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1. Communication campaigns 

a. #StopASF (African Swine Fever)

b. #EUChooseSafeFood

2. Digital communications

a. Food.eu 

3. Multilingualism 

Coordinated communications at EFSA – 2022 priorities

Localisaed

Coherent 
messaging

Accessible Coordinated 

Transparent

Underlying principles: coordinated comms
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#StopASF Campaign



#StopASF campaign 2022
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#StopASF: objectives 

• Raise 
awareness

Countries with 
lowest levels of 
awareness

• Maintain 
awareness 

Countries with 
high levels of 
awareness

• Increase 
reporting 
and 
prevention

Priority countries 
and countries with 
high awareness

Re-use messages and materials New messages on 
prevention and 
reporting
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#StopASF: campaign overview

Outreach in 18 

countries

Target 

audiences: 

farmers, vets, 

hunters

Budget ca. 500k 

EUR

Built on 2021 

feedback
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▪EFSA Focal Points (FP) 
involved from the start

▪FP support with stakeholder & 
media mapping and 
translations

▪Webinars planned with 
stakeholders in all countries

▪Sharing of information 
with EFSA networks

#StopASF: cooperation
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Timeline

Pre-
campaign 
planning 

(by end March 
2022)

Content 
production

(by end May 
2022)

LAUNCH

(June 
2022)

Campaign 
rollout

(June - Oct 
2022)
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#EUChooseSafeFood Campaign



The 2022 #EUChooseSafeFood campaign

The campaign in a nutshell

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

Purpose: (More) European citizens make food choices with confidence 

once reassured by the science behind.

Target Aud.: 25-45 years old, 65% women – 35% men, 

with a focus on future and young parents 

Phases: a) Raise awareness
b) Trigger critical thinking
c) Encourage engagement
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Participating Member States

▪ Italy

▪ Spain

▪ Austria

▪ Croatia

▪ Latvia

▪ Poland

▪ Portugal

▪ Finland

▪ Greece

▪ Cyprus

Continuing Year 1 Countries

New Year 2 Countries
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Campaign approach

•Paid advertising on media and 
social media: print and online 
newspapers, specialised
magazines and influencers

Paid

•Media relations with 
generalist and specialised 
media, radio, TV

Earned

•Dissemination via stakeholdersShared

•EFSA/MS channels (Twitter, 
Instagram, microsite)Owned
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Campaign focus

Trusted Science
Safe Food Enjoyment

Awareness EngagementCritical
Thinking

• Animal welfare

• Foodborne 

disease

• Additives

• Plant health

• Bee health

• Food waste

• Food Hygiene

• Contaminants

• Allergens

• Food packaging

• Novel foods

• Food 

Supplements
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Campaign website

• Website remains the central 
point of the campaign.

• Translated in all EU languages

• Mix of content from EFSA and 
Member States
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Timeline

Pre-
campaign 
planning 
(EFSA) 

(NOV-JAN 
2021)

Communic
ation plans

(FEB – MAR 
2022)

LAUNCH

(APR 2022)

Campaign 
rollout

(APR – OCT 
2022)
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Food.eu



Food.eu – Context, Goals and Vision

Context - Transparency Regulation  - EFSA's 
increased responsibilities for coordinated 

communications to citizens

Goal - Integrated risk communication for risk 
assessors and risk managers at EU & and national 

level 

Vision  - A community of communication 
professionals working together for coordinated, 

accessible and localised food safety information for 
European citizens
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Establish a portal 
for EU citizens on 
food safety topics 

Include outcomes 
of the risk 

assessment and 
risk management 

activities

Connect existing 
EU and MS 
channels

Filter existing 
content into a 
single citizen-
facing platform

Food.eu - Idea 
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Vision & 
Strategy

Governance
Content 
strategy/  

production

Editorial 
control

Time lag 
Topic 

selection

Food.eu - Challenges
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Multilingualism



2018 EU Ombudsman report: “EU bodies’ websites should, at 
least to some extent, be available in all EU official languages”

EU Transparency regulation (2019/1381) places emphasis 
on accessibility in communications 

Feedback to date: EFSA’s 5 languages + multilingual products 
well received (e.g. campaigns, multimedia products)

Digital communications: advances in communication 
technologies, including translation tools

Scope of EFSA multilingualism
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▪ Introduce eTranslation (machine 
translation tool) for EFSA website

▪ Developed by EC, secure, and free of 
charge to public administrations

▪ Move from 5 to 10 EU languages

▪ New languages:

▪ Polish

▪ Portuguese

▪ Dutch

▪ Greek

▪ Swedish

▪ Further EU languages to be 
introduced in 2023

Multilingualism at EFSA in 2022
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#OneEU202
2

One2022.eu

Save the date


