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BEUC in a nutshell …
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• The European Consumer Organisation 

• 43 member organisations (EU + EEA)

• Mission = to promote consumer interests in EU decision 
making



Changing consumption patterns
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The trust factor

4

1986-2001
UK mad cow 

crisis

1999
Belgian 

dioxin crisis

2017
Brazilian beef 

scandal

2017
Fipronil in 

eggs

2013
Horsemeat 

scandal

Series of foodborne 
outbreaks linked to 
meat (Salmonella, 
Campylobacter)



“More transparency!”

Question: "In public discussions, there is always a debate about more transparency in the food market. 
What does “transparency” mean for you in this context? What would be your transparency expectations 
from food companies if you want to make a purchase decision? If possible, mention three expectations 
for transparency in food."
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What consumers mean by “transparency” Absolute 
number

% of total 
responses

Origin (product, ingredients) 370 23.5

Food composition, ingredients 297 18.9

Methods of production and manufacturing 99 6.3

Clarity of the list of ingredients (intelligibility, 
legibility, etc.)

65 4.1

Additives 63 4.0

…

Spiller A., Nitzko S. (2014): "Verbraucherverständnis von Transparenz. Ergebnisse einer 
repräsentativen Konsumentenbefragung." Eine Studie im Auftrag von "Die 
Lebensmittelwirtschaft e.V."

https://www.uni-goettingen.de/de/document/download/a350cc3497e9b5f827c9976121a26561.pdf/Verbraucherverstndnis_von_Transparenz.pdf
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Knowing where food comes from

• Long-standing consumer demand 
but further reinforced by recent 
fraud scandals.

• Consumer demand especially strong 
for meat (90%) and milk (83%), 
whether sold fresh or used as 
ingredients in processed foods.

• Lack of action at EU-level but 
national initiatives.
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Better welfare for animals 



Cutting on antimicrobial use 
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• On average, in the EU, 
consumption of antibiotics is 
higher in food-producing 
animals than in humans.

• 7th ESVAC report: “Overall sales 
are coming down but picture 
across Europe remains varying”

• BEUC ‘Superbug Tour’ campaign
– Consumer awareness raising

– Identifying ‘best/worst-in-class’ 
countries

– Advocacy in the context of the on-
going revision of EU legislation on 
veterinary medicines and medicated 
feed
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Food that is what it says it is

BEUC report denouncing 
deceptive practices in relation to 
the labelling of meat products: 

 Playing with words … and pictures.

 Products that look like 100% fresh 
meat … but contain other ingredients.

 Actual amount of meat lower than 
that stated on label (when labelled).

 Water sold for the price of meat.

 Sneaky food additives.



Addressing food system challenges
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From: Which? and the Government Office for Science (2015).
Food System Challenges. Public dialogue on food system 

challenges and possible solutions

Challenges Potential solutions

Consumer preferred solutions

http://www.which.co.uk/documents/pdf/food-system-challenges---public-dialogue-on-food-system-challenges-and-possible-solutions-445299.pdf


www.beuc.eu – food@beuc.eu

@beuc
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