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IDENTIFICATION OF THE PROGRAMME Member State(s):



United Kingdom and Ireland



Title of the programme:



"Milk in Action"



Competent Authority(ies):



Rural Payments Agency, United Kingdom; Department of Agriculture, Fisheries and Food, Ireland



Proposing organisation(s):



The National Dairy Council (Ireland) The Dairy Council for Northern Ireland The Dairy Council for England and Wales (United Kingdom).



Implementing body(ies):



Not yet selected



Type of measure:



Mixed



Product(s):



Liquid milk and milk products (including low fat and flavoured milk)



Targeted Member States:



United Kingdom and Ireland



Duration:



3 years



Total budget:



€2.582.036



Proposal received on:



30.10.2009



ELIGIBILITY CRITERIA Respect of deadline for presentation by MS:



Yes



Implementing body(ies) selected by a competitive procedure



N/A



Written and signed commitment to co-financing by MS



Yes



Written and signed commitment to co-financing by the proposing organisation(s)



Yes



The programme is a coherent set of actions?



Yes



Actions not linked to origins or private brands, with the exception of designations under Community rules



Yes



Product(s)/target countries are eligible



Yes



Compliance with the relevant guideline(s)



Yes
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OPINION OF THE MEMBER STATES(S) Confirmation of conformity with national and Community legislation Link between proposed actions and other national/Community information/promotion actions



Yes No



Confirmation by the MS of the representativeness of the proposing organisation in the relevant sector(s)



Yes



Confirmation by the MS of the effectiveness of the proposing organisation



Yes



Confirmation by the MS of the technical capacity and effectiveness of the implementing body



N/A



DESCRIPTION OF THE PROGRAMME : Objective(s) : The objectives of the campaign are: – To improve young people’s attitudes towards milk. – To encourage milk consumption by young people aged 11 to 20 years.



Strategy : This programme aims to promote milk to the 11-20 age group and additionally milk products to women in Ireland in the 20-35 age group through the association with physical activity and sport. Sports ambassadors’, fitness professionals and sports nutritionists will endorse and promote milk and its benefits in sport through a number of different elements within the programme including advertising and a single interactive web site. The programme-focus on women will tap into existing programmes where there are synergies that can be used to strengthen and supplement the effort in communicating the importance and benefits of dairy within the diet. In that context, the National Dairy Council’s recent introduction of the Dairy Den Programme, a direct marketing programme for mothers and growing children will act as an important channel for further development. Equally, the existing Health & Wellbeing Programme for women by the National Dairy Council offers opportunities for extension to develop actions specific to the objective at hand with particular emphasis on osteoporosis. Target group(s) : 1. Young people aged 11-20 years 2, Influencers of young people aged 11-20-years i.e. coaches, sports nutritionists In addition, in Ireland a secondary target is young women aged 20-35 years.
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Themes : – Milk is healthy, natural and beneficial in sport and physical activity. – Milk and milk products are suited to a modern balanced diet and active healthy lifestyle. – Milk and milk products are enjoyable and have specific nutritional value beneficial in particular for certain age groups. – Low-fat milk and milk products are good choices after recreational exercise and sporting activity – The importance of milk’s nutrients in the body eg calcium and bone health, protein and muscle – Aspects covered: nutrition, physical activity, health, image of milk as a good lifestyle choice to fit in with a balanced diet



Aspects covered :



quality safety of food specific production methods nutritional values health impacts labelling animal welfare standards respect for the environment image of Community products Community systems for PDO/PGI/TSG or organic products graphic symbols for remote regions Community system of QWPSR, geographical indication or reserved traditional indications for wine or spirits



Messages to be conveyed : – Milk a good choice as part of a healthy balanced diet and active lifestyle. – The nutrients in milk and milk products such as cheese and yogurt have important roles in the body eg calcium is important for bones, protein is important for muscle. – Milk and milk products are good choices after recreational exercise and sporting activity.
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Actions, including their scope/volume and a provisional timetable: Action 1: Development of Campaign Identity



Combined Actions



Action Breakdown for Ireland



Development of Creative Visual Identity for Milk in Action Programme: The first action seeks to develop a creative visual identity for the Milk in Action Programme that targets the 11-20 year old age group but also key influencers such as coaches, trainers, physical education teachers and sports nutritionists in Ireland and the UK. In addition, women in the 20-35 year age group will also form a target group for the programme in Ireland.



1 Development 1 Action is of common combined creative visual identity for the Milk in Action Programme



Action 2: Development of Information Material



Combined Actions



Action Breakdown for Ireland



Action Breakdown for UK 1



Action is combined



Action Breakdown for UK



This action will develop three specific items of information material. Information Guide: 11-20 Yr Olds: Firstly, a general information guide will be produced targeting consumers in 11-20 year age group for both the UK and Ireland.



1 Information Guide: 11-20 year olds



Information Guide: 20-35 Yr Olds: Secondly, an information guide will be developed targeting young women in the 20-35 age bracket in Ireland. Newsletter: Sports Professionals: A newsletter will be developed for those involved in sport at a professional level (i.e. sports nutritionists and coaches). UK and Irish editions of this newsletter will be produced.



3 Newsletter: Sports Professionals
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1 Action is combined



1 Action is combined



2 Information Guide: 20-35 year old women



2 N/A



3 Action is combined



3 Action is combined



Action 3: Advertising Development & Implementation



Combined Actions



Action Breakdown for Ireland



Action Breakdown for UK



This action is divided into the development of the advertising materials and the implementation of the Milk in Action advertising campaign. Development of 5 Print Advertisements: This involves the development of five print advertisements targeting 11-20 year olds which will be placed in teenrelated magazines in the UK and Ireland.



1 Development 1 Action is of five combined common print adverts targeting 1120 year olds to be placed in teen-related magazines



1 Action is combined



Recruitment of 4/5 Sports Personalities: 4/5 sports personalities will be recruited to act as ambassadors for the Irish campaign only.



2 Recruitment of 4-5 sports personalities to act as ambassadors for the Irish campaign



2 N/A



Development of Print Advertisements & Radio Adverts: This will involve the development of five print advertisements and five radio adverts utilising these ambassadors for the Irish campaign.



3 Development of five print adverts and five radio adverts utilising these ambassadors



3 N/A



4 Action is combined



4 Action is combined



Placement of Print Advertisements in Teen Magazines: In terms of implementing the campaign, this relates to the placement of 4-6 print advertisements per annum within teen magazines in the UK and 3-4 per publication in Ireland.



4 4-6 placements p.a. in teen magazines within UK and Ireland
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Placement of Print Advertisements in Specialist Related Health & Fitness Magazines/Publications: This relates to the placement of 3-4 advertisements per annum per publication in specialist related health and fitness magazines/publications in Ireland.



5 4-6 placements p.a. in specialist health and fitness magazines/press within reland



5 N/A



Radio Advertising: The element relates to Ireland only and involves radio advertising on 8 stations for up to 4 weeks per annum.



6 30" radio advertisement x 8 stations x 4 weeks p.a.



6 N/A



"Radio Days": The element relates to the UK only and involves the organising of radio days featuring sports nutritionists and trainer interviews.



7 N/A



7 Organisation of Radio Days



Media Monitoring: The final element again relates to Ireland only and provides for the media monitoring costs for the campaign.



8 Media monitoring costs



8 N/A



Action 4: Development, Servicing and Marketing Website



Combined Actions



Action Breakdown for Ireland



Action Breakdown for UK



This action aims to develop a single interactive Milk in Action website as a central promotional tool of the programme. This action breaks down into a number of distinct elements. Technical Development, Creative Design, Hosting and Maintenance of the Milk in Action Website: This involves the development, creative design, hosting and maintenance of the single interactive Milk in Action Website.



1 Technical development, creative design, hosting and maintenance of the Milk in Action website



9



1 Action is combined



Action is combined



Development & Production of Downloads: This involves the development and production of video downloads featuring sports nutritionists and coaches.



2 Development and production of video downloads featuring sports nutritionists and coaches in Ireland and the UK



2 Action is combined



2 Action is combined



Online Competitions: Online competitions will be co-ordinated to drive traffic to the website. These competitions will be highlighted in the advertisements developed for the campaign and will include the website details.



3 Co-ordination of online competitions



3 Action is combined



3 Action is combined



Marketing the Website: The final element involves marketing the Milk in Action Website through a variety of online advertising and specific third party Website marketing.



4 Marketing the Milk in Action website through online advertising and third party website marketing



4 Action is combined



4 Action is combined



Action 5: Engagement with Influencers



Combined Actions



Action Breakdown for Ireland



Action Breakdown for UK



This action co-ordinates Milk in Action Seminars at three levels. Seminar 1: Fitness Professionals: 1 Seminar 1: This seminar is aimed at fitness Fitness professionals (i.e.. nutritionists, Professionals trainers and coaches) and will involve one event in Ireland and two in the UK.



1 Action is combined



1 Action is combined



2 Seminar 2: Seminar 2: Health & Fitness Writers: This is aimed at health and Health & fitness writers and will take place in Fitness the UK but organised jointly with Writers Ireland.



2 Action is combined



2 Action is combined
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Regional Seminars: This involves ten regional seminars to take place in Ireland only in conjunction with the local major sporting organisations.



Action 6: Extension of Dairy Den/Health & Wellbeing Programmes



3 Regional Seminars: Ten seminars organised in conjunction with the national sporting organisations



Combined Actions



Action Breakdown for Ireland



3 N/A



Action Breakdown for UK



This action is specific to Ireland only and aims to expand the Milk in Action Programme to young women in the 20-35 year old age group. Dissemination of Information Guide for Women: This will be achieved by disseminating the information guide produced for women via the NDC Dairy Den Database which contains over 30,000 contact details for women in Ireland.



1 Dissemination of information guide to 30,000 women in the 20-35 year age group using direct mail via Dairy Den database



1 N/A



Osteoporosis Seminars: A series of 40 seminars will be co-ordinated Ireland dealing specifically with the topic of osteoporosis and the effects of this disease in women and to reiterate the importance of dairy in the diet.



2 Co-ordination of 40 seminars on osteoporosis targeting women in the 20-35 age bracket



2 N/A



Action 7: Milk Cup



Combined Actions
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Action Breakdown for Ireland



Action Breakdown for UK



Sponsorship - Milk Cup: This action is specific the UK (N. Ireland only) and involves the sponsorship of the Northern Ireland Milk Cup to raise the awareness of the relationship between milk and sport by advertising milk at each venue and promoting the benefits of milk through a co-ordinated PR programme.



1 N/A



1



2 N/A



Sponsorship of N Ireland Milk Cup fee



2 3 N/A 3



Advertising & 'Zorbing' Promotion PR Programme



Anticipated impact: The Milk in Action Programme will increase the awareness of key messages regarding milk and its role in physical activity within the 11-20 year old age group in Ireland and the UK. In Ireland it will also add to and further develop the National Dairy Council’s existing programmes in particular: – Promotion of the School Milk Programme (5-12 Year Olds) – Health & Wellbeing Programme for Women – Dairy Den Programme for Mothers



In the UK it will also increase the awareness of key influencers of young people’s dietary and physical activity behaviours such as coaches and physical education teachers. It is proposed to undertake an annual evaluation impact study for which the following primary parameters will be measured: – Awareness of the programme – Knowledge of the key messages – Change in attitudes (which is the ultimate objective) Methodology The preferred methodology for impact assessment will be the use of an omnibus survey for both the UK and Ireland. This methodology is based on data obtained through an administered questionnaire with the target audience. In order to maximise cost efficiencies, it is already known that there are companies in both target countries who run their omnibus surveys on a monthly basis. This means that a company can buy space, and questions, in the overall questionnaire rather than undertaking an entirely separate survey. The sample size of the target audience in the survey is representative enough to allow results to have statistical robustness. The omnibus methodology is well known, and is used widely in both the UK and Ireland and is a cost effective quantitative market research methodology.
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In line with procurement guidelines, those companies with the necessary expertise and in this omnibus methodology, will be invited to tender for the work.



experience



Primary Impact Indicator The primary impact indicator to be measured through the use of the omnibus survey is to assess the key objective of achieving a: 6% overall positive change in attitudes within the target group 11-20 year olds in the UK and Ireland over the three year period. 3% overall positive change in attitudes within the target group 20-35 year old women in Ireland. There is a higher percentage increase projected for the 11-20 year old age group given that the majority of expenditure within the programme for Ireland will target this group of consumers. However, given that the actions specifically focused on women are designed to complement and further add to existing activities by the National Dairy Council, the projections appear realistic. Secondary Impact Indicators In addition to the measuring the primary indicator, the following table also sets out a number of secondary impact indicators according to the specific action. The table provides the detail on which of these indictors are combined between Ireland and the UK with a further breakdown in each target country.



ASSESMENT BY THE MEMBER STATE General interest of the programme:



25.5/30



Quality of the programme: 33.5/40 European dimension: 7/10 Cost/efficiency: 15.5/20
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Budget by action : BUDGET SUMMARY TABLE - TOTAL PROGRAMME (EUROS) Total Programme (€) Breakdown of Actions Action 1: Development of Campaign Identity



Year 1



Year 2



Year 3



Total



8.889



0



0



8.889



69.429



51.749



51.749



172.927



336.111



344.511



338.800



1.019.422



182.746



147.035



147.035



476.816



Action 5: Engagement With Influencers



65.091



42.643



47.758



155.491



Action 6: Extension of Dairy Den/Health



31.726



31.725



31.725



95.176



Action 7: Milk Cup



109.943



114.223



114.223



338.388



Total for Actions (1)



803.934



731.886



731.289



2.267.109



1.564



1.520



1.487



4.571



60.295



54.891



54.847



170.033



24.118



21.957



21.939



68.013



889.911



810.254



809.561



2.509.727



Overheads calculated (5%)



25.646



23.426



23.237



72.309



TOTAL FOR PROGRAMME



915.558



833.680



832.798



2.582.036



Action 2: Development of Information Material Action 3: Advertising Development & Implementation Action 4: Development, Servicing & Marketing Web Site



& Wellbeing Programmes



Costs of Performance Guarantee (Estimate) Fees of Implementing Body (max 15% of of 50% of total cost of actions) Measurement of Results of Actions (max 3%) Total Direct Costs for the Programme (2)



2,00
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BUDGET SUMMARY TABLE - TOTAL PROGRAMME & COMBINED ACTIONS Total Programme (€) Breakdown of Actions Action 1: Development of Campaign Identity



Year 1



Year 2



Year 3



Total



8.889



0



0



8.889



69.429



51.749



51.749



172.927



336.111



344.511



338.800



1.019.422



182.746



147.035



147.035



476.816



Action 5: Engagement With Influencers



65.091



42.643



47.758



155.491



Action 6: Extension of Dairy Den/Health



31.726



31.725



31.725



95.176



Action 7: Milk Cup



109.943



114.223



114.223



338.388



Total for Actions



803.934



731.886



731.289



2.267.109



Action 2: Development of Information Material Action 3: Advertising Development & Implementation Action 4: Development, Servicing & Marketing Web Site



& Wellbeing Programmes



Total programme Total combined actions Combined actions as % of total actions



2.267.109,09 927.452,25 40,91
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BUDGET SUMMARY TABLE - TOTAL PROGRAMME & COMBINED ACTIONS Combined Actions (€) Breakdown of Actions Action 1: Development of Campaign Identity Action 2: Development of Information Material Action 3: Advertising Development & Implementation Action 4: Development, Servicing & Marketing Web Site Action 5: Engagement With Influencers Action 6: Extension of Dairy Den/Health & Wellbeing Programmes Action 7: Milk Cup Total for Actions



Year 1



Year 2



Year 3



Total



8.889,00 58.579,00 60.592,00



0,00 44.899,00 60.952,00



0,00 44.899,00 58.135,00



8.889,00 148.377,00 179.679,00



182.745,65



147.034,62



147.034,62



476.814,89



65.090,60 0,00



21.743,00 0,00



26.858,76 0,00



113.692,36 0,00



0,00 375.896,25



0,00 274.628,62



0,00 276.927,38



0,00 927.452,25
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BUDGET SUMMARY TABLE - IRELAND & UK (EUROS) Ireland (€) Breakdown of Actions Action 1: Development of Campaign Identity



Year 1



Year 2



Year 3



Total



3.000



0



0



3.000



42.179



33.219



33.219



108.617



266.461



274.861



269.150



810.472



72.952



57.021



57.021



186.994



Action 5: Engagement With Influencers



31.636



24.658



24.658



80.952



Action 6: Extension of Dairy Den/Health



31.726



31.725



31.725



95.176



0



0



0



0



447.954



421.484



415.773



1.285.211



500



500



500



1.500



33.597



31.611



31.183



96.391



13.439



12.645



12.473



38.556



495.489



466.240



459.929



1.421.658



12.468



11.522



11.292



35.282



TOTAL FOR PROGRAMME



507.958



477.762



471.221



1.456.941



Total cost for actions undertaken by IB



249.367



230.436



225.845



705.648,00



Action 2: Development of Information Material Action 3: Advertising Development & Implementation Action 4: Development, Servicing & Marketing Web Site



& Wellbeing Programmes Action 7: Milk Cup Total for Actions (1) Costs of Performance Guarantee (Estimate) Fees of Implementing Body (max 15% of of 50% of total cost of actions) Measurement of Results of Actions (max 3%) Total Direct Costs for the Programme (2) Overheads (5%)
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BUDGET SUMMARY TABLE - IRELAND & UK (EUROS) UK (€) Breakdown of Actions Action 1: Development of Campaign Identity



Year 1



Year 2



Year 3



Total



5.889



0



0



5.889



Action 2: Development of Information Material



27.250



18.530



18.530



64.310



Action 3: Advertising Development



69.650



69.650



69.650



208.950



109.794



90.014



90.014



289.822



Action 5: Engagement With Influencers



33.455



17.985



23.100



74.539



Action 6: Extension of Dairy Den/Health



0



0



0



0



Action 7: Milk Cup



109.943



114.223



114.223



338.388



Total for Actions (1)



355.980



310.402



315.516



981.898



1.064



1.020



987



3.071



26.699



23.280



23.664



73.642



10.679



9.312



9.465



29.457



394.422



344.014



349.632



1.088.069



13.178



11.904



11.945



37.027



407.600



355.918



361.577



1.125.095



& Implementation Action 4: Development, Servicing & Marketing Web Site



& Wellbeing Programmes



Costs of Performance Guarantee (Estimate) Fees of Implementing Body (max 15% of of 50% of total cost of actions) Measurement of Results of Actions (max 3%) Total Direct Costs for the Programme (2) Overheads (5%) TOTAL FOR PROGRAMME
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BUDGET SUMMARY TABLE - N. IRELAND & ENGLAND/WALES (EUROS) Northern Ireland (€) Breakdown of Actions Action 1: Development of Campaign Identity



Year 1



Year 2



Year 3



Total



2.889



0



0



2.889



0



0



0



0



5.885



5.885



5.885



17.655



55.801



42.961



42.961



141.723



Action 5: Engagement With Influencers



5.115



0



5.115



10.229



Action 6: Extension of Dairy Den/Health



0



0



0



0



Action 7: Milk Cup



109.943



114.223



114.223



338.388



Total for Actions (1)



179.632



163.069



168.183



510.884



535



535



535



1.605



13.472



12.230



12.614



38.316



5.389



4.892



5.045



15.327



199.028



180.726



186.377



566.131



0



0



0



0



8.448



7.835



7.875



24.158



207.476



188.561



194.253



590.289



168.953,00



156.701,50



157.504,00



483.158,50



Action 2: Development of Information Material Action 3: Advertising Development & Implementation Action 4: Development, Servicing & Marketing Web Site



& Wellbeing Programmes



Costs of Performance Guarantee (Estimate) Fees of Implementing Body (max 15% of of 50% of total cost of actions) Measurement of Results of Actions (max 3%) Total Direct Costs for the Programme (2) Percent of Actions by Proposing Body Overheads (5%) TOTAL FOR PROGRAMME Total cost for actions undertaken by IB
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BUDGET SUMMARY TABLE - N. IRELAND & ENGLAND/WALES (EUROS) England/Wales (€) Breakdown of Actions



Year 1



Year 2



Year 3



Total



3.000



0



0



3.000



Action 2: Development of Information Material



27.250



18.530



18.530



64.310



Action 3: Advertising Development



63.765



63.765



63.765



191.295



53.993



47.053



47.053



148.099



Action 5: Engagement With Influencers



28.340



17.985



17.985



64.310



Action 6: Extension of Dairy Den/Health



0



0



0



0



0



0



0



0



176.348



147.333



147.333



471.014



529



485



452



1.466



13.226



11.050



11.050



35.326



5.290



4.420



4.420



14.130



195.394



163.288



163.255



521.937



0



0



0



0



4.730



4.069



4.069



12.869



200.124



167.358



167.324



534.806



94.598,15



81.388,12



81.388,12



257.374,39



Action 1: Development of Campaign Identity



& Implementation Action 4: Development, Servicing & Marketing Web Site



& Wellbeing Programmes Action 7: Milk Cup Total for Actions (1) Costs of Performance Guarantee (Estimate) Fees of Implementing Body (max 15% of of 50% of total cost of actions) Measurement of Results of Actions (max 3%) Total Direct Costs for the Programme (2) Percent of Actions by Proposing Body Overheads (5%) TOTAL FOR PROGRAMME
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Co-financing plan : € Ireland and UK EU Ireland and UK Total



Year 1 457.779 457.779 915.558



% 50 50 100



Year 2 416.840 416.840 833.680



% 50 50 100



Year 3 416.399 416.399 832.798



% 50 50 100



Total 1.291.018 1.291.018 2.582.036



% 50 50 100



Ireland EU Member state (20%) PO (30%) Total



Year 1 253.979 101.592 152.387 507.958



% 50 20 30 100



Year 2 238.881 95.552 143.328 477.762



% 50 20 30 100



Year 3 235.611 94.244 141.366 471.221



% 50 20 30 100



Total 728.470 291.388 437.082 1.456.941



% 50 20 30 100



UK EU 50% PO 50% Total



Year 1 203.800 203.800 407.600



% 50 50 100



Year 2 177.959 177.959 355.918



% 50 50 100



Year 3 180.788 180.788 361.577



% 50 50 100



Total 562.548 562.548 1.125.095



% 50 50 100



Year 1 100.062 100.062 200.124



% 50 50 100



Year 2 83.679 83.679 167.358



% 50 50 100



Year 3 83.662 83.662 167.324



% 50 50 100



Total 267.403 267.403 534.806



% 50 50 100



Year 1 103.738 103.738 207.476



% 50 50 100



Year 2 94.280 94.280 188.561



% 50 50 100



Year 3 97.126 97.126 194.253



% 50 50 100



Total 295.145 295.145 590.289



% 50 50 100



TDC England and Wales EU England and Wales Total NI EU NI Total
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Final co-financing table EU Member states PO Total



Year 1 457.779 101.592 356.187 915.558



% 50 11 39 100



Year 2 416.840 95.552 321.288 833.680



% 50 11 39 100



Year 3 416.399 94.244 322.155 832.798



% 50 11 39 100
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Total 1.291.018 291.388 999.630 2.582.036



% 50 11 39 100



RESULT OF THE ELIGIBILITY AND QUALITY EXAMINATION Remarks: Programme eligible: First observations to be communicated to MS:



Yes



General remarks (1)



The programme is consisted of three different applications with similar descriptions. Only a percentage of the actions is undertaken in common with the three organisations. Important differences are appearing in between them as the products that are under promotion by the programme as a whole (TDC for liquid milk, NDCI and NDC for milk, cheese and yogurt). Coherence is lacking because there is not a uniform and a unique presentation based on a single description that includes the actions in the programme as a whole. Differences in the terminology used for the same actions also exist such as the presentation of a roadshow in one proposal (NDC) and as an event in the other proposal (TDI) something that causes confusion in the description and analysis of the programme (article 8(1) third paragraph of Regulation (EC) No 501/2008). Therefore the single description of the programme is necessary with a clear differentiation of the relevant actions that will be undertaken by each organisation (given that the criteria of the Regulations are met for actions undertaken from the proposing organisation) and which actions will take place in each separate targeted country only or in both targeted countries.



(2)



The programme presentation does not provide a budget summary table in accumulation of all the expenditure foreseen for the programme in the two countries as a whole. Instead there are three different individual tables provided concerning each separate applicant organisation. Concerning the United Kingdom there is not a budget summary for the whole of it but two different budget tables ; one for Northern Ireland and one for England and Wales. A budget summary should be provided for the whole of the programme and additional separate budget tables should be provided for each target country (i.e. one for UK and one for Ireland) as part of the single description of the programme. The common actions between the three different organisations and in particular between the two different countries are approximately 13% which is considered rather low for a multinational programme (article 8(1) third paragraph of Regulation (EC) No 501/2008). Clarifications should be provided and this % should be increased so that the programme coherence be increased and a bigger part of the actions is shared among the participants organisations in the two countries.



(3)



The programme does not present a uniform timetable and planning for the whole set of actions. This questions the coherence of the programme as a whole and it appears that although there is a common logo to be used there is no coherent planning for the whole of the programme to maximise the impact of the investment even in the case of UK where the two organisations will run programmes within the same target country. Such planning is necessary for the better coordination of thecoherence and avoidance of any overlapping on the dissemination of messages (articles 1(2) and 8(1) third paragraph of Regulation (EC) No 501/2008).
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(4)



In accordance with article 4(3) of Regulation (EC) No 501/2008 any reference in messages to be disseminated to the effects on health of consuming the products concerned shall be based on generally accepted scientific data. Messages referring to such effects must be acceptable to the national authority responsible for public health. A trade or inter-trade organisation as referred to in Article 6(1) of Regulation (EC) No 3/2008 which proposes a programme shall keep a list available for the Member State concerned and the Commission of the scientific studies and the opinions of authorised scientific institutions on which the messages in the programme referring to effects on health are based. Therefore these requirements should be fulfilled and relevant documentation submitted since the key messages refer to health issues and there is no approval presented from the national competent authority of Ireland and of UK.



(5)



Although it is a single programme the indicators for the measurement of the impact of the programme from the two different partners of the programme (UK organisations and Irish organisation) are not the same. In consequence the impact of the programme cannot be measured on a uniform basis. Clarifications are needed to demonstrate the tackling of this non evident issue for the programme? Impact indicators should be the same although it is a single programme.



(6)



In addition to the above observation in all three presented proposals the precise method for the measurement of the impact of the programme is not provided. Furthermore the key indicators for the measurement of impact differ even for the same common action (e.g. website, advertising). A common method with impact indicators (same for all the programme) should be presented.



(7)



A detailed plan for advertisement (action No 5) should be provided presenting the press items and TV channels as well as the number of advertisements adds/articles/spots (inc. size/duration) and individual costs for the whole of the action.



UK part-TDC proposal (8)



Concerning action No 4 the description of radio days needs additional information on the radio channels over which the interviews will be presented the duration of interviews and the general planning where these interviews will be played. Clarifications should be provided in the budget tables for the cost of the emission of these interviews.



(9)



The costs of the action “development and production of video downloads” need further details in order to evaluate the cost efficiency given the presentation of costs for the camera operators, nutritionists and other contracted personnel (e.g. daily rates of 1200 £ for a camera operator , 1000£ for the services of a nutritionist).



(10)



The costs of the action “advertisement in specialist health and fitness magazines” (action No 4) are not clear and further information is needed to provide the size of advertisements, themes to be presented (content) and timetable over the year together with the names of magazines.



(11)



Concerning action No 5 a detailed analysis of the costs should be provided to demonstrate the requested budgeted amounts. This should cover a full description of foreseen expenditure. In particular there is no information on the place where the action will take place (hotel or other), number of invitations and PR undertakings for this action. What are the themes addressed in this action. Provide clarifications. 24



(12)



For the action “fitness professionals and young athletes workshop” a detailed analysis of the costs should be provided to demonstrate the cost calculation of the amounts of the requested budget. This should cover a full description of each expenditure. In particular there is no information where the action will take place (hotel or other), number of invitations and PR undertakings for this action are not described. What are the themes addressed in this action. Provide clarifications.



(13)



The Dairy Council of England and Wales intends to implement 46% of the budget of the foreseen actions by itself. Sufficient information should be provided with evidence on the compliance with the criteria of article 13(1) of Commission Regulation (EC) No 501/2008. The technical capacity of the organisation should be evident concerning the length of experience as well as the capacity for each particular action that the organisation intends to implement. The rates under which the actions will be implemented should not exceed market rates (no evidence). The provided information does not meet this requirement. Quotations with explanations on meeting market rates should be presented.



