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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 
or informal – that include as broad a range of actors as possible, including those beyond civil 
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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. 

 


