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4. GI Revision



Distilled spirits are 
as diverse as the EU 
itself:
• spanning 

44 product 
categories, and

• including 250 
spirits GIs that 
contribute to the 
culture of their 
regions.



spiritsEUROPE’s position 
incl. amendment proposals on COM text 

Our comments focus on:

1. Producer Groups

2. Sustainability provisions

3. GI protection

4. The role of the European Intellectual Property Office – EUIPO



Our key messages 

1. Producer Groups

• The revision may not weaken the diversity and specificities of existing schemes
across the EU Member States

➔ No interference in the legal status and internal governance

of private entities (at the same time)

➔ No interference in existing systems requiring mandatory

membership

• The participation of third parties to the activities of producer groups is a point of
concern

• Need to complete COM proposal for a definition of ‘recognized producer groups’ as
to ensure equal rights/obligations to EU and third country GIs as recognized by the
EU



Our key messages 

2. Sustainability

• There is a strong need to integrate/acknowledge ongoing
sustainability efforts across policy areas (e.g. PPWD, Code of
Conduct, …)

• Maintain/strengthen COM’s approach that sustainability efforts
need to take account of local conditions and remain voluntary



Our key messages 

3. GI protection

• Strengthening of the existing legal basis & increased GI protection, also
online, is of key relevance and greatly appreciated

• Consistency with the Spirit Drinks regulation absolutely necessary (e.g.
concerning the protection of GIs as ingredients, GIs as food name, …)



Our key messages 

4. The role of the European Intellectual Property Office – EUIPO
• Need to clearly define the powers/tasks the COM may delegate to EUIPO in form of

an exhaustive positive list and may include only non-essential tasks.

• EU COM to maintain the exclusive competence/responsibility for the registrations
of GIs, at least
• (1) acceptance of applications and their publication;
• (2) oppositions;
• (3) cancellations; and
• (4) amendments to the technical files.

• Need for strong attachment of the sector to the competence of DG AGRI on GIs



5. Consumer 
Information



c. JRC Literature Review on Digital Consumer 
Information

Review suggests ‘that consumers’ use of online means of food information provision is low’. 

It is concerning that the report bases its conclusions in relation to QR codes on a study from 
2019, claiming that « consumers are not used to have smartphones available to scan 
products ».

Scope of the study was limited to research published prior to spring 2021 (the 5 articles 
reviewed date from 2019 [2], 2015, and 2013 [2] respectively and thus evaluate a situation 
that is no longer reflecting realities – in terms of digital technology access & use – on the 
ground). 

The review thus fails to adequately take into account the rapidly evolving developments in 
terms of use and adoption of digital food labels, particularly during the past 18 months

Review is in sharp contrast with figures reported by food scanning apps such as Vivino (2bn 
scans) or Yuka – 25 million of users, 5 millions of products scanned daily (2021), as well as 
with the spur of QR codes appearing on food packaging to provide consumers with 
additional information on diverse features of the products we can all notice in our 
supermarkets.

It would be inadequate and incorrect to base considerations regarding digital labels in the IA 
and a future FIC proposal predominantly on the – somewhat outdated – findings of the JRC 
report



DIGITAL LABELS: KEY FINDINGS FROM APPINIO SURVEY

➔Vast majority of consumers (8 out of every 10) are used to scanning QR 
codes (43% scan them regularly, 40% occasionally)

➔QR code scanning has grown rapidly in past 2 years
➔3 out of every 4 consumers have already scanned a QR code on a 

food/drink product for information - nearly all of those find this an easy way 
of accessing product information

➔Convenience, relevance & readability of information are named as the 
greatest advantages of digital labels (vs. physical labels)

➔Half of consumers are using Apps for food/drink products (varies between 
countries, CZ lowest, ITA/F highest)

➔Europeans want legislation on digital labels: 80% would welcome rules 
➔Most consumers only look at consumer information occasionally – some 

never look at labels at all, others look every time.



2. Have you ever scanned a QR code with your smartphone?

Einzel-/Mehrfachauswahl

Spirits Europe Label _ TOTAL (engl)

Gesamt (N=5000), gefiltert (N=5000) 

43.2%

39.3%

11.3%

5.8%

0.4%
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Yes, regularly Yes, occasionally Yes, very rare no I don't own a smartphone
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3. How much has the number of QR code scans you performed with your smartphone 
changed in 2021 (compared to 2019 — before COVID-19)?
Likert-Skala

Spirits Europe Label _ TOTAL (engl)

Gesamt (N=5000), gefiltert (N=4690) 

2.0%
3.4%

30.1%

37.9%

26.6%
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1 -
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lost

2 - taken off 3 - Stayed
The Same

4 -
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5 - Greatly
increased

Durchsch

nitt
Std. Abw. Top 2 Bottom 2

Gesamt 3,84 0,92 64,52% 5,35%
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4. Have you ever scanned a QR code that you found on the label of a food or beverage 
product?
Einzel-/Mehrfachauswahl

Spirits Europe Label _ TOTAL (engl)

Gesamt (N=5000), gefiltert (N=4690) 

74.2%

19.2%

6.6%
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yes no I don't remember
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5. Have you ever scanned the label of a food or beverage product using an app on your smartphone (such as the 
Vivino app for wine) to learn more about the product?

