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EXECUTIVE SUMMARY 

Healthy Food, Healthy Planet (HFHP) Europe, a civil society and funder collaborative project, 
commissioned a case study-based review of European campaigning on food to support the development 
of future campaigning for “less and better meat” through identifying generalizable ‘attributes’ that such 
campaigning ought to try to foster. 

Campaigns looked at include Oxfam campaigns on food supply chains and food workers’ rights; Fair Trade 
campaigns including work on milk in France; efforts such as Veganuary to get people and organisations to 
try veganism; the Slow Meat aspect of the Slow Food movement which seeks to protect food cultures 
and traditions; a UK campaign with disadvantaged children to develop a food charter, and other work on 
‘holiday hunger’ in the COVID pandemic; Greenpeace campaigning in France on meat and school meals; 
initiatives in Germany and elsewhere for a ‘meat tax’; EU campaigning on fisheries and the Common 
Agricultural Policy; and plastics campaigning as an analogous model from a related field. 

The ToR for this review describes a campaign as being a series of interventions over 1-5 years that 
disrupt business as usual towards a social change goal, involving advocacy, communication and 
mobilisation. However, the question of models and definitions is less important than that of what 
is most effective in bringing about (transformative) change.  

Likewise, there is no simple answer to the question of whether the aim is to cultivate a single less 
and better meat campaign or a plethora of complementary initiatives. Our view is that the issue for 
meat campaigning is not to force all players onto a single battleground, but to find ways to 
encourage alliances of those with different goals to coalesce around specific change objectives. 
Different campaigns on or around meat do not need to have the same entry point, as long as they 
contribute to the same endgame. 

Each case study differed in the emphasis placed on the national, regional and/or international arena. 
For any Europe-wide campaigning, the interplay of national decision-making, international 
pressure and precedent-setting potential is complex and needs to be navigated astutely. Adopting 
a single, common target may give a false signal of campaign coherence if those involved see that the 
focus of their campaigning ought to lie elsewhere. The art is in harmonising different national 
campaigns and initiatives, maximising mutual learning and capitalising on cross-overs and synergies. 

Campaigns should be founded on a clear vision of why an opportunity exists and what a reasonable 
timeframe is for securing positive outcomes. Too many campaigning organisations make the 
mistake of being content with a policy win that is not followed through to practice change and 
beneficiary impact. Real or perceived pressure to deliver a certain type of result to funders may be 
part of organisations’ thinking in moving on to new issues at the point a policy win is secured. 
Campaigns should have a clear view of what constitutes genuine success and what the criteria are 
for ending or changing the strategy of a campaign. 

Campaigns need to be based on a clear understanding of how change can happen – where power 
resides and how pressure can be brought to bear upon those holding it. Campaign design should 
hit a sweet spot by which the key elements (objectives, power and audience analysis, the role of 
supporter / public activism) are underwritten by a strong analysis as to why proposed solutions are 
needed and what the path to achieving them is, but without fixing the strategy to be employed in 
too rigid a way as to hinder adaptation to changes in the external context. 

There is a strong signal from the campaigns considered that while formal coalition-working among 
civil society groups can be difficult and sometimes slow-moving, engaging with alliances – formal 
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or informal – that include as broad a range of actors as possible, including those beyond civil 
society organisations, is essential. NGOs need to show greater tolerance of transactional costs and 
greater understanding of the benefits to legitimacy and effectiveness of working with others. 

In engaging governments, insider as well as outsider approaches – or a mix of both – can be 
utilised. National governments and the European institutions are complex, conflicted entities and it 
a key part of campaign strategies to play on these tensions. Engaging with government (and 
corporate) targets should be conceived as a collective exercise with different organisations and 
networks pushing in complementary ways even when not formally allied. 

Companies should be engaged with a mindset of permanent scepticism. They are not monolithic 
though and so campaigns should be based on a sophisticated understanding of the dynamics within 
a company and the different forces in favour of, or resistant to, progressive measures. 

Many campaigns use a variety of tools to make progress, move the debate forward and get the 
attention of decision-makers, influencers and / or the public. There is no short-cut to analysing a 
campaign’s audiences as this is a key input to decision-making relating to tactics, messaging and 
alliance working. 

How a campaign is framed situates the battlegrounds that it wants to fight on. Depending on a 
campaign’s starting point, this may be a matter of trying to reframe a set of issues or of defending 
how they are currently being framed. The level of opposition to the goals being asserted will come 
through in the extent and resonance of competing frames. 

Formulating meat campaign messages has many challenges: being true to ultimate goals while 
finding ways to overcome the high cultural value accorded to meat in many settings, identifying 
simple but meaningful steps for citizens to take, navigating the different dimensions to the issues 
(health, environmental etc.) while maintaining coherence and clarity. More positively, the campaigns 
under review show that it is not necessary to convince everyone all the time but rather to focus 
more strategically on important cohorts of the public, media, influentials and decision-makers. 
Messaging should aim to ‘split the pack’ and focus on convincing the right people. 

It is a recurring lesson that it is essential to ensure the right people are hired and supported – 
including those with lived experience – and to invest in people and organisations, not just specific 
‘campaigns’ or objectives. Campaign leadership should be clearly established, centrally or 
distributed. A top-down ‘command and control’ approach is not inherently in tension with advancing 
on a broad front but needs to be at the right level of strategy, with care taken not to miss 
opportunities.  

Agility and adaptive management are key, with investment in monitoring what is needed to make 
decisions, scenario planning and being ready to exploit the expected reaction to any step. 

The scale – and duration – of effort and resources needs to match a campaign’s ambition. The 
importance of money cannot be understated, but funders can also have an important catalytic role 
and their signal of commitment to an issue allows organisations to plan for serious, sustained 
initiatives of the depth and sophistication needed to secure significant breakthroughs.  

In conclusion, food campaigning in many ways is not unique and there is no one right way of doing 
it, certainly not that will guarantee success. There is, however, a wealth of experience, models, tips 
and tricks – from campaigning on food and beyond – to be learned from and built upon. 
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INTRODUCTION, PURPOSE AND METHODOLOGY 

Purpose 

Healthy Food, Healthy Planet (HFHP) Europe, a civil society and funder collaborative project, 
commissioned this case study-based review of European campaigning on food to support the 
development of future strategies and coordination infrastructure on campaigning for “less and better 
meat” in Europe. It involves a “composite analysis of cross-cutting attributes, strengths and 
weaknesses” of existing campaigns with a focus on (1) effectiveness of strategy and theory of 
change, (2) success (and failure) factors, (3) the role of communications and narrative change, and 
(4) the contribution of alliance or movement support.1 

Approach 

It was not necessary – or possible – to conduct a set of ‘mini evaluations’ of many campaigns. 
Rather, the approach was to produce a ‘pen portrait’ of 8-12 individual campaigns while ‘zooming in’ 
on elements that may have a broader resonance.  

Campaign mapping and selection 

Example campaigns needed to collectively cover the breadth – of geography, focus and approach – 
of food sector campaigning in Europe necessary to draw useful conclusions. There was a desire to 
broaden the horizon beyond campaigns supported by those already engaged in this initiative, and in 
particular to include other sectors than the environmental sector. The net was therefore cast wide, 
deliberately beyond ‘less and better meat’, to encompass those with a focus on food security and 
food poverty, health, animal welfare, corporate accountability, and so on. A focus on Europe was not 
limited to EU policymaking, and included campaigns targeting European power-holders on supply 
chains and other global environmental and development issues. 

A longlist of potential campaigns to investigate was drawn up based on the authors’ own knowledge 
with input from the client and other contacts working in the field with a ‘snowball’ approach by 
which early interviewees were also invited to make suggestions. A short questionnaire2 was also 
sent to HFHP partners seeking further suggestions but, despite reminders, received no responses.  

This longlist is appended (Appendix 1). It covers campaigns, other initiatives and organisations that 
were considered when looking for examples to explore. It is not – and was not aimed to be – 
comprehensive. However, HFHP may want to consider expanding this in a more systematic way to 
capture the range and depth of work in the field with the other mapping work underway.  

Many of the examples considered do not meet all the aspects of a ‘Campaign’ as suggested in the 
Terms of Reference: a series of interventions over 1-5 years that disrupt business as usual towards a 
social change goal, involving advocacy, communication and mobilisation. It was noted that this 
criterion should anyway be broadened for the sake of this exercise to include ‘programmes of 
advocacy or communications’; for example, rather than set-piece ‘Campaigns’. This is further 
explored in the discussion of attributes below. 

A note to guide decisions as to which campaigns to investigate was developed and agreed with HFHP 
(Appendix 2). This reflects the nature of each campaign and the package as a whole, necessary for 

 
1 Research project brief 
2 Can be accessed here: https://forms.gle/zi7fRBaAPVuhRwr96  

https://forms.gle/zi7fRBaAPVuhRwr96
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addressing the research questions. Pragmatism also guided decision-making, including in relation to 
the availability of interviewees and existing evaluations. 

A final list of nine campaigns was then agreed with the client, each of which is described below3; 
some investigations broadened to cover subsidiary or related initiatives that came up during the 
research. 

Constraints 

In addition to the challenge of capturing the breadth and depth of information necessary to draw 
common lessons as outlined above, more substantive input into the list of campaigns to potentially 
investigate was anticipated from HFHP. This would also have facilitated access to previous 
evaluations from which to draw, and generated introductions to interviewees, without which these 
depended on ‘cold calling’ and may have achieved a lower engagement rate. The research also took 
place in the context of demands on people and organisations in the COVID pandemic.  

This unfortunately meant it was not possible to meet the initial desire to have more complete 
findings for the Funders Table meeting in late 2020, but an alternative approach was agreed with 
provisional findings offered for discussion. The analysis was unfortunately further delayed with an 
unavoidable hiatus in communications with HFHP as key personnel changed. This limited the 
opportunity to get feedback on our initial thinking and to ‘co-create’ findings as initially proposed. 

Finally, as at least one of the ‘pen portraits’ draws on unpublished evaluation materials, it is not 
possible to share or fully reference all of the full examples or provide ‘pen portraits’ of all campaigns 
looked at for wide circulation, but all are drawn on in the analysis and findings. 

Research & analysis 

For each selected campaign, key documentation where available and public information was 
reviewed, complemented with a limited number of semi-structured interviews. Where possible, 
existing evaluations and reviews provided a key resource. (A list of those consulted as part of this 
review is given in Appendix 3). 

The analysis also draws on a number of other campaigns and, in particular, the knowledge of the 
consultants, all of whom have a rich background in running, managing, supporting and evaluating 
campaigns, influencing and advocacy efforts, including in the human rights, environment and 
development sectors.  

The findings of the review are presented as a description of ‘attributes’ with reference to specific 
campaigns as illustrative examples. They are, or attempt to be, generalisable and such lessons are 
bolded in the text for ease of use.  

 

 

  

 
3 Fuller ‘pen portraits’ of most have been shared with HFHP as a partial evidence base for the analysis but are 
not suitable for broad circulation and were not included as a deliverable in the ToR. 
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THE CAMPAIGNS 

Behind the Brands and the Behind the Barcodes / Price Campaigns, Oxfam International 

Since 2013, Oxfam has run a pair of campaigns that aim to affect the distribution of value across 
food supply chains to the benefit of food producers and food sector workers in the global South. 
With the Behind the Brands campaign (public campaign phase: 2013-16), it pressed the world's ten 
largest food and beverage companies to curb greenhouse gas emissions, promote resilience and 
adaptation across supply chains and support a serious international climate agreement. With this 
campaign having won some concessions from the targeted companies, Oxfam switched to a 
monitoring and implementation phase in which it worked with the companies to generate solutions 
on the ground. Public campaigning switched to international retailers through a campaign known in 
most settings as the Behind the Barcodes campaign, and in those where barcodes are not used, as 
the Behind the Price campaign (2017 to date). These campaigns raise interesting issues of how to 
engage public audiences on food and sustainability matters, how to bring pressure to bear on large 
companies, and how to combine campaigns for policy and practice change with the (implicit) 
fostering of consumer behavioural change. 

