate the risk associated with changes in post-
Brexit trade regulations, it is essential to put specific
measures in place. First, the Programme Manager
would closely monitor any regulatory updates. He
would be in charge of closely monitoring changes in
trade regulations between the UK and the European

Changes in trade regulations between | WP1, WP2, Union, as well as any national legislation relevant to
the United Kingdom and the European | WP3, WP4, - . Y 9
: . the agri-food industry.
Union could affect the import and export | WP5, WP6, : . . . . .
) ! It is crucial to establish strong relationships with
of agri-food products, which could cause | WP7 - T
S ! relevant authorities and regulatory bodies in the UK
supply chain disruptions and affect the ? RS
R - . . and the European Union. Maintaining open
project's competitiveness in the British S o . . .
communication and building strong relationships with
market. " ) . IR
these entities can provide the project with insider
information on regulatory changes and facilitate
compliance with new regulations.
Covid-19 new wave WP1, WP2,| As our target markets are outside the European
Probability and Likelihood: Low WP3, WP4, | Union but maintain close ties with the EU, the
The crisis protocols implemented to | WP5, WP6, | programme benefits from a moderate level of
respond to the unexpected and | WP7 oversight and assurance. This is attributed to the EU
unprecedented global pandemic that has and local authorities effectively managing the
affected the world during the past few situation and implementing continuous monitoring
years have proven to be effective in measures.
minimising the consequences of a new The Programme Manager will closely monitor any
wave. developments in the overall post-pandemic
landscape.
Regulatory & market-derived risks WP2, WP3, | With the expertise of national market specialists, we
Probability and Likelihood: Medium | WP4, WP5, | can effectively manage and assess the
WP6, WP7 consequences of these changes in real time.

We must take into account various
factors including new agreements,
market conditions, and regulations:

- Specific national regulations that may
impact the programme's implementation.
- Domestic restrictions and market
policies, such as travel limitations or the

Through regular follow-up meetings, we'll maintain
an up-to-date understanding of consumer
perceptions within the industry. In the event of fake
news circulating among our target market
consumers, the programme's implementation itself
will serve as a proactive measure, providing
consumers with an open platform to learn and be
educated about factual information.

60




inability to offer tastings, which could
affect operations.

- Potential loss of consumer trust and
support  resulting  from  evolving
consumer trends and habits.

- The spread of misinformation or fake
news, which could adversely affect the
programme's objectives.

Political risks
Probability and Likelihood: Medium

- Political unrest in the UK arising from
the aftermath of the Ukrainian invasion.
- Political shutdowns in the UK due to
international factors such as inflation.

- Destabilization of agreements or
imposition of sanctions on the target
countries.

- Introduction of new government
policies affecting any of the ingredients
of chorizo. the pig meat sector.

WP2, WP3,
WP4, WPS5,
WP6, WP7

In the event of significant political disruptions
stemming from the potential fallout of the Ukrainian
invasion (already exerting pressure on the pricing
sector, as highlighted in the market analysis section),
the Programme Manager will promptly reach out to
the REA (Research Executive Agency) for guidance
and assistance.

Before initiating contact, a team of experts will
assess the severity of the situation in relation to the
programme's performance. If the political situation
significantly hampers programme implementation, all
activities will be suspended and rescheduled.
Negotiations with local authorities may also be
pursued as a mitigating measure if deemed
necessary.

Financial risks

Probability and Likelihood: Low
Unforeseen expenses and unanticipated
costs:

- Economic shifts within the EU.
-Unexpectedly low return on investment
for certain activities.

- Rejection of expenses or reduction of
grants due to inadequate programme
performance.

- Insufficient financial liquidity among
programme beneficiaries.

- Currency fluctuations and associated
risks.

WP2, WP3,
WP4, WP5,
WP6, WP7

Despite conducting extensive research to develop
the current programme's budget, there may still be
variances in certain expenses and costs compared
to the action plan. To mitigate this risk, regular
meetings will be held to evaluate the overall financial
and operational progress of the programme. If
there's a need to assess higher costs for specific
assets, the Programme General Manager will ensure
optimal value for money through additional research.
Also, a Financial Manager will be hired in order to
avoid any underperformance of the programme with
regards to financial management.

To prevent financial liquidity issues, a financial self-
assessment has been done. In the event of
unexpected returns on investment from certain
activities  requiring  budget reallocation, the
organisation will convene a meeting with the
implementing body to analyse the reasons behind
the unexpected results. New mechanisms will then
be established to ensure the achievement of key
performance indicators (KPIs) and objectives.

Operative & technical risks

Probability and  Likelihood:  High
-Great dimension of the programme
targeting United Kingdom
-Implementing Body not being able to
provide high-quality execution of actions
-Changes in the team designated for
project management and project
leadership

WP2, WP3,
WP4, WPS5,
WP6, WP7

To prevent any implementation shortcomings, the
action plan and schedule will be promptly shared with
all beneficiaries and the selected Implementing Body
following the kick-off meeting. If there are changes to
the designated project team, the beneficiary will
ensure a smooth transition of responsibilities and
documents.

In the event of bankruptcy or dissolution of the
Implementing Body, the Programme Manager will
promptly initiate a new tender process, following the
correct procedure to select a replacement by the
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-Subcontracting process not being designated quorum. Should certain activities face
executed promptly cancellation or delays due to force majeure, the PM
-Dissolution of the Implementing Body will assess the possibility of postponing their
-Last-minute cancellation of certain execution and evaluate the impact on the overall
activities programme performance.