(14)



The calculation of fees for the actions that will be undertaken by the proposing organisation (46%) should be presented in accordance with annex (III) chapter 1.1 of the model contract (article 16(2) of Commission Regulation (EC) No 501/2008). Although the proposing organisation foresees the execution of 46% of the Budget itself it does not provide the fees on that basis and it is not in line with this requirement in accordance with the rules described in the annex of the model contract.



(15)



In the Budget table the overheads are exceeding the maximum acceptable limits of 5% in accordance with annex (III) chapter A.2 (article 16(2) of Regulation (EC) No 501/2008).



(16)



The tools (method) for the measurement of key indicators are not presented in order to show how all presented indicators will be measured for having the final impact of the programme (see also obsrvations No 5 and 6).



UK part-DCNI proposal (17)



Concerning action No 1 (Milk Cup) there is no information for the flyers such as a)their quality, cost description, size, paper and other; b)for the competition such as rule of competition prize winning and other and c)for the logo stickers such as volume general description quality and size. For the PR imagery there is no cost information and adequate description. Description of the competition run for the action No 1 is not presented. In addition there is not a description of banners used for this action. The general description of the parts of this action is vague and it is not provided what each budget line provided in the table of pages 27 and 28 stands for. Clarifications should be provided for these issues.



(18)



For action No 4 the materials to be distributed during the seminars are not described apart their cost. Additional information and clarifications should be provided.



(19)



The Dairy Council of Northern Ireland intends to implement 6% of budget of the actions by itself. Sufficient information should be provided with evidence on the compliance with the criteria of article 13(1) of Commission Regulation (EC) No 501/2008. The technical capacity of the organisation should be evident concerning the length of experience as well as for each particular action that the organisation intends to implement. The rates under which the actions will be implemented should not exceed market rates (no evidence). The provided information does not meet this requirement. 25



(20)



In the budget table the implementing body fees account for 6.9% of the cost of actions. In the budget table there is no budget line foreseen for the organisations’ cost born by itself on the execution of actions. Given the fact that the presented implementing body fees are low and that the organisation does not present any cost for its own undertakings (no reference to costs relating to the implementation of actions by the proposing organisation) it is questionable on whether the cost planning of the programme is realistic. In addition since there is not a cumulative budget table for the whole of the programme is very unclear which costs correspond to common actions and which costs are not in this category. It is necessary that clarifications provided on the net cost of each action and on the planned costs for their execution on a realistic basis. The cost of the actions undertaken by the organisation itself should meet the criteria of the annex III of the model contract.



(21)



The tools (method) for the measurement of key indicators are not presented. This should be provided to show how all presented indicators will be measured for having the final impact of the programme. The use of OMNIBUS company as a possible contractor to undertake the surveys does not cover the description of the survey for measurement of the presented impact indicators. In addition a competitive procedure should be followed to select the appropriate implementing body for the undertaking of the relevant survey (see also observations No5 and 6).



Irish part-proposal by NDC (22)



Clarifications should be provided as the Irish proposal is based on the provision and information for milk, cheese and yogurt. while the rest of the programme as presented by the other two proposing organisations is based only on milk.



(23)



The Dairy Council of Ireland intends to implement 43.1% of budget of the actions by itself. Sufficient information should be provided with evidence on the compliance with the criteria of article 13(1) of Commission Regulation (EC) No 501/2008. The technical capacity of the organisation should be evident concerning the length of experience as well as the capacity for each particular action that the organisation intends to implement. The rates under which the actions will be implemented should not exceed market rates (no evidence). The provided information does not meet this requirement. Quotations with explanations on meeting market rates should be presented.



(24)



The calculation of fees for the actions undertaken by the proposing organisation should be presented in accordance with annex (III) chapter 1.1 of the model contract (article 16(2) of Commission Regulation (EC) No 501/2008). Although the proposing organisation foresees the execution of 43.1% of the Budget itself it does not provide the fees on that basis as required.



(25)



There is no detailed analysis of travel and accommodation expenditure foreseen in the programme. This requirement is necessary for the examination of the compliance of this expenditure with the requirements of the annex (III) chapter 2 of the model contract (article 16(2) of Commission Regulation (EC) No 501/2008).



(26)



Concerning the actions, the following elements should be clarified (a)



quality of printed materials (hard/soft paper and other)



(b)



roadshow for journalists: how it is possible to have 50 participants while only 10 out of them are journalists? 26



(c)



roadshows: clarifications are needed on the description of the publicity costs for each one of the road shows as well as the third party PR costs.



(d)



advertisement: the size of the advertisements as well as the press items where the advertisements are planned, be provided.



(e)



seminars on osteoporosis: further information is needed on the cost details as well as a detailed description of the action that would provide the size and the cost elements of the actions



(27)



The tools (method) for the measurement of key indicators are not presented so that the method of measurement is complete. This should be provided to show how all presented indicators will be measured for having the final impact of the programme (see also observations No 5 and 6).



(28)



In the Budget table the overheads are exceeding the maximum acceptable limits of 5% in accordance with annex (III) chapter A.2 (article 16(2) of Regulation (EC) No 501/2008).



Competent authorities (29)



The application as foreseen by article 8(1) third paragraph provides the model budget table that has to be presented with each application. This programme does not have a single budget table for the whole programme. Furthermore the proposal should contain a unique list of the actions numbered covering the whole programme. The submission of three applications as one is not in line with this requirement of the relevant regulations. Clarifications should be provided by the competent authority and the necessary adaptations should be verified by it.



The applicant organisation with its reply with ref Ares(2009)361113 and Ares(2009)361306 sent on 30.11.2009 provided information that covered the observations and requested clarifications of the Commission.



OPINION OF THE COMMISSION SERVICES Quality of the programme:



good



(coherence between strategy and objectives, quality of actions) European dimension / added value: Promotion of EU milk production Impact forecast and assessment' methods No method is presented but a list of impact indicators for actions and objectives Cost-effectiveness of the programme:



good



(relation between total cost and anticipated impact) 27



Points awarded by MS:



81.5/100



Priority awarded by MS:



1/2



External consultant’s opinion:



N/A



CONCLUSIONS The programme provides a coherent set of actions. Observation(s) : Additional information asked by letters n° Ares(2009)321428 on 13.11.2009 (Ireland) and Ares(2009)321560 on 13.11.2009 (United Kingdom) .



n°



Letters with a list of clarifications was provided on 30.11.2009 with ref Ares(2009)361113 and Ares(2009)361306.These clarifications have covered the observations of the Commission services. Recommendation(s) : - To be accepted
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IDENTIFICATION OF THE PROGRAMME Member State(s):



Bulgaria



Title of the programme:



“Programme for information and promotion of dairy products (white brined cheese, kashkaval) in the internal market (Germany, Spain)”



Competent Authority(ies):



Ministry of Agriculture and Food



Proposing organisation(s):



National Association of Milk Processors



Implementing body(ies):



Economotechniki ltd



Type of measure:



Mixed



Product(s):



Milk products ( White Brined Cheese, Kashkaval)



Targeted Member States:



Germany and Spain



Duration:



3 years



Total budget:



3.170.235,00€



Proposal received on:



30.10.2009



ELIGIBILITY CRITERIA Respect of deadline for presentation by MS:



Yes



Implementing body(ies) selected by a competitive procedure



Yes



Written and signed commitment to co-financing by MS



Yes



Written and signed commitment to co-financing by the proposing organisation(s)



Yes



The programme is a coherent set of actions?



Yes



Actions not linked to origins or private brands, with the exception of designations under Community rules



Yes



Product(s)/target countries are eligible



Yes



Compliance with the relevant guideline(s)



Yes
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OPINION OF THE MEMBER STATES(S) Confirmation of conformity with national and Community legislation



Yes



Link between proposed actions and other national/Community information/promotion actions



Yes



Confirmation by the MS of the representativeness of the proposing organisation in the relevant sector(s)



Yes



Confirmation by the MS of the effectiveness of the proposing organisation



Yes



Confirmation by the MS of the technical capacity and effectiveness of the implementing body



Yes



DESCRIPTION OF THE PROGRAMME : Objective(s) : - To increase the consumption and the demand for European dairy products in Germany and Spain. - To increase the market share of European dairy products in Germany and Spain in the competition with similar products by enhancing their image. - To encourage consumption of milk and milk products by young people as future adult consumers



Strategy : The strategic planning of the Programme was based on: - The objectives of the program - The characteristics of the target groups - The current market situation in the target countries - The characteristics and advantages of the products - The most up-to-date techniques for information and promotion Use of the most modern methods and tools for evaluating the results. The implementation period of the program has been set to 3 years in order to achieve consistency and stability of the actions and full sequence of the measures with the purpose they serve. Overall, the actions are general but also targeted, since they address to all target groups but also to selected centres of influence and opinion leaders. The program is realistic taking seriously into consideration the difficulties presented in each country and among the target groups. The program is strategically chosen to focus on the major cities of Germany and Spain. 30



Target group(s) : - Consumers, (children and adolescents 6-18 years old, young people aged 19-35 and adults aged 36-55, elderly over 56 years old) - Influence groups to the above (students at culinary schools, opinion leaders, professionals of the market



Themes : The themes the programmes will address are the following: Quality, food Safety, image of EU products, traditional diet, lifestyle - high quality cheese . For each one specific definitions are given.



Aspects covered :



quality safety of food specific production methods nutritional values health impacts labelling animal welfare standards respect for the environment image of Community products Community systems for PDO/PGI/TSG or organic products graphic symbols for remote regions Community system of QWPSR, geographical indication or reserved traditional indications for wine or spirits



Messages to be conveyed : - Traditional dairy products made by natural procedures - European dairy products guarantee quality and safety - Large variety of European dairy products that satisfy every taste - Traditional dairy products with exceptional flavour - Consume dairy products on a daily basis 31



- The best choice for quality nutrition



Actions, including their scope/volume and a provisional timetable: 1 Electronic media Logo: The logo will be translated in two (2) languages (German and Spanish) and it will be imprinted in different sizes and variations in the following: - Website and printed material (brochures, recipe books, posters, invitations, badges, documents etc) - Stands during the exhibitions and outfits (caps, uniforms) for personnel during implementation of the activities - TV spots and advertisements Web Portal: The portal will be designed in three languages (Bulgarian, Spanish and German) and will contain the following sections: - Introduction - introduction in the web portal with a flash format application- Products section detailed information of the products and their qualities- Presentation of the organization and its members- Themes section - special sections with information regarding the themes coveredRecipes section - presentation of different uses of the products- Project - updated information on project's progress- Newsletter- Voting- RSS feeds Through these services portal supports active participation of visitors. These services include: - Information through newsletters - Comments on published articles - Participation in electronic voting- Evaluation / Scoring of published articles- Update via RSS feeds. DVD: The application will contain information about the products (history, qualities and characteristics, production procedure) focusing on the quality and safe standards followed to all product circle. DVD application will be in two (2) languages (German and Spanish) will be produced in 20.000 units and will be in special labeled case. Cost includes design (philosophy, structure), development (content, translation) and production. “Play and learn” game : Game application for young people can diffuse information and messages in a more comprehensive way than other conventional methods and tools. The application will offer young with a friendly to use game that will allow them to play and learn.
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2 Printed material 8 page brochures: 8 pages brochures of illustrated paper (115 gr, 20,5 cm x 14 cm), stapled and produced in 250.000 pieces distributed evenly in two languages (German and Spanish). They will provide general information about the products and the dairy sector in Bulgaria and the EU, focusing on the aspects of food safety and quality, their intrinsic qualities and their ingredients in order to enhance the image of the products. Posters: Posters will be produced by offcet illustrated paper of 200gr/m3, of dimensions 50x70 centimetres. They will present, through an image or a graphic, the main messages of the project. 2500 will be produced in two languages (German and Spanish) Folders: They will be made from A4 hard illustrated paper (200 gr) coloured, with logo of the project imprinted. They will be used for the distribution of information material during the various activities of the project (DVD, brochures and recipe book). They will reproduced in 20.000 copies in two languages distributed evenly (German and Spanish). Recipe book 16pages: 16 pages recipe book (150 gr illustrated paper, 20 X 40 centimetres, stapled), in which various recipes based on products of the project (white brine cheese and yellow cheese) will be described with images and instructions. They will be reproduced in 20.000 copies in two languages distributed evenly in each one (German and Spanish).



3 Trade fairs Anuga: Participation in October 2011, Cologne Germany, stand of 85sq.m., 5 days, audiovisual equipment, (plasma TV - DVD player, sound, refrigerators), Support personnel (promoters, hostesses) and advertising. Intermopro : - Participation in 2010, Messe Dusseldorf, stand of 40 sq.m., 5 days, audiovisual equipment, (plasma TV - DVD player, sound, refrigerators), Support personnel (promoters, hostesses)and advertising in catalogue (½ page and one full page). - Participation in 2012, Messe Dusseldorf, stand of 45 sq.m., 5 days, audiovisual equipment, (plasma TV - DVD player, sound, refrigerators), Support personnel (promoters, hostesses)and advertising in catalogue (½ page and one full page).
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Alimentaria : - Participation in 2011, March in Barcelona Spain, stand of 40 sq.m., 5 days, audiovisual equipment, (plasma TV - DVD player, sound, refrigerators), Support personnel (promoters, hostesses)and advertising in catalogue (½ page and one full page). - Participation in 2013, March in Barcelona Spain, stand of 45 sq.m., 5 days, audiovisual equipment, (plasma TV - DVD player, sound, refrigerators), Support personnel (promoters, hostesses)and advertising in catalogue (½ page and one full page). Salón Internacional del Club de Gourmets : - Participation in 2012, April in Madrid Spain, stand of 50 sq.m., 5 days, audiovisual equipment, (plasma TV - DVD player, sound, refrigerators), Support personnel (promoters, hostesses)and advertising in REVISTA Club de Gourmets (1/2 page coloured).



Year Germany



1st year 45.000



2nd year 70.000



3rd year 45.000



Total € !Syntaxfehle r, )



4 PR Activities Visits : The visits will be taking place annually (1 visit per year from each target country, 5 persons per visit, a total of 30 opinion leaders), during the implementation period of the project. This activity includes transportation, accommodation, and operational costs for the realization of the visits (i.e. translation costs, internal transportation costs, photo/ video coverage services, technical support, personnel). The rationale for this PR activity is that by convincing the high - profiled opinion leaders regarding the superiority and safety of the particular dairy products, will be enabled the diffusion of information to the consumers, thus stimulating the demand and consumption of the products. The invited opinion leaders will be accommodated for 3 days in Bulgaria Sampling in POS : The activity of sampling in POS will be taking place on a yearly basis in each target country and will have a total duration of 960 days (160 days per year per country). During the activity 68.000 samples will be distributed (34.000 in Germany and 34.000 in Spain) every year. A total number of 204.000 samples of special packaged products will be distributed. The Samples will be distributed in specially designed packages of 100 - 150 gr., with the logo printed on the label. Each year, in each country, the activity will be deployed in 40 Points of Sales for 4 days each. Two (2) promoters, in front of a special designed stand with 1X1 banners, will inform customers for the purpose of the activity, the products and their qualities, inviting them to taste answer the questionnaire. After that, they will provide them with one of the samples and with adequate information material. In each country, it is estimated that, during the 5 hours sampling activity (from the 6 hour working time of personnel per day), in Germany (Berlin, Frankfurt, Munich, Stuttgart and Koln ) and in Spain (Madrid, Barcelona, Valencia and Seville).Planning and budget as follows:
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1st year



Year Trimester



1 2



3



2nd year 4



5 6



Berlin



Germany



Madrid



Spain



7



3rd year 8 9 10



11



Frankfurt



Stuttgart



Munich



Koln



Barcelona



Valencia



1 2



Seville



1st year



Year Germany Spain Total €



2nd year



3rd year



Total €



150.000



150.000



150.000



!Syntaxfehle r, )



125.000



125.000



125.000



!Syntaxfehle r, )
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!Syntaxfehl er, )
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Presentations in Restaurants: Promotion campaign in selected ethnic restaurants (44 restaurants) X 3 days per restaurant. Specialised public relations action with the cooperation of restaurant owners in major cities. Presentation of cold and hot dishes including the products. Information about the intrinsic characteristics of the products, promotion of consumption and demand. Improvement of EU dairy products image and growth of their market share. Announcement for the action and presentation of the results in the web portal. Distribution of folders that include DVD, game, brochure and recipe book (2 promoters, advertising). Germany : (2 presentations in totally 24 restaurants) Spain



: (2 presentations in 20 restaurants)



Budget and timetable
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1st year



Year Trimester



1



2



3



2nd year 4



5



Germany



6



3rd year 7



8



9



10



Berlin (X 6)



Frankfurt (X 4)



Munich (X 6)



Stuttgart (X 4)



11



12



Cologne (X 4) Spain



Year



1st year



Germany



Spain



Total €



Madrid (X 5)



Barcelona (X 5)



Seville (X 5)



Valencia (X 5)



2nd year



3rd year



60.000



60.000



(12X5000)



(12X5000)



45.000



45.000



(10X4500)



(10X4500)



!Syntaxfehl er, )
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Total € 120.000



90.000



!Syntaxfehler ,)



4.4 Product presentations in hotels: 12 presentations (7 in Germany, 5 in Spain) in 4* hotelsopinion leaders / journalists/ representatives of consumer organizations, experts, importers / distributors / wholesalers-2nd and 3rd trimester of every year- Each presentation will last 4 hours and the activity includes the following: Preparation costs (program, invitations, guest list and registration), Hotel rental and catering (4 star hotel halls), Personnel (1 hostess, 2 promoters,1 chef,2 persons as technical staff), Photo and video coverage, Translation services (booth, translators, equipement), Material (participants’ folders)and Publicity (advertisement in media). Budget and timetable of action



Year Germany Spain Total €



1st year



2nd year



3rd year



Total €



60.000



40.000



40.000



!Syntaxfehle r, )



51.000



17.000



17.000



!Syntaxfehle r, )
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Product presentation in culinary schools: 12 presentations (every year in each country in two schools each time)-Announcement for the action and presentation of the results in the web portal. Distribution of printed material and DVDs in the promotion folder- During the activity, students of culinary schools will be informed regarding the uses and appliances of the products in cooking, and will have the opportunity to learn interesting recipes which include the specific products- Selection and agreement with a well known professional chef -Trained personnel that will distribute information material during the activity-Video and photo coverage of the activity-Production of special clothing for promotion staff-Banners for the decoration of the hall where the activity will take place-Advertisement of activity-delivery of certificates for the students



Budget and time table of the action 1st year



Year Trimester



1 2 3



Germany



Spain



2nd year 4



5



6 7



Berlin



Frankfurt



(X 2)



Stuttgart



Madrid



Barcelon a



(X 2)



3rd year 8



9 Munich Koln



Valencia Seville



(X 2) Year Germany



Spain



Total €



1st year



2nd year



3rd year



10.000



10.000



10.000



(2 X 5.000)



(2 X 5.000)



(2 X 5.000)



9.000



9.000



9.000



(2 X 4.500)



(2 X 4.500)



(2 X 4.500)



!Syntaxfehl er, )9.000



!Syntaxfehl er, )9.000
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Workshops with teachers and students: 37



Total 30.000



27.000



!Syntaxfehler ,)



10 11



12



12 workshops (2 every year in each country) in 12 schools - The 8000 samples (4800 in Germany and 3200 in Spain) will be distributed to the children in specially designed packages of 150 gr, with the programme logo- Support Personnel 2 persons- banners 2X2- advertisement in media. Budget and timetable of the action
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1st year



Year Trimester



1 2 3



2nd year 4



5



Berlin (X 2) Germany



Madrid (X 2)



Spain



6



3rd year 7



8



9



10



Frankfurt



Munich



Stuttgard



Cologn e



Barcelona



Valenci a



(X 2)



11



12



Seville Year Germany



Spain Total € 5



1st year



2nd year



3rd year



12.000



12.000



12.000



(2 X 6.000)



(2 X 6.000)



(2 X 6.000)



10.000



10.000



10.000



(2 X 5.000)



(2 X 5.000)



(2 X 5.000)



22.000



22.000



22.000



Sum 36.000



30.000



66.000



Advertisement



Advertisemets in press: 30 full-page coloured advertisements (15 in each country - 5 per year) in sectoral and women newspapers and magazines. Advertisements will be coloured and will imprint logo of the project and various key messages projecting European character of the products, their food safety and quality standards and their characteristics. German press : LECKER- Kochen & Geniieben- RAZEPTE MIT Spanish press : GONDOLA- WAPA- SOBREMESA



1st Year Ads



Unit



Price €



2nd Year Total



Unit



Price €



3rd Year Total



Unit



Price €



Total



Sum €



German y



5



12.000 60.000



5



12.000 60.000



5



12.000 60.000



180.000



Spain



5



10.000 50.000



5



10.000 50.000



5



10.000 50.000



150.000



10



110.000



10



110.000



10



110.000



330.000



Sum €
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Articles: 18 articles (9 in each country - 3 per year and 600-800 words with photo or logo) about the products and the Association in sectoral and women newspapers and magazines-planning: 3rd-4th trimester of 1st year, 2nd–3rd and 4th trimester of 2nd year, 2nd-3rd trimester of 3rd year. German press : LECKER- Kochen & Geniieben- RAZEPTE MIT Spanish press : GONDOLA- WAPA- SOBREMESA 1st Year Articles



2nd year



3rd year Sum €



Uni t



Price €



Total



Uni Price € t



Total



Unit Price €



Total



German y



3



3.500



10.500



3



3.500



10.500



3



3.500



10.50 0



31.500



Spain



3



2.500



7.500



3



2.500



7.500



3



2.500



7.500



22.500



Sum €



6



18.000



6



18.000



6



18.000
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TV spot : 15-25’’ TV spot in two languages (German and Spanish). Broadcasting in national and other channels. At least 900 spots will be broadcasted during 2nd and 3d trimester of 2nd and 3rd year TV spot production: 15 -20 seconds film that will transmit and promote the key messages of the project (food safety and quality, European character etc). TV spot will be translated in two languages (German and Spanish) in order to achieve acknowledge by the audience-Cost includes the following: Creative team fees, Technical crew fees, Editing, adaptation translation. TV spot broadcasting: Broadcasting of the TV spot in national and regional channels in Germany and Spain. At least 500 spots will be broadcasted in Germany and 420 spots in Spain during the second and the third year. *TV channels Germany



*TV Channels Spain



Das Erste (The First) (ARD)



TVE2



RTL Television



Antena 3



BR-alpha



Telecinco



Tele 5



TV3 40



DSF



Canal 9



41



TV spot broadcasting



2nd Year Units



3rd Year



Price €



Total



Units



Price €



Total



Sum €



Germany



250



700



175.00 0



250



700



175.000



350.000



Spain



210



600



126.00 0



210



600



126.000



252.000



!Syntaxfehler, )



460



301.000



!Syntaxf ehler, )



Sum €



460



Anticipated impact: The expected impact of the programme is summarized in the following points: - Recognition of the white brined cheese and kashkaval cheese by all target groups and growth of demand - Growth of EU dairy products’ market share in Germany and Spain - Growth of exports and sales from Bulgaria to the specific target countries - Growth of demand for European cheese - Long-term diffusion of knowledge by students of culinary schools, opinion leaders and professionals. - Growth of dairy products’ market share in Germany and Spain. - Growth of exports and sales from Bulgaria to the specific target countries. Growth of demand for European cheese. - Familiarization of all target groups with the white brined cheese and kashkaval cheese and growth of demand. - Closer cooperation with players of the target countries’ distribution network - Understanding of the comparative advantages of European milk products - Understanding of the benefits of cheese consumption - Long-term diffusion of knowledge by students of culinary schools, opinion leaders and professionals. The programme provides an impact assessment method that is linked to objectives-actions and final outcome.Tables correlates the developmet of the method over the actions and the objectives.
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ASSESMENT BY THE MEMBER STATE General interest of the programme:



30/30



Quality of the programme:



40/40



European dimension:



10/10



Cost/efficiency:



20/20



Budget by action :



€



Actions



1st year



2nd year



3rd year



total



Action 1 - Electronic 1 media



78.800



0



0



78.800



Action 2 - Printed 2 material



95.000



0



0



95.000



Action 3 – Trade 3 fairs



91.000



120.000



91.000



302.000



Action 4 - PR 4 Activities



418.000



364.000



364.000



1.146.000



Action 5 5 Advertisement



128.000



459.000



429.000



1.016.000



Total for actions (1)



810.800



943.000



884.000



2.637.800



Costs of performance 6 guarantee



670



890



790



2.350



Fees of implementing 7 body (13% of (1))



105.404



122.590



114.920



342.914



4.200



5.200



6.300



15.700



24.324



28.290



26.520



79.134



945.398



1.099.970



1.032.530



3.077.898



8 Travel Costs Measurement of results of actions (3% 9 of (1)) Total direct costs for the programme (2)
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Overheads (3 % of 10 (2)) TOTAL FOR PROGRAMME



28.362



32.999



30.976



92.337



973.760



1.132.969



1.063.506



3.170.235



Budget per country and per year for Germany ACTIONS Action 1 - Electonic media



39.400



0



0



39.400



Programme's Logo



2.500



0



0



2.500



Web Portal



5.000



0



0



5.000



DVD



20.000



0



0



20.000



Play and learn game



11.900



0



0



11.900



47.500



0



0



47.500



31.250



0



0



31.250



Posters



1.250



0



0



1.250



Folders



3.000



0



0



3.000



12.000



0



0



12.000



45.000



70.000



45.000



160.000



0



70.000



0



70.000



45.000



0



45.000



90.000



226.000



206.000



206.000



638.000



6.000



6.000



6.000



18.000



150.000



150.000



150.000



450.000



Product Presentations in hotels



60.000



40.000



40.000



140.000



Product Presentations in culinary schools



10.000



10.000



10.000



30.000



Action 2 - Printed material 8 page brochures



Recipy book 16pages Action 3 - Exhibitions Anuga Intermopro Action 4 - PR Activities Visits Sampling
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Action 5 - Advertishment



70.500



260.500



245.500



576.500



Ads



60.000



60.000



60.000



180000



Articles



10.500



10.5000



10.500



31.500



TV spot production



0



15.000



0



Spot emisssion



0



175.000



175.000



428.400



536.500



496.500



1.461.400



350



530



470



1.350



55.692



69.745



64.545



189.982



2.000



3.000



3.000



8.000



12.852



16.095



14.895



43.842



499.294



625.870



579.410



1.704.574



14.979



18.776



17.382



51.137



514.273



644.646



596.792



1.755.711



Total for actions (1) Costs of performance guarantee Fees of implementing body (13% of (1)) Travel Costs Measurement of results of actions (3% of (1)) Total direct costs for the programme (2) Overheads (3% of (2)) TOTAL FOR PROGRAMME



Budget per country and per year Spain Actions – Spain



1st year



2nd year



3rd year



total



Action 1- Electonic media



39.400



0



0



39.400



Programme's Logo



2.500



0



0



2.500



Web Portal



5.000



0



0



5.000



DVD



20.000



0



0



20.000



Play and learn game



11.900



0



0



11.900
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Action 2 - Printed material



47.500



0



0



47.500



8 page brochures



31.250



0



0



31.250



Posters



1.250



0



0



1.250



Folders



3.000



0



0



3.000



Recipy book 16pages



12.000



0



0



12.000



Action 3 - Exhibitions



46.000



50.000



46.000



142.000



Alimentaria



46.000



0



46.000



92.000



0



50.000



0



50.000



192.000



158.000



158.000



508.000



7.000



7.000



7.000



21.000



125.000



125.000



125.000



375.000



Product Presentations in hotels



51.000



17.000



17.000



85.000



Product Presentations in culinary schools



9.000



9.000



9.000



27.000



Action 5 Advertishment



57.500



198.500



183.500



439.500



Ads



50.000



50.000



50.000



150.000



7.500



7.500



7.500



22.500



TV Spot production



0



15.000



0



15.000



TV Spot broadcasting



0



126.000



126.000



252.000



Total for actions (1)



382.400



406.500



387.500



1.176.400



Gourmet Action 4 - PR Activities Visits Sampling



Articles
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Costs of performance guarantee



320



360



320



1.000



Fees of implementing body (13% of (1))



49.712



52.845



50.375



152.932



2.200



2.200



3.300



7.700



11.472



12.195



11.625



35.292



446.104



474.100



453.120



1.373.324



13.383



14.223



13.594



41.200



459.487



488.323



466.714



1.414.524



Travel Costs Measurement of results of actions (3% of (1)) Total direct costs for the programme (2) Overheads (3 % of (2)) TOTAL FOR PROGRAMME



Co-financing plan : € CO-FINANCING



YEAR I



%



YEAR II



EU



486880



50



566484,5



50



531753



MEMBER STATE



292128



30



339890



30



PROPOSING ORGANISATION



194752



20



226593,8



TOTAL



973.760



100



1.132.969
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YEAR III



%



TOTAL



%



50



1585117,5



50



319051,8



30



95170,5



20



20



212701,2



20



634047



30



100



1.063.506



100



3.170.235,00



100



RESULT OF THE ELIGIBILITY AND QUALITY EXAMINATION Remarks: - 34% of volume production at national level. - 50% of the total number of production units at national level. Programme eligible:



Yes



First observations to be communicated to MS: - Provide the exact figures of the volume of production of the organisation for the products in promotion. - The actions promotion of products in restaurants should be eliminated since the particular working group could be covered in the action of presentations in hotels. Therefore this particular action should be eliminated and restaurant operators should be added as target group for the action on the presentations in hotels. - The action of workshops for teachers and students should also be eliminated since there are no guarantees presented on the actual implantation of the action such as the permission to undertake this action in schools by the relevant Ministry of the countries in question. In view of this complexity on the implementation of this action and the non presentation of the guarantees the action has to be eliminated. - Following observations No 2 and 3 the fees of the implementing bodies and the cost of the evaluation study should be adapted accordingly to meet the criteria of annex III of the model contract. - Concerning the trade fairs (action No 3) the following cost items need to be further detailed and clarified: - ANUGA :Transport cost for product and equipment-advertisement - Salón Internacional del Club de Gourmets : advertisement - For the action of invitations for public relations (action No 4.1) the budget line “organisation cost” should be itemised and detailed to provide a solid basis for the cost efficiency evaluation. - In the action of POS (action No 4.2) there is not an ad-hoc plan of the number of tastings per presented supermarkets. A detailed plan should be presented to cover this information of the action including the presented costs for each POS. - Concerning action No 4.4 (product presentations in hotels) provide the role of hostesses and the reason that their cost is in excess of the cost for promoters. Furthermore the budget lines “publications” and “products and promo dossier” should be further clarified with an additional description. The restaurant operators should be added as a target group for this action to cover the action in restaurants eliminated (see observation No 2). - For action No 4.5 (product presentations in culinary schools) the duration of presentations is not present. There is no cost for the product under trial in the catering school. Provide the necessary clarifications and the exact names of schools together with their contact details. 48



- A detailed plan for advertisement (action No 5) should be provided that would provide the press items and TV channels as well as the number of advertisements add/articles/spots (inc. size/duration) and individual costs for the whole of the action.