A subsidiary analysis of an Oxfam America campaign to defend the rights of US poultry workers 
illustrates the delicate balance that needs to be struck when building coalitions among organisations 
with 'competing' foci (workers' rights, animal rights, environmental concerns). 

Trade Fair, Live Fair 

The Trade Fair, Live Fair project (2017-20) was a joint initiative of Fairtrade International and the 
World Fair Trade Organisation, comprising a total of 44 partner organisations, sub-grantees and 
Associates. It aimed to inform EU citizens of the importance of, and the need for, more sustainable 
forms of production and consumption, and to mobilise them as agents of pressure on governments 
and companies. It sought to position fair trade / sustainable consumption and production as part of 
the solution to major global issues such as climate change and asserted the achievement of SDG 12 
(responsible consumption and production) as a means to achieving other SDGs, such as those 
relating to gender (5), climate (13) and land (15). While all partners came together in campaigns on 
particular themes and moments including UNFCCC COPs in 2018 and 2019, and the 2019 European 
Parliamentary elections, a large amount of latitude was granted to partners to develop strategies 
aligned with local capacity and context. This led many, especially those in Central and Eastern 
Europe, to explore ways of making connections to domestic agriculture and, in effect, to seek to 
'domesticate' fair trade principles. Additional input from Max Havelaar France, which is exploring the 
possibility of a campaign to apply fair trade principles to domestic milk production, sheds further 
light on whether and how 'fair trade domestication' may offer lessons for the evolution of the meat 
sector. 

Veganuary  

Veganuary (from ‘vegan’ and ‘January’) is a non-profit organisation, campaign, and annual event that 
“encourages people worldwide to try vegan for January and beyond” in order to protect the 
environment, prevent animal suffering and improve health. Launched in the UK in January 2014, and 
now international in scope, Veganuary has seen impressive growth in participation, doubling 
annually to the point that “more than 400,000 people took the pledge to try a vegan diet in 2020.” 
Beyond the annual event and throughout the year, Veganuary works with manufacturers and 
retailers to expand plant-based options and claims that in 2019 more than 500 businesses took part. 

https://www.behindthebrands.org/
https://www.behindthebarcodes.org/en/
https://www.behindtheprice.org/en/
https://www.oxfamamerica.org/livesontheline/
https://www.fairtrade.net/about/projects/trade-fair-live-fair
https://maxhavelaarfrance.org/
https://uk.veganuary.com/
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Although not directly involved in policy advocacy, expert observers point to Veganuary (and other 
work on vegan products and meat alternatives the case study looked at) as having contributed to 
opening ‘political space’ to look at the role of meat consumption in climate change. Beyond this, 
Veganuary illustrates some of the dynamics between aims (veganism), objectives, motivations 
(health or animal welfare) and other benefits (including climate). 

Slow Meat 

The Slow Meat campaign seeks to get people to eat less, better quality meat, referencing benefits to 
health, the farming system, and the environment. It is run by Slow Food, a movement founded in 
1989 in Italy to protect food cultures and traditions, increase interest in where food comes from and 
how food choices affect the world. Although not a movement-wide priority, the campaign is actively 
pursued by some branches, with limited success.  

The Children’s Right2Food Campaign 

The Children’s Right2Food Campaign is a UK-wide initiative to ensure every child can access and 
afford good food. The Campaign was shaped by the findings of the Children’s Future Food Inquiry, 
itself the first attempt to speak directly and systematically to children, young people and those who 
live and work with them about children’s experience of food and how it affects their lives. Launched 
in 2018, the Inquiry was spearheaded by a cross-party parliamentary committee and led by partners 
in each of the devolved nations. Young Food Ambassadors from across the UK play a lead role. In its 
vision, codified in the Children’s #Right2Food Charter, the Campaign calls for government action to 
tackle children’s food insecurity and childhood obesity. The combination of high-level policy 
advocacy with children’s organisation is a powerful model. 

With the COVID pandemic leading to the prioritisation of that element of the Charter relating to 
provision of free school meals for those who need it when schools are closed, premier league 
footballer Marcus Rashford successfully took up the issue of Holiday Hunger on social media, 
illustrating the importance of reacting and adapting in order to meet challenges and unexpected 
‘breakthrough moments’. 

School meals campaign, Greenpeace France 

Greenpeace France selected school meals as an entry point towards a wider goal of reducing meat 
consumption across French society on the grounds that parental concern at what their children eat 
made this an engaging topic for large swathes of the population, and not only traditional 
Greenpeace supporters. Towards a goal that all school canteens introduce two vegetarian meals per 
week by 2020, the 2017-19 campaign combined a tough line against meat (and dairy) industry 
lobbying with positive messages about the benefits of diets based on eating less meat. It serves as an 
example of balancing environmental and health messaging, while chipping away at culture-based 
assumptions that meat-based diets are desirable and / or somehow intrinsically French. It also shows 
how an organisation with a certain reputation could build broad-based alliances that took its 
messages beyond its normal audiences and the importance of meeting people where they are rather 
than blindly asserting an 'absolutist' position. 

 

 

 

 

https://www.slowfood.com/what-we-do/themes/slow-meat/
https://www.slowfood.com/?gclid=CjwKCAjwiaX8BRBZEiwAQQxGx6ElpqBOQb_wmuUwuLXVRe5UAL3X98QBYbWLXvlPXOimCgJBd01ukBoCWjEQAvD_BwE
https://foodfoundation.org.uk/childrens-right-to-food-campaign/
https://foodfoundation.org.uk/wp-content/uploads/2019/04/Right2Food-Charter.pdf
https://www.theguardian.com/education/2020/oct/23/marcus-rashford-hero-kids-school-meals
https://www.greenpeace.fr/menus-vegetariens-du-mieux-a-la-cantine/
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‘Meat tax’ initiatives in Germany 

As means of reducing meat production and consumption in Germany, both the raising of VAT on 
animal products – to 19% from the current 7% – and / or a hypothecated meat levy are being 
discussed in current political debate. These are not the direct subject of civil society campaigning, in 
the sense of mobilisation of public support, although several organisations do publicly highlight the 
implications of cheap meat (and milk). The German National Academy of Sciences, which advises the 
German Government, published a broadly covered discussion paper in May 2020 in which reduction 
in meat consumption (and food waste) is listed first of a Ten-Point Plan to Conserve Biodiversity, and 
cancellation of the partial VAT exemption for meat and meat products is included as the fourth of 
five suggested mechanisms to achieve this. The paper received broad media coverage in serious on-
line and print outlets in Germany. A meat levy (Fleischsteuer) was discussed in the German 
Parliament in 2015 and 2020, but with no concrete results to date.  

With similar initiatives underway in the Netherlands and elsewhere in Europe, the case raises 
questions about what ‘campaigning’ needs there are beyond disparate initiatives and think-tank 
type research, with considerations around setting policy objectives and the interplay of national and 
international.  

European fisheries campaigning 

Like the idea of less and better meat, fisheries campaigns have been underpinned by an assumption 
that the fishing industry and fish consumption will continue but will need to be sustainable. A 
reformed and more sustainable Common Fisheries Policy (CFP) in 2013 followed a sustained and 
broad and largely successful civil society coalition campaign. Implementation of the legislation – with 
commensurate lessons for food about the staying power of campaigns - is considered to be a less 
impressive set of outcomes, highlighting the importance of not seeing (international) policy change 
as an end in itself. Fish Fight was a media-based campaign aimed more discretely at stopping the 
practice of ‘discarding’ fish caught in European waters, and had a more public modus operandi, via 
the celebrity chef Hugh Fearnley-Whittingstall, who fronted the campaign. In terms of public 
recognition, Fish Fight out-performed any other campaigning in this space, with lessons about how 
to use frame issues and get messages out using the media and celebrities. 

Plastics campaigning  

Plastics campaigning has pushed the issue of over-use and waste of plastics rapidly risen up the 
agenda, into the mainstream media and onto political and policy agenda. The #breakfreefromplastic 
movement is a global movement envisioning a future free from plastic pollution. Launched in the 
Philippines in 2016 by a group of non-governmental organizations and individuals, it was supported 
by a group of active funders who deliberately sought to engender a loosely coordinated movement, 
rather than a formal coalition. It has set out to debunk ‘myths’ of cosmetic recycling and waste 
management solution and seeks to use national policy fights to leverage an international agreement 
and to build on existing treaties. 

EU Common Agricultural Policy (CAP) campaigning 

Although not included in the initial list of campaigns to look at, we were provided with an 
(unpublished) evaluation of previous CAP campaigning supported by the MAVA foundation and 
some of lessons identified are incorporated in our findings. 

https://www.zeit.de/wirtschaft/2019-08/fleischsteuer-mehrwertsteuer-tierwohl-klimaschutz
https://www.zeit.de/wirtschaft/2019-08/fleischsteuer-mehrwertsteuer-tierwohl-klimaschutz
http://www.bio.uni-freiburg.de/news/20200523-scherer-en
https://www.tappcoalition.eu/
https://www.pewtrusts.org/en/projects/archived-projects/ocean2012
https://www.rivercottage.net/campaigns/hughs-fish-fight
https://www.breakfreefromplastic.org/
https://mava-foundation.org/
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ATTRIBUTES OF SUCCESSFUL CAMPAIGNS 

The meaning of ‘campaign’  

The ToR for this review sets out the understanding of a campaign as being a series of interventions 
over 1-5 years that disrupt business as usual towards a social change goal, involving advocacy, 
communication and mobilisation. This is in line with an understanding of campaigns as programmes 
of actions which seek to change policy and practices, by methods which include (but are not limited 
to) public mobilisation, policy influencing, political advocacy, lobbying, and public communications. 
The ToR steered away from efforts that seek to exclusively influence public behaviour or attitudes 
although aspects of such approaches play a role in most of the examples looked at.  

• Work for a German meat tax or levy, for example, is described from the outside to be a 
campaign, but arguably does not warrant the title. There is no mechanism provided for the 
public to act in support. 

• Veganuary – as an organisation – explicitly do not do policy advocacy and focus on dietary 
choices but is credited with opening political space to discuss the impact of meat on climate. 

The question of models and definitions is less important than that of what is most effective in 
bringing about (transformative) change.  

Entry points 
 Battlegrounds   

The various campaigns analysed encompass a broad range of issues including diet, food poverty, 
sustainable resource extraction and corporate accountability. While the issues that are the primary 
focus of the campaigns reflect the missions of the organisations involved, choices about which issues 
to ‘front’ a campaign with – and which battleground(s) to fight on – are a critical aspect of the design 
of the strategies of campaigns, advocacy and other change-oriented interventions and have a major 
impact on how campaigns operating in a similar space can be aligned or made mutually reinforcing. 

• For many of those involved in the Children’s Food Inquiry and associated campaigning in the 
UK, food is an entry point to broader issues of poverty and ‘holiday hunger’ is an entry point 
within that. Campaigning for less and better meat would need to show that it would 
safeguard access to food, and ideally ensure it in a more (cost-)efficient way. 