-Delay in the implementation of certain

activities

-Delay in providing the reporting

necessary

-Inadequate planning including timing

and work plans

3. IMPACT

3.1 Impact and expected return
First, the benefits of the programme in the short, medium and long term are to be detailed.
To educate consumers about the European origin of the Spanish chorizo industry, encouraging them to
choose chorizo over products from third countries to support quality schemes and production methods.

Short term e Increasing awareness of European food to minimize our environmental footprint.

e Supporting the European agri-food sector, which has recently faced challenges from
the COVID-19 pandemic, the post-Brexit market scenario and the effects of the Ukraine war, by
promoting the production and consumption of chorizo as part of the pork industry.

e Acknowledgment of the nutritional advantages offered by European chorizo.

e Boosting the uptake of European chorizo within the UK market.

Medium term e Enhancing awareness of the European lineage of products, along with their superior quality
and sustainability within the European agri-food sector.

e Preferencing European products over similar ones from third countries.

e Shifting towards a routine of higher quality products, both in dietary choices and other aspects.
Long term e Recognizing the significance of the European agri-food industry in fostering environmental
sustainability through emission reduction and resource conservation, including water usage.

This section will also detail the benefit that the proposing organizations would obtain in the target market with the
implementation of this programme, not only in monetary terms, but also in other aspects such as the recognition of the
quality for which the European pig meat industry works on a daily basis. The ROI will be based on increased intra-EU
trade to the target country, UK by the proposing countries.

United Kingdom
In order to estimate the impact of this programme on demand, we have taken into account the evolution of Chorizo
exports from Spain to United Kingdom (in € and Kilograms). We have also taken into account the below factors to estimate
both the market trends for the three years in which the programme would be implemented (2025, 2026 and 2027) and
the impact that this programme can have in this market.

e Consumption of chorizo among British consumers

e The impact of the programme on increasing demand through its increasing recognition of the of the

European chorizo among British consumers.
e Increasing British consumer interest in cured meats and cold cuts.
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Having seen the premises on which the market and the programme are founded, we will now analyse how the exports
of the proposing organization of chorizo in United Kingdom would evolve, both with current market trends and with the
implementation of the programme.

Pr ing organizations/Member State exports to the target cou 1 with current market trends
4"&“_9—_5{_0:5&&—:019 2020 2021 2022 023 2024 2025 2026 2027

Volume ( '] 12.813.683 14.140.885 14.065.779] 14.105.849 14.350.081 14.534.540 14.900.234 15.076.001 15.179.001

% evolution 10,4% -0,5% 0,3% 1,7% 1,3% 2,5% 1,2% 0,7%

Value (.000€) 80.396,00€ | ___9335500€  __94.78200€ | __98.750,00€ [ 106.924,00€ | 115488,00 € | 118.052,00€ | 121616,00€ | _123.080,00 €

% evolution 16,1% 1.5% 4.2% 83% 8.0% 2.2% 3.0% 12%

Source: ITC calculations based on Eurostat statistics + estimations based on current market trend
Pre ing organizations/Member State ex; tati
2019 2020 2021 2022 2023 2024 2025 2026 2027

Volume (Kilog 12.813.683 14.140.885 14.065.779 : 14.350081] _ 14.534.540] _ 16.688.262 16.845.361 17.265.271
% evolution 10,4% 0,5% 0,3% 1.7% 1.3% 14,8% 0,9% 2.5%
Value (.000€) 80.396,00€ | 93.355,00 € 94.782,00 € 98.750,00 € I 106.924,00 € | 115488,00 € | 120.190,70 € | 127.304,88 € | 135.057,92 € |
% evolution 16,1% 15% 42% 8.3% 8,0% 4% 5.9% 6.2%

Source: ITC calculations based on Eurostat statistics + estimations based on the programme's potential impact

Proposing organization’s exports of chorizo to United Kingdom for the years in which the programme would be
implemented (2025, 2026 and 2027) would amount to a total of 118, 121 and 126 million euros respectively, following
current market trends. On the other hand, with the implementation of the programme, these export figures would
amount to 120, 127 and 135 million euros respectively. Therefore, as can be seen more visually in the following
graph, the implementation of the programme would help to further boost the proposing organization’s chorizo exports
and further increase proposing organization’s market share in this market. In fact, the year-on-year evolution of exports
would be 4.1%, 5.9% and 6.2% by 2025, 2026 and 2027 against 4.1%, 5.9% and 6.2% in the absence of this
programme. In short, for the year 2025, the benefits that would be obtained from the implementation of the programme
compared to the figures that would be obtained if it were not carried out is 2 million euros. As for the year 2026 and
2027, the impact of the programme would reach 6 and 12 million euros respectively. In total for the British market, the
programme would have an economic impact of 20 million euros at the end of the promotion and communication activities
included in this proposal (see table bel ow).

Estimated sales value (Tons) Chorizo UK Estimated sales value (€) Chorizo UK

18.000.000 140.000,00 €
17.000.000 130.000,00 €
16.000.000 120.000,00 €
15.000.000 110.000,00 €
14.000.000 100.000,00 €
13.000.000 90.000,00 €
12.000.000 80.000,00 €
2019 2020 2021 2022 2023 2024 2025 2026 2027 2019 2020 2021 2022 2023 2024 2025 2026 2027

e Current market trends With pr s Current market trends

prog

Finally, the Return on investment is calculated as the profit per each euro of investment, obtaining a ROI of approximately 48 € per
EURO invested. Meaning that, for an investment of 413.499€ there will be a profit of approximately 20M€E.