OPINION OF THE COMMISSION SERVICES Quality of the programme:



good



(coherence between strategy and objectives, quality of actions) European dimension / added value: The programme promotes EU milk products and EU product image Impact forecast and assessment' methods A detailed method is presented with indicators. Cost-effectiveness of the programme :



good



(relation between total cost and anticipated impact) Points awarded by MS:



100/100



Priority awarded by MS:



1/1



External consultant’s opinion:



N/A



CONCLUSIONS The programme provides a coherent set of actions with a goog evaluation method. Observation(s) :



Recommendation(s) : - To be accepted provided that the above observations are taken into account
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IDENTIFICATION OF THE PROGRAMME Member State(s):



Germany



Title of the programme:



Karlotta unterwegs



Competent Authority(ies):



Bundesanstalt für Landwirtschaft und Ernährung (BLE)



Proposing organisation(s):



Landesvereinigung der bayrischen Milchwirtschaft e.V.



Implementing body(ies):



trio market relations GmbH



Type of measure:



Mixed (information + promotion)



Product(s):



Milk and milk products



Targeted Member States:



Germany



Duration:



3 years



Total budget:



2.001.100,00 €



Proposal received on:



30.10.2009



ELIGIBILITY CRITERIA Respect of deadline for presentation by MS:



Yes/No



Implementing body(ies) selected by a competitive procedure



Yes/No



Written and signed commitment to co-financing by MS



Yes/No



Written and signed commitment to co-financing by the proposing organisation(s)



Yes/No



The programme is a coherent set of actions?



Yes/No



Actions not linked to origins or private brands, with the exception of designations under Community rules



Yes/No



Product(s)/target countries are eligible



Yes/No



Compliance with the relevant guideline(s)



Yes/No
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OPINION OF THE MEMBER STATES(S) Confirmation of conformity with national and Community legislation



Yes/No



Link between proposed actions and other national/Community information/promotion actions



Yes/No



Confirmation by the MS of the representativeness of the proposing organisation in the relevant sector(s) Yes/No Confirmation by the MS of the effectiveness of the proposing organisation



Yes/No



Confirmation by the MS of the technical capacity and effectiveness of the implementing body



Yes/No



DESCRIPTION OF THE PROGRAMME : Objective(s) : - Generate attention and awareness - Reduce prejudices and barriers - Generate knowledge and confidence - Modernise milk - Stimulate consumption of milk  IN EACH TARGET GROUP THE CONSUMPTION SHALL BE RAISED TO THREE TO FOUR PORTIONS OF MILK/DAIRY PRODUCTS A DAY Strategy : In the history of milk promotion campaigns it proved to be rather difficult to reach the different target groups with the usual approaches. This time the concept will be a new, progressive one and try to convey the message with the help of a “Trojan horse”. The funny character "cow Karlotta" (two especially trained persons in a costume of a cow) will successfully attract attention and promote milk in an unconventional and exciting way. The programme will contain strong information and PR elements which inform about the benefits of milk and dairy products. The overall aim is to disseminate information about the nutritional characteristics of milk and dairy products with the help of a popular and friendly advertising medium. Year 1 (2010) Introduction of cow Karlotta as a "Kultfigur", raising awareness
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Year 2 (2011) Matching milk and dairy products with target group specific relevant characteristics (adolescents: cool, fit, trendy, senior people: taste, variety etc.) Year 3 (2012) Focus on relevant nutritional characteristics per target group Target group(s) : - Kids and adolescents (8 – 13) - Senior persons 55+ - Young women / mothers /young families - Opinion multipliers Themes : The themes are derived from the living environments of the different target groups. - Adolescents: fashion, music, sport, lifestyle - Senior persons: joy of eating, cooking, staying fit and healthy even at an old age. The themes operate as a medium to position milk and dairy products as healthy, natural and modern produce. All messages/themes relating to health aspects will be based on scientific and generally accepted data. Aspects covered :



quality safety of food specific production methods nutritional values health impacts labelling animal welfare standards respect for the environment image of Community products Community systems for PDO/PGI/TSG or organic products graphic symbols for remote regions Community system of QWPSR, geographical indication or reserved traditional indications for wine or spirits 52



Messages to be conveyed: - Adolescents: milk and dairy products are cool, funny, witty, fresh, the idols of the adolescents know and appreciate milk, milk and dairy products are cooler and more progressive than soft drinks and constitute a "must have" - Young mothers / young families: inform about nutritional values of dairy products and explain how the mothers can transmit these "inner values" in a smart way to their kids - Senior persons: (health)arguments for consuming milk will be communicated by focusing on wellbeing and joy of eating/drinking - Opinion multipliers (e.g. teachers and nutritionists): they will be provided with material relevant for the target groups listed below (1). – (3). and motivated to pick up the milk topic when communicating to their clients/students Actions, including their scope/volume and a provisional timetable: - The basis for "Karlotta" Website www.karlotta-unterwegs.de Humorous Karlotta-videoclips for the website www.karlotta-unterwegs.de and youtube.de Karlotta profiles on facebook, xing, karlotta blog. All of this fresh, young, funny “Karlotta unterwegs” – adventures & stories regarding milk Karlotta on the road: At the premiere of a new movie, at Germany's next Topmodel, at a concert of Tokyo Hotel. There will be reporting on how stars get ready for a shooting early in the morning (with milk!) and how they treat sunburns after a long shooting in the sun (with milk!) etc.. But Karlotta is not only visible at the "hot spots" but also in everyday life, like at schools or supermarkets. Videos of all her travel swill be put on www.karlotta-unterwegs.de - Karlotta close to the consumer Consumer and youth fairs (e.g. YOU) Information material (brochures, flyers, posters, recipe cards, product cards, roll-ups) Information seminars for consumer - Opinion multipliers & information campaigns Expert events for e.g. nutritionists, caterer, scientists. Karlotta will appear "seriously" - Press related activities Press mailings, exclusive co operations with TV, print and radio media Kids: cooperation with SuperRTL and their (among kids) famous website www.toggo.de (one of the most visited websites of the target group) 53



Senior people: www.netdoktor.de, co operations with magazines available in pharmacies etc. SEE ATTACHED DOCUMENT "FINANCING PLAN" FOR DETAILED BUDGET TABLES
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Provisional timetable:
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Anticipated impact: - Qualitative analysis of the key visual "Karlotta": An external evaluation body will assess the acceptance within the target group as well as the target group specific orientation of "Karlotta" with the help of interviews among a representative group - Evaluation of fairs and events: The external evaluation body will develop a questionnaire around the main messages of the campaign to test the image of milk/dairy products. As events and fairs are planned for all three phases of the campaign this will make it possible to follow up the development and the changes in the perception of the image of milk/dairy products throughout the whole campaign. Additionally, visitor numbers will be collected and evaluated. - Evaluation of press related activities: Media-resonance-analysis, i.e. qualitative and quantitative evaluation of media reporting. Aspects that will be tested include level of notoriety of "Karlotta" and the image of milk/dairy products. The qualitative evaluation of press clippings will reveal if and to what extend the main messages have successfully been transmitted. This analysis will be carried out by the implementing body itself but will be closely monitored by the proposing organisation. - Evaluation of internet based activities: The implementing body analyses the hits on www.karlotta-unterwegs.de . An "image barometer" will be integrated into the site where visitors can vote "true" or "not true" on several questions related to the main messages of the programme. The image barometer will be accessible throughout the whole campaign and will thus make it possible to follow up the development and the changes in the perception of the image of milk/dairy products during the course of the campaign. Additionally, hits on the video clips on youtube.de and other portals will be counted. ASSESMENT BY THE MEMBER STATE General interest of the programme:



30/30



Quality of the programme:



37/40



European dimension:



9/10



Cost/efficiency:



20/20
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Budget by action :



€



ACTIONS



1. Character Karlotta + Clips



YEAR 1



YEAR 2



YEAR 3



TOTAL



(€)



(€)



(€)



(€)



280.000



210.000



165.000



655.000



147.000



165.000



166.000



478.000



161.100



183.100



202.800



547.000



70.000



95.000



106.000



271.000



658.100



653.100



639.800



1.951.000



Character + campaign logo Internet presence BasisClips Promotionteam Online-linkage 2. Karlotta on consumer and youth fairs Stand design Consumer fairs Youth fair YOU, Berlin Eat'n Style Hamburg and Köln IGW, Berlin Info material 3. Information campaigns / opinion multipliers Information material general Consumer events Expert events 4. Press related activities Media work general Media work adolescents Media work senior people Total for actions (1)
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Cost of performance guarantee



1.200



1.200



1.200



3.600



15.500



15.500



15.500



46.500



the



674.800



669.800



656.500



2.001.100



Overheads (maximum [3/5 internal market] [4/6 third countries] % of (2), Annex III point A.2 of the contract)



0



0



0



0



674.800



669.800



656.500



2.001.100



Fees of implementing body (maximum 13/15 % of (1), Annex III point B.1.2 of the contract) Measurement of results of actions (maximum 3 % of (1), Annex III point C.5 of the contract) Total direct costs programme (2)



for



TOTAL FOR PROGRAMME



Co-financing plan : € CO-FINANCING



YEAR I



%



YEAR II



%



YEAR III



%



TOTAL



%



EU



337.400,00



50



334.900,00



50



328.250,00



50



1.000.550,00



50



MEMBER STATE



0



0



0



0



0



0



0



20



PROPOSING ORGANISATION



337.400,00



50



334.900,00



50



328.250,00



50



1.000.550,00



50



TOTAL



674.800,00



100



669.800,00



100



656.500,00



100



2.001.100,00



100



RESULT OF THE ELIGIBILITY AND QUALITY EXAMINATION Remarks: - The proposing organisation (LVBM) submitted the programme proposal together with two more professional organisations, the Landesvereinigung der Milchwirtschaft Niedersachsen (LVN) and Milchwirtschaftlicher Verein Baden-Württemberg e.V.. Together these three regional organisations are representative for the whole of Germany (e.g. 16 of the 20 biggest 'laiteries' are located within these three länder, they represent 54% of total German milk volume production and 72% of all German dairy farms). - The proposing organisation will implement a certain part of actions itself (max. 20%). The costs for these actions (seminars) are below the usual market prices (240 € per seminar). 58



- Fees of the implementing body will be calculated on the basis of time sheets. Total fees account for 28% of total programme costs. - During the years 2005 – 2008 there was a German (CMA) promotion programme on dairy products “Milch ist meine Stärke”. However, this programme mainly addressed the age group 20 – 30. Programme eligible:



Yes/No



First observations to be communicated to MS: - In application of Article 8(2) of Commission Regulation 501/2008, the programmes submitted shall contain sufficient detail to comply with the applicable rules and enable their cost/benefit ratio to be evaluated. - In application of Article 8(1) of Commission Regulation 3/2008 priority shall be given to programmes proposed by several Member States or providing for measures in several Member States. - The document "Guidelines to be considered when assessing and managing partfinancing programmes for promoting Community agricultural products" issued by the Commission and distributed to all the Member States in the Management Committee that took place on 2 October 2007 depicts in its point nº 6 the procedure of submission of the programmes to the Commission, making special reference to the budget (point 6.7). - The document "Evaluation Questions" (AGRI/63454/2007) should be taken into account for the evaluation of programmes as well as their preparation for submission to the Commission. The evaluation of the programme showed that the above mentioned provisions were not completely met. Revisions and the provision of further information are necessary. Objectives / Impact assessment: The five objectives formulated under point 5.2 "Zielsetzungen" on pages 6 and 7 are not SMART (specific, measurable, achievable, realistic, timed) except for objective (e) for which it is stated under point 6 "Erwartetet Auswirkungen" on page 17 that the daily consumption of dairy products shall be increased to 3 to 4 portions a day per person. However, the evaluation methods proposed under point 5.8 "Evaluation" on page 16 do not include any method for testing the increase in consumption. Therefore, the following additional information and specifications need to be provided: An evaluation method that allows for testing the increase in consumption (or else the amplification of any of the proposed evaluation methods in the sense that a test for the increase in consumption can be included). SMART reformulation of objectives (a) to (d) in order to have reference values when assessing the results of the evaluation. For some actions the proposed budget fails to duly justify some of the costs involved, making it difficult to assess the value for money of the actions proposed. In these cases further information or explanations are necessary. 59



Actions 1. - 3. Charakter Karlotta + Clips, Karlotta auf Verbraucher und Jugendmessen, Informationskampagne + Multiplikatorenarbeit (pages 18 - 24) - It should be confirmed that possible accommodation and living expenses included under the item "Reisekosten" which appears several times in the budget of the three actions concerned respect the limits laid down in annex III of the model contract (120€/day accommodation allowance, 80€/day subsistence allowance). Furthermore, it needs to be specified who will be travelling using which means of transportation. Action 2. Karlotta auf Verbraucher und Jugendmessen (pages 20 - 22) - It should be clarified how many persons are covered by the amount appearing as subbudget item "Personal" for the different fair participations. Action 4. Medienarbeit (pages 24 - 25) - The budget item "Preise für Gewinnspiele" (50.000 €) is not broken down into sufficient detail. A more detailed budget concerning this item should be provided. Furthermore, the nature of the prizes should be specified. As Germany is the only target country of the programme, the programme has low priority.



OPINION OF THE COMMISSION SERVICES Quality of the programme:



good/average/poor



(coherence between strategy and objectives, quality of actions) European dimension / added value:



good/average/poor



Impact forecast and assessment' methods



good/average/poor



Cost-effectiveness of the programme :



good/average/poor



(relation between total cost and anticipated impact) Points awarded by MS: Priority awarded by MS:



96/100 only programme



External consultant’s opinion:
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CONCLUSIONS Observation(s) : The remarks included above under the point "First observations to be communicated to MS" have been communicated to the national authorities by our letter of 12 November 2009 (ARES (2009)318967). Recommendation(s) : - To be accepted
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IDENTIFICATION OF THE PROGRAMME Member State(s):



Finland



Title of the programme:



Milk Works



Competent Authority(ies):



Finnish Agency for Rural Affairs



Proposing organisation(s):



Maito Ja Terveys Ry (Finnish Dairy Nutrition Council)



Implementing body(ies):



not selected yet, proposing organisation to implement part (12%) of the programme



Type of measure:



information/promotion/mixed



Product(s):



milk and milk products



Targeted Member States:



Finland



Duration:



3 years



Total budget:



€ 448.634 (after correction)



Proposal received on:



30.10.2009



ELIGIBILITY CRITERIA Respect of deadline for presentation by MS: Implementing body(ies) selected by a competitive procedure:



Yes/No N/A



Written and signed commitment to co-financing by MS:



Yes/No



Written and signed commitment to co-financing by the proposing organisation(s):



Yes/No



The programme is a coherent set of actions:



Yes/No



Actions not linked to origins or private brands, with the exception of designations under Community rules:



Yes/No



Product(s)/target countries are eligible:



Yes/No



Compliance with the relevant guideline(s):



Yes/No
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OPINION OF THE MEMBER STATES(S) Confirmation of conformity with national and Community legislation:



Yes/No



Link between proposed actions and other national/Community information/promotion actions:



Yes/No



Confirmation by the MS of the representativeness of the proposing organisation in the relevant sector(s): Yes/No 98 % representativeness of the domestic dairy sector as a whole Confirmation by the MS of the effectiveness of the proposing organisation: Confirmation by the MS of the technical capacity and effectiveness of the implementing body:



Yes/No N/A



DESCRIPTION OF THE PROGRAMME : Objective(s): Overall objective: to strengthen and diversify the positive image of milk and to reduce the number of women not drinking milk and, hence, to prevent the decline in the total milk consumption Specific objectives: 1. To decrease the number of women not drinking milk at all 2. To increase the number of women who drink milk daily / almost daily 3. To improve the positive image of milk by increasing the number of women that like milk 4. To make young women fully realise that milk is versatile, healthy nourishment that fits well into a modern diet and that drinking milk is a good choice with meal. Strategy: A multi-channel campaign of advertising, communication, and direct action: advertising on the internet, in newspapers and on the radio; advertising in fitness centres; dietician’s info visits to fitness centres, higher education institutes, universities, etc. The programme's website is the cornerstone of the campaign Campaign themes and messages are in line with European and Finnish national health policy prescriptions. Target group(s): 1. Women between 20 and 35 2. Opinion-makers: medias and dieticians 63



Themes: 1. Importance of milk in the nutrition of 20-35-year-olds. 2. Effects of the nutrients contained in milk on well-being, health and bones. 3. Milk and physical exercise belong together. 4. Milk is a good drink with meals Aspects covered:



nutritional values health impacts



Messages to be conveyed: 1. Milk and physical exercise are a good combination 2. Effects of the nutrients contained in milk on wellbeing, health, and bones 3. Diversity of milk nutrient content 4. There is a wide range of milk products, from which a woman can easily select Actions, including their scope/volume and a provisional timetable: 1. Press advertising in 2 free circulation newspapers: •



Metro (circle ad, 100 mm diameter: 14 times 1st year, 12 times 2nd year, 3 times 3rd year)



•



City (circle ad,100 mm diameter, 6 times each year)



2. Internet advertising •



Facebook (365 days a year, three years)



•



Advertisement package in Cosmopolitan.fi , Menaiset.fi , Tyylitaivas.fi , Glossy.fi (1st year, 4 x 4 weeks, 2nd and 3rd year 2 x 4 weeks, banners 728 x 90 px, target group panel collecting)



3. Radio advertising [implemented directly by proposing organization] •



possibly on Radio Nova (most popular station in Finland, reaches 40% of target group) 2 week campaign, 20s. spot 3-9 times a day, total 110 times, during the 3rd year)



4. Website [Scripts to be written by an in-house dietician] 5. Cooperation with fitness centres •



Material: posters 2/year x 3000 copies, bookmarks (10.000), roll-up 80cm x 200cm in the 1st and 2nd year, pencils (20.000), envelopes (2.000)
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•



Dietician’s lectures at fitness centres (105 times)



6. Prizes (movie tickets, sports shops vouchers) [implemented directly by proposing organization] website competition every month dietician lectures for target group panel members 7. PR-activities and information (press releases, pictures, pr-stand in a seminar for dieticians and nutritionist)



Note: a media plan has been provided for each programme year in annexes 5 Anticipated impact: 1. I never drink milk – answers in the target group will decrease 20–35-y. women: from 26,6 % in 2008 to 24% in 2013 20–35-y. female students: from 31 % in 2008 to 28 % in 2013 Maintain the number of people who consume one glass or more of milk many times per week at a high level (73,4 % of the target group 20-35 year old women in 2008)



2. Positive attitude toward milk grows (“I like milk”) The results and target will come out from the upcoming questionnaire



Evaluation: •



Consumer surveys (TNS-Gallup) carried out every other year at Proposing Organisation's expenses (next is Spring 2010)



•



Some missing baseline data's (e.g. percentage target group who like milk to come from 1st survey in Spring 2010)



•



More information gathered from national surveys by The National Institute for Health and Welfare.



•



Constant monitoring by target group panel (recruited through banner advertisements)



•



Evaluation study by external evaluator (Laurea University of Applied Sciences of Espoo) at the end of the programme
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ASSESMENT BY THE MEMBER STATE General interest of the programme:



30/30



Quality of the programme:



37/40



European dimension:



7/10



Cost/efficiency:



18/20



Budget: € ACTION



Year I



Year II



Year III



TOTAL



1. Press advertising



34.400



32.900



21.300



88.600



2. Internet advertising



31.500



25.000



22.000



78.500



23.620



23.620



3. Radio advertising 4. Website



38.500



20.900



14.200



73.600



693



862



1.230



2.785



29.500



28.500



28.500



86.500



6. Prizes



5.370



6.880



6.880



19.130



7. PR activities



3.000



3.000



3.000



9.000



142.963



118.042



120.730



381.735



17.797



14.339



11.570



43.706



Measuring the results of the measures (maximum 3% of (1))



4.289



3.541



3.622



11.452



Total direct costs for the programme (2)



165.049



135.922



135.922



436.893



Overheads (max. 3/5 % of (2))



4.770



3.845



3.126



11.741



169.819



139.767



139.048



448.634



Website scripts



5. Cooperation with fitness centres



Total for measures (1) Implementing body’s fees (maximum 13/15% of (1))



TOTAL



66



Co-financing plan: €



CO-FINANCING



YEAR I



%



YEAR II



YEAR III



%



TOTAL



%



EU



84.909



50



69.884



50



69.524



50



224.317



50



MEMBER STATE



33.964



20



27.953



20



27.810



20



89.727



20



PROPOSING ORGANISATION



50.946



TOTAL



30



169.819



30 41.930



100



139.767



30 41.714



100



139.048



30 134.590



100



448.634



RESULT OF THE ELIGIBILITY AND QUALITY EXAMINATION Remarks: Although consumption of dairy products in Finland is the highest in the EU, take up is rapidly diminishing among women, especially those under 35. Although this proposal follows the programme “Remember Milk” that has just ended in September 2009, it is not its continuation as the targets are radically different: whereas “Remember Milk” was directed at women over 35, this programme aims at women from 20 to 35 years old. Most costs are well documented by the provision of estimates submitted by operators. Pricing for advertising in Facebook based on number of clicks. Programme eligible: First observations to be communicated to MS:



Yes/No



1. Provide detailed schedule and terms of reference for selection of implementing body 2. Specify synergies with i) EU co-financed and ii) national programmes (notably those private and public projects alluded to in Section 5.1) 3. Unit costs should be provided for the following actions: press and internet adverts designing, website/number of web pages (action 4), material designing (action 5), PR activities: provide man-hours or estimates 4. Budget overheads exceed the allowed maximum as their calculation basis should not include actions directly implemented by the proposing organisation. The budget and financing plan should be recalculated accordingly and re-submitted. 5. The programme is not a priority programme as it has not been proposed by several Member States and does not provide for measures to be implemented on the markets of more than one Member State (Article 8[1] of Council Regulation [EC] No 3/2008).
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100



OPINION OF THE COMMISSION SERVICES Quality of the programme:



good/average/poor



(coherence between strategy and objectives, quality of actions) European dimension / added value: Implementation of SANCO Green Paper of the European Community "Promoting Healthy Diets and Physical Activity: a European Dimension for the Prevention of Overweight, Obesity and Chronic Diseases” Impact forecast and assessment' methods Cost-effectiveness of the programme:



yes good/average/poor



(relation between total cost and anticipated impact) Points awarded by MS:



92/100



Priority awarded by MS:



Only programme submitted



External consultant’s opinion:



N/A



CONCLUSIONS The Member State has provided satisfactory answers to our request for supplementary information sent by note of 11.11.2009.



Observation(s):



Recommendation(s): - To be accepted - To be accepted provided that the above observations are taken into account - To be rejected
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IDENTIFICATION DU PROGRAMME: Etat(s) membre(s):



France



Titre du programme:



Campagne de communication générique mettant en avant la consommation du lait auprès des adolescents.



Organisme(s) compétent(s):



FranceAgriMer



Organisation(s) proposante(s):



Centre National Interprofessionnel de l’Économie Laitière (CNIEL)



Organisme(s) d’exécution:



LA CHOSE pour la gestion d'ensemble de la campagne et MEDIABRANDS pour l'achat d'espace.



Type de mesure:



information/promotion/mixte



Produit(s):



Le lait



Etat membre(s) ciblés:



La France



Durée:



36 mois



Budget total:



5.899.828 EUR



Proposition reçue le:



28/10/2009



CRITÈRES D’ÉLIGIBILITÉ : Respect du délai de présentation du programme par EM:



oui/non



Organisme(s) d’exécution sélectionné(s) par une procédure compétitive



oui/non



Engagement écrit et signé pour le cofinancement par EM



oui/non



Engagement écrit et signé pour le cofinancement par l’/les(s) organisation(s) proposante(s)



oui/non



Le programme est composé d’un ensemble d’actions cohérentes



oui/non



Actions non liées à l’origine ou aux marques privées, à l’exception des désignations basées sur réglementation communautaire



oui/non



Le(s) produit(s)/pays cible(s) sont éligibles



oui/non



Conformité à /aux ligne(s) directrice(s)



oui/non
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AVIS DE L’ETAT MEMBRE/DES ETATS MEMBRES : Confirmation du respect de la législation nationale et communautaire :



oui/non



Lien des actions proposées avec d’autres actions nationales et/ou communautaires d’information/de promotion (par EM)



oui/non



Confirmation de la représentativité de(s) l’organisation(s) proposante(s) du/des secteur(s) concerné(s)



oui/non



Confirmation de l’efficacité technique et financière de(s) l’organisation proposante(s)



oui/non



Confirmation de la capacité technique et financière de l’organisme d’exécution



oui/non



DESCRIPTION DU PROGRAMME : Objectif(s) : Objectif fondamental: Enrayer la baisse et accroître la consommation du lait dans les foyers avec adolescents de 3% à l’issue des trois ans de la campagne



Objectifs généraux: Corriger quelques points d’attitudes, tels que :



- un manque de plaisir de consommation (au 7ème rang des préférences) - un manque de modernité (28% d’attribution chez les 15-17 ans) - un manque d’intérêt pour les adolescents (un positionnement enfantin de la consommation du lait). Stratégie : Recréer une image positive du lait « boisson » et modifier les comportements des adolescents en utilisant une image emblématique de la réussite, en la personne d’Usain BOLT, dans les media les plus puissants auprès de notre cible, à savoir, la télévision et le web afin de créer le buzz. De plus, les adolescents seront sensibilisés et motivés via un événement annuel qui se déroulera dans un lieu public symbolique au cours duquel ils participeront activement. Cibles : Les adolescents de 14 à 18 ans Thèmes : Moderniser la perception du produit lait boisson L’essentialité de la consommation du lait / santé, un produit sain, naturel et moderne. 70



Aspects couverts:



qualité sécurité alimentaire méthodes de production spécifique aspects nutritionnels aspects sanitaires étiquetage bien-être des animaux respect de l’environnement image des produits communautaires systèmes communautaires AOP/IGP/STG produits biologiques symboles graphiques pour les régions ultrapériphériques système communautaire des v.q.p.r.d., indications géographique ou indication traditionnelle réservée pour les vins ou boissons spiritueuses



Messages à communiquer : Faire du lait qui est un aliment de prescription maternelle (de l’univers de la petite enfance), une boisson prescrite par une star, un sportif de haut niveau, qui témoigne de la nécessité de consommer du lait pour obtenir des exploits sportifs, même à l’adolescence. Actions, y inclus leur portée/volume et calendrier prévisionnel : Action 1 :



Une campagne média TV



Année 1 - 2010 :



3 semaines actives du 25 mai au 13 juin



Année 2 – 2011 :



3 semaines actives du 25 mai au 13 juin



Année 3 - 2012 Action 2 :



:



3 semaines actives du 25 mai au 13 juin



Un événement très médiatisable dans des lieux publics, « Street Event »



Année 1 - 2010: 10 jours en juin 2010, au même moment que la campagne TV pour créer un buzz. Lieu: Paris, soit une équipe de 6 animateurs et 2 agents de sécurités Année 2 - 2011 : 10 jours dans chaque ville au printemps. Lieu: Lyon, Marseille, Bordeaux, soit 3 équipes, soit u total de 18 animateurs et 6 agents de sécurité Année 3 - 2012 10 jours dans chaque ville la même période que JO 2012. Lieu: Rennes, Lille, Tours, soit 3 équipes, soit un total de 18 animateurs et 6 agents de sécurité Action 3 :



Un site Internet événementiel destiné à notre cible



Dates de parutions des vidéos et des bannières : En Année 1 - 2010 :



du 15 mai au 16 juin



En Année 2 - 2011 :



du 15 mai au 16 juin 71



En Année 3 -2012 : Action 4 :



du 15 mai au 16 juin



Une mesure des résultats, réguliers et par action.