• Veganuary partners are animal-welfare focussed, which is not necessarily in tension with a 
climate-based rationale for less meat but does pose an issue of how to reconcile ‘eat better 
meat’ and ‘go vegan’ goals.  

• Oxfam America chose to advance a specific agenda relating to poultry workers' rights rather 
than a broader food system / food justice agenda because this made for a simpler message 
that was more ‘digestible’ for its audiences.  

The issue for meat campaigning is not to force all players onto a single battleground, but to find 
ways to encourage alliances of those with different goals to coalesce around specific change 
objectives: different campaigns on or around meat do not need to have the same entry point, as 
long as they contribute to the same endgame. 
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 Geography  

Each case study campaign differed in the emphasis that they placed on national, regional and/or 
international arena.  

• The UK Children’s Food Inquiry work was conscious that devolved decision-making (to 
Scotland, Wales and Northern Ireland) required devolved advocacy while also remaining 
sensitive to the potential for decisions in one arena to have precedents for others. 

• Greenpeace France’s work on school meals showed the value of being able to undertake 
complementary engagement of local and national government, with its network of local 
activists allowing it to reach local authorities and promote the achievements of pioneering 
mayors alongside advocacy towards the French national Parliament and government. That 
local authorities have the power to set children's diets beyond the terms of what is dictated 
by national law and policy helps to insulate Greenpeace from any roll-back at national level.  

• Both the French school food campaign and the Trade Fair, Live Fair project show the 
importance of engaging across different arenas – both local and national government, and 
also the EU level in the case of Trade Fair, Live Fair. In this latter case, cities and 
municipalities represented beacons of progressive practice, including in countries, typically 
but not only, in Central and Eastern Europe, where the national government was otherwise 
little engaged. Bypassing central government and both working with local government and 
leveraging better policy from the EU – since all member states are obliged to adopt 
sustainable practices as part of a common EU policy, such as that relating to public 
procurement, for example – is an effective way of making progress in these countries. 

Working out what balance to strike between local, national, regional and global targets has several 
important dimensions: 

Reflecting on the level at which effort is best deployed and on what useful precedents and 
examples exist – and hence on whether it is best to forge cross-European alliances or focus on 
individual countries to generate positive examples and precedents:  

• Moves towards a meat tax in Germany, for example, raise a question as to whether 
progress across Europe is best achieved by one or two countries (such as Germany or the 
Netherlands) moving first or by designing a cross-European campaign.  

• Likewise, advocacy for the reform of the Common Fisheries Policy at EU Member State level 
was comprehensive and generally effective. In some countries more than others, Member 
State level work was engineered at scale. This mostly – although not always – followed the 
logic of where pressure was most needed.  

• In contrast, efforts to engage MEPs for the CAP campaign diverted grantees and their wider 
organisations from building the necessary capacity in Member States to influence national 
positions in the Agriculture Council of Ministers. 

• The UK Children’s Food Inquiry was in part inspired by work on ‘holiday hunger’ in the 
United States, is currently run more or less in isolation from initiatives elsewhere in Europe 
but could form the inspiration for similar approaches to be taken elsewhere.  
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The role of international agreements as a focus and stimulus for national campaigning:  

• The plan in #BreakFreeFromPlastic was to use national policy fights to leverage an 
international agreement and to build on existing treaties. It has also been a useful tactic to 
put the focus of national legislation and regulation on industry rather than taxpayers, 
whenever possible.  

• Advocacy on the reform of the Common Fisheries Policy also utilised international 
agreements and standards to ‘level up’ European fisheries policies.  

Avoiding a default to the global level. Some campaigns consciously or unconsciously operate to 
an assumption that a global campaign needs a global target that all parts of an organisation or 
federation can go after.  

• Targeted at global branded companies, Oxfam’s Behind the Brands Campaign employed a 
strongly centralised model. This had the merit of efficiency but replicated global power 
imbalances on account of being driven by Northern Affiliates which struggled to create 
reasons to paint their own governments as legitimate campaign targets or found that there 
was little scope for movement from these governments, and so needed to find global 
alternatives.  

For any Europe-wide campaigning, the interplay of national decision-making, international 
pressure and precedent-setting potential is complex and needs to be navigated astutely. Adopting 
a single, common target may give a false signal of campaign coherence if those involved see that 
the focus of their campaigning ought to lie elsewhere. The art to this sort of campaigning is in 
harmonising different national campaigns and initiatives, maximising mutual learning and 
capitalising on cross-overs and synergies. 

When to campaign, and for how long 

Campaigns should be founded on a clear vision of why an opportunity exists and what a reasonable 
timeframe is for securing positive outcomes. 

Thinking through the timing: successful campaigns are phased and tend to follow a thought-
through ‘critical path’.  

• With the Children’s Food Inquiry, there was implicit and explicit phasing through the early 
work, to the Inquiry, the Charter, and then the use of the Charter as the basis of advocacy. 
This meant that the Campaign had a strong foundation from which to react and adapt to 
emerging opportunities, such as footballer Marcus Rashford’s initiative, as well to the 
disruption due to COVID-19 which seems to have been handled well insofar as is possible – 
and which shows how a crisis can be used to emphasise a campaign. 

Staying power is important: success is often related to staying power, which may need to cover 
implementation and not just the phase of securing a policy change.  

• Campaigning on the Common Fisheries Policy demonstrated a tenacious ability to stay 
focused and see off steadfast opposition. Tenacity is important in any campaign but is 
especially vital in the slow-moving EU context where ‘kicking the can down the road’ is a 
favourite tactic of the European Commission. The fisheries case is a good example of the 
importance of sustaining advocacy beyond the point of legislation with follow-up work 
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around implementation of the Common Fisheries Policy in north-west Europe. There is some 
concern though that ambition levels reduced quickly after the policy agreement was 
reached as ‘keeping the industry happy’ became more important. The lesson is to both keep 
the pressure up and maintain coalition integrity wherever possible. 

Seek to ‘surf’ the opportunities: Many of the campaigns under review benefited from 
opportunities to progress (or change) the narrative by ‘tacking into the wind’:  

• The fair trade concept, for example, is an opportunity to exploit as there is quite a lot of 
movement towards domesticating fair trade in the global North – milk in France and 
tomatoes in Italy, among other commodities. Other current opportunities which meat 
campaigning can exploit include public concern at food production and management as a 
cause of the COVID-19 pandemic and a more general sense of unease at prevailing trends in 
dietary intake in Europe, especially among children. 

• It is impossible to conclusively determine to what extent the success of Veganuary – or the 
Greggs vegan sausage roll – were due to, and / or positively impacted, a general move to 
eating less meat, but it is fair to posit a mutually reinforcing dynamic. The Greggs example 
highlights the importance of unpredictable ‘breakthrough’ moments in campaigning which 
may come from unexpected quarters. 

An exit strategy needs to be considered at a campaign’s outset and revised at key points. It is 
important to understand where a campaign is going and what it can achieve. One consideration 
is to what extent (policy) solutions are really solutions and translate into ultimate impact. 

• As a positive example, the common fisheries policy campaign considered its end point and 
exit strategy at an early point even if it was not fully prepared for how the political process 
panned out and how far it got with its objectives, but also highlights the importance of 
following through policy commitments to ensure implementation, and the disjunct between 
high-level political (and legal) commitments and operational reality when fishing limits are 
set. This is a dynamic of course also seen in climate campaigning. 

• In the UK, research supported by Guys and St Thomas’ Hospital suggests that policy 
commitments do not necessarily lead to the changes in food access and habits being sought.  

Too many campaigning organisations make the mistake of being content with a policy win that is 
not followed through to practice change and beneficiary impact. Real or perceived pressure to 
deliver a certain type of result to funders may be part of organisations’ thinking in moving on to 
new issues at the point a policy win is secured. Campaigns should have a clear view of what 
constitutes genuine success and what the criteria are for ending or changing the strategy of a 
campaign. 

Setting meaningful objectives & a coherent theory of change 

Campaigns need to be based on a clear understanding of how change can happen – where power 
resides and how pressure can be brought to bear upon those holding power. 

Get clarity on who / what has the power:  

• It is arguable that the Children’s Food Inquiry Charter suffered both from an apparent 
overlap or duplication with other initiatives and focused on issues for which ministerial 

https://www.altromercato.it/it_it/filiera-pomodoro/?gclid=Cj0KCQjwoJX8BRCZARIsAEWBFMI3zlzYlmPYtDtpHZmne8beW4uMIvL_HNuBa8EoPO-sLV4j2NNE-jYaAlNaEALw_wcB
https://www.bbc.co.uk/news/business-46809868
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responsibilities were unclear. This played into the tendency for politicians to make positive 
noises while indicating a need for ‘specifics’ before they could offer tangible support. 
Although it can be said that “acknowledgement of the problem is half-way to a solution”, the 
issues at stake in this campaign have long drawn positive rhetoric without conversion into 
policy change. 

• At a finer level of detail of influencing strategies, the importance of the European 
Parliament, post-Lisbon, was seen early by Common Fisheries Policy campaigners and used 
effectively through coordinated and deliberate targeting of Members of the European 
Parliament (MEPs) in more than one related campaign. The targeting of Parliamentarians’ 
connections with voters and the public was particularly important in this regard and was one 
of the key strategies in helping to achieve a robust end position, using public pressure and 
intensive engagement. (The CAP campaign highlights the necessity of getting the right 
balance of attention between MEPs and member states.) 

The importance of solutions-based advocacy to decision-makers: corporate (and government) 
targets will criticise NGOs if they do not (appear to) propose clear solutions.  

• In the Behind the Brands campaign, Oxfam chose to disarm this criticism by collaborating 
with companies in testing on-the-ground solutions. But while ‘getting its hand dirty’ in this 
way gave a boost to its credibility with companies and showed that it understood not to be 
satisfied with policy commitments which may, without sustained follow up, prove to be 
empty, this approach carried the risk of Oxfam drowning in an excessive level of detail and / 
or providing de facto free consulting services to companies.  

• In the successor Behind the Barcodes / Price campaign, some of Oxfam’s messages were too 
complicated for companies: the number of benchmarks, rankings and recommendations 
across the scorecard and associated outputs made it difficult for corporate targets to judge 
what Oxfam is asking for. Ideally, Oxfam would have laid out a path that supermarkets 
should follow based on a clearer picture of 'what good looks like'.  

The relation between policy & behaviour change is not linear:  

• With Veganuary and other moves away from meat in the UK, campaigners are credited with 
opening political space to address the climate impacts of farming, despite policy outcomes 
and advocacy on climate not being within the remit of those driving this consumer 
behaviour work. This highlights the non-linearity of change in this space and perhaps also 
the benefit of disparate (and not formally coordinated) initiatives addressing different parts 
of a complex problem. 

• The French school food campaign also shines a light on the dynamic between public policy 
work and influencing public attitudes. One interpretation of the broadly positive trend in 
public opinion regarding meat is that public opinion is following public policy. If it is the case 
that it is a gradual shift against meat in public policy and the slow evolution in health / 
nutritional guidelines towards eating less meat which is shaping public opinion, rather than 
being shaped by it, this would have important effects for the design of meat campaigns in 
France – and other countries if the same were true in these countries. 

• Many of the campaigns examined for this research aspire to consumer behaviour change 
and to government and corporate policy change without it always being clear what the 
dynamic between the two is. In the Oxfam Behind the Barcodes / Price campaign, there was 
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a fudge on this point, for example, while Fair Trade groups tended to take a more 
instrumental view of consumer engagement. These groups rely on having an inbuilt 
constituency of people who buy fair trade / ethical products and / or have longer-term 
programmes of consumer outreach (to sell their own products) and so advocacy is ‘free’ to 
‘use’ supporters as needs be. 