ROl in monetary terms
Programme investment [ Profit of the programme ROI
413.399,00 € 20.005.504,00 € 48,39 €

Source: ITC calculations based on Eurostat statistics + own estimations based on the programme's potential impact

#8IMP-ACT-IA8# #@COM-DIS-VIS-CDV@

3.2 Communication, dissemination and visibility
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Communication, dissemination and visibility of funding

Not applicable

3.3 Sustainability and continuation

This programme holds immense importance for the European pork industry, with clear expectations of long-term impact
on the sector. The positive outcomes already witnessed from past promotional campaigns, notably in the United Kingdom
in 2023, reinforce the commitment to further promote EU pork products. Thus, securing EU funding remains paramount
to achieving industry objectives across environmental, economic, and social sustainability realms. The proposing
organizations pledge to ensure programme sustainability post-EU funding by adopting a comprehensive sustainability
plan. This plan is rooted in the vision these organizations hold for the EU chorizo industry, their local communities, and
the broader EU agri-food sector, founded on three core principles:

e Scalability: The programme is designed to explore innovative methods for broadening its reach and maximizing its
effectiveness. This includes leveraging knowledge and data to approach new geographical areas or target demographics,
as well as utilizing gathered data for application in similar promotion projects operating in comparable contexts.

* Maintainability: The programme is structured to encourage regular review of successful strategies, refinement of
necessary adjustments, and expansion of promising initiatives. This approach ensures the programme's adaptability to
evolving circumstances in the foreseeable future.

* Manageability: The programme is organized with an emphasis on clear organizational structure and efficient internal
communication strategies, facilitating effective overall management and bolstering sustainability efforts.

This plan encompasses all strategies aimed at preparing the proposing organizations for a future scenario devoid of EU
funding while ensuring the continuity of the positive impacts achieved during the implementation phase. It delineates two
key pillars: financial sustainability and organizational sustainability.

Financial sustainability

a) The proposing organization is dedicated to securing sufficient private funding or exploring alternative avenues for public
funding to sustain the campaign, recognizing its significance for all stakeholders involved. The proposing organization will
explore diverse revenue sources beyond traditional funding avenues, such as partnerships, sponsorships, or revenue-
generating events, to mitigate dependence on any single funding channel.

b) Furthermore, our commitment to long-term impact entails a financial investment in the ongoing campaign through
internal funding, informed by a deeper understanding of actions yielding the best return on investment and outcomes. The
proposing organization acknowledges its intent to continue online initiatives post-EU co-financing, given their agility for
daily optimization based on real-time data.

c) Given the longstanding involvement of all stakeholders and chorizo production companies since the programme's
inception, there's a high likelihood of continued financial support from these invested parties.

d) Building on the success of initial privately funded promotional campaigns in the UK, the organizations recognize the
value of maintaining connections with key players in the chorizo sector, motivating them to sustain this trajectory.

e) Cost-efficiency measures will be implemented as a key sustainability factor and optimizing operational efficiency will
be integral to sustaining the campaign's financial viability. This includes rigorous budget management, streamlining
processes, and leveraging economies of scale wherever possible.
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Considering that online platforms (websites, social media) set up with co-financing support will remain accessible at no
cost, the proposing organization aims to keep them operational and regularly updated with pertinent information for the
communities fostered by the programme.

Organizational sustainability
Upon the conclusion of the programme, the proposing organization will:

a) Evident Commitment to Sustainable Practices: Demonstrate a steadfast commitment to showcasing the EU agri-food
sector, particularly the chorizo segment, as actively engaged in crafting a fair, wholesome, and ecologically sound
European food ecosystem.

b) Proactive Engagement in Sustainability Challenges: Proactively anticipate in forthcoming sustainability challenges
confronting the pig industry, including those directly impacting chorizo production. For example, it is the case of the already
mentioned efforts from the Spanish Chorizo Consortium regarding Sustainable Development Goals (SDG). This entails
ongoing dialogue and negotiation with local authorities to devise solutions harmonizing industry interests with economic,
social, and environmental sustainability imperatives. For instance, the organization will continue addressing climate
change challenges by advocating for national food waste policies that align with industry viability and sustainability
standards.

c) Leveraging Knowledge and Expertise: Leverage a robust knowledge base facilitated by a proficient decision-making
and quality-control management team. This ensures comprehensive documentation of challenges and innovative
methodologies, serving as a foundation for developing novel tools and communication strategies. These resources enable
the industry to effectively address future consumer demands and challenges.

The estimated impact of the programme considers current market trends and the corresponding economic investment,
thereby ensuring alignment between projected outcomes and the programme's objectives. This clear delineation of the
programme's trajectory from inception to fruition underscores its potential for long-term sustainability.

European agri-food sustainability

This programme is poised to set a precedent for other key players in the pig meat, cold cuts and chorizo industry,
catalysing the adoption of innovative and sustainable meat production methods. It aspires to not only raise consumer
awareness but also inspire industry leaders to uphold the highest standards of food safety, environmental stewardship,
and animal welfare. Ultimately, it seeks to contribute to the realization of an enhanced European Green Deal, fostering a
healthy and sustainable EU economy while promoting food waste awareness.