Impact prévisible : - Action 1 Obtenir l’adhésion de 10% de la cible, soit 1.8 million de consommateurs au lait « boisson ». - Action 2 Obtenir l’adhésion de 50% des participants aux manifestations, soit 35 000 adolescents, au lait « boisson ». - Action 3 Cette 3è action permettra de donner de l’ampleur à l’action 2 en créant de la couverture grâce au web et en créant du buzz. L’action 3 est la médiatisation de l’action 2 pour lui donner de la puissance et en synergie avec l’action 1, permettre une croissance de consommation de lait « Boisson » d’un minimum de 3 % au travers de ces événements, à la fin de la campagne.



Méthodes d’appréciation de l’impact : - Action 1 Un post - test sera mené par un cabinet extérieur tel que TNS – SOFRES ou IPSOS afin de connaître l’impact de la campagne et l’impact sur l’image - Action 2 Une enquête sera menée par un cabinet spécialisé auprès du public présent. Un questionnaire sur lequel l’adresse du site web (Action 3) sera inscrit, leur sera remis à la fin de chaque course. - Action 3 Le nombre de personnes touchées ainsi que l’intérêt qu’elles ont portées à l’action sera évalué par un cabinet d’études spécialisé. EVALUATION DE L’ETAT MEMBRE/DES ETATS MEMBRES : Intérêt général du programme :



25,6/30



Qualité et efficacité du programme :



31,4/40



Dimension européenne :



8,2/10



Coût/efficacité :



16,8/20
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BUDGET RECAPITULATIF :



€



Tableau récapitulatif par action et par année: CAMPAGNE TV Frais techniques Production du film : 30 secondes - Réalisation & Production Bande antenne Bande son Déplacement équipe agence (3 billets avion [600€ x 3] + 11 nuits en Jamaïque [11 x 120€]+[repas]) Droits sur les sons Droits Usain Bolt Achat d’espaces - Mediabrands CAMPAGNE STREET EVENT Frais techniques Réalisation de la vidéo Matériel pour l’événement: Location espace 1750 m² x 5€ le m² Année 1 et 2,69 x 1750 € le m² en années 2 et 3 Ecran LED (1 en année 1 à Paris, 3 dans 3 villes en années 2 et 3) Pose Ordinateur / duo DVD Sol de course (1 en année 1 à Paris, 3 dans 3 villes en année 2 et 3) Lumières (jeu de 4) Chrono & système de chronométrage (1 ville en année 1, 3 villes en année 2 et 3) Matériel pour filmer l’événement Location Caméras pendant dix jours dans chaque ville pour filmer l’évènement



2010 2011 2012 Total 1 411 082,00 1 010 000,00 1 032 500,00 3 453 582,00 211 082,00 211 082,00 189 082,00 189 082,00 3 000,00 15 000,00 4 000,00



3 000,00 15 000,00 4 000,00



10 000,00 180 000,00 1 010 000,00 147 390,00 97 390,00 40 900,00 34 490,00 8 750,00



10 000,00 190 000,00 810 000,00 196 435,50 144 435,50



12 000,00



36 000,00



36 000,00



84 000,00



500,00 3 240,00 3 800,00



1 500,00



1 500,00



11 400,00



11 400,00



3 500,00 3 240,00 26 600,00



1 200,00 5 000,00



3 600,00 15 000,00



3 600,00 15 000,00



8 400,00 35 000,00



5 000,00



11 813,00



12 600,00



29 413,00



2 500,00



7 875,00



8 269,00



18 644,00



2 500,00



3 938,00



4 331,00



10 769,00



17 000,00



51 000,00



51 000,00



119 000,00



12 000,00



36 000,00



36 000,00



84 000,00



5 000,00



15 000,00



15 000,00



35 000,00



50 000,00 178 000,00 60 000,00 45 000,00 15 000,00



52 000,00 487 549,00 19 200,00 8 000,00



Deux caméras pour Paris en année 1, 6 caméras en année 2 et 6 en année 3 Deux Cameramen à raison de 125 € par jour en année 1: 1 cameraman par ville Mise en place de l’événement Equipes animatrices : 6 animateurs par ville à raison de 200 € par jour - 10 jours par ville Paris en année 1, Marseille, Lyon et Bordeaux en année 2 Agents de sécurité : Deux agents par ville à raison de 250 € par agent et par jour - - 10 jourspar ville Paris en année 1, Marseille, Lyon et Bordeaux en année 2 et Lille, Droits Usain Bolt CAMPAGNE WEB Frais techniques Production du site web www.legrandduel.com Déclinaison de l’ensemble des pages - 50 masters en année 1 Développement Flash du site Sound design



20 000,00 4 300,00
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81 622,50 14 122,50



1 000,00



11 500,00 31 500,00 201 000,00 571 000,00 820 000,00 2 640 000,00 199 222,50 543 049,00 145 222,50 543 049,00 40 900,00 81 622,50 197 736,00 14 122,50 36 996,00



54 000,00 156 000,00 458 500,00 1 124 049,00 8 500,00 87 700,00 2 800,00 55 800,00 15 000,00



200,00



20 000,00 5 500,00



Plan de taggage Mises à jour du site - mise en ligne des vidéos Production de la campagne média Déclinaison des différents formats Développement flash Taggage Droits Usain Bolt Achat d’espace Internet TOTAL DES ACTIONS TOTAL DES HONORAIRES MESURE DES RESULTATS TOTAL DES FRAIS DE GESTION CNIEL TOTAL DU PROGRAMME



5 700,00



3 000,00 2 000,00 10 700,00 4 000,00 600,00 4 600,00 11 200,00 5 700,00 31 900,00 2 000,00 700,00 6 200,00 6 000,00 4 000,00 20 000,00 3 200,00 1 000,00 5 700,00 52 000,00 54 000,00 156 000,00 416 349,00 396 000,00 880 349,00 1 693 984,50 1 690 222,50 5 120 679,00 214 300,00 213 460,00 608 959,65 29 900,00 30 700,00 89 740,00 26 200,00 25 033,00 80 449,70 1 964 384,50 1 959 415,50 5 899 828,35



15 000,00 3 500,00 10 000,00 1 500,00 50 000,00 68 000,00 1 736 472,00 181 199,65 29 140,00 29 216,70 1 976 028,35



Budget récapitulatif: ACTIONS



2010



Action 1 – Campagne media TV Action 2 - Street Event Action 3 – Campagne Web Total des actions (1) Frais de garantie de bonne exécution Honoraires de l’organisme d’éxecution (maximum 13/15% de (1), annexe III, point B.1.2) Mesure des résultats, des actions (maximum 3% de (1), annexe III, point C.5) Total des coûts directs pour le (2) de (2), Frais générauxprogramme (maximum 3/5% annexe III, point A.2) TOTAL du PROGRAMME



2011



1 411 082,00 147 390,00 178 000,00 1 736 472,00 sans objet 181 199,65



2012



TOTAL



1 010 000,00 1 032 500,00 3 453 582,00 196 435,50 199 222,50 543 048,00 487 549,00 458 500,00 1 124 049,00 1 693 984,50 1 690 222,50 5 120 679,00 214 300,00 213 460,00 608 959,65



29 140,00



29 900,00



30 700,00



89 740,00



1 946 811,65 29 216,70



1 938 184,50 26 200,00



1 934 382,50 5 819 378,65 25 033,00 80 449,70



1 976 028,35



1 964 384,50



1 959 415,50



5 899 828,35



PLAN DE FINANCEMENT EN EURO : COFINANCEMENT



ANNEE I



%



ANNEE II



%



ANNEE III



%



TOTAL



%



UE



988 014



50



982 192



50



979 708



50



2 949 914



50



ETAT MEMBRE



296 711



16,78



296 268



16,78



397 166



16,78



990 145



16,78



PROPOSANT



691 303



33,22



685 924



33,22



582 542



33,22



1 959 769



33,22



1 976 028



100



1 964 385



100



1 959 416



100



5 899 828



100



TOTAL



RÉSULTAT DE L’EXAMEN D’ÉLIGIBILITÉ ET DE LA QUALITE: Remarques : Après examen du projet de programme une lettre de remarques a été envoyée par les services de la Commission aux autorités françaises le 11/11/2009 (réf. ARES(2009) 318129). Les Autorités françaises ont répondu par lettre datée 30 novembre 2009 (réf. ARES(2009) 352839) à toutes les observations émises par les services de la Commission. 74



Le détail des réponses fournies ainsi que les modifications apportées aux actions contenues dans le programme peuvent être considérées comme satisfaisantes. Le budget total a été réduit de 5.9990.850 EUR à 5.899.828 EUR. Eligibilité du programme :



oui/non



Premières observations à communiquer à l’EM :
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AVIS DES SERVICES DE LA COMMISSION : Qualité du programme:



bonne/moyenne/non adéquat



(cohérence entre stratégie et objectifs, qualité des actions) Dimension / valeur ajoutée européenne:



bonne/moyenne/non adéquate



Impact prévisible et méthode(s) d’appréciation de l’impact: Coût efficacité du programme:



Oui/non



bonne/moyenne/non adéquat



(relation entre coût total et impact prévisible) Points donnés par EM:



82/100



Priorité donnée par l’Etat membre



seul programme



Avis du consultant externe:



N/A



CONCLUSIONS: Observation(s) En application de l'article 7.1 du règlement (CE) 3/2008, les États membres concernés examinent l’opportunité des propositions de programmes et vérifient leur conformité avec la réglementation, les lignes directrices le cahier des charges respectifs. Ils vérifient également le rapport qualité/prix des programmes en question. En application de l'article 8.1 du règlement (CE) 3/2008, priorité est donnée aux programmes proposés par plusieurs États membres ou prévoyant des actions dans plusieurs États membres ou pays tiers. En application de l'article 11. 3. du règlement (CE) 3/2008, Les organismes chargés de l’exécution d’actions d’information et de promotion doivent avoir une expertise des produits et des marchés concernés et disposer des moyens nécessaires pour assurer l’exécution la plus efficace possible des actions, en tenant compte de la dimension communautaire des programmes concernés. En application de l'article 1.2 du règlement (CE) 501/2008 on entend par "programme" un ensemble d’actions cohérentes qui revêtent une ampleur suffisante pour contribuer à accroître l’information sur les produits concernés ainsi que leur écoulement. En application de l'article 8.2 du règlement (CE) 501/2008, les programmes présentés doivent être suffisamment développés pour que leur conformité avec la réglementation applicable et leur rapport coût/efficacité puissent être évalués. En application de l'article 12 du règlement (CE) 501/2008, l’État membre vérifie que l’organisme d’exécution sélectionné dispose des moyens financiers et techniques 76



nécessaires pour assurer l’exécution la plus efficace des actions, conformément à l’article 11, paragraphe 3, du règlement (CE) no 3/2008. Cependant, En ce qui concerne l'action 1 (page 13), - Les "frais techniques" doivent être définis d'avantage et des couts unitaires fournis. La présentation d'un montant global de 190.000 EUR pour la production et réalisation du film n'est pas acceptable. - Les déplacements de l'équipe de l'agence d'exécution doivent être justifiés d'avantage: pourquoi est-il nécessaire de loger 11 nuits à Jamaïque? - Les honoraires de l'agence La Chose ne doivent être calcules que sur les mesures qui seront effectivement mises en place par cette agence, en excluant complètement les mesures qui seront chargés à l'agence Mediabrands (achat d'espaces 2.630.000 EUR) et les droits à percevoir par M. Bolton et les propriétaires du son. En conséquence, les honoraires forfaitaires de l'agence La Chose ne peuvent dépasser 39.260 EUR (13% de 302.000). - Les honoraires de l'agence Mediabrands, laquelle sera chargée de l'achat d'espaces multimedia doivent être justifiés d'avantage. Compte tenue de la nature de cette activité qui porte plutôt sur la négociation avec les centraux de media, il semble convenable d'apporter des time-sheets indiquant le travail à effectuer par l'agence. - En outre, les chaines de TV finalement choisies pour l'émission du film de 30 secondes, leur justification, le nombre de spots, le cout unitaire de chaque spot, le calendrier et plages horaires provisoires d'émission doivent être détaillés. - Compte tenu des dispositions de Article 8 – "Diffusion et exploitation des résultats" du modèle du contrat et notamment du fait que le contractant s'engage, tant pour lui-même que pour les organismes d'exécution et ses sous-contractants éventuels, à réserver à la Commission et, le cas échéant, à l’Etat membre ou aux Etats membres tous les droits d'utilisation des résultats des actions faisant l'objet du contrat, il est nécessaire de clarifier la justification et les conditions/limitations des droits qui seront perçus par M. Usanin Bolt (571.000 EUR). - L'impact prévisible de l'action doit être expliqué d'avantage (adhésion (?) de 10% de la cible) ainsi que la méthode qui sera utilisée pour mesurer ledit impact. Une référence succincte à un post-test qui sera mené par un cabinet extérieur ne suffit pas comme description de la méthode d'évaluation. En ce qui concerne l'action 2 (page 20): - Des informations plus précises sur les endroits ou cet événement se déroulera, la justification de son choix pour la campagne, les détailles de son organisation et le procès de sélection du public participant devront être fournis. - Les "frais techniques" doivent être définis d'avantage et des couts unitaires fournis. Le montant global de 40.000 EUR pour la production et réalisation de la vidéo n'est pas acceptable. 77



- En ce qui concerne le matériel nécessaire pour l'événement, liste de matériel ainsi que les couts présentés doivent être révisés. En tout état de cause, l'achat des ordinateurs (6.615 EUR) et de lecteurs DVD (1.750 EUR) chaque année du programme est à exclure puisque l'agence d'exécution doit disposer des moyens nécessaires pour assurer l’exécution la plus efficace possible des actions. Ces couts doivent être enlevés du budget du programme. - La justification, usage et couts unitaires des matériels et personnel (régie) nécessaire pour filmer l'événement doivent être justifiés d'avantage, notamment en ce qui concerne les couts unitaires, personnel et catégorie, ainsi que le temps de travail prévisible. - Les couts liés à la a mise en place de l'événement doivent être justifiés et expliqués d'avantage, notamment en ce qui concerne les couts unitaires/horaires, personnel et catégorie, ainsi que le temps de travail prévisible. - Compte tenu des dispositions de Article 8 – "Diffusion et exploitation des résultats" du modèle du contrat et notamment du fait que le contractant s'engage, tant pour lui-même que pour les organismes d'exécution et ses sous-contractants éventuels, à réserver à la Commission et, le cas échéant, à l’Etat membre ou aux Etats membres tous les droits d'utilisation des résultats des actions faisant l'objet du contrat, il est nécessaire de clarifier la justification et les conditions/limitations des droits qui seront perçus par M. Usanin Bolt (156.000 EUR). - L'impact prévisible de l'action doit être expliqué d'avantage (adhésion (?) de 50% des participants aux manifestations) ainsi que la méthode qui sera utilisée pour mesurer ledit impact. Une référence succincte à une enquête qui sera mené par un cabinet spécialisé auprès du public présente ne suffit pas comme description de la méthode d'évaluation. En ce qui concerne l'action 3 (page 27): - Les "Total frais" de 10.000 EUR imputables à la période Mai-Juin 2010 ne sont pas justifiés (page 30). - Les "Total frais de diffusion + mis en place" de 34.000 EUR imputables à la période Mai-Juin 2011 ne sont pas justifiés (page 31). - Les "Total frais de diffusion + mis en place" de 34.000 EUR imputables à la période Mai-Juin 2012 ne sont pas justifiés (page 32). En ce qui concerne la mesure des résultats (page 33): - La mesure de résultats des différentes mesures incluses dans le programme (page 12 du programme) ne doit pas être présentée comme une "mesure". - Les méthodes qui seront utilisées pour mesurer l'impact des mesures incluses dans le programme doivent être définies et décrites suffisamment afin de justifier leur validité par rapport aux objectives du programme (accroitre la consommation de du lait dans les foyers avec adolescents de 3% à l'issue des trois ans de la campagne) et les couts y liés. Se limiter à indiquer que des études quantitatives et qualitatives seront réalisées par le Cabinet IPSOS et/ou le CREDOC, ne suffit pas comme description de la méthode d'évaluation et justification du budget (89.740 EUR) 78



- Les honoraires de l'agence La Chose en concept de mise ne place du test, suivi des résultats et présence aux réunions de analyse (6.000 EUR) ne sont pas acceptables. Comme indiqué aux Annexes II et III du modèle de contrat, les honoraires de l'agence d'exécution de peuvent porter que sur les mesures qui seront exécutées par l'agence. En ce qui concerne le budget détaillé (page 38), ceci doit être révisé et aussi présenté suivant la même structure que le budget récapitulatif, afin de faciliter l'identification des différents coûts liés aux actions, les honoraires des agences intervenantes et les frais généraux de l'organisme proposant. Le budget détaillé (page 39) indique également que les factures d'honoraires seront accompagnées de time-sheets. Cette pratique n'est pas acceptable, car soit l'organisme d'exécution présente un montant forfaitaire pour les honoraires d'une action, soit il justifie les honoraires sur la base de time-sheets, lesquelles devraient être détaillées déjà dans le programme faisant mention de la catégorie des intervenants, honoraires et temps de travail estimé. En conséquence, un budget révisé tenant également compte des remarques indiqués dans les points précédents doit être soumit dans les meilleurs délais. Le programme ne fait aucune référence à la possible complémentarité, synergie où l'établissement des économies d'échelle avec des autres projets de programmes cofinancés sur les produits laitiers (beurre et yaourt) présentés également par le CNIEL dans le cadre du règlement 698/2009. Ces programmes ont aussi des budgets considérables et une partie de leur exécution (achat d'espaces media) sera confiée à l'agence Mediabrands (programme "Beurre" 4.524.348 EUR et programme Yaourt 3.764.461 EUR). Des synergies et des économies d'échelle doivent donc être recherchés afin d'optimiser l'achat d'espaces media et d'améliorer le rapport qualité/prix desdits programmes. Ce programme n'a pas été proposé par plusieurs États membres ni prévoit des actions dans plusieurs États membres. Le programme se déroulera exclusivement en France. En conséquence le programme ne peut pas être considéré comme prioritaire. Les clarifications fournies par les Autorités françaises (réf. ARES(2009) 352839) en date 30/11/2009 ainsi que les modifications apportées au budget et au plan de financement du programme permettent de considérer ce programme comme acceptable pour bénéficier d'un cofinancement Communautaire. Recommandation(s) [- à accepter - à accepter sous réserve des observations ci-dessus - à rejeter ]
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IDENTIFICATION DU PROGRAMME: Etat(s) membre(s):



France



Titre du programme:



CAMPAGNE DE COMMUNICATION GENERIQUE METTANT EN AVANT LA CONSOMMATION DU BEURRE.



Organisme(s) compétent(s):



FranceAgriMer



Organisation(s) proposante(s):



Centre National Interprofessionnel de l’Economie Laitière (CNIEL)



Organisme(s) d’exécution:



PUBLICIS ACTIV POUR LA GESTION DE LA CAMPAGNE 133, avenue des Champs Elysées 75008 PARIS France MEDIABRANDS POUR L’ACHAT D’ESPACE La Chocolaterie 79-83 rue Baudin 92 300 Levallois-Perret France



Type de mesure:



information/promotion/mixte



Produit(s):



Le beurre



Etat membre(s) ciblés:



France



Durée:



36 mois



Budget total:



4.522.309 EUR



Proposition reçue le:



28/10/2009



CRITÈRES D’ÉLIGIBILITÉ : Respect du délai de présentation du programme par EM:



oui/non



Organisme(s) d’exécution sélectionné(s) par une procédure compétitive



oui/non



Engagement écrit et signé pour le cofinancement par EM



oui/non



Engagement écrit et signé pour le cofinancement par l’/les(s) organisation(s) proposante(s)



oui/non



Le programme est composé d’un ensemble d’actions cohérentes



oui/non



Actions non liées à l’origine ou aux marques privées, à l’exception des désignations basées sur réglementation communautaire



oui/non



Le(s) produit(s)/pays cible(s) sont éligibles



oui/non



Conformité à /aux ligne(s) directrice(s)



oui/non 80



AVIS DE L’ETAT MEMBRE/DES ETATS MEMBRES : Confirmation du respect de la législation nationale et communautaire :



oui/non



Lien des actions proposées avec d’autres actions nationales et/ou communautaires d’information/de promotion (par EM)



oui/non



Confirmation de la représentativité de(s) l’organisation(s) proposante(s) du/des secteur(s) concerné(s)



oui/non



Confirmation de l’efficacité technique et financière de(s) l’organisation proposante(s)



oui/non



Confirmation de la capacité technique et financière de l’organisme d’exécution



oui/non



DESCRIPTION DU PROGRAMME : La situation économique du secteur laitier subit un déséquilibre entre l’offre et la demande qui induit une chute des prix payés aux producteurs. Elle nous oblige à mettre en place des actions fortes de redynamisation de la demande, convergentes avec les objectifs de l’Europe et avec l’objet de la dotation exceptionnelle de l’Union Européenne pour les produits laitiers.



Objectif(s) : En 1986, la consommation de beurre par habitant et par année, était de 5.3 kg. En 2008, elle est à 2.4 kg par habitant et par année. Nos objectifs sont : 1. Arrêter cette chute de consommation en la stabilisant à 2.4 kg par année et par habitant 2. Convaincre 10% de notre cible que le beurre est un élément nécessaire pour leur équilibre alimentaire.



Stratégie : La mécanique créative qui consiste à montrer des adolescents en situation de consommation a pour objectif à la fois de modifier l’image négative du beurre (72% des petits et non consommateurs) mais possède aussi un pouvoir incitatif à la consommation en elle-même (plaisir de la tartine au petit déjeuner, beurre pour donner du goût aux pâtes,…). Aussi, la stratégie du programme consiste à réaliser un ensemble d’actions cohérentes et complémentaires, tel que : Publicité télévisée : qui permet de toucher une moyenne de 72 millions de contacts soit 15 millions de consommateurs, adolescents et jeunes mères.
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Spots radio : qui permet de toucher une moyenne de 170 000 adolescents qui écouteront les spots sur leurs chaînes de radio préférées : Skyrock et NRJ. NRJ Music Tour : Une opération évènementielle annuelle (concert) fréquentée par 50 000 adolescents, dans plusieurs villes de France. E-pub, jeu-concours liés au site skyrock.com : un site destiné aux adolescents. Il est visité par 3.5 millions jeunes annuellement.



Cibles : Les adolescents :



14-18 ans



Les jeunes parents :



28 – 38 ans



Thèmes : Le beurre est un aliment naturel et qui donne du goût. La consommation du beurre allie la notion de plaisir et de modernité, le beurre redevient tendance. Aspects couverts:



qualité sécurité alimentaire méthodes de production spécifique aspects nutritionnels aspects sanitaires étiquetage bien-être des animaux respect de l’environnement image des produits communautaires systèmes communautaires AOP/IGP/STG produits biologiques symboles graphiques pour les régions ultrapériphériques système communautaire des v.q.p.r.d., indications géographique ou indication traditionnelle réservée pour les vins ou boissons spiritueuses



Messages à communiquer : Le beurre est un aliment naturel qui, contrairement aux idées reçues, offre un apport en protéines et donne du goût aux aliments. Le beurre est source de plaisir et permet de créer de nouvelles recettes tendances ou de retrouver des goûts simples de plats traditionnels. 82



Actions, y inclus leur portée/volume et calendrier prévisionnel : Action 1 :



Une campagne Télévision



En année 1 : 2010 – Une vague longue de mars à mai 2010 En année 2 : 2011 – 2 vagues : cœurs de semestre, mars/avril et septembre/octobre En année 3 : 2012 – 2 vagues : cœurs de semestre, mars/avril et septembre/octobre



Action 2 :



Une campagne radio



Sur radio SYROCK : En année 1 – 2010 : Mars et septembre En année 2 – 2011 : Mars et septembre En année 3 – 2012 : Mars et septembre SUR NRJ : En année 1 – 2010 : Mars à septembre En année 2 – 2011 : Mars à septembre En année 3 – 2012 : Mars à septembre Nombre de contacts : En année 1 – 2010 : 10 174 000 En année 2 – 2011 : 9 859 000 En année 3 – 2012 : 9 650 000 Nombre de spots : 3 par jour - 60 par année



Action 3 :



Des opérations événementielles



2010, 2011 et 2012 : en mars, avril, mai et septembre



Action 4 :



Du E-pub lié à un site de radio



2 vagues de 4 semaines pour 2010, 2011 et 2012 Du 5 avril au 2 mai Du 13 septembre au 10 octobre 83



Accompagnement de l’évènementiel avec 2 mini-vagues à la radio de 4 jours pour annoncer l’opération « Internet » et concentration sur la tranche « jeunes » 20h-24h, émission de Difool. Performances : 100 GRP



Action 5 :



Des Mesures de résultats des actions



Réaliser des études quantitatives et qualitatives qui porteront sur chaque action annuellement. Le Cabinet IPSOS et ou le CREDOC réaliseront des études afin de ; Connaître le taux de succès de chacune d’entre-elles S’il faut la poursuivre ou l’améliorer Le CREDOC réalisera l’étude quantitative afin de connaître : Le changement de perception du beurre auprès de notre cible Les statistiques de consommation de beurre, à la fin de chaque année de campagne Les questions posées dans les études seront basées sur le Règlement n° 501/2008 Article 19 remis par la Commission Européenne en fin de chaque année de campagne



Impact prévisible : Ramener les jeunes à la consommation du beurre ce qui permettra, dans un premier temps, d’enrayer la chute, de maintenir la consommation à son niveau actuel, soit 2.4 kg par an et par habitant à la fin des 3 ans de la campagne et même, dans un deuxième temps, envisager une certaine reprise. Obtenir l’adhésion de 10% de nos cibles à la modification de leur comportement alimentaire par rapport au beurre



Méthodes d’appréciation de l’impact : Pour les actions 1 (CAMPAGNE TELEVISION), 2 (SPOTS RADIO), 4 (PARTENARIAT NRJ MUSIC TOUR) une étude sera menée tous les ans, au mois de juin, sur un échantillon représentatif de la cible par le CREDOC ou IPSOS, cabinets spécialisés en résultats de publicité télévisée, afin de connaître le nombre de personnes qui ont été sensibilisés par la publicité (taux de réminiscence) et l’impact du message sur leur comportement alimentaire (étude du nombre d’acte de consommation).
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Pour l'action 4 (WEB) Une étude sera menée par un cabinet spécialisé, tel que IPSOS, tous les ans au mois de novembre, afin de connaître le nombre de visiteurs sur le web, les blogs, le nombre de participants au jeu ainsi que leur perception de l’Action et notamment du produit. Pour l'action 5 "Mesure des resultats" BUDGET ESTIMATIF ANNEES



ETUDES



HONORAIRES



TOTAL



2010



30 000€



0€



30 000€



2011



30 000€



0€



30 000€



2012



30 000€



0€



30 000€



On réalisera des études quantitatives et qualitatives qui porteront sur chaque action annuellement. Le Cabinet IPSOS et ou le CREDOC réaliseront des études afin de ; • Connaître le taux de succès de chacune d’entre-elles • S’il faut la poursuivre ou l’améliorer