• Pure advocacy based on technical detail is important and helps credibility, but it is apparent 
from Common Fisheries Policy campaigning that it is also necessary to “raise enough of a 
stink at the political level, otherwise it can take years”. But while public campaigning can 
help advocacy, it cannot be forced. With fish campaigning, public campaigning as an adjunct 
to advocacy was, by the nature of the issues, easier to organise on charismatic species such 
as sharks than on the arcane policy details of the Common Fisheries Policy. 

Focus on how decisions are made as well as on what decision is being influenced. Campaigning 
on how decisions are taken can be a pre-condition for campaigning on the content of decisions 
themselves, with opaque EU decision-making a particular problem. Calls for transparency and a 
‘level playing field’ are attractive and hard to counter but need to be situated as a stepping-
stone to more substantive policy change, not as an end in themselves.  

• In research on fisheries campaigning, some of the work being considered goes back to the 
democratic mandate and the degree to which policies are based on citizens’ views, as 
opposed to political expediency and lobbying. The inference is that transparency of decision-
making should be a standing theme of EU-level campaigning. 

The importance of a robust evidence base. Campaigns which draw on science and other forms 
of expertise are susceptible to the claim that they do so in partial and ‘unscientific’ ways. 
Arguably though, all engaged stakeholders use evidence to support their goals and so, at some 
level, all are open to the charge of being partial. The key is to be robust in the use of science and 
evidence – as the fisheries campaign was, for example – so as to leave no room for assertions 
that a campaign’s goals are poorly evidenced.  

• The importance of basing advocacy on research and a strong evidence base is at the heart of 
the Children’s Food Inquiry’s approach, with the Food Foundation motivated by both a 
sense that there were gaps in its evidence base on child food hunger and a realisation that it 
was essential to complement evidence with stories and testimonies of lived experience. 

• The Behind the Barcodes / Price Campaign raises a question of research and the 
communicability of research as the number of benchmarks, rankings and recommendations 
across the campaign scorecard and associated outputs made it difficult for targets to judge 
what Oxfam is asking. 

Campaign design should hit a sweet spot by which the key elements (objectives, power and 
audience analysis, the role of supporter / public activism) are underwritten by a strong analysis as 
to why proposed solutions are needed and what the path to achieving them is, but without fixing 
the strategy to be employed in too rigid a way as to hinder adaptation to changes in the external 
context. 
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Who to campaign with (and against) 
 Working in alliance with others  

There is a strong signal from the campaigns considered in this research that while formal coalition-
working among civil society groups can be difficult and sometimes slow-moving, engaging with 
alliances – formal or informal – that include as broad a range of actors as possible, including those 
beyond civil society organisations, is essential. At a finer level of detail, there are a number of key 
lessons: 

While retaining a degree of integrity and cohesion, alliance membership should, as far as 
possible, strive to be atypically configured and not ‘the usual suspects saying the usual things’:  

• In the French school meals campaign, for example, collaboration with parents’ and doctors’ 
groups helped Greenpeace reach beyond its own supporter base.  

• In European Fisheries campaigning, a central success factor was working in broad coalitions. 
Campaigners spent a good amount of time liaising and building relations with existing actors. 
From this, there was a sense from others that campaign leaders knew who to influence and 
how to influence them and were generous and constructive in sharing this political 
intelligence with others, which created the right spirit of cooperation. Also of importance 
was that coalitions included a diverse membership base. Among those not considered ‘the 
usual suspects’, organisations representing small-scale fisheries were included for example, 
and there was a strong sense that this aspect of the strategy worked well despite the 
scepticism of some NGOs. The relatively narrower base to advocacy around implementation 
of policy stands in contrast to the earlier, broader-based coalitions, with the industry able to 
present current campaigning as a purist environmental lobby seeking to deny them a living. 

In how a coalition or alliance is set up, form should be allowed to follow function and if the 
membership and / or the issue does not naturally lend itself to forming a movement, then giving 
the impression of a movement remains important:  

• #BreakFreeFromPlastic, for example, is at its core a coalition or alliance, although it 
describes itself as a movement and is probably on the looser end of the coalition spectrum. 
Recent work mapping potential allies – for example on the petrochemical industry – gives a 
solid foundation to broadening its base. 

Giving something up to get more 

• The Trade Fair, Live Fair project shows how progress often comes from not being precious 
about goals and policy lines specific to individual organisations which gain more by 
choosing to adopt broader, more resonant messages. That the fair trade groups in the 
project were willing and able to broaden messages to sustainable consumption and 
production drew in allies and won the endorsement of political targets, with the fair trade 
movement arguably having grown in relevance and effectiveness for having adopted a more 
collaborative approach and a less narrow policy agenda. This was not and is not 
straightforward. Some groups are adamant that the concept should continue to apply only 
to – or at least remain predominantly focused on – the Global South. There is a risk that the 
consensus which the project helped to encourage is undermined by partners moving at 
different paces in their embrace of broader sustainability messages and so presenting a 
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confusing front to actual and potential supporters. If meat campaigning argues for some 
kind of principles or certification by which the label of ‘better meat’ is earned, it would play 
into this debate over the boundaries of the fair trade concept, potentially adding to the 
momentum of milk and tomato campaigns to further globalise its application. 

• An EU sustainable food and farming coalition of around 20 organisations however “took 
three months to get a common message on production and consumption”, but “once [that] 
common message was developed, the infighting stopped”. Even if policy tensions remain – 
there is still a polarised dynamic of vegans versus farmers and “no-one really in the middle” – 
the potential for increased potency is significant. Importantly too, “’less and better’ fills the 
gap” between key branches of such a coalition.  

Being clear on what to campaign on together and what to campaign on alone  

• That Oxfam America advanced a specific agenda (about poultry workers' rights) rather than 
a broader food system / food justice agenda reflects that while it is possible to construct an 
overarching narrative along the lines of 'the way we produce food is bad for everyone – food 
producers and workers, consumers, animals and the environment – except billion dollar 
companies', it is difficult to translate this into a unified campaign because unity will collapse 
on particular points of policy. Even in its own name, Oxfam America is only able to promote 
soft, broad messages, as per Eat for Good, by avoiding rather than resolving policy 
challenges.  

• Likewise, a Common Fisheries Policy coalition included artisanal fisheries’ organisations 
which were keen to see a reformed Common Fisheries Policy but did not always align with 
other groups’ environmental objectives while the groups engaged in advocacy for a meat tax 
in Germany do so from very different starting points while sharing specific policy asks. This 
does not necessarily mean that these groups can come together in a coalition to work in 
enduring ways on common goals: there is an important distinction – and an important 
strategic choice arising – between forming a broad alliance on an issue and cooperating 
around a single policy solution. In this case, differences among groups are more likely to 
arise when considering ‘big innovative solutions’ to moving towards less and better meat. 

• Grantees for the CAP campaign did not develop an explicit joint strategy. Advocacy work 
evolved organically after the Commission published its proposals, resulting in the lack of a 
common narrative or clear, common policy objectives which hampered responses to 
threats to their policy positions. 

Dealing with policy divergence within a movement 

• Slow Meat has faced some challenges and opposition in terms of communications work, 
including from some people within its own network who either do not want to downplay 
meat on the one side or who would prefer a vegan or vegetarian alternative on the other, 
although it is not Slow Food’s policy to promote veganism.  

• Similarly, the Food Foundation has grappled with the pros and cons of joint working in its 
efforts to coordinate over thirty organisations in capitalising upon the Rashford initiative. 
Challenges arise as each organisation comes with different concerns and operates from 
different angles – some from a food and nutrition angle, with others more focussed on 
poverty as a root problem. The campaign illustrates how collaboration is messy – nobody 
gets everything they want and compromise over goals and messages is inevitable – but 

https://www.oxfamamerica.org/explore/issues/hunger-and-famine/eat-for-good/
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justifiable if a strong centre is retained around which the greater clout of a coalition can be 
brought to bear. 

Seeking the holy grail of thematically and geographically coordinated campaigning: corporate 
advocacy, for example, should be conceived as a collective exercise, not only through ensuring 
synergy among those present where companies are headquartered and those engaging with 
subsidiaries, but also in exploiting the constraints and opportunities that different organisations 
and networks have in targeting companies – some being more sceptical and others more willing 
to enter into constructive dialogue.  

Overall, collaboration among civil society groups involves costs and benefits and many still exhibit 
a preference to go it alone in order to eliminate transactional costs or to engage with a small 
group of core allies only. NGOs need to show greater tolerance of transactional costs and greater 
understanding of the benefits to legitimacy and effectiveness of working with others. 

 Working with or alongside governments and other decision-makers 

In engaging governments, insider as well as outsider approaches – or a mix of both – can be 
utilised:  

• For example, in fisheries campaigning, events were tailored to what would appeal to the 
public, but also to decision-makers and the policy community. While campaigning may as a 
whole be characterised as mostly insider, it is difficult to pigeonhole. The coalitions’ strategy 
of working with reform-minded decision-makers and being willing to offer praise and work 
constructively with key governments was largely effective. 

Effective policy advocacy often hinges on carefully exploiting tensions within governments and 
inter-governmental institutions, such as the notoriously siloed European Commission:  

• The Slow Food movement, for example, finds that DG Environment and to some extent DG 
Health can be allies, while DG Agri is more in hock to farming interests. Common Fisheries 
Policy campaigners benefited from a broadly supportive Commissioner, but the basket of 
issues relating to fisheries and agriculture is often seen as separate from environment (and 
can wield more power), and climate still does not follow through as much as it should. 
Commissioner Van der Leyen’s push for greater policy coherence is an opportunity to bridge 
silos and push for a low meat policy that is beneficial in social, environmental and health 
terms. 

National governments and the European institutions are complex, conflicted entities and it a key 
part of campaign strategies to play on these tensions. Engaging with government (and corporate) 
targets should be conceived as a collective exercise with different organisations and networks 
pushing in complementary ways even when not formally allied. 

 Working with and against industry  

Most of the campaigns examined had strategies to engage with business/industry. Engagement 
strategies need to be calibrated but, much like work with governments, what tends to work best is a 
combination of insider and outsider strategies.   
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• The Food Foundation describe their relationship with industry as being one of “critical 
friends”. Despite an interest and desire to be involved, the food industry was deliberately 
not included in the Inquiry and associated work, and industry funding was not sought or 
accepted, due to a concern to be (and to be seen to be) ‘neutral’. This did not reflect an 
inherently ‘anti-business’ agenda, with some engagement of business ‘on the inside’ and 
more explicitly in other initiatives. This suggests a fine balance was being struck, neither 
demonizing industry nor being drawn into 'meaningless CSR' or promoting products. It is 
perfectly reasonable to run a campaign without industry support while constructively 
engaging with companies in other ways. 

• Veganuary embraces rather than shies away from corporate engagement to encourage 
more vegan products, with some success, but it was noted that working with the retail 
sector is easier than the farming sector.  

• The Behind the Brands Campaign shows, not without risk, the importance of presenting 
solutions that corporate targets can work with. The campaign was always designed with 
limits to how tough / ‘alienating’ messages to companies would be so as not to disempower 
allies within companies and to keep open the opportunity to work with companies in 
developing solutions. 