Through the programme, the target audience will be sensitized to the advantages of consuming all facets of EU-
sustainable pig meat, with a particular emphasis on reducing food waste. This initiative opens avenues for collaboration
with fellow EU chorizo advocates who share a mutual understanding of the pig meat industry's commitment to forging a
more sustainable future for all.

The outcomes derived from the implementation of the action plan are anticipated to serve as invaluable insights for both
the proposing organizations and the broader EU pig meat industry. These lessons will illuminate effective communication
strategies to showcase the industry's positive contributions, fostering a shift towards sustainable practices. This learning
journey is poised to usher in a new era for the pig meat sector, wherein the livestock industry ceases to be solely
associated with environmental challenges.

Despite the campaign's conclusion, combating the dissemination of misinformation regarding the environmental impact
of the pig meat industry remains a persistent challenge. Therefore, ongoing support for the entire supply chain is
imperative to comprehensively address consumer concerns and effectively navigate communication hurdles.

The sustainability plan has been meticulously crafted, considering all work packages and envisaging a future that
prioritizes the industry's enduring sustainability. Its action plan contains a comprehensive set of activities that will keep
the vision alive in the long-term and support the scaling of the potential results achieved.
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4. WORK PLAN, WORK PACKAGES, ACTIVITIES, RESOURCES AND TIMING
4.1 Work plan

Below you can see a comprehensive scheme summarizing the main points of the programme: as part of our project, we
delve into various strategies and activities designed to enhance the awareness, appreciation, and consumption of chorizo
among British consumers. From understanding the market landscape to implementing engaging promotional activities, this
scheme encapsulates a holistic approach towards showcasing the rich heritage, flavour, and versatility of chorizo. Let's

explore how we plan to introduce this beloved Spanish delicacy to the UK audience and ignite a newfound enthusiasm for
chorizo:

T11 General Coordination

MANAGEMENT
COSsTS

WwWP.8
T8.1 Evaluation Studies EVALUATION WpPQ. 2 T2 Press Events
OF RESULTS

PROMOTION SOCIAL MEDIA

\ ¢ *fUn! Y
WET

TR B W wpP.4 T
) Restaurant W 741 Onl vertising
76.2 Restaurant Week ADVERTISING 4.1 Online Advertising

L ]

its -~
WP.7 R WP.3 T31 Website
POS cho 'zo WEB AND

T6.3 Study trips to Europe e : om‘mﬁfcswm — T4.2 Influencer's Advertising
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TOOLS

ymotional Video TO. Other elig
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4.2 Work packages, activities, resources and timing

Work Package 2

Work Package 2: Public relations

Duration: M1 — M36 Lead Beneficiary: The Spanish Chorizo Consortium

Objectives

Linked to Objectives 1 and 2.

Activities and division of work

WP description: Work Package 2 focuses on Public Relations, which involves strategically managing various activities to enhance the visibility and reputation
of the programme. This includes crafting compelling press releases, media kits, and promotional materials to effectively communicate the programme'’s
objectives and achievements to targeted audiences. Building strong relationships with media outlets, journalists, influencers, and stakeholders is key to securing
coverage and endorsements. Additionally, organizing press conferences and media briefings helps generate publicity and foster engagement with the media.
Monitoring media coverage and public sentiment allows for the assessment of PR effectiveness and the identification of areas for improvement. Managing
media inquiries and crisis communication situations promptly and effectively is vital. Collaboration with internal teams and external partners ensures consistency
in messaging and branding. Measuring and analysing the impact of PR activities on brand awareness, perception, and engagement guides ongoing strategy
refinement. Ultimately, the objective of this work package is to cultivate a positive public image for the programme, contributing to its overall success and
sustainability.

Task No Task Name Description (including target country/cities) Participants In-kind Contributions and
(continuous Subcontracting
numbering (Yes/No and which)

linked to WP)
Name Role

(COO, BEN, AE, AP, OTHER)

T2.1 Press Events Press events serve as a pivotal component within our | Spanish COO YES,
broader strategy, aiming to assemble local and | Chorizo SUBCONTRACTING
international press experts in our target market, the UK. Consortium
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Through these events, participants will engage in 2
streamed press meetings all along the project, providing
first-hand insights into the potential and opportunities
surrounding chorizo.  Alongside this, personalized
interviews with programme representatives will be
facilitated, fostering in-depth discussions for subsequent
publication in local news outlets and reports. Additionally,
visual and photographic materials will be provided to
support the dissemination of information.

Furthermore, we plan to host 2 in-person press events in
the UK: one at the programme's launch in year 1 to
underscore its significance, and another at the end of year
3 to communicate its results. These events will take place
in rented press venues, where speakers will interact with
invited visitors, following a structured programme lasting at
least one hour.