Le CREDOC réalisera l’étude quantitative afin de connaître : • Le changement de perception du beurre auprès de notre cible • Les statistiques de consommation de beurre, à la fin de chaque année de campagne



Les questions posées dans les études seront basées sur le Règlement n° 501/2008 Article 19 remis par la Commission Européenne en fin de chaque année de campagne



EVALUATION DE L’ETAT MEMBRE/DES ETATS MEMBRES : Intérêt général du programme :



22,8/30



Qualité et efficacité du programme :



28,8/40



Dimension européenne :



7,6/10



Coût/efficacité :



14,6/20 85



BUDGET RECAPITULATIF :



4 524 348 €



ACTIONS



2 010



2 011



2 012



TOTAL



922 849



977 459



976 678



2 876 986



Action 2 – Campagne NRJ



84 774



86 534



89 305



260 613



Action 3 – Campagne Web Skyrock



83 000



83 000



81 000



247 000



138 880



133 880



136 645



409 405



1 229 503



1 280 873



1 283 628



3 794 004



Action 1 – Campagne media TV



Partenariat NRJ (flyer inclus) Total des actions (1) Frais de garantie de bonne exécution



Sans objet



Honoraires de l’organisme d’éxecution (maximum 13/15% de (1), annexe III, point B.1.2)



228 356



196 605



197 520



622 481



Mesure des résultats, des actions (maximum 3% de (1), annexe III, point C.5)



30 000



30 000



30 000



90 000



1 487 859



1 507 478



1 511 148



4 506 485



6 000



6 041



5 822



17 863



1 493 859



1 513 519



1 516 970



4 524 348



Total des coûts directs pour le programme (2) Frais généraux (maximum 3/5% de (2), annexe III, point A.2) TOTAL du PROGRAMME



PLAN DE FINANCEMENT EN EURO : PARTICIPATION FINANCIERE



1° ANNEE



2°ANNEE



3° ANNEE



TOTAL



%



C. Européenne



746 930



756 760



758 485



2 262 175



50



État membre



222 663



224 552



302 834



750 049



16.58



Organisation Proposante



524 266



532 207



455 651



1 512 124



33.42



1 493 859



1 513 519



1 516 970



4 524 348



100



TOTAL
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RÉSULTAT DE L’EXAMEN D’ÉLIGIBILITÉ ET DE LA QUALITE: Remarques : En application de l'article 7.1 du règlement (CE) 3/2008, les États membres concernés examinent l’opportunité des propositions de programmes et vérifient leur conformité avec la réglementation, les lignes directrices le cahier des charges respectifs. Ils vérifient également le rapport qualité/prix des programmes en question. En application de l'article 8.1 du règlement (CE) 3/2008, priorité est donnée aux programmes proposés par plusieurs États membres ou prévoyant des actions dans plusieurs États membres ou pays tiers. En application de l'article 11.3. du règlement (CE) 3/2008, Les organismes chargés de l’exécution d’actions d’information et de promotion doivent avoir une expertise des produits et des marchés concernés et disposer des moyens nécessaires pour assurer l’exécution la plus efficace possible des actions, en tenant compte de la dimension communautaire des programmes concernés. En application de l'article 1.2 du règlement (CE) 501/2008 on entend par "programme" un ensemble d’actions cohérentes qui revêtent une ampleur suffisante pour contribuer à accroître l’information sur les produits concernés ainsi que leur écoulement. En application de l'article 8.2 du règlement (CE) 501/2008, les programmes présentés doivent être suffisamment développés pour que leur conformité avec la réglementation applicable et leur rapport coût/efficacité puissent être évalués. Cependant, 1



En ce qui concerne l'action 1 campagne télévision (page 14), – la justification des chaines de TV finalement choisies pour l'émission des films et les plages horaires provisoires d'émission doivent être détaillés. – le "casting/interprétation" est un cout qui devrait être inclus parmi les autres actions de la campagne télévision et il doit être défini plus précisément et des couts unitaires fournis; – les couts unitaires des matériels et du personnel nécessaire et le temps de travail prévu pour chaque action de la production et de la postproduction des films doivent être fournis plus en détail.
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En ce qui concerne l'action 2 spots radio (page 23): – les couts unitaires des matériels et du personnel nécessaire et le temps de travail prévu pour chaque action de la réalisation d'un spot radio doivent être fournis plus en détail;
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En ce qui concerne l'action 3 partenariat NRJ Music Tour (page 31): – il faut donner une présentation beaucoup plus détaillée des frais relatifs au "partenariat NRJ Music Tour" (124.000 EUR par an) c'est-à-dire à la a mise en place des actions (gestion du stand avec la distribution des tartines beurrées et des 87



flyers etc.), les couts de ces actions doivent être mieux justifiés et expliqués, notamment en ce qui concerne les couts unitaires/horaires, personnel et catégorie, ainsi que le temps de travail prévu. – par erreur évidente, des honoraires de l'agence Publicis Activ (150.000 EUR) figurent dans le budget de cette action - ce sont des honoraires définis en fait comme "conception et suivi de la campagne", de plus ces honoraires ne constituent pas un élément de la somme totale de cette action. On peut après retrouver une ligne avec ces honoraires dans le budget totale du programme (p. 47) où ils sont des honoraires demandés (de façon non justifiée – voir point 5) à part les honoraires prévus pour l'agence Publicis Activ pour les actions 1, 2, 4. 4



En ce qui concerne l'action 4 Web (page 35) les couts unitaires des matériels et du personnel nécessaire et le temps de travail prévu pour les actions couvertes par les frais techniques doivent être fournis plus en détail.
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Les honoraires globaux représentent 16,4% du coût des actions. Ces honoraires ne pouvant être forfaitaires, ils doivent être décrits, détaillés et ventilés (par catégorie de personnel, durée de prestation, coût unitaire et coût total). L'indication après le budget récapitulatif que "les factures d'honoraires seront accompagnées de timesheets" n'est pas acceptable. C'est déjà au niveau du programme qu'il faut présenter les détails qui justifient les honoraires prévus. Par ailleurs, les honoraires de PUBLICIS ACTIV étant compris dans les actions, il n'est pas acceptable d'y ajouter à la fin des honoraires forfaitaires de 150.000 € pour la conception, le suivi et la réalisation de la campagne.



6



Dans les actions 1, 2, 4 les honoraires de l'agence Publicis Activ ne doivent être calculés que sur les mesures qui seront effectivement mises en place par cette agence, en excluant complètement les mesures qui seront chargés à l'agence Mediabrands (achats d'espace).
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En ce qui concerne la mesure des résultats: – la mesure des résultats des différentes actions incluses dans le programme (page 13 du programme) ne doit pas être présentée comme une "action" – les méthodes qui seront utilisées pour mesurer l'impact des mesures incluses dans le programme (actions 1, 2, 3, 4) doivent être définies et décrites suffisamment afin de justifier leur validité par rapport aux objectives du programme ("arrêter la chute de consommation en la stabilisant à 2.4 kg par année et par habitant, et convaincre 10% de la cible que le beurre est un élément nécessaire pour leur équilibre alimentaire") et les couts y liés. Se limiter à indiquer que des études quantitatives et qualitatives seront réalisées par le Cabinet IPSOS et/ou le CREDOC, ne suffit pas comme description de la méthode d'évaluation – la méthode d'évaluation ne fait aucune référence au document DG AGRI 63454/2007 FR, une telle référence est requise.
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Le projet du programme ne fait pas de référence plus détaillée à la complémentarité, synergie où l'établissement des économies d'échelle avec des autres projets de programmes cofinancés sur les produits laitiers (lait et yaourt) présentés également par le CNIEL dans le cadre du règlement 698/2009. Ces programmes ont aussi des budgets considérables et une partie de leur exécution sera confiée à l'agence 88



Mediabrands (programme Lait - budget total 5.990.850 EUR et programme Yaourt budget total 3.764.461 EUR). Des synergies et des économies d'échelle doivent donc être recherchées afin d'optimiser l'achat d'espaces media et d'améliorer le rapport qualité/prix desdits programmes. 9



Ce programme n'est pas prioritaire dans la mesure où il n'a pas été proposé par plusieurs États membres et ne prévoit pas des actions dans plusieurs États membres.



Eligibilité du programme :



oui/non



Premières observations à communiquer à l’EM : Le programme peut être accepté si les remarques de la part des services de la Commission présentées ci-dessus seront prises en considération. AVIS DES SERVICES DE LA COMMISSION : Qualité du programme:



bonne/moyenne/non adéquat



(cohérence entre stratégie et objectifs, qualité des actions) Dimension / valeur ajoutée européenne:



bonne/moyenne/non adéquate



Impact prévisible et méthode(s) d’appréciation de l’impact: Coût efficacité du programme:



Oui/non



bonne/moyenne/non adéquat



(relation entre coût total et impact prévisible)



Points donnés par EM:



73,8/100



Priorité donnée par l’Etat membre



seul programme



Avis du consultant externe:



N/A



CONCLUSIONS: Observation(s) Ce programme peut être considéré comme un ensemble d'actions cohérentes. La proposition du programme peut avoir un effet positif sur la connaissance des qualités et sur la consommation du beurre en France. Le budget prévu pour les actions est suffisamment élevé afin d'assurer une promotion visible et efficace de ce produit.
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Les actions sont généralement bien définies, il y a un planning des actions solide, et les objectifs des actions sont précis. La proposition modifiée reçue des autorités françaises (lettre ARES 351677) donne des réponses satisfaisantes à toutes les remarques de la Commission qu'elle a formulé après la première évaluation (lettre ARES 318129) et dans ce cas-ci la Commission peut accepter le programme. Una analyse approfondie des réponses fournies dans la nouvelle proposition se trouve dans une note de dossier de la D4. Le budget final s'élève à 4.522.308,53 € comme détaillé ci-dessous (diminution de 2.309,47 € par rapport au budget initial).
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Recommandation(s) [- à accepter - à accepter sous réserve des observations ci-dessus - à rejeter ]
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IDENTIFICATION DU PROGRAMME: Etat(s) membre(s):



France



Titre du programme:



Programme de communication générique mettant en avant la consommation de yaourts auprès des jeunes mères de 28 à 45 ans.



Organisme(s) compétent(s):



FranceAgriMer



Organisation(s) proposante(s):



CNIEL (FR) Centre National Interprofessionnel de l'Economie Laitière.



Organisme(s) d’exécution:



PUBLICIS CONSEIL pour la gestion de la campagne. Av. des Champs Elysées, 133 F-75008 Paris MEDIABRANDS (pour l’achat d’espace)



Type de mesure:



information/promotion/mixte



Produit(s):



Le yaourt



Etat membre(s) ciblés:



France



Durée:



2 ans



Budget total:



3.497.710 € (initial: 3.764.461 €)



Proposition reçue le:



3/11/2009 (AGRI A/303302 30/10/09)



CRITÈRES D’ÉLIGIBILITÉ : Respect du délai de présentation du programme par EM:



oui/non



Organisme(s) d’exécution sélectionné(s) par une procédure compétitive



oui/non



Engagement écrit et signé pour le cofinancement par EM



oui/non



Engagement écrit et signé pour le cofinancement par l’/les(s) organisation(s) proposante(s)



oui/non



Le programme est composé d’un ensemble d’actions cohérentes



oui/non



Actions non liées à l’origine ou aux marques privées, à l’exception des désignations basées sur réglementation communautaire



oui/non



Le(s) produit(s)/pays cible(s) sont éligibles



oui/non



Conformité à /aux ligne(s) directrice(s)



oui/non
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AVIS DE L’ETAT MEMBRE/DES ETATS MEMBRES : Confirmation du respect de la législation nationale et communautaire :



oui/non



Lien des actions proposées avec d’autres actions nationales et/ou communautaires d’information/de promotion (par EM)



oui/non



Programme MI 2009 C(2009) 5583 du 23/7/2009 France + Pays-Bas: Depuis octobre 2009, communication ombrelle à la TV destinée au grand public sous le thème "3 produits laitiers par jour", à la radio et en print, destinée au corps médical. Déclarée financée exclusivement par le CNIEL. Parallèlement depuis le 1er octobre 2009, campagne destinée aux médecins et nutritionnistes, déclarée aussi financée exclusivement par le CNIEL. Confirmation de la représentativité de(s) l’organisation(s) proposante(s) du/des secteur(s) concerné(s)



oui/non



Confirmation de l’efficacité technique et financière de(s) l’organisation proposante(s)



oui/non



Confirmation de la capacité technique et financière de l’organisme d’exécution



oui/non



DESCRIPTION DU PROGRAMME : Objectif(s) : Arrêter la diminution de la consommation du yaourt et en accroître même la consommation de 5% à la fin du programme (2011). Recréer le réflexe "un yaourt au quotidien" auprès de 15 % de la cible, soit 1,25 millions de femmes (mères?) de 28 à 45 ans, en utilisant aussi les éléments d'information nutritionnelle.
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La consommation de produits laitiers à domicile par an et par habitant en France



50,0 47,4 46,6 46,4



45,4



45,0 40,0



In Lt/hab



35,0 30,0



2005 2006



25,0



2007 2008



20,0 18,0 17,9 17,9 17,8



17,0 17,0 16,9 15,9



15,0 10,0 7,0 7,0



7,2 7,0



5,0 0,0 Lait



Fromages



Yaourt



Desserts lactés



Source : Cniel d'après panel consom m ateurs TNS Worlpanel et panel distributeur IRI.



Stratégie : •



Incitation à la consommation et au changement de comportement en utilisant un axe créatif original qui permettra l'émergence du message "Un yaourt par jour".



•



La radio et la presse féminine sont les médias qui touchent le plus la cible choisie. Des messages courts, originaux et interpellants auront un impact fort via ces medias.



• Le publi-rédactionnel sera renforcé via les sites web des magazines féminins qui sont visités par 1/3 de la cible. Cibles : • Les jeunes mères de 28 à 45 ans, Thèmes : • Importance du yaourt dans une alimentation équilibrée Ces thèmes seront soutenus par des accroches courtes et percutantes. Aspects couverts:



qualité sécurité alimentaire aspects nutritionnels aspects sanitaires étiquetage image des produits communautaires



Messages à communiquer : 94



Recréer le réflexe "un yaourt par jour" auprès des jeunes mères •



Par une consommation quotidienne



•



Dans le cadre d'une alimentation saine et équilibrée



Les messages seront conformes aux recommandations du PNNS (Programme National Nutrition Santé en France). . Actions, y inclus leur portée/volume et calendrier prévisionnel : ACTION 1.SPOTS RADIO 2010



2011



Total



1 191 559



1 193 208



2 384 767



14 600



14 600



29 200



Achat d'art et droits (Musique pour les spots)



3 000



3 000



6 000



Location studio d'enregistrement (25 heures de studio à 220€/heure)



5 500



5 500



11 000



Réalisation en studio



5 500



5 500



11 000



Frais divers et administratifs (copie, envoi postaux,…)



600



600



Frais de Biem * (frais prélevés à chaque diffusion)



22 000



22 000



44000



1 037 839



1 037 839



2 075 678



117 120



118 769



235 889



Honoraires agence PUBLICIS CONSEIL



45 000



45 000



90 000



73,29%



Honoraires agence MEDIABRANDS (achat d'espace)



46 722



48 371



95 093



4,58%



Honoraires de trois comédiens (4 666 € par comédien)



13 998



13 998



27 996



Coût action



900



900



1 800



Coût action



Honoraires maison de production



6 600



6 600



13 200



Coût action



Honoraires bruiteur



3 900



3 900



7 800



Coût action



CAMPAGNE MEDIA - SPOTS RADIO FRAIS TECHNIQUES



ACHAT ESPACE SPOTS RADIO MEDIABRANDS TOTAL HONORAIRES



Honoraires agent des comédiens
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Hors



1 200 actions



* BIEM is the international organisation representing mechanical rights societies. Mechanical rights societies exist in most countries. They license the reproduction of songs (including musical, literary and dramatic works). Their members are composers, authors and publishers and their clients are record companies and other users of recorded music. They also license mechanical aspects of the downloading of music via the Internet.



Cette action a pour objectifs de créer le réflexe "un yaourt par jour" auprès de 5 millions d'auditeurs tout en touchant le maximum des 8 millions de personnes de population cible. Les spots seront réalisés sur base de scenarii drôles, interpellants et humoristiques. Il y aura trois spots différents de 30 secondes chacun, visant à retenir l'attention de la cible et dont la signature sera "Oublier le yaourt, c'est oublier l'essentiel". Ces spots seront diffusés sur 10,5%



CHERIE FM



26,6%



NRJ



7,7%



VIRGIN



10,1%



RFM



11,5%



EUROPE 1



33,5%



Independents



100,0%



TOTAL



Le calendrier prévu est de trois vagues de 2 semaines pendant les mois de janvier, juin et octobre de chaque année. Pendant les trois mois d'activité de chaque année, 690 spots sont prévus avec une couverture de 64%, un GRP de 830, une répétition de 13 et un nombre d'écoutes de 69.147.000. L'impact attendu est de convaincre 5% de la cible que le yaourt est bon pour l'équilibre alimentaire. Ceci sera évalué par une enquête d'un cabinet spécialisé auprès de 500 auditrices de la population cible.
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ACTION 2 PUBLI-REDACTIONNEL-PRESSE FEMININE



2010



2011



284 307



280 348



564 655



Frais techniques



35 000



35 000



70 000



Achat photos pour trois publi-rédactionnels ( 5 000 € par publi)



15 000



15 000



30 000



Rédactionnel des trois publi ( 5000 € par publi)



15 000



15 000



30 000



Execution (400 € par publi)



1 200



1 200



2 400



Photogravure (400 € par publi)



1 200



1 200



2 400



Mise sous format pour chaque support (650 € par support)



2 600



2 600



5 200



204 600



200 747



405 347



TOTAL HONORAIRES



44 707



44 601



89 308



Honoraires PUBLICIS CONSEIL



35 000



35 000



70 000



100,00%



9 707



9 601



19 308



4,76%



CAMPAGNE MEDIA PRESSE FEMININE



Achat espace presse - MEDIABRANDS



Honoraires MEDIABRANDS (achat d'espace)



Total



L'objectif de cette action est de sensibiliser les lectrices de magazines féminins, de santé et people, soit un total d’environ 4.7 millions de lectrices. Le but est de convaincre 15% de notre cible que le yaourt est un aliment nécessaire pour l’équilibre alimentaire.



Trois publi-rédactionnels informatifs mettant en avant une mère qui sert des yaourts à ses enfants seront réalisés pour mettre en avant les bienfaits du yaourt et le plaisir qu'il procure. Le programme des passages est le suivant en 2010: SUPPORT



N°



Marie Claire



3



Femmes Actuelle



3



Voici



6



Top Santé TOTAL



3 15



• • •



DATES Janvier Juin Septembre Janvier Juin Septembre Janvier (x2) Juin (x2) Septembre (x2) Janvier Mai Aout



PMP



Couverture : 78% Répétition : 3,6 GRP: 284
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TOTAL



19 000 €



57 000 €



21 300 €



63 900 €



9 700 €



58 200 €



8 500 €



25 500 € 204 600 €



• •



Affinité : 194 Contacts : 16 980 000



Le programme des passages est le suivant en 2011: N° INS ER



SUPPORT



Marie Claire



3



Femmes Actuelle



3



Voici



5



Top Santé TOTAL



3 14



• • • • •



DATES Janvier Juin Septembre Janvier Juin Septembre Janvier (x2) Juin (x2) Septembre Janvier Mai Aout



PMP



TOTAL



19 570 €



58 710 €



21 939 €



65 817 €



9 991 €



49 955 €



8 755 €



26 265 € 200 747 €



Couverture : 77% Répétition : 3,5 GRP : 270 Affinité : 195 Contacts : 16 140 000



En synergie avec les autres actions, l'impact attendu est de convaincre 5% de la cible à consommer un yaourt par jour. Ceci sera évalué annuellement par une enquête d'un cabinet spécialisé auprès d'un échantillon représentatif de la population cible. ACTION 3 CAMPAGNE MEDIA-WEB CAMPAGNE MEDIA WEB Frais techniques Design des bannières web Developpement de 6 bannières (2 500 € la bannière) Mise au format des bannières pour tous les sites (2 500 € par site) Achat espace web - MEDIABRANDS TOTAL HONORAIRES Honoraires PUBLICIS CONSEIL Honoraires MEDIABRANDS (achat d'espace)



2010 306 875 40 000 10 000



2011 308 164 40 000 10 000



Total 615 039 80 000 20 000



15 000



15 000



30 000



15 000 185 153 81 722 35 000 46 722



15 000 184 793 83 371 35 000 48 371



30 000 369 946 165 093 70 000 95 093



87,50% 25,70%



L'objectif est de toucher plus de 3 millions de consommatrices à travers des bannières interpellantes, impactantes, drôles et amusantes. Les bannières seront liées aux spots radio, avec une touche humoristique pour créer l'impact.
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Trois vagues sont prévues chaque année en janvier, mai et octobre. Deux tableaux annuels très détaillés indiquent, pour chaque site, les dates précises d'insertion des bannières et le tarif net (pages. 26 et 27) Performances : En année 1 - 2010 • GRP : 187.9 • Couverture : 22.11 % • Répétition : 8.5 % • Contacts : 28 474 990 Parutions sur les sites : • Aufeminin.fr • Elle.fr • Packs Maman.fr • Magic Maman.fr • Doctissimo.fr En année 2 - 2011 : • GRP : 176.4 • Couverture : 22.03 % • Répetition : 8.01 % • Contacts : 27 574 000 Parutions sur les sites : • Aufeminin.fr • Packs Maman.fr • Magic Maman.fr • Doctissimo.fr



En synergie avec les autres actions, l'impact attendu est de convaincre 5% de la cible à consommer un yaourt par jour. Ceci sera évalué annuellement par une enquête d'un cabinet spécialisé auprès d'un échantillon représentatif de la population cible Impact prévisible : 1.



Au niveau des actions



L'impact prévisible des est définie par le GRP1.qui est de 840 pour l'action 1, de 270 pour l'action 2 et de 180 pour l'action 3. Au total, on compte toucher 5 moi de personnes par rapport aux 8 millions de la population-cible (62,5%) 2.



Evaluation des actions par rapport aux objectifs globaux



L'objectif est de convaincre 5% de la population-cible que la consommation de yaourt est bonne pour l'équilibre alimentaire et qu'il faut en consommer tous les jours 3.



1



Evaluation en terme de consommation globale



(gross rating point) qui se traduit littéralement par « Point de couverture brute » en français, est un sigle utilisé dans le cadre de communications publicitaires. Il représente un indice de pression d'une campagne publicitaire sur une cible définie. Il s'agit du nombre moyen de chances de contacts d'une campagne publicitaire rapporté à 100 personnes de la cible étudiée
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Accroître la consommation de yaourt de 5% à la fin de la campagne de promotion, en 2011. La situation actuelle étant la suivante: Evolution des ventes de yaourts En tonnes Yaourt



2006 878 028



Evolution.ventes



2007



2008



842 610



795 237



Cumul annuel mobile au 777 422



-4,0%



-5,6%



-5,0%



Méthodes d’appréciation de l’impact : 1.



Au niveau des actions



Un post - test sera mené par un cabinet extérieur tel que TNS – SOFRES ou IPSOS afin de connaître l’impact de la campagne et l’impact sur l’image Un cabinet spécialisé mènera une enquête auprès d'un échantillon représentatif (quantifié seulement pour les auditrices (500)) afin de connaître l'impact de la campagne (changement de comportement et hausse de la consommation). 2.



Evaluation des actions par rapport aux objectifs globaux.



Evaluation en terme de consommation globale



EVALUATION DE L’ETAT MEMBRE/DES ETATS MEMBRES :



France: Intérêt général du programme :



26,00/30



Qualité et efficacité du programme :



29,4/40



Dimension européenne :



7,6/10



Coût/efficacité :



16,4/20



100



BUDGET RECAPITULATIF :



3.764.461 €



Tableau récapitulatif par action et par année 2011 1 193 14 3 5 5



Vérification actions honoraires Total 2 384 767 2.199.674 29.200 29 200 6 000 11 000 11 000 1 200 44.000 44 000 2 075 678 2.075.678 185.093 235 889 90 000 95 093



CAMPAGNE MEDIA - SPOTS RADIO Frais techniques Achat d'art et droits (Musique pour les spots) Location studio d'enregistrement Réalisation en studio Frais divers et administratifs Frais de Biem (Radio) Achat espace spots radio - MEDIABRANDS TOTAL HONORAIRES Honoraires agence PUBLICIS CONSEIL Honoraires agence MEDIABRANDS (achat d'espace)



2010 1 191 559 14 600 3 000 5 500 5 500 600 22 000 1 037 839 117 120 45 000 46 722



Honoraires de trois comédiens (4 666 € par comédien)



13 998



13 998



27 996



Honoraires agent des comédients Honoraires maison de production Honoraires bruiteur CAMPAGNE MEDIA PRESSE FEMININE Frais techniques Achat photos pour trois publi-rédactionnels ( 5 000 € par publi) Rédactionnel des trois publi ( 5000 € par publi) Execution (400 € par publi) Photogravure (400 € par publi) Mise sous format pour chaque support (650 € par support) Achat espace presse - MEDIABRANDS TOTAL HONORAIRES Honoraires PUBLICIS CONSEIL Honoraires MEDIABRANDS (achat d'espace) CAMPAGNE MEDIA WEB Frais techniques Design des bannières web Developpement de 6 bannières (2 500 € la bannière) Mise au format des bannières pour tous les sites (2 500 € par site) Achat espace web - MEDIABRANDS TOTAL HONORAIRES Honoraires PUBLICIS CONSEIL Honoraires MEDIABRANDS (achat d'espace) MESURE DES RESULTATS Tests quali post test Honoraires de l'agence pour les analyses des études



900 6 600 3 900 284 307 35 000 15 000



6 3 280 35 15



900 600 900 348 000 000



1 800 13 200 7 800 564 655 70 000 30 000



15 000 1 200 1 200 2 600



15 1 1 2



000 200 200 600



30 000 2 400 2 400 5 200



204 600 44 707 35 000 9 707 306 875 40 000 10 000 15 000 15 000



200 44 35 9 308 40 10 15 15



747 601 000 601 164 000 000 000 000



405 347 89 308 70 000 19 308 615 039 80 000 20 000 30 000 30 000



185 153 81 722 35 000 46 722 37 500 30 000 7 500



184 83 35 48 37 30 7



793 371 000 371 500 000 500



369 946 165 093 70 000 95 093 75 000 60 000 15 000



57 500



115 000



22 1 037 118 45 48



208 600 000 500 500 600 000 839 769 000 371



27.996 compris 1.800 dans 13.200 actions 7.800 50.796 475.347 70.000



405.347 89.308



449.946 80.000



369.946 165.093



60.000 15000



Honoraires de PUBLICIS CONSEIL pour la conception, le suivi et la réalisation de la campagne



57 500



115.000 Frais de gestion CNIEL TOTAL DES ACTIONS TOTAL DES HONORAIRES TOTAL MESURE DES RESULTATS TOTAL FRAIS DE BIEM ( RADIO)



5 000 1 517 192 308 549 30 000 22 000



5 1 512 311 30 22



000 979 741 000 000



10 000 3 030 171 620 290 60 000 44 000



TOTAL DES FRAIS DE GESTION CNIEL TOTAL DU PROGRAMME



5 000 1 882 741



5 000 1 881 720



10 000 3 764 461 Achat d'espace Autre actions
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10.000 3.124.967 569.494 60.000



0 10.000



18,2% 1,9%



compris dans actions 0,00% 3.764.461



2.850.971 273.996



209.494 360.000



7,35% 131,39%



PLAN DE FINANCEMENT EN EURO : PARTICIPATION FINANCIERE



1° ANNEE



2° ANNEE



TOTAL



C. Européenne



941 371 50,0%



940 860



50,0%



1 882 231



50,0%



État membre



280 627 14,9%



279 180



14,8%



559 807



14,9%



Organisation



660 744 35,1%



661 680



35,2%



1 322 424



35,1%



TOTAL



1 882 741 100,0%



1 881 720 100,0%



3 764 462 100,0%



RÉSULTAT DE L’EXAMEN D’ÉLIGIBILITÉ ET DE LA QUALITE: Remarques : Eligibilité du programme :



oui/non



Premières observations à communiquer à l’EM : En application de l'article 7.1 du règlement (CE) 3/2008, les États membres concernés examinent l’opportunité des propositions de programmes et vérifient leur conformité avec la réglementation, les lignes directrices et le cahier des charges respectifs. Ils vérifient également le rapport qualité/prix des programmes en question. En application de l'article 8.1 du règlement (CE) 3/2008, priorité est donnée aux programmes proposés par plusieurs États membres ou prévoyant des actions dans plusieurs États membres ou pays tiers. En application de l'article 11.3. du règlement (CE) 3/2008, Les organismes chargés de l’exécution d’actions d’information et de promotion doivent avoir une expertise des produits et des marchés concernés et disposer des moyens nécessaires pour assurer l’exécution la plus efficace possible des actions, en tenant compte de la dimension communautaire des programmes concernés. En application de l'article 1.2 du règlement (CE) 501/2008 on entend par "programme" un ensemble d’actions cohérentes qui revêtent une ampleur suffisante pour contribuer à accroître l’information sur les produits concernés ainsi que leur écoulement. En application de l'article 8.2 du règlement (CE) 501/2008, les programmes présentés doivent être suffisamment développés pour que leur conformité avec la réglementation applicable et leur rapport coût/efficacité puissent être évalués. Cependant, (1)



Les honoraires globaux représentent 18,2% du coût des actions. Ces honoraires ne pouvant être forfaitaires, ils doivent être décrits, détaillés et ventilés (Par catégorie de personnel, durée de prestation, coût unitaire et coût total). L'indication après le budget récapitulatif que "les factures d'honoraires seront accompagnées de time-sheets" n'est pas acceptable. C'est déjà au niveau du programme qu'il faut présenter les détails qui justifient les honoraires prévus. Par 102



ailleurs, les honoraires de PUBLICIS CONSEIL étant compris dans les actions, il n'est pas acceptable d'y ajouter à la fin des honoraires forfaitaires de 115.000 € pour la conception, le suivi et la réalisation de la campagne. (2)



Certaines dépenses ne sont pas suffisamment détaillées. Tant en ce qui concerne l'achat d'espace sur des chaînes de radio "indépendantes" pour un montant de 695.650 € que le design, développement et mise au format de bannières pour un montant de 80.000€. De plus, dans la mesure où les spots radio, maquettes presse écrite et autres bannières sont développées la première année, il n'y a pas lieu de présenter ces mêmes frais pour la deuxième année. Par ailleurs, ce qui est présenté comme honoraires dans l'action 1 pour les comédiens, agent et autre bruiteur doivent être présentés comme coûts de l'action. De même les frais divers et administratifs de l'action 1 (1.200€) doivent être compris dans la rubrique "Frais généraux".



