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Who are Copa and Cogeca? 

Two organisations…. 
 
Copa 
Created in 1958, Copa represents 23 million European 
farmers and family members.  
 
Cogeca 
Created in 1959, Cogeca represents 22, 000 European 
agricultural cooperatives.  
 
Copa and Cogeca 
In 1962, a joint Secretariat was created, making it one of 
the biggest and most active lobby organisations in 
Brussels 



How is Copa and Cogeca organised? 

Working Parties  

POCC/CCC 

Copa 
Praesidium 

Cogeca 
Praesidium 

Joint Copa 
and Cogeca 
Secretariat 

European Commission, Council of Ministers, European 
Parliament, Permanent Representations, Media… 



How is Copa and Cogeca organised? 

The Working Parties 
   

•  45 Working Parties, dealing with market and policy 
 developments 
 

•  Prepare joint Copa and Cogeca positions 
 

•  Topics: commodities, cooperative affairs, rural  
     development, biotechnology, environment, 
     animal health & welfare … 

 



Copa-Cogeca:  
The united voice of farmers and their 
cooperatives in the European Union 

Copa-Cogeca contributions to the Commission’s annual work 
programme within the new promotion regimes 
 
The priorities for Poultry and Egg sector 



General remarks 

EU promotion policy to enter in force in December 2015: 
 

• Has a crucial role to play in reinforcing and complementing 
national and local initiatives 
 

• Allows EU farmers and Cooperatives to gain added-value from 
their products  
 

• Is WTO compatible 
 

Copa and Cogeca wants Commission to ensure that the annual work 
plan: 
 
• Fits the needs of the EU farming and cooperative sector 
 
• Flexible scheme which covers the specific characteristics of 

markets as well as products.  



General remarks – Poultry and eggs sectors 

- Market oriented based on European model of production 
 

- Slim profit margins 
 

- No financial support from CAP (no export refunds) 
 

- Generic promotion of poultry meat (market disturbance) 
 

- Open to imports from international markets  
 

- Integrated in extremely competitive world market (USA, Brazil and 
Thailand) 
 

- Poultry has been included in the russian ban (August 2014) 
 

- Promotion funds –Financial support to provide a compreensive 
export/promotion strategy in the future.  
 



Context 





Context 

 EU eggs being replaced by alternatives ingredientes in food 
industry  

 
 suffered the effects of severe economic crisis.  



High Standards  
 

 European Model of production of poultry and eggs to be 
economically sustainable 
 

 Recognised by price and quality/safety 
 

 The Consumer/industry should be aware of the work 
done by the sector, in terms of high stadards of  
 

  - food safety, 
 
  - environment,  
 
  - animal health and welfare  
 
  - and the additional costs that associate with these high 
standards.  



Health and nutricional benefits  

  Nutritional benefits of poultry meat 
- Healthy meat, 

-  low in fat,  

- great source of proteins (filling food) 

- rich in potassium and calcium 

  Nutritional benefits of eggs 
 

- Important for a balanced diet 

- Source of proteins  

- Avoid misconceptions around eggs (e.g. cholesterol) 



Proper handling and prevention of risks 

 Consumer needs information on 
 
 

- Proper food handling 

- Prevention of risks  

- Promotion of safe food   

 



Getting new markets 

 Opportunity to sustain traditional markets (after export 
refunds) and get new markets : 
 

 Poultry 
- Higher demand on certain cuts/products in third countries 

(e.g. Africa, Asia, Midle East)  

- Exports to high growth markets (objective - valorisation of all 
carcass) 

 Eggs and Egg products 
- Internal market  

- There are major opportunities in global markets in particular 
for eggs products  

- EU model « sustainable and safe eggs and egg products »; 
Limitation – High production costs in EU 



Cooperation  

 
 Bring all actors of the food chain together 

 
 

 Work on a communication strategy 
 
 

 Eggs industry represents around 30% of the total demand 
for EU eggs 
 
 
 



How to spread the infomation? 

 

 

 Some important actors to spread the message 

- Inform consumers directly  

- Through facilitators (nutricionists,techers, skilled 
communicators, media or internet) 

 



Example of campaigns 

 Poultry  
 
- Third market promotion has been limited to organic or quality 
products according to an EU or national scheme. 
 
- Promotion efforts on third countries have been limited to exhibitions 
and events 
 
 
 



 Eggs 
 

- Co-financed campaigns focused (limited) on new eggs marking and labelling (e.g. 
Spain 2005, 2014) 
 

- Digital instruments (huevo.org.es; www.institutohuevo.com; www.huevito.com)  
 

- Public relations with media, publicity (specialist press, mainstream press; regular 
communications actions – interviews, articles, events such as the « world eggs day » 
 

- Contacts with doctors and nutritionists: actions such as the participation in courses 
and conferences on professional nutrition and health were carried out  
 

- Other instruments (leaftlets and brochures, etc.): Several activities were carried out 
such as training with consumers, health professionals, culinary studens and Horeca. 
 

- In Spain, the Eggs Research Institute gives a yearly research award (10.000 €), and 
also has others for the best audio-visual work on eggs and for the best recipe with 
eggs.Each year it publishes specialized leaflets and infomation to educate 
consumers and professional, together with meetings and promotional activities. 

 

Example of campaigns 

http://www.institutohuevo.com/
http://www.huevito.com/


Conclusion  

 
The specificities of the poultry and eggs sector should be 
consider when defining priorities for the coming years 
 
European Model of production has to be recognised – 
quality producs 
 
Poultry and eggs sector face highs costs to respect EU 
standards  
 
Importance to allow for flexibility between indicative 
budgets per priority 
 
Need to ensure good quality programs get financial support 
if funding is still available from others priorities 
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