Target country: United Kingdom. Target groups
targeted: The 3 groups (Consumers, Professionals,
Media)

Outputs and estimated budget

Timeline

YEAR 1 YEAR 2

Outputs 1 press kits designed
1 online press event
1 offline press events
25 press professionals invited to participate in N/A
offline press events
25 press professionals invited to participate in
online press event

Estimated budget

YEAR 3

1 online press event

1 offline press events

25 press professionals invited to participate
in offline press events

25 press professionals invited to participate
in online press event

68

. . . Total Year 3
PRESS EVENTS uUnit Unit price Total Year 1 (+8%)
Room rental 1 800,00 € 800,00 € 865,28 €
10 20,00 € 200,00 € 216,32 €
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Total for the Work Package

Work Package 3

EUR 5.198

Call for press 1 1.500,00 € 1.500,00 € 1.622,40 €
Press kit Design and print 10 30,00 € 300,00 € 324,48 €
Press releases 1 800,00 € 800,00 € 865,28 €
PR Services (Support and clipping) 1 1.000,00 € 1.000,00 € 1.081,60 €
Implementing body 13% 598,00 € 646,80 €
TOTAL 5.198 € 5.622 €

EURO EUR 5.622

Work Package 3: Website and social media

Duration:

M1 - M36

Lead Beneficiary:

The Spanish Chorizo Consortium

Objectives

Linked to Objectives 1, 2 and 3

Activities and division of work

WP description: Work Package 3, centred on Website and social media, is dedicated to building and maintaining a robust online presence for the programme.
It involves the development of a comprehensive website serving as a central hub for programme-related information, including production methods,
consumption benefits, sustainability initiatives, and EU product promotion. The website will be designed to encourage community interaction and engagement.
Additionally, social media platforms (Instagram and Facebook) will be actively managed to communicate programme messages, share updates on activities,
and conduct engagement initiatives such as giveaways and surveys. A well-defined content strategy will ensure consistency and relevance across all online
channels, with monthly calendars outlining social media activities and ongoing efforts to design banners and adapt copies for effective communication.
Engagement strategies will be implemented to incentivize participation from target groups, overseen by the Community Management staff. Continuous
monitoring and analysis of website traffic and social media metrics will inform future strategies and optimize performance. Overall, Work Package 3 aims to
establish an interactive and impactful online presence that effectively communicates the programme's objectives and encourages engagement from target

audiences.

Task No

Task Name

Description (including target country/cities)

Participants

In-kind Contributions and
Subcontracting
(Yes/No and which)
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(continuous
numbering
linked to WP)

Name

Role

(COO, BEN, AE, AP,
OTHER)

T3.1

Website

A comprehensive website dedicated to EU Spanish chorizo will feature valuable
information about its production methods, the versatility of consuming chorizo,
tips for reducing food waste, and its contribution to promoting European Union
products. This website will serve as a dynamic community platform, fostering
interaction between consumers and our programme, while also facilitating the
creation of a vibrant community. With a focus on sustainability, the website will
play a crucial role in spreading the main campaign message to our target
audience, including consumers, professionals, and media experts.

Paid campaigns across various platforms will drive traffic to the website, making
it an integral component of our programme. Developing this website aligns with
our global communication strategy of "think global, act local," especially
considering the country-specific focus on sustainability messaging in online
communication. Target country: United Kingdom Target groups targeted: The
3 groups (Consumers, Professionals, Media)

Spanish
Chorizo
Consortium

COO

YES,
SUBCONTRACTIN
G

T3.2

Social
media

The primary objective of our Social Media accounts (Instagram & Facebook) is
to serve as interactive platforms for communicating with our target audiences
and disseminating the Union's agri-food messages. Additionally, these platforms
will showcase all activities undertaken during the programme's implementation.
To encourage engagement from our target groups, the Community Management
staff will regularly launch promotional actions such as cookbook giveaways and
opinion surveys through our social media platforms. The overall social media
strategy will be outlined in a monthly calendar, with ongoing activities including
banner design and copy adaptations scheduled throughout the duration of the
programme. Target country: United Kingdom. Target groups targeted: The 3
groups (Consumers, Professionals, Media)

Spanish
Chorizo
Consortium

COO

YES,
SUBCONTRACTIN
G

Outputs and estimated budget

Timeline

Outputs

YEAR 1 YEAR 2

1 web programme 52 organic posts for Social Media
1 language the web is translated into accounts
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Estimated
budget

Total for the
Work
Package

2 Social media accounts opened for the
programme

40 organic posts for Social Media accounts

9 monthly Editorial Calendar for content on social
media accounts

180 hours dedicated to community building and
management

12 monthly Editorial Calendar for content
on social media accounts
240 hours dedicated to community
building and management

12 monthly Editorial Calendar for

content on social media accounts
240 hours dedicated to community
building and management

WEBSITE Pax Unit Total Year 1 Total Year 2 (+4%) Total Year 3 (+4%)
Setup website (Design, Development, Hosting, Domain) 1 6.500,00 € 6.500,00 € 150,00 € 156,00 €
Copywriting web ES 1 2.500 € 2.500 € 150 € 156 €
Translation web (SP to ENG) 1 1.200 € 1.200 € 200 € 208 €
Email marketing platform fee 1 250 € 250 € 550 € 572 €
Conceptualization, copies & automatizations 1 600 € 600 € 624 € 649 €
Annual Maintenance and support 12 180 € 2.160 € 1.746 € 1.816 €
Implementing body 13% 1.717 € 1.786 € 1.857 €
TOTAL 14.927 € 5.206 € 5.415 €
SOCIAL MEDIA ORGANIC AND UGC CONTENT Pax Unit Total Year 1 Total Year 2 (+4%) Total Year 3 (+4%)
Setup Instagram accounts SP & ENG 2 200 € 400 €

Monthly Editorial Calendar SP & ENG 12 400 € 4.800 € 4992 € 5.192 €
Monthly Banner Design&Copys SP & ENG 12 360 € 4.320 € 4493 € 4673 €
Monthly Community Manager SP & ENG 12 580 € 6.960 € 7.238 € 7.528 €
Technical support 12 100 € 1.200 € 1.248 € 1.298 €
Implementing body 13% 2.142 € 2.228 € 2.317 €
TOTAL 20.000 € 20.800 € 21.632 €