(3)



Il n'est pas acceptable que la mesure des résultats soit présentée comme une action. De plus, il faut suffisamment décrire les méthodes qui seront utilisées pour s'assurer de leur validité par rapport aux objectifs du programme. Indiquer qu'il s'agit de "Tests quali post test" ou qu'il s'agit de faire réaliser par le cabinet IPSOS ou le CREDOC "des études quantitatives et qualitatives" n'est pas suffisant, ni pour justifier la méthode, ni pour justifier le prix (60.000€). Se référer pour ce faire au document DG AGRI 63454/2007 FR. Il faut aussi préciser que des honoraires de 15.000 € y sont ajoutés. Ces honoraires ne sont pas acceptables dans la mesure où les annexes II et III du modèle de contrat précisent que les honoraires ne peuvent porter que sur des actions exécutées par l'agence ellemême.



(4)



Le programme ne fait aucune référence à la possible complémentarité, synergie ou la réalisation d'économies d'échelle avec les autres projets de programmes cofinancés sur les produits laitiers (beurre et lait) présentés également par le CNIEL dans le cadre du règlement 698/2009. Ces programmes ont aussi des budgets considérables et une partie de leur exécution sera confiée à PUBLICIS Conseil et Mediabrands en particulier pour l'achat d'espace (programme "Beurre"budget total 4.524.348 EUR et programme "Lait" – budget total 5.990.850 EUR). Des synergies et des économies d'échelle doivent donc être recherchées afin d'optimiser l'achat d'espaces media et d'améliorer le rapport qualité/prix desdits programmes.



(5)



Ce programme n'est pas prioritaire dans la mesure où il n'a pas été proposé par plusieurs États membres et ne prévoit pas des actions dans plusieurs États membres (article 8 du règlement (CE) n° 3/2008 du Conseil).
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AVIS DES SERVICES DE LA COMMISSION : Qualité du programme:



bonne/moyenne/non adéquat



(cohérence entre stratégie et objectifs, qualité des actions) Dimension / valeur ajoutée européenne:



bonne/moyenne/non



Impact prévisible et méthode(s) d’appréciation de l’impact: Coût efficacité du programme:



Oui/non bonne/moyenne/non



(relation entre coût total et impact prévisible) France: Points donnés par EM:



79,4/100



Priorité donnée par l’Etat membre



-



Grille d'évaluation établie ce 6 novembre 2009:



53,3%



Avis du consultant externe:



so



CONCLUSIONS: Observation(s)



Recommandation(s) - à accepter sous réserve de fourniture des modifications/informations complémentaires demandées. Analyse de la réponse reçue en date du 27/10/2009 confirmée par lettre FRRAP ARES 352839 du 30/11/2009 Les modifications apportées sont résumées ci-dessous:
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19h03



e-mail



Tableau récapitulatif par action et par année CAMPAGNE MEDIA - SPOTS RADIO Frais techniques Achat d'art et droits (Musique pour les spots) Location studio d'enregistrement Réalisation en studio Frais divers et administratifs Frais de Biem (Radio) Achat espace spots radio - MEDIABRANDS TOTAL HONORAIRES Honoraires agence PUBLICIS CONSEIL Honoraires agence MEDIABRANDS (achat d'espace)



Nouvelle proposition Vérification 30/11/2009 actions honoraires actions honoraires 2.199.674 2.200.074 29.200 79.996



44.000 2.075.678



44.400 2.075.678 185.093 90.000



-



95.093



122.253



Honoraires de trois comédiens (4 666 € par comédien) Honoraires agent des comédients Honoraires maison de production Honoraires bruiteur CAMPAGNE MEDIA PRESSE FEMININE Frais techniques Achat photos pour trois publi-rédactionnels ( 5 000 € par publi) Rédactionnel des trois publi ( 5000 € par publi) Execution (400 € par publi) Photogravure (400 € par publi) Mise sous format pour chaque support (650 € par support) Achat espace presse - MEDIABRANDS TOTAL HONORAIRES Honoraires PUBLICIS CONSEIL Honoraires MEDIABRANDS (achat d'espace) CAMPAGNE MEDIA WEB Frais techniques Design des bannières web Developpement de 6 bannières (2 500 € la bannière) Mise au format des bannières pour tous les sites (2 500 € par site) Mise en ligne (nouveau dans budget modifié) Achat espace web - MEDIABRANDS TOTAL HONORAIRES Honoraires PUBLICIS CONSEIL Honoraires MEDIABRANDS (achat d'espace) MESURE DES RESULTATS Tests quali post test Honoraires de l'agence pour les analyses des études



27.996 compris 1.800 dans 13.200 actions 7.800 50.796 475.347 70.000



475.347 70.000



405.347



405.347 89.308 70.000 19.308



449.946 80.000



compris dans actions -



17.552 479.946 110.000



369.946



369.946 165.093 70.000 95.093



0



22.937 60.000



15000



-



Honoraires de PUBLICIS CONSEIL pour la conception, le suivi et la réalisation de la campagne 115.000 Frais de gestion CNIEL TOTAL DES ACTIONS TOTAL DES HONORAIRES TOTAL MESURE DES RESULTATS TOTAL FRAIS DE BIEM ( RADIO)



TOTAL DES FRAIS DE GESTION CNIEL TOTAL DU PROGRAMME



10.000 3.124.967



120,50%



529.541



16,78% 1,92%



3.155.367 569.494



60.000



0 10.000



366.798



60.000 compris dans actions



0,32%



10.000 3.764.461



3.754.908



ACHAT D'ESPACE AUTRES ACTIONS MESURE DES RESULTATS



2.850.971 273.996 60000



FRAIS GENERAUX



10000



209.494 360.000



162.742 366.798



10000 3.764.461



105



2.850.971 304.396 60000



3.754.908



5,71% 120,50%



Pour l'achat d'espace, la dépense reste stable et les honoraires forfaitaires diminuent de 209.494€ à 162.742 € si les trois programmes sont cofinancés. Le calcul est effectué en pourcentage du budget brut.. Le coût des autres actions augmente de 273.996€ à 304.396€ (ajout de l'action "mise en ligne" sur le WEB: 30.000€ et frais de BIEM: + 400€) et les honoraires y relatifs (PUBLICIS) augmentent de 6.798 € pour s'établir à 366.798 €. Ces honoraires représentent 120,5% des actions exécutés par PUBLICIS et sont justifiés par des coûts journaliers qui vont de 500 à 3000 € par jour pour un nombre de jours qui reste stable pendant les 2 années (127 jours) pour un total de 360.000 € pour les 2 années. En réponse à la question n° 2, l'Etat-membre nous fournit une cartographie des chaînes de radios indépendantes, sans aucune information complémentaires concernant les radios qui seront utilisées et leur coût respectif. Pour le design, mise au format et développement des bannières, les coûts journaliers allant de 1500 à 2500€ nous sont présentés. Par année, 22 jours sont nécessaires pour un montant de 40.000€. Pour la mesure des résultats (question 3), il est précisé que pour la campagne radio et presse, une enquête sera menée par des cabinets d'étude spécialisés sur un échantillon de 800 français pour déterminer l'impact de la campagne. Sur internet, des outils spécialisés permettront de suivre la consultation des sites. Un suivi enfin des ventes de l'ensemble des hyper et supermarchés et des achats de 20.000 acheteurs sera assuré au travers de structures de suivi du CNIEL. En réponse à la question 4, l'Etat membre propose des réductions du coût d'achat d'espace de 5,7% si les trois programmes sont cofinancés. Des erreurs se sont glissées dans le calcul des honoraires forfaitaires (- 6.798€).



En intégrant toutes les infos fournies, le tableau budgétaire devrait se présenter comme suit:
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Tableau budgétaire récapitulatif par action et par année après correction CAMPAGNE MEDIA - SPOTS RADIO Frais techniques Achat d'art et droits (Musique pour les spots) Location studio d'enregistrement Réalisation en studio Frais divers et administratifs Honoraires de trois comédiens (4 666 € par comédien)



2010 1.099.837 39.998 3.000 5.500 5.500 600 13.998



2011 1.099.837 39.998 3.000 5.500 5.500 600 13.998



Total 2.199.674 79.996 6.000 11.000 11.000 1.200 27.996



Honoraires agent des comédients Honoraires maison de production Honoraires bruiteur Frais de Biem (Radio) Achat espace spots radio - MEDIABRANDS Honoraires agence PUBLICIS CONSEIL



900 6.600 3.900 22.000 1.037.839 120.000



900 6.600 3.900 22.000 1.037.839 120.000



1.800 13.200 7.800 44.000 refus d'augmentation de la dépense 2.075.678 240.000 dans actions car non-forfaitaire



CAMPAGNE MEDIA PRESSE FEMININE Frais techniques Achat photos pour trois publi-rédactionnels ( 5 000 € par publi) Rédactionnel des trois publi ( 5000 € par publi) Execution (400 € par publi) Photogravure (400 € par publi) Mise sous format pour chaque support (650 € par support) Achat espace presse - MEDIABRANDS Honoraires PUBLICIS CONSEIL



239.600 35.000 15.000



235.747 35.000 15.000



475.347 70.000 30.000



15.000 1.200 1.200 2.600



15.000 1.200 1.200 2.600



30.000 2.400 2.400 5.200



204.600 40.000



200.747 40.000



405.347 80.000 dans actions car non-forfaitaire



CAMPAGNE MEDIA WEB Frais techniques Design des bannières web Developpement de 6 bannières (2 500 € la bannière) Mise au format des bannières pour tous les sites (2 500 € par site) Mise en ligne (nouveau dans budget modifié) Achat espace web - MEDIABRANDS Honoraires PUBLICIS CONSEIL TOTAL DES ACTIONS



225.153 40.000 10.000 15.000 15.000



224.793 40.000 10.000 15.000 15.000



449.946 80.000 20.000 30.000 30.000



185.153 20.000 1.744.590



184.793 20.000 1.740.377



2199674



0 Nouvelle dépense (30000€) refusée 369.946 40.000 dans actions car non-forfaitaire 3.484.967 y compris honoraires Publicis T-Sheets



dont HONORAIRES PUBLICIS NON F



180.000



180.000



360.000



Honoraires agence MEDIABRANDS (achat d'espace RADIO) Honoraires MEDIABRANDS (achat d'espace PRESSE) Honoraires MEDIABRANDS (achat d'espace WEB)



61.180



61.073



122.253



8.824



8.728



17.552



11.479



11.457



22.937



TOTAL DES HONORAIRES MEDIABRANDS



81.484



81.258



162.742



30.000 5.000 1.861.074



30.000 5.000 1.856.635



5,89% forfaitaire 4,33% forfaitaire 6,20% forfaitaire 162.742



TOTAL MESURE DES RESULTATS TOTAL DES FRAIS DE GESTION CNIEL TOTAL DU PROGRAMME



60.000 10.000 3.717.709 3.717.709



check



check



Avec une différence de 30.000+6.798+400=37.198€ par rapport au budget présenté.



Et le plan de financement: COFINANCEMENT UE ETAT MEMBRE PROPOSANT TOTAL



1° ANNEE 2°ANNEE 3° ANNEE 930.537 928.318 0 279.161 278.495 0 651.376 649.822 0 1.861.074 1.856.635 0



TOTAL 1.858.855 50,00% 557.656 15,00% 1.301.198 35,00% 3.717.709 3.717.709
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Pendant la réunion d'évaluation du 2 décembre, il a été demandé au premier lecteur d'enquêter sur la pratique des coûts homme/jour à la DG-AGRI pour s'assurer que ces coûts prévus par l'organisme d'exécution, tels que repris ci-dessous, étaient acceptables. Commerciaux Directeur commercial responsable budget Productrice Créatifs



Proposés 2.000 1.000 500



Directeur de création Directeur artistique Concepteur-Rédacteur Production Agence



3.000 1.500 1.500



Producteur



1.500



Après consultation des services de la DG-AGRI et à la suite d'une réunion du Comité d'évaluation en date du 4/12/2009, il a été décidé de réduire de moitié ces honoraires. € Commerciaux Directeur commercial responsable budget Productrice Créatifs



Proposés Acceptés 2.000 1.000 1.000 500 500 250



Directeur de création Directeur artistique Concepteur-Rédacteur Production Agence



3.000 1.500 1.500



1.500 750 750



Producteur



1.500



750



Ceci comporte les modifications suivantes au niveau du budget et du plan de financement:
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Tableau budgétaire récapitulatif par action et par année après correction suite Comité d'Evaluation du 4/12/2009 2011 Total 1.099.837 2.199.674 2199674 39.998 79.996 3.000 6.000 5.500 11.000 5.500 11.000 600 1.200 13.998 27.996



CAMPAGNE MEDIA - SPOTS RADIO Frais techniques Achat d'art et droits (Musique pour les spots) Location studio d'enregistrement Réalisation en studio Frais divers et administratifs Honoraires de trois comédiens (4 666 € par comédien)



2010 1.099.837 39.998 3.000 5.500 5.500 600 13.998



Honoraires agent des comédients Honoraires maison de production Honoraires bruiteur Frais de Biem (Radio) Achat espace spots radio - MEDIABRANDS Honoraires agence PUBLICIS CONSEIL



900 6.600 3.900 22.000 1.037.839 60.000



900 6.600 3.900 22.000 1.037.839 60.000



CAMPAGNE MEDIA PRESSE FEMININE Frais techniques Achat photos pour trois publi-rédactionnels ( 5 000 € par publi) Rédactionnel des trois publi ( 5000 € par publi) Execution (400 € par publi) Photogravure (400 € par publi) Mise sous format pour chaque support (650 € par support) Achat espace presse - MEDIABRANDS Honoraires PUBLICIS CONSEIL



239.600 35.000 15.000



235.747 35.000 15.000



475.347 70.000 30.000



15.000 1.200 1.200 2.600



15.000 1.200 1.200 2.600



30.000 2.400 2.400 5.200



204.600 20.000



200.747 20.000



CAMPAGNE MEDIA WEB Frais techniques Design des bannières web Developpement de 6 bannières (2 500 € la bannière) Mise au format des bannières pour tous les sites (2 500 € par site) Mise en ligne (nouveau dans budget modifié) Achat espace web - MEDIABRANDS Honoraires PUBLICIS CONSEIL TOTAL DES ACTIONS



205.153 20.000 5.000 7.500 7.500



204.793 20.000 5.000 7.500 7.500



185.153 10.000 1.634.590



184.793 10.000 1.630.377



dont HONORAIRES PUBLICIS NON F



Honoraires agence MEDIABRANDS (achat d'espace RADIO) Honoraires MEDIABRANDS (achat d'espace PRESSE) Honoraires MEDIABRANDS (achat d'espace WEB) TOTAL DES HONORAIRES MEDIABRANDS



1.800 13.200 7.800 44.000 refus d'augmenter 2.075.678 120.000 Coûts/h divisés par 2



405.347 40.000 Coûts/h divisés par 2 409.946 40.000 10.000 Coûts journaliers divisés par 2 15.000 Coûts journaliers divisés par 2 15.000 Coûts journaliers divisés par 2 0 Nouvelle dépense (30000€) refusée 369.946 20.000 Coûts/h divisés par 2 3.264.967 y compris honoraires Publicis T-Sheets



90.000



90.000



180.000



61.180



61.073



122.253



8.824



8.728



17.552



11.479



11.457



22.937



81.484



81.258



162.742



30.000 5.000 1.751.074



30.000 5.000 1.746.635



5,89% forfaitaire 4,33% forfaitaire 6,20% forfaitaire 162.742



TOTAL MESURE DES RESULTATS TOTAL DES FRAIS DE GESTION CNIEL TOTAL DU PROGRAMME



60.000 10.000 3.497.709 3.497.709



check



check



PLAN DE FINANCEMENT FINAL e-mail [email protected] mar. 8/12/2009 16:54 (AUGMENTATION participation nationale) COFINANCEMENT UE ETAT MEMBRE PROPOSANT TOTAL



1° ANNEE 2° ANNEE 3° ANNEE 875.537 873.318 0 280.626 279.180 0 594.911 594.137 0 1.751.074 1.746.635 0



Recommandation FINALE A accepter pour un montant de 3.497.709 € 109



TOTAL 1.748.855 50,00% 559.806 16,00% 1.189.048 34,00% 3.497.709



IDENTIFICATION OF THE PROGRAMME Member State(s):



ITALY



Title of the programme:



"YOU AND MILK"



Competent Authority(ies):



MIPAAF



Proposing organisation(s):



Società Cooperativa Ragusa Latte



Implementing body(ies):



Associazione Culturale Centro Studi Ibleo



Type of measure:



Mixed



Product(s):



Fresh milk; caciocavallo, ricotta, mozzarella, provola cheese.



Targeted Member States:



-



France, with particular reference to Alsace region



-



Germany, with particular reference to Brandenburg and Baden-Württemberg regions



-



Italy, with particular reference to Lombardy , Veneto, Emilia Romagna and Sicily.



-



Duration:



36 months



Total budget:



€ 1.885.503



Proposal received on:



29/10/2009 (ARES 300892)



Letter of request of information sent to MS:12/11/2009 (ARES 354965). Answer received on:



25/11/2009



ELIGIBILITY CRITERIA Respect of deadline for presentation by MS:



Yes/No



Implementing body(ies) selected by a competitive procedure



Yes/No



Written and signed commitment to co-financing by MS



Yes/No



Written and signed commitment to co-financing by the proposing organisation(s)



Yes/No



The programme is a coherent set of actions?



Yes/No



Actions not linked to origins or private brands, with the exception of designations under Community rules



Yes/No



Product(s)/target countries are eligible



Yes/No



Compliance with the relevant guideline(s)



Yes/No 110



OPINION OF THE MEMBER STATES(S) Confirmation of conformity with national and Community legislation



Yes/No



Link between proposed actions and other national/Community information/promotion actions



Yes/No



Confirmation by the MS of the representativeness of the proposing organisation in the relevant sector(s) Yes/No Confirmation by the MS of the effectiveness of the proposing organisation



Yes/No



Confirmation by the MS of the technical capacity and effectiveness of the implementing body



Yes/No



DESCRIPTION OF THE PROGRAMME : Objective : 1) To promote and increase the consumption of fresh milk and dairies such as caciocavallo, ricotta, mozzarella and provola cheese, especially: a) among young people and female population living within the target Countries. To increase young people's knowledge, especially children and teenagers, particularly 8-13 years old girls, by spreading the main principles of the Mediterranean diet and encouraging dairies consumption by young people in place of the so-called junk food, with the support of: • tasting programme of Centro di Promozione Permanente; • cd rom with games; • web site for the part concerning games.



b) within the European market ( Italy, France, Germany) in order to protect the consumers as far as origin, health, authenticity of such products is concerned, by carrying out: b.1) actions addressed to the consumers: • dynamic tasting programme at the different sales and tasting points; • "YOU AND MILK" package; • web area; b.2)



site



for



the



main



area,



products



actions addressed to the decision-making people:



• taste workshops; 111



area



and



medical-scientific



• press conferences; • press campaign on specialized magazines; • web site for the main area, products area, medical scientific area. 2)To give correct information to families with children as well as to people in general, as they are the main reference for reaching the target, about the nutritional facts of milk and dairies, about their alimentary safeness and good effects on health as a consequence of their correct and balanced consumption. In a few words, this goal includes the promotion and increase of fresh milk and dairies consumption both plain or in the Mediterranean diet and it is addressed to subjects in charge of preparing food within the families (especially but not only women). Correct information about the Mediterranean diet can promote a life style or a food model which can be carried on life long without any problems in meal organization or health problems. The related actions to this goal are: •



cd rom with book of recipes (gadget);



• web site for products, taste and Mediterranean diet, women and families forum area, medical-scientific area 3)To build, develop, strengthen an image of natural health related to fresh milk and dairies, as a source of physical health and amusing elements. The main target group is made of children and teenagers. The above target can lead to the general aim through an easy and amusing communication involving young people by means of recreational activities in order to maintain their interest by offering tasty and captivating products. The related actions to this goal are those for the development and production of information, promotion and preparation (for operators and consumers).



Strategy : The objectives can be achieved through a strategy which can join, integrate and diffuse news about the products. It addresses to a great number of children, teenagers and women living in the countries involved in this program. The products can be advertised through tasting milk and dairies either plain or in dishes and recipes of the Mediterranean diet. In the promotion and communication strategy, the most important element is product tasting and sampling as a direct way to reach the target and activate contact and the necessary information. Of course, each target needs a different tasting and sampling plan carefully prepared according to the target food preferences. Also the language used in communication has to fit the target.
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The message promoting the initiative in a few words is a central, simple and direct idea, joining taste, health, nature and amusement, refusing old preconceived ideas such as " You must as it is healthy".



Target groups : -children from 6 to 8, mainly little girls from 8 to 10; -adolescents (especially girls) from 11 to 14; -young women, especially with children; -decision makers (operators in the fields of distribution, trade, HORECA, specialised press, Health Departments and Schools) Themes : 1. - to promote a balanced consumption of fresh milk and dairies such as caciocavallo, mozzarella, ricotta and provola cheese especially among young people and female population, by using a strategic lever of communication for the nutritional facts of products in amusing not only medical scientific terms; 2. - To give information on the importance of a balanced life-style based on the Mediterranean diet with components milk and dairies.



Aspects covered :



quality safety of food specific production methods nutritional values health impacts animal welfare standards respect for the environment image of Community products



Messages to be conveyed: The central concept of the message is the importance of milk and dairies consumption which cannot be missing in healthy and balanced nourishment, such as the Mediterranean diet Such a diet is a nourishment model based on tradition, culture, pleasure, socialization and balance. It is a life style, a nourishment model which can be followed lifelong without any problems of meals organization or health. As a matter of fact, the Mediterranean diet includes a great variety of products and allows a combination of tastes and flavours, adaptable to any need. There is a great variety of recipes which becomes wider and wider according to the local habits and customs. This is a very important aspect to interact positively with the target but also with other subjects such as restaurant, messes and refectories operators and families. The program includes methodologies and amusing languages. For instance, in the website there will be a space dedicated to children and the preparation of recipes by using 113



milk and dairies of the Mediterranean tradition , is presented like a game guided by a mascot; this will allow the interaction with children and teenagers who are used to snacks advertisement, and for this reason, they are extremely receptive to that language. In other words, very important subjects such as positive effects on health of a balanced and proper diet and the importance of the consumption of milk and dairies because of their nutritional facts, will interest the youngest people through a Communication Plan which uses a simple and positive language. Milk and dairies will be presented as food which can: - be delicious and young people can be guided in recognizing tastes and the different ways of consumption; - evoke naturalness, educate and inform about the production systems and places of origin; - feed the imagination and fun by building games pointing out the nutritional qualities; - help to be health and fit by following the information about the origin of milk and dairies and their positive effects on health. Actions, including their scope/volume and a provisional timetable: The programme provides the development of three macroactions that will be simultaneously developed in the target countries and their territories such as: -France, with particular reference to Alsace region: 34,78% ; -Germany, with particular reference regions, 35,08%;



to



Brandenburg



and



Baden-Württemberg



-Italy, with particular reference to Emilia Romagna, Lombardia, Veneto e Sicilia, 20,17%. The total for the three actions is 1.673.600 euros, charged to each of the three years as follows: 1st year 559.200, 2nd year 557.200 and 3rd year 557.200.



Action1. Transversal actions It amounts at 215.175 (71.725 per year), it represents 12,86% of the total of the actions and consists of 3 sub actions: 1.A. Implementation of a Scientific Committee that is composed of 4 members and will carry out 10 meetings per year. The Scientific Committee will deal with the evaluation of the technical and scientifical aspects related to communication, to production of information and promotional material and to the content of the web-site. Its members will also take part in the press conference that will be organised each year. 114



1.B. Press office: it will carry out an intense activity of public relations in order to widespread the information about the programme, among target groups, consumers and operators in general. 1.C. Web site: it will be available in 4 languages (IT, FR, DE and EN). It will be organised in different thematic areas: general area (presentation of the programme); Product area (presentation of the products); taste and mediterranean diet area (recipees); Game area (dedicated to children and adolescents; family and women forum area (exchange of information); medical and scientifical area (with support and interaction from the scientific committee).



Action 2. Info/ promotional interventions It amounts at euros 919.400 (307.800 in the first year, 305.800 in the second and in the third year), it represents 54,94% of the total of the actions and consists of 4 sub actions: 2.A In-store promotion in the 3 target Countries: it consists of 300 promotional events per year that will be organised in megastores and also in local stores. 2.B Taste laboratories: it consists of 4 events per year, each of them lasting two or three days and targeting 50 opinion makers. 2.C press conference: it consists of 1 press conference per year in order to widespread information on the content and objectives of the programme. 2.D promotional campaign on specialised magazines: it consists of 10 advertisements per year on specialised magazines in the three Countries.



Action 3. Development and production of information, promotion material and equipment: It amounts at euros 539.025 (179.675 per year), it represents 32,20 % of the total of the actions and consists of 2 sub actions: 3.A Promotion material for operators: it consists of the production of 900



and 900 kits.



3.B Promotion material for consumers: it consists of the production of 60.000 posters and 900.00 leaflets. Anticipated impact: At the end of "YOU AND MILK" programme, the following results are expected: -



To encourage and develop the consumption of milk and dairies among the target groups, women with children, little children and teenagers, especially female people aged from 8 to 13 years old;



-



To spread the knowledge of nutritional facts and healthy 115



effects of milk and dairies. -



To spread the importance of a correct nourishment such as the Mediterranean diet.



-



To make the image of milk and dairies much more attractive.



Threshold values indicating the measure of the impact related to each action are represented in a synthesis table. They are considered during the three years duration time and indicate the specific actions which include contact with consumers. They represent the expected results and impacts.