• Plastics campaigning highlights the critical need to guard against corporate co-option as 
companies have sometimes jumped on the plastic bandwagon with schemes and initiatives 
involving anything from being involved in beach clean-ups to using more recycled materials. 
To expose sham initiatives, #BreakFreeFromPlastics places a major focus on brand audits, 
and debunking ‘myths’ of cosmetic recycling and waste management solutions. In this 
campaign, industry is largely seen as the problem rather than being targeted as a solution-
provider.  Although there are groups beyond #BreakFreefromPlastics working with 
multinational companies for change which are not ‘in the movement’ (e.g., the Ellen 
Macarthur Foundation), and momentum and progress is likely benefitting from the interplay 
of insider and outsider groups. 

• Similarly, the meat industry are skilled propagandists, visiting schools, taking children on 
farm visits and plying them with freebies, all the while pushing ‘meat is healthy’ messages. In 
France, the industry is trying to own the concept of being flexitarian, and to position it as 
being about more higher quality French meat. This show how better meat arguments can be 
manipulated. 

How far a campaign seeks to engage companies has a critical bearing on the choice of 
messages. Not only the likelihood that meat companies would be alienated by an 'eat less meat' 
campaign, but also the impact on meat producers and workers needs to be considered as part of 
advancing the 'less meat' element of a campaign.  

• In France and indeed across Europe, whether there is any scope for constructive 
engagement with parts of the industry is an option which is essentially closed out for 
Greenpeace, but which could arguably be played by others. Another issue here, as 
illustrated by the Oxfam America poultry campaign, is the challenge of campaigning against 
companies which may have little public image.  

Farmers are a key constituency whose potential blocking power needs to be softened even if it 
is difficult to imagine them as overt allies:  
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• Farmers do appreciate Slow Food’s messages about meat production needing to be fairly 
rewarded and acknowledge that the situation where so much of the money / cost in the 
process of producing meat and getting it consumers goes to the retailers and into packaging 
and transport is not sustainable. 

There may be more scope to engage with retailers than with farmers and the meat industry, 
both because retailers are adept at communicating with consumers and because persuading 
them to reduce their own meat portion sizes, allied with marketing around the health and 
environmental benefits of less meat, could have a significant and efficient impact on 
consumption. This is not without challenges, however:  

• In comparison to Behind the Brands whose corporate targets made better 'bad guys', it 
proved difficult with Behind the Barcodes / Price to generate activism (beyond Oxfam’s 
existing supporter bases) as messages struggled to override people's generally positive 
perception of supermarkets. Some supermarket chains, such as Altromercato in Italy, are 
champions of progressive products such as tomato sauces that are not linked to labour 
exploitation. While there would in theory be scope to make more of links to aspects of 
supermarkets' bad practices, whether relating to domestic or international supply chains, 
the fact that supermarkets’ reputation has been boosted by ‘having a good pandemic’ may 
mean that the starting point in terms of engagement of retailers of a meat campaign should 
be more constructive than critical. 

Companies should be engaged with a mindset of permanent scepticism. They are not monolithic 
though and so campaigns should be based on a sophisticated understanding of the dynamics 
within a company and the different forces in favour of, or resistant to, progressive measures. 

Tactics and communications strategies 

Many campaigns use a variety of tools to make progress, move the debate forward and get the 
attention of decision-makers, influencers and / or the public:  

• In fisheries campaigning, powerful, well-placed media stories were among the most potent 
tool available to the campaign.  

• Campaigning around the Children’s Food Inquiry focused on a limited palate of media, the 
use of celebrities and lobbying. In this case, while the intersection of community and young 
people, government and media is interesting and exciting, there was some tendency to lapse 
into vague notions of ‘awareness raising’. In other cases, there is some lack of clarity in the 
tactical dynamic between lobbying, public mobilisation and media work. With the Behind 
the Barcodes / Price Campaign, for example, it is unclear whether media work is conceived 
as a means of triggering public engagement or of affecting targets directly. It is also unclear 
whether the role of public mobilisation is primarily imagined as ‘background noise’ within 
strategies focused on direct engagement of companies, or whether it is itself the key to 
unlock the door to corporate policy and practice change. 

 Audiences and how to reach them  

It is essential that campaign audiences are delineated, the trends in public opinion understood 
and that messages cater for audiences’ varying motivations:  
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• With Trade Fair, Live Fair, it was important to try to bridge the gap between generally older 
fair trade activists and generally younger climate / sustainability / organics supporters, a 
challenge in some ways analogous to the need for meat campaigns to engage a wide base of 
support. 

• In the Meat Tax and Veganuary campaigns, the use of opinion surveys has been a critical – 
perhaps the only – way of really understanding audiences, but also an advocacy technique in 
its own right. 

To engage the public at some level, it is important to have the right kind of spokespeople. 
Ideally, these should be people who have worked with or experienced the issues at hand:  

• Those who have experienced food poverty are at the forefront of the Children’s Food 
Inquiry campaign. That this issue has also benefited from the engagement of a high-profile 
footballer who suffered food poverty in his youth is further testimony to the catalysing 
effect of inspirational individuals. 

• Greenpeace France worked with doctors to benefit by association from their high reputation 
and credibility and in order to add a health angle to its messages. It also worked with a 
Parents’ Association with an eye on making the campaign more credible to a ‘mainstream’ 
audience and to protect it from being dismissed as the work only of Greenpeace, that is, as 
the work of green radicals who supposedly have nothing sensible to say. 

There is no short-cut to analysing a campaign’s audiences as this is a key input to decision-making 
relating to tactics, messaging and alliance-working. 

 Framing 

Paying attention to the framing of a campaign or advocacy initiative is critical to how it is 
communicated to public and political audiences in that it allows an understanding of what the 
campaign is trying to say as well as do.  

• In previous CAP campaigning, there was no real consistency in the framing used by the 
grantees. The “public money for public goods” rhetoric engaged the Commission but failed 
to galvanise civil society and was also hijacked and reinterpreted by the farm lobby to the 
point of making them meaningless and opening space for a disingenuous “feed the world” 
narrative. 

• The Common Fisheries Policy campaign focused on asserting a media-policy narrative that 
foregrounded sustainability and future stock recovery rather than pitching to public opinion 
directly. The fishing industry has been effective in portraying civil society as biased or 
extreme, and parts of the industry – in the UK, for example – have promoted themselves as 
‘hard done by’. Economically, fisheries are not that important, but have been quite central 
to Brexit discussions and were quite important in the Leave campaign narrative; effective 
campaigning has to respond to these sort of confounding factors; that is, factors that make 
the issue not one of fish and sustainability, but one of sovereignty and the UK’s relationship 
with mainland Europe. 

• The global strategy of #BreakFreeFromPlastic is one of shifting the narrative, specifically to 
counter the plastics’ industry’s claims that current recycling models are an effective and 
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sufficient response. The campaign also tries to undermine complacency among some 
environmentalists and the ‘interested public’ regarding recycling. 

• Fish Fight tried – with some success – to corral and harness public support for a specific 
issue which is judged to be unjust and easy to portray as such. At the same time, there is a 
lack of clarity as to whether this has really changed public thinking about fishing and fish-
eating habits in general. This work cleverly framed the issue around waste “disgraceful 
discards”; the appeal of which is not restricted to the centre/left of politics.  

Where campaigns have a transnational reach, they will need to be framed in different ways for 
different countries, regions and cultures in Europe:  

• The Trade Fair, Live Fair project showed that sustainability, including fair trade, is popular 
with a young, urban audience in Central and Eastern Europe. Plastics and clothing may be 
better entry points than food, however, given the size of domestic farming constituencies 
and the cultural resonance of particular local food products. More positively, there is 
anecdotal evidence from Poland that videos with farmers from the South are effective: 
solidarity is easier to cultivate when it is a matter of people rather than products. 

• In its core narrative, the Children’s #Right2Food Charter explicitly reflects a rights 
framework. This was not pre-determined but emerged from the input of young people. The 
work has not escaped hostile reactions that assert that child nutrition is a parental rather 
than a government responsibility, the sort of reaction that plays into – or at least echoes – 
‘culture wars’ framing. The Food Foundation have dealt with this sort of reaction through a 
continued focus on the personal angle and lived experience as well as other sources of 
evidence.  

How a campaign is framed situates the battlegrounds that it wants to fight on. Depending on a 
campaign’s starting point, this may be a matter of trying to reframe a set of issues or of defending 
how they are currently being framed. The level of opposition to the goals being asserted will come 
through in the extent and resonance of competing frames. 

 Messaging  

There are a number of lessons that emerge with regard to messaging around meat and/or food and 
similar areas.  

Acknowledge the cultural importance of meat: meat is a sensitive cultural issue in many 
European countries and no meat messages will not easily work in many settings.  

• In France, where there is a widespread belief that meat is healthy and that a vegetarian diet 
makes children weak, Greenpeace France is adamant that no meat messages will “convince 
1% and alienate the rest”. This reflects French people's strong personal, emotional 
associations of meat with gastronomy, culture, patrimony and history. This context obliged 
Greenpeace to be subtle in public messaging, with a preference for messaging along the 
lines of 'meat, yes, but only twice a week' or 'twice is fine’. Absolutist vegetarian or vegan 
lines may play into a ‘culture war’, with Greenpeace (France) at risk of its arguments being 
dismissed because it could be portrayed as a group of extreme environmentalists. As below, 
it sought to bypass the culture wars by using arguments based on choice. 
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• Likewise, the experience of Oxfam's overarching GROW campaign shows that there is a 
sharp cultural / geographic divergence in the acceptability of meat messages. In the global 
South, eating meat is aspirational, and there is unlikely to be traction in no meat 
campaigning. This may not be immediately relevant to an initiative based in the global 
North, but there may be a risk that a campaign starts out in global North along a path which 
is not transferable or 'align-able' to what would resonate in the global South. It is important 
to note that too the US poultry workers with whom Oxfam America worked were also 
strongly against a no meat message. 

Focus on quality, health and choice: less meat messages are best fronted with health or quality 
angles.  

• In France, many people are anyway concerned about quality and about animal welfare. A 
'less and better meat' goal may be best advanced indirectly, therefore, as a public campaign 
may draw a reaction that might polarise the debate. Along these lines, Greenpeace asserted 
a new law as an encouragement to higher quality food production. While it itself sees “the 
necessary reduction in the consumption of animal products in favour of higher quality as an 
essential development in order to limit the pressures on our environment”, its audiences 
may be won over by the higher quality angle alone.  

• Also, in France, people may relate to the idea of organic food more than to less meat per se. 
If schools – or households – switch to using more organic food, this has cost implications 
which may translate into less money being available for spending on meat.4 Armed with data 
from a survey conducted of 16K people before launching the campaign, Greenpeace France 
was careful to avoid being seen as imposing vegetarian or environmental views. It rather 
deployed messages about giving people / children more of a choice, in effect using a choice 
argument against those who were implying that Greenpeace would be cutting dietary 
choices. 

• Likewise, the approach of Behind the Brands to focus on 'middle aged Mums' and deploy 
health messages as an entry point to social and environmental issues would seem 
transferable to a meat campaign: better, healthy meat produced without antibiotics etc. 
may be an attractive message to a wider audience than a 'less meat to save the planet' 
message. Veganuary is also a campaign where health was a major driver for many 
participants. 

• On the other side, and perhaps relevant to broadening support, one respondent suggested 
“when something as iconic as a sausage roll goes vegan by a mainstream bakery [Greggs in 
the UK], it makes eating alternatives to meat mainstream and less the sole territory of weird 
greenies”. 