EUR 34.927 EUR 26.006 EUR 27.046

Work Package 4

Work Package 4: Advertising

Duration:

Objectives

M1 - M36 Lead Beneficiary:
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Linked to Objectives 1, 2 and 3

Activities and division of work

WP description: Work Package 4, Advertising, involves the comprehensive planning, creation, and execution of an advertising strategy to effectively promote
the programme. This entails developing a cohesive strategy tailored to the programme's objectives and target audience demographics. Creative development
plays a crucial role in crafting visually compelling ad creatives that effectively communicate the programme's message to the UK across various media formats
(printed, online and influencers). Additionally, strategic media planning and buying are essential for maximizing visibility and impact, with ad placements
spanning print publications, digital platforms, social media, television, and radio. The execution phase entails launching and monitoring campaigns across
selected channels, while careful budget management ensures optimal resource allocation. Performance evaluation is integral to assessing campaign
effectiveness, tracking key metrics, and making data-driven adjustments to optimize outcomes. Through the successful execution of Work Package 4, the
programme aims to raise awareness, drive engagement, and ultimately achieve its overarching goals.

Task No Task Name Description (including target country/cities) Participants In-kind Contributions and
(continuous Subcontracting
numbering (Yes/No and which)

linked to WP)
Name Role
(COO0, BEN, AE, AP,
OTHER)
T4.1 Online A comprehensive digital media strategy will be formulated, accompanied Spanish COO YES,
Advertising by an official campaign launch announcement. This strategy will focus on Chorizo SUBCONTRAC

maximizing reach to the target audience of end consumers through Consortium TING
effective online campaigns. The annual display advertising budget will be
allocated across various campaigns based on the developed media plan,
prioritizing key online channels such as social media, online advertising,
and search engine marketing (SEM). In conjunction with influencer
marketing, these efforts will serve as potent tools for disseminating the
Union's Sustainability message, effectively reaching a large audience in a
cost-efficient manner. Target country: United Kingdom. Target groups
targeted: The 3 groups (Consumers, Professionals, Media)

T4.2 Influencer’'s Influencers have emerged as influential sources of information, particularly | Spanish COO YES,

Advertising for consumers across various age groups, with younger generations often | Chorizo SUBCONTRAC

considering them role models. Their lifestyles are closely followed, Consortium TING
observed, and emulated by consumers, making them potent
communicators for our Union's message and products. Through
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collaborations with influencers such as food enthusiasts, chefs, and
lifestyle influencers, our message will be effectively disseminated and
reinforced, amplifying the campaign's visibility. We plan to engage in a
total of 6 influencer collaborations within our target market. Target
country: United Kingdom. Target groups targeted: The 3 groups
(Consumers, Professionals, Media)

Outputs and estimated budget

Timeline YEAR 1 YEAR 2 YEAR 3
Outputs 1 Digital Media Plan 1 Digital Media Plan 1 Digital Media Plan
5 online campaigns created and launched | 5 online campaigns created and launched 5 online campaigns created and launched
40 banners and copies created for the ad | 40 banners and copies created for the ad 40 banners and copies created for the ad
campaigns campaigns campaigns
Estimated ONLINE ADVERTISING Pax Unit Cost Total Year 1 Total vear 2 Total vear 3
(+4%) (+4%)
budget
Campaign Design 3 1.000 € 3.000 € 3.120 € 3.245 €
Monthly Social Media Investment 12 400 € 4.800 € 4.992 € 5192 €
Monitoring & optimization 12 150 € 1.800 € 1.872 € 1.947 €
Implementing body 13% 1.248 € 1.298 € 1.350 €
TOTAL 10.848 € 11.282 € 11.733 €
ONLINE ADVERTISING - INFLUENCERS Pax Unit Cost Total Year 1 TO“';"+4Y02;” 2 Tm?lfo/ﬁf“ 3
Influencer Budget per month
Product sample buying and shipping 2 800 € 1.600 € 1.664 € 1731 €
Influencer Coordination per month 1 160 € 160 € 166 € 173 €
Implementing body 13% 229 € 238 € 247 €
TOTAL 1.989 € 2.068 € 2.151 €
Total for the
Work EUR 12.837 EUR 13.350 EUR 13.884
Package
Work Package 5
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Work Package 5: Communication tools

Duration:

M1 - M36

Lead Beneficiary:

The Spanish Chorizo Consortium

Objectives

Linked to Objectives 1, 2 and 3

Activities and division of work

WP description: Work Package 5, Communication Tools, involves the development and deployment of a comprehensive suite of resources to effectively
convey the programme's objectives, messages, and activities. This encompasses the creation of campaign designs as well as video materials. Localization
efforts will ensure that communication strategies resonate with the target market, fostering greater engagement and understanding among stakeholders.
Through these efforts, Work Package 5 aims to facilitate meaningful dialogue and collaboration, ultimately advancing the programme's goals and objectives.