ASSESMENT BY THE MEMBER STATE



83/100



General interest of the programme:



8/30



Quality of the programme:



32/40



European dimension:



7/10



Cost/efficiency: Budget by action :



16/20 €



ACTION



Year I



Year II



Year III



TOTAL



1. TRANSVERSAL ACTIONS



71.725



71.725



71.725



215.125



2.INFO/PROMOTIONAL INTERVENTION



307.800



305.800



305.800



919.400



3. SUPPORTING EQUIPMENT



179.675



179.675



179.675



539.025



TOTAL OF ACTIONS (1)



559.200



557.200



557.200



1.673.600



Performance guarantee



2.600



2.600



2.600



7.800



Fees of Implementing Body (max 13% of (1)) *



43.483



43.328



43.328



130.139



Measurements of results (max 3% of 1)**



20.191



10.490



10.490



41.171



TOTAL DIRECT COSTS (2)



625.474



613.618



613.618



1.852.710



Overheads (max 3-5% of 2)***



11.071



10.861



10.861



32.793



TOTAL OF THE PROGRAMME



636.545



624.479



624.479



1.885.503



* The fees of Implementing Body correspond to 12,96% of 60% of Total of Actions (1). 116



**The measurements of results corresponds to 2,46% of Total of Actions (1) and are charged: 49,04% to the first year and 25,48 to the second and to the third year. *** Overheads corresponds to the 2,95% of 60% of Total of Direct Costs (2). Co-financing plan : €



CO-FINANCING



YEAR I



%



YEAR II



YEAR III



%



TOTAL



%



EU



318.273



50



312.239



50



312.239



50



942.751



50



MEMBER STATE



127.309



20



124.896



20



124.896



20



377.101



20



PROPOSING ORGANISATION



190.963



30



187.344



30



187.344



30



565.651



30



TOTAL



636.545



100



624.479



100



624.479



100



1.885.503



100



RESULT OF THE ELIGIBILITY AND QUALITY EXAMINATION Programme eligible:



Yes/No



OPINION OF THE COMMISSION SERVICES Quality of the programme:



good/average/poor



(coherence between strategy and objectives, quality of actions) European dimension / added value:



good/average/poor



Impact forecast and assessment' methods



good/average/poor



Cost-effectiveness of the programme :



good/average/poor



(relation between total cost and anticipated impact) Points awarded by MS:



83/100



Priority awarded by MS:



only one programme



External consultant’s opinion:



NA
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CONCLUSIONS A request for supplementary information has been sent to the national authorities by note dated of 12.11.2009 (ARES 354965). The answer was sent on 25/11/2009



Recommendation(s): - To be accepted
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IDENTIFICATION OF THE PROGRAMME Member State(s):



Malta



Title of the programme:



National Milk Campaign – 3 year plan



Competent Authority(ies):



Ministry for Resources and Rural Affairs



Proposing organisation(s):



Koperattiva produtturi tal-Halib Ltd, Malta Dairy Products Ltd



Implementing body(ies):



not selected yet



Type of measure:



Information and promotion



Product(s):



Milk



Targeted Member States:



Malta



Duration:



3 years



Total budget:



633.110



Proposal received on:



30/10/2009



ELIGIBILITY CRITERIA Respect of deadline for presentation by MS: Implementing body(ies) selected by a competitive procedure



Yes/No n.a.



Written and signed commitment to co-financing by MS



Yes/No



Written and signed commitment to co-financing by the proposing organisation(s)



Yes/No



The programme is a coherent set of actions?



Yes/No



Actions not linked to origins or private brands, with the exception of designations under Community rules



Yes/No



Product(s)/target countries are eligible



Yes/No



Compliance with the relevant guideline(s)



Yes/No
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OPINION OF THE MEMBER STATES(S) Confirmation of conformity with national and Community legislation



Yes/No



Link between proposed actions and other national/Community information/promotion actions



Yes/No



Confirmation by the MS of the representativeness of the proposing organisation in the relevant sector(s) Yes/No Confirmation by the MS of the effectiveness of the proposing organisation Confirmation by the MS of the technical capacity and effectiveness of the implementing body



Yes/No n.a.



DESCRIPTION OF THE PROGRAMME: Objective(s):  Introduce milk as one of the components of a healthy lifestyle for children, addressing the national problem of child obesity,  Educate consumers on the health benefits of milk, its true properties and the beneficial effect it can have on one's daily life,  Re-engage consumers with milk and therefore increase the consumption of milk among consumers in general but with special focus on children up to the age of adolescence and women of all age groups as part of a movement towards promoting healthier lifestyles.  Raise the per capita consumption, which is significantly under the average EU levels Strategy: The campaign will address two main issues in Malta, which are interlinked – the decline in consumption of milk and the obesity crisis in Malta. In relation to the latter, it will assist in the efforts being undertaken nationwide to tackle the national crisis which is obesity amongst children in Malta. The campaign will be implemented using above-the-line (ATL), below-the-line (BTL) and PR activities. The main idea is to communicate one general message to the entire population, but adapt it tactically to tailored issues and communicate it differently to the different segments. 80 % of the budget will be dedicated to ATL activities.



Target group(s): Consumers in general and more specifically, in the first programme year, children, adolescents and women in general. In the second and third programme years, the campaign will target children aged 7-15.
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Themes:  milk as a component of a healthy lifestyle  health benefits of milk



Aspects covered:  Quality  Nutrition aspects  Health aspects



Messages to be conveyed:  Milk is healthy and natural, suited to modern living and enjoyable  Milk has specific nutritional values beneficial for different age groups  Milk helps improve general well-being  Milk is pure, innocent, natural and safe Central theme: Milk, Pure &Simple Slogan: Go ahead, Milk your day.



Actions, including their scope/volume and a provisional timetable: Television 30'' and 20" versions of TV-spot will be aired on prominent, prime-time Maltese TV programmes targeting the entire population. 224 airings are planned for year 1, 308 for year 2 and 338 for year 3. A 60" educational infomercial showing the natural process of milk production will also be produced and aired in the second programme year (84 airings). Radio 30'' radio spots will be produced and aired on leading shows of Malta's radio stations. A total of 1.230 airings are planned for the first programme year, 1.185 for the second and third year.
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Print Print adverts will be regularly published in newspapers and magazines. A total of 226 publications are planned for the 1st programme year, 109 and 108 for years 2 and 3 respectively. Outdoor advertising A billboard advert and bus shelter campaign will also be held to launch the main campaign and then repeated every quarter during the first programme year. In the second and third programme years, a 30-day bus shelter campaign will be repeated twice. Health seminars During the first programme year, 3 seminars will be organised targeting gym instructors, beauty specialists and fitness opinion leaders to educate them on the value of milk in a healthy every day diet and the long term advantages it offers together with an active lifestyle. Road show 15 events will be organised in different village squares in Malta during which promoters will give out information and free samples of unbranded milk. Short competitions will be organised for audiences. Calendar In the 1st programme year, a calendar illustrating qualities and facts about milk will be produced and distributed nation-wide. In-store promotion During the 2nd year of the programme, promotions will be held in four major supermarkets in Malta and will last for one week in each store. Costumed promoters will promote the regular consumption of milk as the healthy alternative. Customers will be involved in entertaining activities. This particular activity will be branded and promoted as 'Make Malta Move' and will carry its specific communication tools to encourage nationwide participation. 'Make Malta Moo' campaign This is conceived as an evolution of the above mentioned 'Make Malta Move' initiative. Maltese people will be stopped on the streets and asked to moo to the tune of their favourite songs. The contestants will be recorded with a possibility of winning a prize for the best 'Moo'. 6 recording days in total during the second programme year (3 during summer, 3 before Christmas). Sports activities In the 3rd year, the campaign will tour the Sports Day events in approx. 10 schools and will be present at all events organised by the Malta Sports Council. Events will be covered by local newspapers and television newscasts.
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School events Several events targeting ten schools providing full geographical coverage of the country will be organised during the 3rd programme year. Such events will consist of informational talks at schools followed by an outing to the government farm, showing children the process of taking care of cows and of producing milk. PR PR office will try to get participation in radio and TV programmes. Interviews will be held with authorities from the health sector within talk-shows, magazine programmes and health-related radio and TV programmes. Participation in children programmes is planned for the second programme year. The proposing organisation plans to carry out this activity without costs. Editorial and information content focusing on the importance of milk in diet of expecting women and mothers will be sent to newspapers and magazines in year 3.



Anticipated impact:  Awareness of the campaign will reach 80 % of all target groups (85 % with children),  At least 70 % of the entire population making up the target groups will have gained better knowledge and perception of milk, its attributes and its contribution to a healthy body,  Consumption of milk per person will increase by 5 % within six months from the end of the three-year campaign,  6 % of all those who never consume milk will start drinking it at least once a week within six months from the end of the three-year campaign. A separate call for proposals will be published for the choice of the organisation which will carry out the measurement of results. Qualitative and quantitative techniques will be used. An ex-ante survey will be carried out amongst the target population with subsequent surveys at the end of each programme year. An additional survey will be carried out six months after the end of the three year campaign. All communication initiatives will be tested using Focus groups prior to their use.



ASSESMENT BY THE MEMBER STATE - missing General interest of the programme:



/30



Quality of the programme:



/40



European dimension:



/10



Cost/efficiency:



/20 123



Budget by action:



€ Year I



Year II



Year III



TOTAL



Share



TV



65.184



101.606



67.076



233.866



44%



Radio



15.965



11.576



11.576



39.118



7%



Print



61.278



54.252



54.569



170.098



32%



Outdoor activities



8.875



5.940



5.445



20.260



4%



Health seminars



5.400



0



0



5.400



1%



Road Shows



11.100



0



0



11.100



2%



Calendar



19.050



0



0



19.050



4%



In-store promotion



0



12.300



0



12.300



2%



Moo Campaign



0



1.920



0



1.920



0%



Sports Activities



0



0



7.000



7.000



1%



School events



0



0



9.000



9.000



2%



TOTAL MEASURES



186.852



187.594



154.666



529.112



Performance guarantee



300



300



300



900



Implementing body's fees



24.291



24.387



20.107



68.785



13,0%



Measurement of results



5.606



5.628



4.640



15.873



3,0%



217.048



217.909



179.712



614.669



6.511



6.537



5.391



18.440



223.560



224.446



185.104



633.110



ACTIONS



TOTAL DIRECT COSTS Overheads TOTAL
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100%



Co-financing plan: € CO-FINANCING



YEAR I



%



YEAR II



YEAR III



%



TOTAL



%



EU



111.780



50



112.223



50



92.552



50



316.555



50



MEMBER STATE



44.712



20



44.889



20



37.021



20



126.622



20



PROPOSING ORGANISATION



67.068



30



67.334



30



55.531



30



189.933



30



TOTAL



223.560



100



224.446



100



100



633.110 100



185.104



RESULT OF THE ELIGIBILITY AND QUALITY EXAMINATION Remarks: In line with article 8(1) of Commission regulation 501/2008, programmes shall be submitted in a form prescribed by the Commission and available on its website. The evaluation and identification memorandum to be completed by the competent authorities was not attached to the programme proposal. This form is published in the promotion section of the DG Agri website. On page 1 of the application form, the proposing organisations state that the programme, if approved, will be coordinated by MDP (one of the two proposing organisations); on p.2, KPH (the other proposing organisation) is mentioned as the organisation managing the programme. The proposing organisations shall clarify their respective roles. In line with Article 4 of Commission regulation 501/2008, any reference in messages to be disseminated to the effects on health of consuming the products concerned shall be based on generally accepted scientific data. Messages referring to such effects must be acceptable to the national authority responsible for public health. A trade or inter-trade organisation as referred to in Article 6(1) of Regulation (EC) No 3/2008 which proposes a programme shall keep a list available for the Member State concerned and the Commission of the scientific studies and the opinions of authorised scientific institutions on which the messages in the programme referring to effects on health are based. Referring to examples of creative solutions for the campaign, it is pointed out that, in line with Annex IV of the model contract for promotion, advertising materials and all documents for the public, including audio-visual material, produced or acquired under the contract must bear the European emblem and accompanying text as depicted in the mentioned annex of the model contract, which is available on DG Agri website. The following details should be provided to enable the estimation of the cost efficiency of the proposed actions: - TV spot: the production costs of the TV spots and of the educational infomercial are not included in the budget. If the production is to be paid under this contract, its costs have to be included and presented separately in the budget proposal. How many versions of the TV spot will be produced (20", 30"), which are the guidelines for preparation of the scenario? 125



- Similarly, for radio spots, print ads and outdoor advertisements, how will the production costs be covered? - Which is the chosen location for the billboard (it is understood that 1 billboard will be rented each time the activity is repeated) - Present major details concerning the position "running costs" in the budget for health seminars (p. 14) - How will the nation-wide distribution of the calendar be attained? - Give detailed information concerning the breakdown of costs for the production of the calendar (unit costs, number of units, number of copies etc.) for each budget position on p. 15. - Concerning the in-store promotions, specify the type and quantity of merchandise to be produced and their unit price; present offers for stand construction - Concerning the "Moo" campaign, explain how the recorded clips will be distributed and how the contest will be carried out (viral distribution is mentioned on p. 20) - For the Sports activities, give additional details regarding the stand and present offers for stand design and production - Present major details concerning the budget for the activity "School outings": type, quantity and unit price for merchandise, offers for the budget position "signage material for bus"



Programme eligible:



Yes/No



First observations to be communicated to MS: Letter Ares(2009)318159 dated 11/11/2009.



OPINION OF THE COMMISSION SERVICES Quality of the programme:



good/average/poor



(coherence between strategy and objectives, quality of actions) European dimension / added value:



good/average/poor



Impact forecast and assessment' methods Cost-effectiveness of the programme:



yes good/average/poor



(relation between total cost and anticipated impact) 126



missing



Points awarded by MS:



Priority awarded by MS:



1/1



External consultant’s opinion:



-



CONCLUSIONS Observation(s): A letter was sent on 11.11.2009 (Ares (2009) 318159).



Recommendation(s): - To be accepted
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IDENTIFICATION OF THE PROGRAMME Member State(s):



the Netherlands



Title of the programme:



Generieke promotiecampagne voor zuivelproducten van de boerderij in Nederland (Voorl/2009/bm1/02)



Competent Authority(ies):



Ministerie van Landbouw



Proposing organisation(s):



Bond van Boerderij-Zuivelbereiders Zuivelorganisatie (BBZ)



Implementing body(ies):



not yet designated



Type of measure:



information and promotion



Product(s):



dairy products



Targeted Member States:



the Netherlands



Duration:



3 year



Total budget:



719 150 €



Proposal received on:



27 october 2009



ELIGIBILITY CRITERIA Respect of deadline for presentation by MS: Implementing body(ies) selected by a competitive procedure



Yes/No Yes/No2



Written and signed commitment to co-financing by MS



Yes/No



Written and signed commitment to co-financing by the proposing organisation(s)



Yes/No



The programme is a coherent set of actions?



Yes/No



Actions not linked to origins or private brands, with the exception of designations under Community rules



Yes/No



Product(s)/target countries are eligible



Yes/No



Compliance with the relevant guideline(s)



Yes/No



2



The selection procedure is not completed at this stage.
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OPINION OF THE MEMBER STATES(S) Confirmation of conformity with national and Community legislation



Yes/No



Link between proposed actions and other national/Community information/promotion actions



Yes/No



Confirmation by the MS of the representativeness of the proposing organisation in the relevant sector(s) Yes/No Confirmation by the MS of the effectiveness of the proposing organisation



Yes/No



Confirmation by the MS of the technical capacity and effectiveness of the implementing body



Yes/No



DESCRIPTION OF THE PROGRAMME : Objective(s) : To increase the consumption of farm dairy products. Incidentally, a more general positive impact in favour of dairy products can be expected. Strategy : To generate new knowledge, attitude and purchase behaviour in the targeted groups. Target group(s) : Female shoppers with children + secondary, elderly people. Themes : Farm dairy products are healthy and tasty : being prepared and transformed on the farm, they are authentic products that can be consumed with pleasure.
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Aspects covered :



quality safety of food specific production methods nutritional values health impacts labelling animal welfare standards respect for the environment image of Community products Community systems for PDO/PGI/TSG or organic products graphic symbols for remote regions Community system of QWPSR, geographical indication or reserved traditional indications for wine or spirits



Messages to be conveyed : Dairy products are healthy and tasty. Actions, including their scope/volume and a provisional timetable: Actions can be put in two categories : actions influencing knowledge and attitude (basic information via the website www.boerderijzuivel.nl including an internet game with prizes to win, a yearly week of Farm Dairy Products in September, two farm cheese moments each year, i.e. Boerenkaas cum laude in the spring & Boerenkaasmaand in October, - a leaflet for consumers informing them about farm dairy products), and actions aiming at increasing the consumption (information booths on supermarkets, with tasting, visits of farms by children's groups (synergies with initiatives taken outside of this programme) List of actions : 1. 2. 3. 4. 5. 6. 7. 8. 9.



information via website boerenkaas cum laude week of the farmhouse dairy products week of the taste October: month of the raw milk farmhouse cheese TSG "boerenkaas" TSG leaflet for consumers actions in supermarkets actions on dairy farms PR campaigns



Anticipated impact: During actions on supermarkets and farms increase the sales with 25 %. 130



ASSESMENT BY THE MEMBER STATE:



75/100



General interest of the programme:



26/30



Quality of the programme:



27/40



European dimension:



7/10



Cost/efficiency: Budget by action : ACTION



15/20 719 150 € Year I



Year II



Year III



TOTAL



1. Information via website



41 000



16 000



16 000



73 000



2. Boerenkaas cum laude



39 275



39 275



39 275



117 825



3. Week of the farmhouse dairy products



6 700



6 700



6 700



20 100



4. Week of the taste



3 500



3 500



3 500



10 500



5. October: month of the raw milk farmhouse cheese TSG "boerenkaas"



10 000



10 000



10 000



30 000



6. Leaflet/extra leaflet TSG for consumers



13 725



7 500



7 500



28 125



7. Actions in supermarkets



60 500



60 500



60 500



181 500



8. Actions on dairy farms



35 500



35 500



35 500



106 500



9. PR campaigns



15 000



15 000



15 000



45 000



Total costs of the actions



224 600



193 975



193 975



612 550



Fee implementing body



25 600



21 600



21 600



68 800



Measurement of results



5 900



5 700



5 700



17 300



256 100



221 275



221 275



86 100



7 500



6 500



6 500



20 500



263 600



227 775



227 775



719 150



Total direct costs General costs



TOTAL



N.B. A detailed description of the costs is contained in the description of the programme.
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Co-financing plan : 719 150 € CO-FINANCING



YEAR I



%



YEAR II



YEAR III



%



TOTAL



%



EU



131 800



50



113 888



50



113 888



50



359 575



50



MEMBER STATE



79 080



30



68 333



30



68 333



30



215 745



30



PROPOSING ORGANISATION



52 720



20



45 555



30



45 555



30



143 830



20



TOTAL



263 600



100



227 775



100



227 775



100



719 150



100



RESULT OF THE ELIGIBILITY AND QUALITY EXAMINATION Remarks: Programme eligible:



Yes/No



First observations to be communicated to MS:



---



Letter Ares(2009)318159 dated 11/11/2009 and Ares(2009)352103 dated 1/12/2009. Reply received fully clarified the open questions. OPINION OF THE COMMISSION SERVICES Quality of the programme:



good/average/poor



(coherence between strategy and objectives, quality of actions) European dimension / added value:



good



Impact forecast and assessment' methods Cost-effectiveness of the programme :



good/average/poor



(relation between total cost and anticipated impact) Points awarded by MS:



75/100



Priority awarded by MS:



2/2



External consultant’s opinion:



non available
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CONCLUSIONS Observation(s) : 1. This programme has been transmitted to the European Commission by the national authorities of the Netherlands, and it is aimed at that same target country, i.e. the Netherlands. Therefore, according to Article 8, paragraph 1, of (EU) Council Regulation 3/2008, it has no priority character. 2. As the use of an existing website (www.boerderijzuivel.nl) is foreseen, a detailed description of the role and functionality of this website, as well as the structure of its costs, should be provided. Those remarks have been communicated to the national authorities by our letter of 12 November 2009.



Recommendation(s) : To be accepted
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IDENTIFICATION OF THE PROGRAMME Member State(s):



the Netherlands



Title of the programme:



Voorlichtings en promotiecampagne om de consumptie van melk door basisschoolleerlingen te bevorderen (Voorl/2009bm1/01)



Competent Authority(ies):



Ministerie van Landbouw



Proposing organisation(s):



Nederlandse Zuivelorganisatie (NZO)



Implementing body(ies):



1° JuniorSenior 2° Mindshare



Type of measure:



information and promotion



Product(s):



milk and dairy products



Targeted Member States:



the Netherlands



Duration:



3 year



Total budget:



3 317 345 €



Proposal received on:



27 october 2009



ELIGIBILITY CRITERIA Respect of deadline for presentation by MS:



Yes/No



Implementing body(ies) selected by a competitive procedure



Yes/No



Written and signed commitment to co-financing by MS



Yes/No



Written and signed commitment to co-financing by the proposing organisation(s)



Yes/No



The programme is a coherent set of actions?



Yes/No



Actions not linked to origins or private brands, with the exception of designations under Community rules



Yes/No



Product(s)/target countries are eligible



Yes/No



Compliance with the relevant guideline(s)



Yes/No
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OPINION OF THE MEMBER STATES(S) Confirmation of conformity with national and Community legislation



Yes/No



Link between proposed actions and other national/Community information/promotion actions



Yes/No



Confirmation by the MS of the representativeness of the proposing organisation in the relevant sector(s) Yes/No Confirmation by the MS of the effectiveness of the proposing organisation



Yes/No



Confirmation by the MS of the technical capacity and effectiveness of the implementing body



Yes/No



DESCRIPTION OF THE PROGRAMME : Objective(s) : To increase the consumption of milk by children in the basisschools (4-13 year. Strategy : To draw the attention of the various relevant target groups (i.e. the children, their parents and teachers) on the nutritional value of milk and dairy products. Target group(s) : Children in the basisschools (4-13 year old) + their mothers and teachers Themes : Slogan "Melk, haal meer uit jezelf"
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Aspects covered :



quality safety of food specific production methods nutritional values health impacts labelling animal welfare standards respect for the environment image of Community products Community systems for PDO/PGI/TSG or organic products graphic symbols for remote regions Community system of QWPSR, geographical indication or reserved traditional indications for wine or spirits



Messages to be conveyed : Milk and dairy products have a high nutritional value, particularly for children. Actions, including their scope/volume and a provisional timetable: - for the children : a tv-programme programmed in the spring and the autumn on their tv-station Nickelodeon (30 5' sessions in the spring & 20 in the autumn) + milk sampling at the National School Ontbijt, in cooperation with bakeries, in some 2600 schools, including school material for their teachers - for parents : information about nutritional qualities of milk on internet and in periodicals Anticipated impact: At least, to reduce the decrease of consumption by the targeted public (volume should remain above 4,9 mio litre/year in 2012). The results of the programme will be evaluated both qualitatively and quantitatively at the end of each year, making use of the tools provided by, and added to, the "Zuivelbarometer" concerning the attitude and behaviour of consumers. ASSESMENT BY THE MEMBER STATE:



82/100



General interest of the programme:



27/30



Quality of the programme:



31/40



European dimension:



7/10



Cost/efficiency:



17/20 136



Budget by action :



3.317.345 €



ACTION



Year I



Year II



Year III



TOTAL



1. Action 1: children (Mediacampaign children (TV + online + promotie)



378 385



330 023



333 023



1 041 341



2. Action 2: National school Ontbijt/sampling



105 044



109 788



113 332



328 164



3. Mediacampaign parents:



567 669



567 669



567 669



1 703 008



- print



352 767



352 767



352 767



- online



214 902



214 902



214 902



4. Evaluation costs



41 581



41 581



41 5841



124 743



Total actions costs



1 092 679



1 049 061



1 055 605



3 197 345



40 000



40 000



40 000



120 000



1 132 679



1 089 061



1 095 605



3 317 345



Fees implementation body TOTAL



N.B. A detailed budget is provided in the proposal. Co-financing plan : 3.317.345 € CO-FINANCING



YEAR I



%



YEAR II



EU



566 339



50



544 531



MEMBER STATE



---



00



PROPOSING ORGANISATION



566 339



1 132 679



TOTAL



YEAR III



%



TOTAL



%



50



547 803



50



1 658 673



50



---



00



---



00



---



00



50



544 531



50



547 803



50



1 658 673



50



100



1 089 061



100



1 095 605



100



3 317 345



100



RESULT OF THE ELIGIBILITY AND QUALITY EXAMINATION Remarks:



Programme eligible:



Yes/No



First observations to be communicated to MS: --137



OPINION OF THE COMMISSION SERVICES Quality of the programme:



good/average/poor



(coherence between strategy and objectives, quality of actions) European dimension / added value:



good



Impact forecast and assessment' methods



good



Cost-effectiveness of the programme :



good/average/poor



(relation between total cost and anticipated impact)



Points awarded by MS:



Priority awarded by MS:



82/100



1/2



External consultant’s opinion:



non available



CONCLUSIONS Observation(s) : 1. This programme has been transmitted to the European Commission by the national authorities of the Netherlands, and it is aimed at that same target country, i.e. the Netherlands. Therefore, according to Article 8, paragraph 1, of (EU) Council Regulation 3/2008, it has no priority character. 2. A detailed description of the role and functionality of the foreseen website, as well as the structure of its costs, should be provided. Those remarks have been communicated to the national authorities by our letter of 12 November 2009.



Recommendation(s) : To be accepted 138



IDENTIFICATION OF THE PROGRAMME Member State(s):



Austria



Title of the programme:



Milch- und Milcherzeugnisse – Ein wesentlicher Bestandteil einer gesunden ausgewogenen Errnährung



Competent Authority(ies):



Agrarmarkt Austria



Proposing organisation(s):



AMA Marketing GesmbH



Implementing body(ies):



CAYENNE Werbeagentur GmbH, Mediahaus Austria



Type of measure:



Mixed (information + promotion)



Product(s):



Milk and milk products



Targeted Member States:



Austria



Duration:



3 years



Total budget:



2.986.236 €



Proposal received on:



22.10.2009



ELIGIBILITY CRITERIA Respect of deadline for presentation by MS:



Yes/No



Implementing body(ies) selected by a competitive procedure



Yes/No



Written and signed commitment to co-financing by MS



Yes/No



Written and signed commitment to co-financing by the proposing organisation(s)



Yes/No



The programme is a coherent set of actions?