Positioning addressing health, climate and poverty as complementary: issues of access, 
affordability and ‘food poverty’ should be put at the heart of messaging and not just paid lip-
service. A campaign should consider enabling and amplifying voices and leadership of those 
affected including minority groups and those who have experienced food poverty.  

 
4 This is also a broader strategic point than one only of messaging, i.e., to get less meat by pushing for more 
organics. 

https://www.oxfam.org/en/about-grow
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• Campaigning around the Children’s food Inquiry revealed that it should not be assumed that 
there will a disjuncture between those working on poverty / access and those focused on 
quality / quantity, at least if handled appropriately. The goals of access to food and less and 
better meat can be reconciled through messaging about ‘community and access’, and 
‘access to good food’. Although healthy food was acknowledged as potentially more 
expensive, experience working with ‘hubs’ in London providing meals on a shoestring budget 
shows that “meat is not a big thing”, for cost reasons but also for reasons of culture and 
religion, with acceptance of vegetarian dishes growing. 

• Likewise, Slow Food responds to the challenge that ‘slow meat’ is likely to be expensive and 
for the privileged alone by pushing the message that buying direct from farmers means 
people can afford good quality, sustainably produced meat. 

Highlight workers’ issues 

• Italian tomato campaigning uses the voice of migrant workers who have been exploited by 
gangs. As with the Oxfam America example, there may be an equivalent ‘exploited meat 
sector worker’ who can be mobilised to argue for better conditions for meat workers (and 
the animals themselves). ‘Exploited dairy farmers’ in France are also an analogous example: 
the C'est qui le patron? brand is said to be the biggest success of any new brand since World 
War II, with sales exceeding 200M litres in four years. Its milk is more expensive, but 
tolerably so. It has been successful because, with branding that 'this milk pays a fair price to 
producers', the product was, in effect, the message. 

Keeping it simple: positive messaging on behaviour change and what to buy can be simple (if 
misleading). Public messaging on policy solutions can – but should not – be (over-) complicated.  

• The Behind the Barcodes / Price Campaign illustrates the challenge of coping with 
complexity: unable, for good reasons, to offer consumers a simple action – to buy particular 
products from particular outlets – Oxfam relies on consumers accepting a more complex 
message than they may anticipate, that is, that they should use their power to get 
supermarkets to change rather than acting differently themselves, which may put a cap on 
the numbers that can be mobilised. In this sense, an 'eat less and better meat' may be 
effective because it offers people a tangible, positive action to take. There is an argument 
though that it is a risky ask since this may fall short of the transformation of agriculture that 
the climate emergency demands. 

• With Trade Fair, Live Fair, it is striking that it seems to be European fair trade groups which 
resist the fair trade concept’s transposition to European agriculture, while consumers do 
understand how the principles used with products from the global South could and should 
apply to domestic farmers. In this sense, this project assumed a degree of complexity to 
messages with public audiences that did not exist in reality. 

Solutions should be framed as desirable for the target audience and not just desirable for an 
NGO and its allies. 

• For example, Behind the Brands shows, not without risk, the importance of presenting 
solutions that corporate targets can work with. It has been important in 
#BreakFreeFromPlastic too to counteract the industry ‘solution’ that recycling means 
continued plastics usage is OK.  

https://lamarqueduconsommateur.com/
https://lamarqueduconsommateur.com/
https://lamarqueduconsommateur.com/le-seuil-des-200-millions-de-litres-de-lait-est-depasse/
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• The French milk campaign suggests that the way to shift consumption patterns is not to talk 
about less or better meat, but to assert that 'this meat is paying a fair price to producers and 
giving a good life to the animals'. At some point though, this might run into the logical flaw 
that if it were so successful, a less meat goal would anyway be defeated. 

Exploit the ‘opportunity’ presented by the impact of COVID-19. Life after COVID-19 will not be 
‘business as usual’ and there is a sense that new ways of living will have to emerge. At the same 
time, hunger for a new, more sustainable, normal cannot be assumed. The trend towards ethical 
and ecological products themselves is slowly positive, a trend which is perhaps enhanced by the 
pandemic, with the public worried by the lack of basic products during the crisis while outbreaks 
in food producing facilities also exposed the food sector's dependence on underpaid workers 
operating in conditions likely to maximise the spread of infection. A Covid-induced economic 
crisis may wipe out this positive trend, however, if people ditch ethical attitudes when obliged to 
tighten their purse-strings. 

Keep communications flexible, adaptive and responsive to emerging opportunities:  

• In the Common Fisheries Policy work, the use of a high-quality external communications 
agency was essential to the delivery of high-quality communications outputs in a short 
timescale and with high levels of impact. The agency was especially useful in its ability to 
respond quickly to the unfolding, fast-paced political events. 

• The Children’s Right2 Food Campaign and campaigning on ‘holiday hunger’ in the UK 
highlights the importance of reacting and adapting in order to meet challenges and 
unexpected ‘breakthrough moments’, including those due to COVID-19. 

Expect and plan for (different types of) opposition – and make sure to be as smart as your 
opponents. 

• In France, the meat industry has been subtle in its public engagement, producing the 
Naturellement Flexitariens website to try to fix understanding of 'flexitarian' in terms of 
eating better – more expensive, and always French – meat. This demonstrates the risk that 
higher quality meat messages could, in theory, lead to a switch in the type of meat (perhaps 
with some positive effects, e.g., in relation to animal welfare) but not to a reduction in 
consumption. 

• In its advocacy for better, more respectful forms of food production and consumption, Slow 
Food has had to deal with concerted opposition to no or less meat arguments from an 
organisation representing animal farmers across Europe. This organisation plays on meat’s 
supposed importance to ‘feeding the world’ and on the value of maintaining a certain image 
of the countryside. These arguments may be easy to rebut in policy terms, but their 
resonance with public audiences shows how the act of persuasion is about more than having 
a better argument.  

• Greenpeace (France) has taken up a role of exposing meat industry lobbying and the 
attempts of meat producers to pass themselves off as nutrition experts. This is a role that 
suits Greenpeace, which people expect of it, and which they react positively to, in the sense 
that they like to see liars and fraudsters exposed. 

http://www.naturellement-flexitariens.fr/
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League tables, rankings, ‘naming and shaming’ are media-friendly and effective in getting 
companies (and other powerholders) to move, but require carefully crafted metrics and for 
the ‘scorer’ to be credible:  

• Although not in a wholly controlled way, tea campaigning within Trade Fair, Live Fair 
triggered a domino effect by which the shift in policy of one company was followed by 
others which felt obliged to respond to the signal of leading players in their market. One 
company respondent was explicit that “if nobody else had moved, we probably wouldn’t 
have moved either”; the same respondent refutes the idea that they were affected by 
campaigning pressure and the volume of postcards received but their analysis of the change 
process does not preclude this being part of the decision-making of the companies whose 
policy change they followed. 

• Both Behind the Brands and Behind the Barcodes / Price hinge on a 'naming and shaming' 
approach and on ranking target entities. This has been effective both in terms of public 
mobilisation – though more so with food and beverage companies than with retailers – and 
in prompting a reaction from targets which are sensitive to how they compare with their 
competitors. In part as a reaction to the perceived softness of tone of Behind the Brands, 
even top-performing supermarkets rated low on the Behind the Barcodes / Price scorecard, 
which may constitute a disincentive to change and brings into question the strategic 
assumption that some retailers should be encouraged to act as frontrunners to draw out the 
distinction between leaders and laggards. In this, there is tension as to whether a sceptical 
positioning towards companies is / should be determining strategy or whether strategy 
should determine positioning. This is partly a matter of the timeframe over which results are 
expected: if low scores are demotivating for targets, this matters more if quick wins are 
sought, while if Oxfam is ready for a long fight, it is more reasonable to start off with an 
analysis that demonstrates the scale of effort needed. 

Consider labelling schemes with caution. In general, consumers are not well placed to make 
informed decisions on the basis of a multitude of labelling schemes addressing specific 
aspects of food. While there is an opportunity in drawing on the fair trade concept in arguing 
for different ways of farming in Europe, there should not be a quick default to the 
introduction of a new label as there would be more background work to do, not only to 
mitigate the risk of adding to 'label confusion', but also to explain the meaning of fair trade 
in a European context. As part of this, and in line with the broadening out of agenda from 
fair trade to sustainable consumption and production, CSOs in the fair trade sector and 
those promoting organic products should cooperate better in engaging with consumers to 
provide clarity regarding labels and certifications and together find a way to eliminate the 
perceived association of organic with local and fair trade with international.  

Formulating meat campaign messages has many challenges: being true to ultimate goals while 
finding ways to overcome the high cultural value accorded to meat in many settings, identifying 
simple but meaningful steps for citizens to take, navigating the different dimensions to the issues 
(health, environmental etc.) while maintaining coherence and clarity. More positively, the 
campaigns under review show that it is not necessary to convince everyone all the time but rather 
to focus more strategically on important cohorts of the public, media, influentials and decision-
makers about the virtues of a campaign’s point of view and the solutions it is advocating. 
Messaging should aim to ‘split the pack’ and focus on convincing the right people. 
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Organisation, support, and infrastructure 

Getting the right people: it is a recurring lesson across the campaigns studied for this research 
that it is essential to ensure the right people are hired and supported and to invest in people and 
organisations, not just specific ‘campaigns’ or objectives.  

• The Children’s Food Inquiry campaign demonstrates the importance of a few key driven, 
inspirational individuals who get stuff done. Such individuals do not always work well with 
others, preferring to ‘barge through doors’ so that others can follow. The lesson is to work 
out how to cultivate the energy and tenacity of such individuals and to capitalise upon their 
narrative-shifting effect.  

• Likewise, plastics campaigning has depended on ‘good staff hires’, while the hiring of high 
quality, knowledgeable, connected, European staff was key to fisheries campaign successes. 

Nurture leadership from those with lived experience.  

• There have been both benefits and challenges from working with young people and 
vulnerable groups. There have been clear and immediate benefits to the young people 
involved in the Children’s Food Inquiry Campaign, most of whom are from insecure 
backgrounds. Working with young and vulnerable people needs to consider safeguarding 
aspects and, for example, ensuring chaperones for younger children.  

Campaign leadership should be clearly established, centrally or distributed. A top-down 
‘command and control’ approach is not inherently in tension with advancing on a broad front 
but needs to be at the right level of strategy, with care not to miss opportunities.  

• In the case of #BreakFreeFromPlastic, the strategy for the campaign itself successfully 
encourages multiple inputs, in a loosely coordinated structure. In the case of the Children’s 
Food Inquiry, the desire to have children in the lead meant a hard, ‘top down’ determination 
of objectives was not appropriate. 

• Behind the Brands operated to a centralised model which was efficient, but, because it was 
geared towards enabling consumer campaigning in the global North, reduced country offices 
in the South to a passive role of generator of case studies rather than one of campaign 
drivers or markets in their own right. As a reaction to this concern that Behind the Brands 
was insufficiently connected to Southern programmes, Behind the Barcodes / Price was less 
extractive and more involving of Southern offices. This created wider ownership, albeit with 
greater transactional costs and weaker overall coherence, as Affiliates and country offices 
chose their own themes and launch dates.  

• In plastics campaigning, the role of the Oak Foundation in ‘orchestrating’ the campaign / 
movement was crucial, including in setting up the Plastics Solution Fund itself, engaging and 
leveraging other funders, staying engaged throughout and showing a willingness to take 
risks. A similar role was played by the Pew Charitable Trusts in Common Fisheries Policy and 
sharks campaigning in the European Union.  