Task No Task Name Description (including target country/cities) Participants In-kind Contributions
(continuous and Subcontracting
numbering (Yes/No and which)

linked to WP)

Name Role

(COO, BEN, AE, AP,
OTHER)
T5.1 Campaign Crafting a compelling narrative around the campaign and the Union's sustainability | Spanish COO YES,

design message is essential for effectively engaging our target audience, increasing | Chorizo SUBCON
awareness, and fostering advocacy among our stakeholders. This approach enables | Consortium TRACTIN

the beneficiary to establish a robust and cohesive communication strategy that G

reinforces the message within the target market. The proposal includes mock-ups
aimed at supporting the programme's objectives, which will be refined and expanded
based on beneficiary needs. This activity is closely integrated with other initiatives in
the proposal and is slated to commence at the programme's inception, adhering to
EU regulations on graphic guidelines. Further refinements and enhancements to
design and branding resources will be implemented in the second and third years of
the programme. Target country: United Kingdom. Target groups targeted: The 3
groups (Consumers, Professionals, Media)

74




Call: [SEP-211053238] — [AGRIP-SIMPLE-2024-TC-OTHERS]

T5.2

Promotional
Video

Videos serve as powerful mediums to vividly convey our message and effectively
engage with our target audience, especially considering the high level of engagement

they command in contemporary advertising. In this context, the promotion of the
sustainable aspects of consuming chorizo in various form, emphasizing their social,
and economic impacts, will be central to our video production efforts. Tailored to UK
market's consumer interests, our videos will adopt a national-oriented approach. By
strategically deploying these videos across different platforms on a monthly basis, we
will ensure that our target audience remains informed about the progressive
implementation of sustainability practices. Drawing from successful past experiences,
we will incorporate best practices into our video production. Target country: United
Kingdom. Target groups targeted: The 3 groups (Consumers, Professionals,

Media)

Outputs and estimated budget

Timeline
Outputs

Estimated
budget

YEAR 1
1 brand guide for the programme

1 long video produced and edited for the

YEAR 2

2 short video adaptation clips

YEAR 3

Spanish
Chorizo
Consortium

COO

2 short video adaptation clips

programme
5 short video adaptation clips
) ) Total Year 2 Total Year 3
DESIGN Units Unit Cost Total Year 1 (+4%) (+4%)
Campaing Brand Design 1 9.000 € 9.000 € - € - €
Adaptations and new resources 1 2.500 € - € 2.600 € 2.704 €
Implementing body 13% 1.170 € 338 € 352 €
TOTAL 10.170 € 2.938 € 3.056 €
VIDEO Unit Cost Total Year 1 Tot?JIr4\‘()/t§)ar 2 Tot?l+4\£/(z)ar 3
Pictures & video stock 1 600 € 600 € - € - €
Script, post-production, edition & content 1 1.000 € 1.000 € - € - €
Other costs production 1 1.000 € 1.000 € - € - €
Edition of short videos 1 1.500 € 1.500 € 1.560 € 1.622 €
Technical support 1 1.000 € 1.000 € 500 € 520 €
Implementing body 13% 663 € 690 € 717 €
TOTAL 5.763 € 2.750 € 2.860 €
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Total for the

Work EUR 15.933 EUR 5.688 EUR 5.915
Package

Work Package 6

Work Package 6: Events

Duration: M1 - M36 | Lead Beneficiary: The Spanish Chorizo Consortium

Objectives

Linked to Objectives 1 and 3

Activities and division of work

WP description: Work Package 6 focus on planning, coordinating, and executing key events to promote European Spanish chorizo. This includes organizing
participation in major trade fairs, coordinating Restaurant Week, and arranging study trips to Europe. The aim would be to leverage these opportunities to
increase product visibility, raise awareness of European quality products and foster active engagement from consumers and professionals in promoting and
consuming these products.

Task No Task Name Description (including target country/cities) Participants In-kind Contributions and
(continuous Subcontracting
numbering (Yes/No and which)

linked to

WP)
Name Role

(COO, BEN, AE, AP, OTHER)

T6.1 Fairs Trade fairs and international shows, recognized as platforms for | Spanish COO YES,
visibility, remain potent tools for engaging with a wide array of | Chorizo SUBCONTRACTIN
professionals and consumers, serving as conduits for | Consortium G

communicating the programme's message to a broad audience.
Participation in these events provides an ideal opportunity to
showcase European-origin products, utilizing various mediums
such as videos, stand decorations, tastings, merchandise, and
personnel explanations to convey the programme's message
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effectively. This engagement not only enhances visibility,
relevance, and preference for the featured products but also
facilitates direct conversations with attendees, offering insights into
the level of awareness among target groups. The programme will
participate in selected fairs, including IFE London and SFFF, with
an anticipated reach of 25,000 individuals. Target country: United
Kingdom. Target groups targeted: Professionals

T6.2

Restaurant weeks

Local consumers will be afforded the opportunity to experience
European products first-hand, such as Spanish chorizo, aimed at
raising awareness about the benefits of consuming European
goods, the sustainability of production methods, and the high-
quality standards upheld by European agriproducts. This initiative
also seeks to bolster the market share of these products in the
target market and enhance recognition of the European Union's
quality production methods. The Restaurant Week campaign will
unfold in several phases and will be complemented by online
advertising campaigns and social media support. While the
specifics of the campaign may vary depending on participating
restaurants, adherence to certain conditions is essential:
participating restaurants must ensure adequate visibility for the
product, and transportation of chorizo samples must be handled
appropriately to maintain product quality and integrity. One
Restaurant Week will be organized every year, during the three
years of the programme. Target country: United Kingdom. Target
groups targeted: Professionals and Media