Einzel-/Mehrfachauswahl

Spirits Europe Label _ TOTAL (engl)

Gesamt (N=5000), gefiltert (N=4978) 

53.5%

39.1%

7.5%
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yes no I don't remember
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6. Do you think scanning a QR code on a food or beverage product is a handy way to get 
more product-specific information?
Likert-Skala

Spirits Europe Label _ TOTAL (engl)

Gesamt (N=5000), gefiltert (N=3480) 

0.7%
4.0%

36.2%

59.1%
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20%

30%
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70%

1 - no 2 - Rather Not 3 - Rather yes 4 - yes

Durchsch

nitt
Std. Abw. Top 2 Bottom 2

Gesamt 3,54 0,61 95,32% 4,68%
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7. Do you think policies should be put in place to ensure that product-specific information conveyed digitally (such 
as via a QR code or barcode scan) is truthful and accurate?

Einzel-/Mehrfachauswahl

Spirits Europe Label _ TOTAL (engl)

Gesamt (N=5000), gefiltert (N=5000) 

2.6%

6.0%
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no Rather not Rather yes yes I don't know
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8. What do you think are the biggest benefits of communicating product-specific information 
digitally (e.g. via a QR code on a product)?
Einzel-/Mehrfachauswahl

Spirits Europe Label _ TOTAL (engl)

Gesamt (N=5000), gefiltert (N=5000) 

46.1%

42.1%

31.7%

39.7%

24.1%

5.1%
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Convenience —
it's easy to get, 

store, and share 
information about 

the product

Relevance of the 
information — I get 
more information 
from the digital 

label than from a 
printed one on 

products/bottles

Interaction — I can 
use the digital 

label to learn more 
about products or 
interact with the 
manufacturer

Readability —
Enlarge 

information on the 
screen to make it 

easier to read 
compared to 

printed letters on 
labels

Multilingual —
digital information 
can be provided or 
translated into the 

language of my 
choice

I don't see any
benefits

Other:
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9. How often do you drink alcoholic beverages?

Einzel-/Mehrfachauswahl

Spirits Europe Label _ TOTAL (engl)

Gesamt (N=5000), gefiltert (N=5000) 
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18.5%
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10. While shopping/browsing the store, how often do you read the labels on the back of alcoholic beverages for 
product information and drinking instructions?

Einzel-/Mehrfachauswahl

Spirits Europe Label _ TOTAL (engl)

Gesamt (N=5000), gefiltert (N=4417) 
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d. Implementation of spiritsEUROPE’s Memorandum of 
Understanding (MoU) on consumer information

The objective is to ensure that the collective total 
EU market share (by volume) of products placed 
on the EU market providing energy information 
on-label and list of ingredients online will 
constitute at least:

25 % by 31 December 2020 ✔

50 % by 31 December 2021 ✔

66 % by 31 December 2022 
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2nd Implementation Report

Available online here:

https://spirits.eu/upload/files/positionpapers/CP.MI-
067-2022%20-
%20Memorandum%20of%20Understanding%20-
%202nd%20Implementation%20Report%20-
%20FINAL.pdf

https://spirits.eu/upload/files/positionpapers/CP.MI-067-2022 - Memorandum of Understanding - 2nd Implementation Report - FINAL.pdf


Insights on achievements on the 2nd Milestone
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• An increasing number of producers started to report on compliance intent and roll-out
• especially also in the SME community across the EU

• More trade associations keep on signing up to the MoU
• Widening of the geographical reach
• Widening the impact of this landmark co-regulatory initiative in the EU

• Launch of E-label platform “U-label” end 2021 important driver of MoU
• Push to SMEs interest to implement the MoU
• Interest across stakeholders, such as retailers and their associations
• Regular interaction points organised by spiritsEUROPE to enable all companies to

use u-label (peer to peer feedback)
• Seminars to national associations and their (SME) members



The E-label in detail



Next steps

Run up to 3rd Milestone (66% by end 2022)

- Continue full push and member support

- Accelerate uptake in countries that are behind (focus on 
SMEs)

➢We call on the European Commission to include the MoU approach 
(energy on-pack, ingredient listing and full nutrition declaration 
provided by e-labels) in the upcoming proposal on food information 
to consumers (FIC Regulation) [Option 1a of the Impact Assessment]



6. DG SANTE 
Mapping



a. Observations from the sector

The Mapping study does not provide consistent and robust evidence that pricing policies reduce 
alcohol-related harm. The evidence presented is often contradictory, scarce, and not replicable 
throughout the EU. spiritsEUROPE supports a wide range of measures which can reduce alcohol-
related harm, among which pricing policies may play a role.

Taxes were & are primarily fiscal policy measures rather than motivated by health reasons.

Not much scientific evidence was provided to demonstrate that fiscal policy measures have a 
positive impact on alcohol-related health outcomes. The findings of the referenced studies are 
mixed and inconclusive. 

Findings from case countries (Australia, Baltics, Finland, Greece, and Scotland) based on which 
the authors mainly draw their conclusions are not consistent with the provided empirical 
evidence.

Since fiscal policy measures had extremely little impact on alcohol-related deaths at best, the 
health-related recommendation to introduce ‘taxation by degree of alcohol’ can hardly be 
sustained by the provided evidence.



Thank you very much for your attention!