• To the outside world, the CAP ‘coalition’ maintained a more-or-less united front, giving their 
arguments greater legitimacy and strength. This enabled the pooling of resources, avoided 
duplication and led to a bigger impact. Better collaboration, clearer coordination and 
decision-making procedures would undoubtedly benefit future CAP reform work. 
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You cannot plan a game of chess – or a campaign – on a logframe: agility and adaptive 
management are key, with investment in monitoring what is needed to make decisions, scenario 
planning and being ready to exploit the expected reaction to any step. 

 The role of funders 

Money helps – a lot. The scale – and duration – of effort and resources needs to match a 
campaign’s ambition. 
• For example, the monetary resources that backed the Common Fisheries Policy and other 

European fisheries coalitions and the role of funders in standing alongside them, were key 
to the success. Funders were committed to sustained advocacy and deployed large 
quantities of resources strategically – in the right ways and the right places. Having this 
capacity to engage in the politics in Brussels and in each member state was also important.  

• MAVA’s CAP grants developed and reinforced civil society’s capacity to work on CAP reform 
at the EU level. They also ensured grantees were visible as a united front throughout the 
debate, establishing a CAP reform civil society coalition. This has created the kernel for 
possible future collaborations involving a ‘team’ that is now both experienced and keen to 
engage in ongoing CAP reform. 

Clarity and transparency on the role of funders. With many NGOs sceptical of joint working, 
funders can help facilitate cross-sectoral collaboration by supporting a core group around which 
a campaign can be built and around which other groups will coalesce if the campaign makes a 
good case in terms of urgency and effectiveness. In this though, there is a responsibility on 
funders to be sensitive to issues of power, accountability, and the best use of ‘funder-plus’ 
approaches including coordination / convening and direct influence. 
• At a practical level, it was helpful that organisations were able to host and anchor the 

#BreakFreeFromPlastic campaign, and there was effective use made of small grants and 
useful non-grant support provided by the Plastics Solutions Fund. Funders’ roles in the 
initiative were clear, and relationships strong. As such, plastics campaigning is an example of 
the importance of the alignment between CSOs and funders, codified in the Tagaytay 
Strategy, and the high levels of trust between CSOs and funders that endured throughout 
the campaigning, with funders understanding and developing a trusted place in the civil 
society ecosystem. 

The role of funders is not always limited to the provision of financial resources (although the 
importance of that cannot be understated). Funders can also have an important catalytic role and 
their signal of commitment to an issue allows organisations to plan for serious, sustained 
initiatives of the depth and sophistication needed to secure significant breakthroughs. 
Campaigning is not a certain science and – in particular with ambitious goals – a level of risk 
should be accepted by funders and practitioners.  
 
In conclusion 
Food campaigning in many ways is not unique. It seeks radical change, but then so do other aspects 
of the fight against climate change; there is strong opposition but no stronger than that faced by 
human rights advocates; it is complex and multi-faceted, but then so is international development; 
and it touches on issues of culture and our day-to-day life, but then so do movements for equality. 

https://plasticsolution.org/vision/#:%7E:text=The%20Tagaytay%20Strategy%20that%20emerged,non%2Dessential%20uses%20by%202035
https://plasticsolution.org/vision/#:%7E:text=The%20Tagaytay%20Strategy%20that%20emerged,non%2Dessential%20uses%20by%202035
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As with campaigning in these and other areas, there is no one right way of doing it, certainly not that 
will guarantee success. There is, however, a wealth of experience, models, tips and tricks – from 
campaigning in all areas – to be learned from and built upon. 
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Appendix 1: LONG-LIST OF CAMPAIGNS AND ORGANISATIONS 

The longlist of campaigns, other initiatives and organisations that were considered when looking for examples to explore. Some were known by the review team; others 
were suggested through initial enquiries with contacts working in the area and by the client. It is not and was not aimed to be comprehensive. 

Note that many do not meet all the aspects of “Campaign” as suggested in the Terms of Reference. Categories are given to be indicative only of range of approaches but 
there is a lot of overlap and many other ways of ‘cutting the cake’. There is further discussion on methodology, definitions, related limitations, and use of a more systematic 
‘mapping’ in the main body of the report. 

Cross cutting food and farming in Europe 
Sustain UK “alliance for better food and farming” www.sustainweb.org/  

Food Ethics Council and ‘Food 
Citizenship’ 

Works in the UK to “transform the discussion around food and farming, using ethics and values as our foundation, to pave the way 
to a fair food system that respects people, animals and the planet.” Concept of ‘Food Citizenship’ was highlighted: 
www.foodethicscouncil.org/programme/food-citizenship/  

Eating Better An alliance “working to stimulate a 50% reduction in meat and dairy consumption in the UK by 2030, and for a transition to 
‘better’ meat and dairy as standard.”  (incl. Sustain, Greenpeace, FOE and others). www.eating-better.org/ 

Right to Food and related issues in Europe 

Human Rights Watch research and 
advocacy on right to food in the UK 

Focus on children and families. Not a ‘Campaign’ per se but research, communications, and advocacy with work through 
influencers rather than popular mobilisation. Started in UK but broadening with impact of COVID-19. E.g. 
www.hrw.org/report/2019/05/20/nothing-left-cupboards/austerity-welfare-cuts-and-right-food-uk  

FIAN International work on Europe 
“Through research, advocacy and campaigning, we work to eradicate the root causes of hunger and malnutrition. We fight against 
human rights violations. We support affected communities in their food struggles. Change unjust laws. Hold governments to 
account. Track and fight corporate abuse.” www.fian.org/en/ 

*Children’s Future Food Enquiry Selected as example and described above. 

Just Fair: Right to Food Work on Economic Social and Cultural Rights, including Right to Food in the UK: justfair.org.uk/campaigns-2/right-to-food/  

A Team Foundation and Dee Woods 
Foundation “In support of human wellbeing and the responsible custodianship of our Earth” 
The work of London-based community activist, farmer, cook, and anti-poverty advocate, Dee Woods was highlighted: 
 www.ateamfoundation.org/blog-1/2020/3/4/dee-woods-interview-womens-empowerment-and-food-justice  

Environment and climate focussed 
Challenge Meat & Dairy (Greenpeace UK) www.greenpeace.org.uk/challenges/meat-and-dairy/ 

Livewell and other WWF Campaigns 

“Livewell is [WWF UK’s] work on sustainable diets that looks at the food changes needed to keep temperature rise below 2 
degrees”: www.wwf.org.uk/what-we-do/livewell  
WWF EU Office also has ongoing work on Food and Agriculture:  www.wwf.eu/what_we_do/agri_food/   
The WWF/RSPB report Risky Business on the UK’s overseas land footprint was also praised: 
www.wwf.org.uk/sites/default/files/2020-07/RiskierBusinessSummaryReport_July2020_revised.pdf  

http://www.sustainweb.org/
http://www.foodethicscouncil.org/programme/food-citizenship/
http://www.eating-better.org/
http://www.hrw.org/report/2019/05/20/nothing-left-cupboards/austerity-welfare-cuts-and-right-food-uk
http://www.fian.org/en/
http://justfair.org.uk/campaigns-2/right-to-food/
http://www.ateamfoundation.org/blog-1/2020/3/4/dee-woods-interview-womens-empowerment-and-food-justice
http://www.greenpeace.org.uk/challenges/meat-and-dairy/
http://www.wwf.org.uk/what-we-do/livewell
http://www.wwf.eu/what_we_do/agri_food/
http://www.wwf.org.uk/sites/default/files/2020-07/RiskierBusinessSummaryReport_July2020_revised.pdf
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Friends of the Earth UK  Various initiatives including pushing UK Parliamentary Committee on Climate Change to include deeper cuts in meat consumption 
as part of their work and Eating Better coalition (above). https://friendsoftheearth.uk/food  

Rights and development beyond Europe (including work on supply chains) 
*Behind the brands/price (Oxfam) Selected as example and described above 

* Trade Fair, Live Fair (Fairtrade) Selected as example and described above 

Enough Food for Everyone IF (Oxfam) 
Historic example of international development coalition targeting the UK as an international actor in the G8. Other Oxfam-led 
campaigns were selected as reflected in the review. Evaluation worked on by a member of the team for this review: 
www.bond.org.uk/sites/default/files/if_campaign_evaluation_report.pdf  

Alimenterre  Run by French NGO CFSI with extensive network of partners. Focus on agriculture, food security, and environment linking local 
and global. Runs annual film festival: www.alimenterre.org 

Sustainable Food (Hivos) 
Netherlands-based international development and rights. A number of sub- “campaigns” under ‘sustainable food’ heading but 
area of work being wound-up.  With partners in target countries but with Dutch & EU advocacy. Interesting tactic of “Food 
diaries”. www.hivos.org/focus-area/sustainable-food/ 

IDH The Sustainable Trade Initiative 
Based in the Netherlands “The Sustainable Trade Initiative is a social enterprise that works with businesses, financiers, 
governments and civil society to realize sustainable trade in global value chains. We believe that action-driven coalitions will drive 
impact on the [SDGs] and create value for all. www.idhsustainabletrade.com/   

International Institute for Environment 
and Development (iied) and work on 
“sustainable markets” 

“works with partners to ensure that markets and market mechanisms contribute to food security, environmental sustainability, 
economic development and poverty reduction. We focus on people-centred approaches, involving citizens in the design, 
development, interpretation and use of research and dialogue.”  
www.iied.org/shaping-sustainable-markets-research-group  

Building a Better Food System (Global 
Justice Now) 

Campaign to challenge the role of the UK government in the New Alliance for Food Security and Nutrition aid scheme, 
www.globaljustice.org.uk/building-better-food-system 

Product specific work 
* Max Havelaar France campaign on milk Included in Fair Trade example and described above 

Voice Network EU collaboration of NGOs and Trade Unions serving as “watchdog and catalyst for a reformed cocoa sector”. 
www.voicenetwork.eu/   

Ethical Tea Partnership Global partnership of industry, development partners, NGOs and governments. Includes work targeting European multinationals. 
www.ethicalteapartnership.org/   

Rang Tang and Palm Oil (Greenpeace) Short film-led initiative. Highlighted when banned on UK TV for its ‘political’ nature. 
www.greenpeace.org.uk/news/watch-rang-tan-film/  

Agriculture policy and practice 
* EU Common Agriculture Policy (CAP) 
campaigning 

An evaluation of previous campaigning was drawn on for identifying ‘attributes’ above 

https://friendsoftheearth.uk/food
http://www.bond.org.uk/sites/default/files/if_campaign_evaluation_report.pdf
http://www.alimenterre.org/
http://www.hivos.org/focus-area/sustainable-food/
http://www.idhsustainabletrade.com/
http://www.iied.org/shaping-sustainable-markets-research-group
http://www.globaljustice.org.uk/building-better-food-system
http://www.voicenetwork.eu/
http://www.ethicalteapartnership.org/
http://www.greenpeace.org.uk/news/watch-rang-tan-film/
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* EU Common Fisheries Policy (CFP) and 
other fisheries campaigning 

Selected as example and described above. 

GMO campaigning (Greenpeace) (A member of the review team conducted an evaluation of GP’s GMO campaigning) www.greenpeace.org/eu-unit/tag/gmos/  

IFOAM – Organics International work in 
Europe 

Membership-based organization “…we build capacity to facilitate the transition of farmers to organic agriculture, raise awareness 
of the need for sustainable production and consumption, and advocate for a policy environment conducive to agro-ecological 
farming practices and sustainable development” www.ifoam.bio/our-work/where/europe  

Campaign for McDonald’s to pledge to 
go antibiotic free in supply chain 

Pledge was won in 2017. Details of campaign not provided. 