Spanish
Chorizo
Consortium

COO

YES,
SUBCONTRACTIN
G

T6.3

Study trips to Europe

This involves organized visits for professionals to Spain aimed at
providing first-hand insights into European agri-food practices, food
production methods, and sustainability initiatives. These trips offer
participants the opportunity to engage directly with European
experts, and producers, gaining valuable knowledge and
experiences that can inform and enhance their own practices and
initiatives. Through guided tours, workshops, and interactive
sessions, participants learn about innovative techniques, best
practices, and the importance of sustainability in European
agriculture. These trips serve as immersive learning experiences,

Spanish
Chorizo
Consortium

COO
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fostering cross-cultural

Outputs and estimated budget

Timeline

Outputs

Estimated budget

1 stand designed and produced for

Fairs

YEAR 1

1 restaurant week organized

exchange and collaboration among
participants from different regions. Additionally, study trips to
Europe contribute to building relationships and networks between
participants and European counterparts, ultimately promoting
greater cooperation and understanding in the global agricultural
community. Target country: United Kingdom. Target groups
targeted: Professionals and Media

1 study trips organized
1 stand designed and produced for Fairs
1 restaurant week organized

YEAR 2

YEAR 3

1 stand designed and produced for Fairs
1 restaurant week organized

Fair 1: IFE LONDON Units Days Unite Price Total Year 1 Tm?lfo/ﬁf” 2 TO‘?J'rQQf;f‘“ 3
Floor rent 9 650 € 12.000 € 12.480 € 12.979 €
Samples & transport 1 400 € 400 € 416 € 433 €
Other fair issues 1 300 € 300 € 312 € 324 €
Implementing body 13% 1.651 € 1.717 € 1.786 €
SUB TOTAL 14.351 € 14.925 € 15.522 €

. . . . Total Year 2 Total Year 3

Fair 2: SFFF Units Days Unite Price Total Year 1 (+4%) (+4%)

Floor rent 6 650 € 8.000 € 8.320 € 8.653 €
Samples & transport 1 400 € 400 € 416 € 433 €
Other fair issues 1 300 € 300 € 312 € 324 €
Implementing body 13% 1.131 € 1.176 € 1.223 €
SUB TOTAL 9.831 € 10.224 € 10.633 €

) . ) Total Year 2 Total Year 3

Restaurant weeks Units Days Unite Price Total Year 1 (+4%) (+4%)

Samples & transport 10 1 100 € 1.000 € 1.040 € 1.082 €
Product buying 100 6 € 600 € 624 € 649 €
Design and Print Materials 1 1.250 € 1.250 € 1.300 € 1.352 €
Technical Support 1 1.000 € 1.000 € 1.040 € 1.082 €
Implementing body 13% 501 € 521 € 541 €
SUB TOTAL 4.351 € 4525 € 4,706 €
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Total for the Work
Package

Work Package 7

Study trips Unit Days Unite Price Total Year 2

Call for guests 1 2.000,00 € 2.080 €
Flight 6 300,00 € 1872 €
Accomodation 8 3 150,00 € 3.744 €
Allowances 8 3 90,00 € 2.246 €
Internal trips 1 3 500,00 € 1560 €
Implementing body 13% 1555 €

SUB TOTAL 13.058 €
EUR 28.533 EUR 42.731 EUR 30.861

Work Package 7: Point of sales

Duration:

M1 - M36

Lead Beneficiary:

The Spanish Chorizo Consortium

Objectives

Linked to Objectives 1, 2 and 3

Activities and division of work

WP description: Work Package 7, Point of Sales, involves the implementation of strategies to increase visibility and promote the sale of European chorizo.
This package includes activities such as product placement, branding, and promotional campaigns at retail locations and other points of sale. Through
collaborations with retailers and establishments, efforts will be made to ensure that the products are prominently displayed and readily accessible to
consumers. Additionally, promotional offers, tastings, and other incentives will be utilized to encourage consumer engagement and drive sales. The ultimate
objective is to enhance market presence, stimulate consumer interest, and ultimately increase the consumption of European products, including chorizo.

Task No
(continuous
numbering

linked to WP)

Task
Name

Description (including target country/cities)

Participants In-kind Contributions and
Subcontracting
(Yes/No and which)
Name Role
(COO, BEN, AE, AP,
OTHER)
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T7.1 POS POS encompasses the meticulous planning and execution of promotional | Spanish COO
activities and events aimed at engaging target audiences and promoting | Chorizo
European products, including chorizo. These events will be strategically | Consortium
organized in high-traffic locations, selected once the programme starts, within
the target market, providing opportunities for consumers to interact with the
products through tastings, presentations, and interactive experiences. The
goal is to raise awareness, generate interest, and foster a positive perception
of European products while reinforcing the message of local production
methods and quality. Target country: United Kingdom Target groups
targeted: Consumers
Outputs and estimated budget
Timeline YEAR 1 YEAR 2 YEAR 3
Outputs 4 supermarkets 4 supermarkets 4 supermarkets
Estimated Point of sale Pax Unite Price Total Year 1 Tm?l;gj;“ 2 TOt?l;(f/‘jf“ 3
budget CoSt of supermarket fee for pubiblicity T 7.000,00 € 7,000 € 7160 € 7.326 €
Organizational fee 1 1.000,00 € 1.000 € 1.040 € 1.082 €
Implementing body 13% 650 € 676 € 703 €
SUB TOTAL 5.000 € 5.200 € 5.408 €
Totalforthe 1 ¢ o 5 5o9 EUR 5.200 EUR 5.408

Work Package
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