Yes/No



Actions not linked to origins or private brands, with the exception of designations under Community rules



Yes/No



Product(s)/target countries are eligible



Yes/No



Compliance with the relevant guideline(s)



Yes/No
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OPINION OF THE MEMBER STATES(S) Confirmation of conformity with national and Community legislation



Yes/No



Link between proposed actions and other national/Community information/promotion actions



Yes/No



Confirmation by the MS of the representativeness of the proposing organisation in the relevant sector(s) Yes/No Confirmation by the MS of the effectiveness of the proposing organisation



Yes/No



Confirmation by the MS of the technical capacity and effectiveness of the implementing body



Yes/No



DESCRIPTION OF THE PROGRAMME : Objective(s) : • Stabilising demand at +/- 0% for quality labelled fresh milk (through an enforced awareness concerning quality and a more conscious choice on the side of the consumer) • Raising demand for milk and milk products in the middle term • Raising the awareness for quality on the side of the consumer by means of communicating the procedure for quality assurance of the AMA Gütesiegel (AMA quality label) Strategy : First step: create broad awareness and credibility regarding quality dairy products. That is why on the meta level the whole of the Austrian population will be addressed (through Above-The-Line (ATL) actions) Second step: transmit the specifically tailored messages to the respective target groups (through Below-The-Line (BTL) actions) Target group(s) : • Kids (7 – 10) and adolescents (11 – 14), especially girls (8 – 13) • Women of different age groups, especially young mothers, pregnant women, nursing women and women 50+ • Senior persons 60+ Themes : • Quality aspects • Uncertainty on the side of the consumers (melamine, analogue cheese etc.) 140



• Controls • Health/nutrition and taste aspects • Nutritional value for certain (age)groups • Products tailored to fit into changing consuming patterns (fat free etc)



Aspects covered :



quality safety of food specific production methods nutritional values health impacts labelling animal welfare standards respect for the environment image of Community products Community systems for PDO/PGI/TSG or organic products graphic symbols for remote regions Community system of QWPSR, geographical indication or reserved traditional indications for wine or spirits



Messages to be conveyed : • Quality (topics as melamine and cheese analogue alienate the consumers. The quality guaranteed by the AMA Gütesiegel can help rebuild confidence) • Controls (the requirements that need to be met to be awarded the AMA Gütesiegel go beyond legal provisions, controls exist along the whole production chain. The AMA Gütesiegel guarantees: excellent quality, traceable origin, independent controls) • Healthy and balanced diet (Milk and milk products are healthy and natural foodstuff and form an essential part of a modern and balanced diet, variety of products, taste, milk and milk products contain nutrients that are especially important for certain (age) groups: kids, women in general but especially pregnant women and nursing women, women 50+, senior persons) • Milk products tailored to "special needs" (it exists a broad range of milk products that are tailored to fit into changing consuming patterns such as dairy products with a low content of fat, products without lactose)
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Actions, including their scope/volume and a provisional timetable: Year 2010:



Year 2011:



Year 2012:
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TV: (see tables above for details) ATL-tool to quickly create broad awareness, focus on communicating the quality and control aspects, based on previous communication concerning AMA Gütesiegel Radio: (see table above for details) ATL-tool, action will be based on contents from the currently running milk campaign (050210013800 485) Print: (see table and Annex 3 of the offer for details) ATL-tool, focus on rational arguments Budget of all ATL actions together for 3 years: 2.311.500 € POS/New Media (Schools, Internet, Quiz): BLT-tools to ensure target group specific communication of messages. • Quiz (printed on milk packages to deepen the communication of the most relevant quality related messages of the AMA Gütesiegel). If the consumer wishes to participate in the quiz, he or she needs to visit a AMA-microwebsite • Microwebsite contains the quiz, information related to the AMA Gütesiegel, and target group specific information for senior persons, children, pregnant women or adults. • Newsletter to create long-time relationships, target group specific information on health, quality, controls • Schools on the occasion of the world milk day pupils shall be informed about the importance of milk (flyer, give aways, some schools will visit farms on the "open farm day" to enable pupils to learn how milk is actually produced) Budget of all BTL actions together for 3 years: 688.500 € Anticipated impact: Stabilizing demand of quality fresh milk bearing the AMA Gütesiegel at around +/- 0%. Method of measurement: official market date provided by e.g. Nielsen Handelspanel Increased awareness within target groups and Austrian population in general regarding milk (nutritional values etc.). Method of measurement: Quantitative survey ASSESMENT BY THE MEMBER STATE General interest of the programme:



30/30



Quality of the programme:



37/40



European dimension:



8/10



Cost/efficiency:



15/20
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Budget by action :



€



ACTIONS



YEAR 1



YEAR 2



YEAR 3



TOTAL



(€)



(€)



(€)



(€)



Print



315.000



315.000



315.000



945.000



Electronic media (TV, cinema, radio)



380.000



380.000



380.000



1.140.000



POS promotion



160.000



160.000



160.000



480.000



52.000



53.000



53.000



158.000



907.000



908.000



908.000



2.723.000



0



0



0



0



Fees of implementing body (maximum 13/15 % of (1), Annex III point B.1.2 of the contract)



79.750



79.800



79.800



239.350



Measurement of results of actions (maximum 3 % of (1), Annex III point C.5 of the contract)



7.956



7.965



7.965



23.886



the



87.706



87.765



87.765



263.236



Overheads (maximum [3/5 internal market] [4/6 third countries] % of (2), Annex III point A.2 of the contract)



0



0



0



0



994.706



995.765



995.765



2.986.236



New media (internet, sms) Total for actions (1) Cost of performance guarantee



Total direct costs programme (2)



for



TOTAL FOR PROGRAMME



Co-financing plan : €



CO-FINANCING



YEAR I



%



YEAR II



%



YEAR III



%



TOTAL



%



EU



497.353



50



497.882



50



497.883



50



1.493.118



50



MEMBER STATE



198.941



20



199.153



20



199.153



20



597.247



20



PROPOSING ORGANISATION



298.412



30



298.730



30



298.729



30



895.871



30



994.706



100



995.765



100



995.765



100



2.986.236



100



TOTAL
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RESULT OF THE ELIGIBILITY AND QUALITY EXAMINATION Remarks: For the time being there is one Austrian milk programme running (contract signed 10/10/2008, 3 years, budget 3 million €). In the application form of the new programme (page 5) it is mentioned that the new programme will overall be independent from the running programme. However, to make use of synergies and in the name of efficiency some elements of the new programme will be based on proven elements from the running campaign. Programme eligible: First observations to be communicated to MS:



Yes/No



1. In application of Article 8(2) of Commission Regulation 501/2008, the programmes submitted shall contain sufficient detail to comply with the applicable rules and enable their cost/benefit ratio to be evaluated. 2. In application of Article 8(1) of Commission Regulation 3/2008 priority shall be given to programmes proposed by several Member States or providing for measures in several Member States. 3. The document "Guidelines to be considered when assessing and managing partfinancing programmes for promoting Community agricultural products" issued by the Commission and distributed to all the Member States in the Management Committee that took place on 2 October 2007 depicts in its point nº 6 the procedure of submission of the programmes to the Commission, making special reference to the budget (point 6.7). 4. The document "Evaluation Questions" (AGRI/63454/2007) should be taken into account for the evaluation of programmes as well as their preparation for submission to the Commission. The evaluation of the programme showed that the above mentioned provisions were not completely met thus revisions and the provision of further information are necessary. General: • The objective to increase the awareness of consumers regarding the quality aspect of milk is not SMART (pages 7, 19). The expected rise in awareness needs to be specified, quantitative indicators need to be provided. • The information provided under point 6 of the application form "Erwartete Auswirkungen" (page 15) is not sufficient. Precise information needs to be provided regarding the quantitative survey (will the results be compared to the results of a test group? Will the survey be carried out at different stages during the programme and will the results of a later version of the survey be compared to the results of an earlier one?) • The last column of the co-financing plan is not correct. A revised version of the financing plan should be submitted to the Commission (page 18).
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Actions/Budget: For some actions the proposed budget fails to duly justify some of the costs involved, making it difficult to assess the value for money of the actions proposed. In these cases further information or explanations are necessary. Actions Above the line (page 11 - 13) • The relation between the total budget (2.311.500 €) given for all the ATL actions on page 13 and the budget items appearing in the summary budget table on page 17 is not completely clear. It needs to be demonstrated how the respective budget items that can be found in the summary budget table add up to the sum of 2.311.500 €. Actions Below the line / POS (page 13 - 15) For the actions falling under this heading (POS quiz, microwebsite, world milk day in schools) the information provided is not sufficient to assess the cost-efficiency of this block of actions. Wherever possible, unit costs needs to be provided. In order to be able to assess the effectiveness of this measure, precise information should be provided regarding the following points: • Does the POS action solely consist in the quiz that will be printed on the milk packages or are any other POS actions foreseen? The budget for this action needs to be broken down into more detail. • The budget for the microwebsite needs to be broken down into more detail. • A budget needs to be provided for the action foreseen for the world milk day in schools. This budget should include costs for give-aways, costs related to the participation in the open farm days, costs related to the production of the flyers mentioned. So far it is not even clear under which budget item in the summary budget table (page 17) this action would figure (POS promotions or New Media?). • The relation between the total budget (688.500 €) given for all the BTL/POS actions (page 15) and the budget items appearing in the summary budget table (page 17) is not completely clear. It needs to be demonstrated how the respective budget items that can be found in the summary budget table add up to the sum of 688.500 €.



OPINION OF THE COMMISSION SERVICES Quality of the programme:



good/average/poor



(coherence between strategy and objectives, quality of actions) European dimension / added value:



good/average/poor



Impact forecast and assessment' methods



good/average/poor



146



Cost-effectiveness of the programme :



good/average/poor



(relation between total cost and anticipated impact) Points awarded by MS:



90/100



Priority awarded by MS:



only programme



External consultant’s opinion:



CONCLUSIONS Observation(s) : The remarks included above under the point "First observations to be communicated to MS" have been communicated to the national authorities by our letter of 11 November 2009 (ARES 316676). The Austrian national authorities replied by 26 November 2009 (ARES 359871). Most points were satisfactorily addressed, but due to the inclusion of ineligible costs for project management into the budget of the action "microwebsite" the budget of this actions had to be reduced accordingly which consequently also led to changes in the summary budget table as well as the co financing plan. The modifications in the action budget as well as the new modified summary budget and co financing plan were communicated to the Austrian authorities on 02/12/2009 (ARES 355799). The Austrian authorities replied by 03/12/2009 (ARES 359827) and confirmed the changes in the budget. The total programme budget was reduced from 3.000.000 € to 2.986.236 €. More details can be found in the note for the file (ARES 360169 ).



Recommendation(s) : [- To be accepted - To be accepted provided that the above observations are taken into account - To be rejected]
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IDENTIFICATION DU PROGRAMME: Etat(s) membre(s):



Portugal



Titre du programme:



« O leite não é todo igual e nada o substitui » (Les laits ne sont pas égaux et rien ne les remplace)



Organisme(s) compétent(s):



IFAP



Organisation(s) proposante(s):



FENALAC (Federação Nacional das Cooperativas de Produtores de Leite)



Organisme(s) d’exécution:



DDB



Type de mesure:



mixte



Produit(s):



Lait



Etat membre(s) ciblés:



Portugal



Durée:



3 ans



Budget total:



4.198.856 €



Proposition reçue le:



30.10.2009



CRITÈRES D’ÉLIGIBILITÉ : Respect du délai de présentation du programme par EM:



oui



Organisme(s) d’exécution sélectionné(s) par une procédure compétitive



oui



Engagement écrit et signé pour le cofinancement par EM



oui



Engagement écrit et signé pour le cofinancement par l’/les(s) organisation(s) proposante(s)



oui



Le programme est composé d’un ensemble d’actions cohérentes



oui



Actions non liées à l’origine ou aux marques privées, à l’exception des désignations basées sur réglementation communautaire



non



Le(s) produit(s)/pays cible(s) sont éligibles



oui



Conformité à /aux ligne(s) directrice(s)



oui
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AVIS DE L’ETAT MEMBRE/DES ETATS MEMBRES : Confirmation du respect de la législation nationale et communautaire :



oui



Lien des actions proposées avec d’autres actions nationales et/ou communautaires d’information/de promotion (par EM)



non



Confirmation de la représentativité de(s) l’organisation(s) proposante(s) du/des secteur(s) concerné(s)



oui



Confirmation de l’efficacité technique et financière de(s) l’organisation proposante(s)



oui



Confirmation de la capacité technique et financière de l’organisme d’exécution



oui/non



DESCRIPTION DU PROGRAMME : Objectif(s) : - Promouvoir la consommation du lait et des produits laitiers en général et notamment chez les jeunes. Stratégie : - Diffuser des connaissances sur le lait et la santé - Fidéliser les enfants, les jeunes, les femmes et les personnes âgées. - Valoriser le lait confronté à sa banalisation actuelle. Cibles : - Les consommateurs en général et notamment les enfants et les jeunes, les femmes et les personnes âgées. - Prescripteurs, leaders d’opinion. - Enseignants et médecins. Thèmes : - Le lait, premier aliment de la vie. - Le lait est le seul produit à avoir les qualités du lait et est irremplaçable (contrer les produits de substitution). - Mettre en évidence les différents types de lait. Aspects couverts:



qualité méthodes de production spécifique aspects nutritionnels aspects sanitaires image des produits communautaires 149



Messages à communiquer : Le lait - aide au contrôle du poids, - aide à maintenir les structures osseuses fortes (lutte contre l’ostéoporose), - aide à la croissance, - maintient la bonne forme, - donne de l’énergie et de la vitalité. Actions, y inclus leur portée/volume et calendrier prévisionnel : Les actions prévues sont les suivantes : - TV : films, spots (15’’/20’’), parrainages, sponsoring, etc. - Radio : spots - Presse : insertions dans des journaux nationaux et régionaux ainsi que dans des revues de santé et des revues féminines. - Internet : page Web, sites, banners, vidéos interactives, jeux, Facebook, etc. - Journée du lait : distribution de lait - Milk team : équipe de théâtre en tournée dans les écoles, création d’une bande dessinée - Relations publiques : conférence de presse de présentation du programme, participation à des événements associés à la mode et à la santé, actions plages, promotion auprès de bureaux afin de consommer du lait au mi-matin et mi-après-midi, petits déjeuners avec des figures publiques, participation à des congrès. - Matériaux publicitaires : élaboration de kits, dépliants, etc. Pour toutes ces actions, il y a une justification sur les moyens choisis (TV, radio, Internet) sur base de leur impact auprès du public-cible mais il y a très peu d’informations sur le contenu des actions ainsi que sur leur portée/volume. Par exemple, le nombre de spots, films, insertions dans la presse, matériel à distribuer, etc. n’est pas indiqué ni leur coût unitaire. En ce qui concerne le calendrier, les différentes actions se déroulent tout au long de chaque année du programme et commenceront à partir du mois d’octobre 2010. Impact prévisible : Aucun impact n’est prévu dans le programme en ce qui concerne l’objectif principal de celui-ci. 150



« Promouvoir le lait et les produits laitiers » Méthodes d’appréciation de l’impact : Aucune méthode n’est prévue. EVALUATION DE L’ETAT MEMBRE/DES ETATS MEMBRES : Intérêt général du programme :



30/30



Qualité et efficacité du programme :



40/40



Dimension européenne :



5/10



Coût/efficacité :



20/20



– BUDGET RÉCAPITULATIF : 4.198.856€ Année I



Année II



Année III



TOTAL



Campagne de télévision



ACTION



890.000



770.000



620.000



2.280.000



Production de films de TV



350.000



150.000



-



500.000



Achat d'espace media



540.000



620.000



620.000



1.780.000



Campagne de Radio



87.000



85.000



85.000



257.000



Production de Spots de Radio



7.000



5.000



5.000



17.000



Achat d'espace media



80.000



80.000



80.000



240.000



Campagne de Presse



90.000



65.000



55.000



210.000



Production photographique



20.000



10.000



-



30.000



Production de matériel et CD's



20.000



5.000



5.000



30.000



Achat d'espace media



50.000



50.000



50.000



150.000



Campagne d'Internet



85.000



45.000



20.000



150.000



( Banners , site et dynami.,achat d'espace,etc)



85.000



45.000



20.000



150.000
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Année I



Année II



Année III



Total



Action Milk Team Production de matériel Envoi de matériel Evénements



185.000 100.000 25.00060.000



165.000 80.000 25.00060.000



165.000 80.000 25.00060.000



515.000 260.000 75.000 180.000



Relations Publiques Conférence de presse Evénements mode et santé Actions plages Actions bureaux P. déjeuneur f.publi. Part. Congres



221.500 30.000 75.000 54.000 30.000 17.500 15.000



122.000 50.000 32.000 30.000



10.000



10.000



10.000



353.500 30.000 125.000 86.000 60.000 17.5000 35.000



1.558.500



1.252.000



955.000



3.765.500



Garantie bancaire



3.273



3.273



3.273



9.819



Honoraires de l'organisme d'exécution (5% de l'investissement total)



77.925



62.600



47.750



188.275



Résultats des actions (3%) de (1)



46.755



37.560



28.650



112.965



1.686.453



1.355.433



1.034.673



4.076.559



50.594



40.663



31.040



122.297



1.737.047



1.396.096



1.065.713



4.198.856



TOTAL ACTIONS



Total Coûts Directs Dépenses générales de l'organisation proposante TOTAL
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PLAN DE FINANCEMENT EN EURO : COFINANCEMENT



ANNEE I



%



ANNEE II



%



ANNEE III



%



TOTAL



%



UE



868.524



50



698.048



50



532.856



50



2.099.428



50



ETAT MEMBRE



347.409



20



279.219



20



213.143



20



839.771



20



PROPOSANT



521.114



30



418.829



30



319.714



30



1.259.657



30



1.737.047



100



1.396.096



100



1.065.713



100



4.198.856



100



TOTAL



RÉSULTAT DE L’EXAMEN D’ÉLIGIBILITÉ ET DE LA QUALITE: Remarques : La proposition actuelle est la suite d’un programme qui vient de se finaliser le 20.10.2009. L’objectif des deux programmes est le même : « Promouvoir la consommation du lait » et les actions, la stratégie, les cibles et les thèmes sont très similaires. Malheureusement, il n’a pas été prévu d’indications sur l’impact du premier programme sur la consommation de lait malgré un budget de 5.000.000 €. Il y a des indications sur l’exécution des actions (insertions TV, radio, presse, Internet, etc.). Dans la proposition actuelle, la seule description de la situation initiale relève que le prix s’est effondré et que la consommation per capita s’est réduite de 4,4 %. Il n’y a donc pas de données précises et quantifiables sur le niveau de consommation per capita des différents publics-cibles. On ne pourra donc pas mesurer l’impact sur la consommation de lait à la fin du programme. En ce qui concerne les actions, il y a une bonne indication sur les moyens choisis (TV, radio, presse, Internet, etc.) en fonction du niveau des audiences (public-cible atteint) mais le contenu des actions, leur volume et leur portée ne sont pas indiqués ou bien ne sont que très limités. Le budget consacré à la TV (2.800.000 €) et Internet (700.000 €) sont très élevés et représentent 67 % du budget total initial (5.350.000€) des actions du programme, en conséquence: - Le budget pour les actions TV doit être réduit de 20 %. - Le budget consacré aux actions Internet (campagne, site et action) pendant les trois année du programme doit être limité au maximum à 150.000€ L’action « Dia do Leite » (Journée du lait) dont le budget s’élève à 400.000 € et qui consiste principalement à distribuer du lait au public doit être éliminée car la distribution de produit n’est pas éligible. Eligibilité du programme :



oui/non 153



Premières observations à communiquer à l’EM : Par lettre du 11/11/2009 D(2009), il a été communique aux autorités portugaises, les observations suivants: Au niveau horizontal : - La proposition actuelle n’est pas prioritaire selon l’article 8 § 1 du règlement (CE) n° 3/2008 du Conseil qui prévoit une priorité pour les programmes proposés par plusieurs Etats membres ou prévoyant des actions dans plusieurs Etats membres. - La proposition de programme doit indiquer la consommation per capita actuelle et l’impact prévisible sur le niveau de consommation à l’issue du programme. De plus, aucune indication n’est donnée sur la méthode d’évaluation. Cette méthode doit être conforme au document AGRI/63454/2007. Au niveau des actions : - Le budget consacré à la TV (2.800.000 €) et Internet (700.000 €) sont très élevés et représentent 67 % du budget total des actions du programme, en conséquence: - Le budget pour les actions TV doit être réduit de 20 %. - Le budget consacré aux actions Internet (campagne, site et action) pendant les trois année du programme doit être limité au maximum à 150.000 € - L’action « Dia do Leite » (Journée du lait) dont le budget s’élève à 400.000 € et qui consiste principalement à distribuer du lait au public doit être éliminée car la distribution de produit n’est pas éligible. L'article 8 § 2 point c) du règlement CE n° 501/2008 prévoit: 2. Les programmes présentés conformément au paragraphe 1 doivent: a) … b) … c) être suffisamment développés pour que leur conformité avec la réglementation applicable et leur rapport couts/efficacité puissent être évalués. Des éclaircissements sur certains points du programme s’avèrent donc nécessaires afin de pouvoir l'évaluer : Pour les actions TV (films, spots, parrainages, sponsorings), détailler: - types de films (durée), des spots (durée), parrainage, sponsoring ; - chaînes de TV et grille horaire ; 154



- nombre de films, spots par catégorie, parrainage, sponsoring ; - nombre d’insertions de films, spots, parrainages, sponsoring ; - coût unitaire de production par type ; - coût unitaire de l’insertion par type. Pour les actions radio (insertions des spots-257.000 €), détailler: - types de spots (en fonction de la durée) ; - chaînes radio et grille horaire ; - nombre d’insertions ; - coût unitaire de la production par type ; - coût unitaire de l’insertion par type. Pour les actions presse écrite (insertions-210.000 €) détailler : - types (page, ½ pages, autres, couleurs, etc.) ; - le nom des journaux, revues, etc. et leur tirage ; - coût unitaire de la production par type ; - coût unitaire de l’insertion par type. Pour les actions Internet (Website, banners, DVD, jeux, journaux digitaux, Facebook), détailler : - le coût unitaire de production, d'élaboration et d’insertion du support, de l’achat d’espace, de production des jeux, etc. et leur volume correspondant. Milk team (515.000 €): - Développer cette action et indiquer le type de matériel et son coût unitaire ; justifier les 75.000 € d’envoi de matériel en indiquant le coût unitaire. Relations publiques (conférence de presse, événements mode et santé, actions plages, actions bureaux, petits déjeuners, participation à des congrès ; budget : 395.000 €), détailler : - Quel est et combien de public va assister aux différentes actions ? Quel est le coût unitaire de chaque poste des différentes actions ? - Dans les actions: « Energia versus Obesidade infantil », « Almoço Figuras Publicas » et « Promoçao leite em momentos consumo chave », les coûts d'organisation de l'action sont compris dans les honoraires de l’organisme d’exécution et doivent donc être supprimés. Le cout concernant l’offre du produit lait de la dernière action doit également être supprimé car ce coût ne pas éligible. 155



Un nouveau budget doit être présenté, en prenant en considération les modifications indiquées ci-dessus La Commission considère que, en l’absence des informations demandées sur les différents points cités plus haut dans le délai prévu à la lettre, le programme ne pourra pas être évalué et ne sera donc pas éligible pour un cofinancement communautaire.



AVIS DES SERVICES DE LA COMMISSION : Qualité du programme:



moyenne



(cohérence entre stratégie et objectifs, qualité des actions) Dimension / valeur ajoutée européenne:



moyenne



Impact prévisible et méthode(s) d’appréciation de l’impact: Coût efficacité du programme:



Oui moyenne



(relation entre coût total et impact prévisible)



Points donnés par EM:



95/100



Priorité donnée par l’Etat membre



1/1



Avis du consultant externe:



CONCLUSIONS: Observation(s) La Commission a transmis à l’IFAP par lettre du 11.11.2009 les observations indiquées plus haut. La délégation portugaise a répondu à ces observations par fax et par e-mail du 30.11.2009. La Commission a fait de nouvelles observations suite à cette réponse (modification des objectifs et vérification du budget action TV, radio et presse) par fax du 4.12.2009. Suite à la prise en considération de ces observations émises par la Commission, le programme peut être proposé. Recommandation(s) L’analyse des réponses à ces observations se trouve dans la note de dossier Ares (2009) 396618 Au vu de ces éléments, le programme est A accepter
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lait et produits laitiers commission faooms du codex 

PDF Ebook lait et produits laitiers commission faooms du codex Free Download, Save or ... commission faooms du codex PDF file for free from our online library.
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fabrication de produits laitiers et dbid 6fik 
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Article I. Article II. - Les produits laitiers 

1 juin 2017 - le siège social est situé 42, rue de Châteaudun 75314 Paris Cedex 09 agissant poursuite et diligences de ses représentants légaux, domiciliés en cette qualité audit siège, organise une opération gratuite et sans ... le participant doit 
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Les produits laitiers rapportent 3,5 milliards d'excédent commercial à ... 

de l'excédent de la filière, soit 1,7 milliard. Cependant, ce solde stagne depuis 3 ans, la croissance des exportations de fromages. (+3,3 % l'an sur 10 ans) étant ...
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Les Français et la consommation de viande bio ... - produits laitiers Bio 

15 avr. 2015 - de la population française âgée de 18 ans et plus. ... 6%. Une fois par mois. 28%. Moins souvent. 16%. Jamais. TOTAL consommateurs. 84% ...
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Producteurs laitiers du Canada 

Les Producteurs laitiers du. Canada ont lancÃ© une nouvelle campagne rafraÃ®chissante pour encourager les consommateurs Ã  s'offrir un verre de lait bien froid. La campagne, qui parodie de faÃ§on humoristique les annonces de biÃ¨re, comprend des affi
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Cancer et produits chimiques 

l'ADN d'un gÃ¨ne d'une seule cellule ; la promotion, durant laquelle un ... Il survient lorsqu'une substance rÃ©agit Ã  l'ADN de la cel- lule pour ... y a-t-il un lien ?
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Produits et tarifs 2016 

Impression Recto/verso sur papier photo brillant format 13x20 : 2,80 â‚¬ / pc ht. Enveloppe papier blanc ou couleur 115g : 0,45 â‚¬ ht/ pc par 100 ex. Carte de Voeux ...
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petit livre de 3 produits laitiers par jour le petit livre ... AWS 

PAR JOUR LE PETIT. LIVRE. PLD3PLPJLPL29-13 | PDF | 58 Page | 1,758 KB | 28 Jan, 2018. If you want to possess a one-stop search and find the proper manuals on your products, you can visit this website that delivers many Petit Livre De 3 Produits. Lait










 


[image: alt]





Lait maternel 

respecter pour prÃ©parer un biberon de lait maternel. ... Les mÃ©thodes de recueil (tire-lait manuel ou Ã©lectrique, expression ... Installez-vous dans un endroit propre. ... Ã  une bactÃ©rie, ne donnez pas de miel aux nourrissons de moins d'un an,.
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ALIMENTATION ET QUALITE DU LAIT MATERNEL 

Bleu-Blanc-CÅ“ur coordonne une Ã©tude clinique sur la qualitÃ© du lait maternel en lien avec l'alimentation de la mÃ¨re. (standard ou Bleu-Blanc-CÅ“ur).
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petit livre de 3 produits laitiers par jour by alexandra ... AWS 

This Petit Livre De 3 Produits Laitiers Par Jour By Alexandra Beauvais Les Produits Laitiers PDF on the files/S3Library-C4d99-0f420-1b8cb-D8ccb-55e1b.pdf file begin with Intro, Brief Discussion until the. Index/Glossary page, look at the table of con
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Avis produits et prestations - HAS 

10 janv. 2007 - prise en charge n'Ã©tant alors pas conditionnÃ©e par l'inscription sur ... L'utilisation Ã  domicile d'un systÃ¨me de nÃ©bulisation impose l'utilisation ..... rÃ©servoir (indication de volume minimal et du volume maximal de remplissag
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taxes et produits irrÃ©couvrables 

admissions en non valeur,. ConsidÃ©rant qu'en aucun cas l'admission en non valeur ne fait obstacle Ã  l'exercice de poursuites,. â€¢. Et conformÃ©ment aux Ã©tats des ...
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Liasse fiscale PRODUITS ET ACCESSOIRES 

Créances rattachées à des participations. BB. BC. Autres titres immobilisés. BD ... 21 378. 298 201. 236 237. 61 963. 6 789 711. 4 574. 6 785 137. 2 135 546.
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taxes et produits irrÃ©couvrables 

Page 1 ... Vu le Code gÃ©nÃ©ral des collectivitÃ©s territoriales,. Vu le dÃ©cret nÂ°1587 du 29 dÃ©cembre 1962 portant ... AnnÃ©e 2007 : 866,77 euros. Je vous propose :.
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L'ALLERGIE ET L'INTOLÉRANCE AU LAIT DE VACHE 

de préparation commerciale au lait de vache, la mère peut continuer l'allaitement .... La provocation par voie orale constitue une étape cruciale pour confirmer la ...
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fromage par lait fromage au lait cru fromage au lait ... AWS 

This Fromage Par Lait Fromage Au Lait Cru Fromage Au Lait De Brebis Fromage Au Lait De Bufflonne. Fromage Au Lait De Chevre PDF on the files/S3Library-7ad0c-2c8cc-1834b-24454-5f6b8.pdf file begin with. Intro, Brief Discussion until the Index/Glossary
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Infos rapides Lait - Agreste 

13 avr. 2015 - Poudre de lactosÃ©rum. 45 367. -10,7. 93 950. -11,2. Source : Agreste - EnquÃªte mensuelle laitiÃ¨re SSP/FranceAgriMer. Fabrications de ...
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Produits industriels et industries 

Industrie de haute technologie. Industrie de biens de transformation. Industrie de biens de consommation. DOSSIER 4. ACTIVITÃ‰ DE SOUTIEN. FICHE 4.20. 1.










 


[image: alt]





Produits commerciaux Produits commerciaux 

ÉVIER MURAL À REBORD MONTICELLO IIMC. MODÈLE. DESCRIPTION. DIMENSIONS. 12-658. Entraxe de 8 po. 13 po h x 20 1/4 po l x 18 1/2 po p. 12-654.
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Liasse fiscale EURIAL LAIT 

4U. 4V. 4W. Provisions pour pensions et obliga- tions similaires. 4X. 4Y. 4Z. 5A. Provisions pour impÃ´ts (1). 5B. 5C. 5D. 5E. Provisions pour renouvellement des.
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Lait de vache - Fnab 

d'accompagnement technique sont des Ã©tapes facilitant un passage serein Ã  l' .... ses livreurs sur la rÃ©gion des Pays de la Loire, dans un certain rayon autour ...
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Lait nettoyant - Ecobati 

le liège et le linoleum. Propriétés techniques : A base de matières premières naturelles, protège toutes les surfaces huilées, cirées ou vernies contre la saleté et ...
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