Animal Welfare 
End the Cage Age  Compassion in World Farming coalition. EU focussed: www.endthecageage.eu/  

EU Egg Stamping campaign EU egg stamping campaign secured results with method of production (organic, free range, Factory etc. (No further info 
supplied) 

L214 French group using film to document animal welfare conditions in farming, transport, and slaughter. www.l214.com/  
World Animal Protection (ex WSPA) Include campaigns on “Animals in Farming” in their work: www.worldanimalprotection.org.uk/campaigns/animals-farming  

Humane Society International 
HSI Europe “is a leading force for animal protection in the European Union, with active campaigns to protect wildlife …and 
reduce the number of animals suffering for food, skins and fur.” (ex HSI campaigner was interviewed for the Veganuary pen 
portrait and HSI was a coalition member on some of the fisheries campaigning looked at). www.hsi.org/  

Behaviour change (plus) 
* Veganuary Selected as example and described above 

* Slowfood Selected as example and described above 

Meat Free Monday 
“Launched by Paul, Mary and Stella McCartney in 2009, Meat Free Monday… aims to raise awareness of the detrimental 
environmental impact of animal agriculture and industrial fishing. … The campaign encourages people to … hav[e] at least one 
plant-based day each week.” (Referenced in some cases looked at.) 

Pricing and tax 
* German meat tax Selected as example and described above. 

True Animal Protein Price Coalition Netherlands focussed. Referenced, with other initiatives, in example of German meat tax. www.tappcoalitie.nl/  

Sugar Tax Campaign (UK) Successful campaign for Soft Drinks Industry Levy in the UK.  Generated a vibrant counter-campaign. 
www.foodactive.org.uk/the-sugar-tax-has-arrived-but-how-did-we-get-here/ 

Catering sector practice 
* School Food (France) Selected as example and described above 
Cool Food Pledge (WRI: World Resources 
Inst.) 

Targeting organisations with “a new platform to help facilities offer diners more of what they want while slashing food-related 
greenhouse gas emissions”.  www.wri.org/our-work/project/cool-food-pledge 

http://www.greenpeace.org/eu-unit/tag/gmos/
http://www.ifoam.bio/our-work/where/europe
http://www.endthecageage.eu/
http://www.l214.com/
http://www.worldanimalprotection.org.uk/campaigns/animals-farming
http://www.hsi.org/
http://www.tappcoalitie.nl/
http://www.foodactive.org.uk/the-sugar-tax-has-arrived-but-how-did-we-get-here/
http://www.wri.org/our-work/project/cool-food-pledge
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UK public sector caterers cutting 20% 
meat 

Initiatives with PS100 association of UK public sector caterers (covering hospitals, schools, prisons etc.). Related to MeatFree 
Monday above. www.publicsectorcatering.co.uk/in-depth/20-less-meat  

Retraining Chefs in University catering Work by HSI UK and WRI Cool Food. No further information supplied. 

Food waste 

Halve Europe’s Food Waste  EU policy focussed. With Sustainable Food Trust, FOE, ‘This is Rubbish’ and others.  
https://sustainablefoodtrust.org/articles/campaign-halve-europes-food-waste/  

The Pig Idea “encourages the feeding of surplus food that is no longer fit for human consumption to pigs and chickens” 
https://feedbackglobal.org/campaigns/pig-idea/ Other >Feedback< campaigns: https://feedbackglobal.org/campaigns/  

‘Civic space’ and countering the corporate lobby 

Foodwatch campaigns 
Present in Germany, Austria, France, and the Netherlands “foodwatch fights for safe, healthy and affordable food for all people. 
By conducting research, exposing scandals, mobilising consumers and lobbying governments, foodwatch provides a counterweight 
to the power of the food industry.” www.foodwatch.org/en/campaigns/ 

Food & Agriculture work of 
Corporate Observatory Europe 

COE work to “expose the power of corporate lobbying in the EU” One theme of it’s work is Food & agriculture and “how do 
agribusiness corporations impact decisions on our food system?” https://corporateeurope.org/en/food-agriculture 

McLibel Campaigning around libel case by McDonald’s against UK environmental activists. www.mcspotlight.org/case/index.html  

Banning junk food advertising on 
London’s public transport 

No information provided on underlying campaign:  
 www.theguardian.com/society/2018/may/11/junk-food-ads-to-be-banned-london-tubes-and-buses-sadiq-khan  

Celebrity, chef & TV -led campaigns 
Hugh Fearnley-Whittingstall TV work on 
food 

UK celebrity chef who fronted several campaigns (including Fish Fight referenced in fisheries campaigning example.) 
www.rivercottage.net/campaigns  

Jamie’s School Dinners (UK) 2005 TV series and campaign led by UK celebrity chef Jamie Oliver for healthy school meals. 
Other Jamie Oliver campaigns: www.jamieoliver.com/campaigns/  

The Gamechangers Netflix documentary on best diet for elite athletes and soldiers etc with a less meat message. Was covered on UK football TV 
focussing on footballers who eat no or less meat. https://gamechangersmovie.com/  

Markus Rashford campaign on school 
meals 

UK footballer fronted success campaign to ensure free school meals for those who need it over the holidays. Explored with the 
Children’s Food Enquiry example above. 

Comparable models on related concerns 
* Plastics campaigning Selected as example and described above. 

Land Rights Now 

Not primarily about food but with some parallels.  Seeks to increase the amount of land recognized as owned and controlled by 
indigenous peoples and local communities, Land Rights Now is a purposefully loose but powerful movement of hundreds of 
communities, organisations and activists. It amplifies existing campaigns, provides overarching policy analysis, common goal and 
political platform, and supports members with materials and guidance. www.landrightsnow.org/  

 

http://www.publicsectorcatering.co.uk/in-depth/20-less-meat
https://sustainablefoodtrust.org/articles/campaign-halve-europes-food-waste/
https://feedbackglobal.org/campaigns/pig-idea/
https://feedbackglobal.org/campaigns/
http://www.foodwatch.org/en/campaigns/
https://corporateeurope.org/en/food-agriculture
http://www.mcspotlight.org/case/index.html
http://www.theguardian.com/society/2018/may/11/junk-food-ads-to-be-banned-london-tubes-and-buses-sadiq-khan
http://www.rivercottage.net/campaigns
http://www.jamieoliver.com/campaigns/
https://gamechangersmovie.com/
http://www.landrightsnow.org/
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Appendix 2: SELECTION CONSIDERATIONS 

The considerations below were agreed in order to inform which campaigns to investigate. 

Purpose 

The desired outcome is a composite “analysis of cross-cutting attributes, strengths and weaknesses” 
to “inform the development of … individual campaigns and movement-wide coordination”.  

It is not necessary – or possible – to conduct a set of ‘mini evaluations’ of each. Rather, the approach 
will be to provide a ‘pen portrait’ of individual campaigns while ‘zooming in’ on elements that may 
have a broader resonance, and as necessary ‘retro-fitting’ the story of the campaign to the research 
questions to allow for evidence-based judgements of the factors of interest set out in the research 
questions. Individual pen portraits support this analysis rather than serve as primary deliverables in 
their own right. 

Selected campaigns need to collectively cover the breadth – of geography, focus, and approach – of 
food sector campaigning in Europe necessary to draw useful conclusions. 

A total of 8-12 campaigns will be selected, reflecting the following considerations: 

The totality of campaigns selected should: 

i. Span Europe (the EU plus the UK etc, but not east beyond the EU) while aiming for 
coverage of the UK, Germany, and France 

ii. Target different stages of the food system: Consumers, Food service, retail, 
Government, Producers, Investors etc. 

iii. Encompass different perspectives: climate, biodiversity, health, animal welfare, just 
transitions 

iv. Include examples from large INGOs, smaller CSOs and movements 
v. Reflect a range of policy and practice ‘levers’ (I.e., legislation, regulatory standards, tax, 

funding and investment, import controls, other norms etc.) 

Individual campaigns should: 

vi. Reflect an understanding of a Campaign as a series of interventions over 1-5 years that 
disrupt business as usual towards a social change goal, involving advocacy, 
communication and mobilisation (although campaigns without the last element may be 
considered)5 

vii. Focus on Europe, including those where European campaigning was one element of a 
broader campaign or programme 

viii. Be relevant to aspects of food and agriculture (but not necessarily meat) 
ix. Offer generalizable lessons even if focused on an individual country 

Prioritise campaigns which have: 

x. Sought co-benefits across sectors (e.g., health, environment, animal welfare et al) 
xi. Been controversial / which have exposed or opened up values-based conflict and/or 

challenged prevailing narratives; or sought to jolt, not tweak, the system 

 
5 It was noted that this criterion may need to be broadened to include ‘programmes of advocacy’ for example 
rather than set-piece “Campaigns” in order to fulfil the other criteria. 
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xii. Built in social justice messages and drew on voices from the Global South 

Exclude campaigns which 

xiii. Focus only or primarily on individual consumer behaviour change, unless also addressing 
social norms or choice framing 

xiv. QUESTION: Should Campaigns focussing on EU policy change be excluded (for e.g., CAP – 
or CFP - reform or similar? [It was later agreed to look at EU fisheries campaigning as 
one example in the mix] 

Additional considerations 

• Campaigns may be underway or concluded. In the latter case, it is expected they will be 
drawn from recent years, but older examples may be included where we judge useful 
lessons can be extracted 

• Campaigns may address one or several countries (or be hyper-local) as long as they meet the 
other criteria above including the need to offer generalisable lessons 

• There is interest in whether the campaign created the preconditions for an upscaling of a 
particular solution 

• It is likely that campaigns which lost or only partially succeeded will have at least as much to 
teach as those which achieved their objectives 

• Finally, selected campaigns need to be ‘researchable’ in the time available which may 
suggest also favouring those where good contacts are available. Access to existing reviews or 
evaluations will be idea where possible.  

• The final list should encompass the range of considerations above. 

The criteria aimed to inform decisions rather than set out a restrictive ‘scoring’ methodology 
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Appendix 3: INTERVIEWEES 

The following were interviewed, suggested campaigns to look at, or otherwise provided input into 
the pen portraits and broader analysis: 

Micol Arena Equo Garantito 
Mike Childs Head of Science, Policy & Research; Friends of the Earth 

Andrew Clayton Project Director, Ending Overfishing in North-western 
Europe; The Pew Charitable Trusts 

Alexandra Clark ex Campaign Manager; Humane Society International 
Jon Cracknell & Harriet Williams JMG Foundation 
Cyrielle Denhartigh CAN France 
Robert Desbordes Max Havelaar France 
Laure Ducos Greenpeace France 
Chris Gee Campaigns Leader, Environment; Oak Foundation 
Emma Fawcett Oxfam America 
Oliver Gottfried Oxfam America 
Lindsay Graham Poverty and Inequality Commissioner Scotland 
Martin Hofstetter Agricultural expert; Greenpeace Germany 
Kartik Raj Western Europe Researcher; Human Rights Watch 
Frank Mechielsen Senior Programme Manager, Sustainable Diets; Hivos 
Zoe McIntyre Project Manager; Food Foundation 
David Norman Consultant on business, environment, and development 
Remi Parmentier Environmental campaign consultant; The Varda Group 
Hester Pommerening Press office; Tierschutzbund 
Benedict Southworth Consultant to the HFHP project 
Toni Vernelli Head of Marketing and Communications, Veganuary 
Monique van Zyl Oxfam Novib 

 
And colleagues in the Advocacy Hub 

(Note, some additional interviewees asked to remain anonymous) 
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