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President Jos den Otter
Dear Friends!

2014 is just a few days ahead and a New Year will start in
which many things will need to be done.

More than ever the world and the consumers are chang-
ing. Brussels becomes more and more important, even if
it seems far away from our own beds and bakeries. There-
fore, | think it is really good that Hungary as well as Ro-
mania see this importance and filed their applications to
become new CEBP-Members. We need them, in order to
let hear our united European voice.

Also the media takes part in the discussion, about our
most precious food: Bread and pastries! “Wheat belly”
and other books have a great impact on the consumption
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of baked goods. We have to make clear, that we make
honest products without any danger for the consumers’
health. That's also a task for us as an organization.

Within the coming years, we need each other more than
ever. Thus, | hope to see you very often, in good health

and condition, in the next years.

| wish you and your family reflective Christmas days and
the very best for 2014!

Your CEBP-President

Jos Den Otter
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1. Measures of the EU promotion of sales and information

The production of and the trade with agricultural products
and foods, are a key strength of the European Union.
With a share of around 18 % of exports and 20 % of im-
ports, the EU, together with the U.S.A., is the world’s larg-
est importer and exporter of agricultural products. In the
European manufacturing industry the food sector with
13.5 % of jobs and 12.9 % of sales is in the first place. It
comprises 310 000 companies of which 99.1 % are small
and medium-sized enterprises (SMEs).

To maintain and to increase the competitive position and
the market share of the European agriculture and its inti-
mately connected food sector, on EU- as well as on over-
seas markets, is a main task of the European promotion

policy.

So far, the promotion of sales, in particular information
and promotion measures for agricultural products on the
EU-market and in third countries, is regulated in the Reg-
ulation (EC) No 3/2008 and in the Regulation (EC) No
501/2008.

In Article 3 paragraph 1 of Regulation (EC) 3/2008, the
measures for the internal market and in Article 3, para-
graph 2 and Article 4 of Regulation (EC) 3/2008 the
measures for third countries are regulated. Thereafter,
the EU co-finances actions in the context of public rela-
tions, promotional and advertising activities or infor-
mation campaigns, as well as participations in national
and European events, fairs and exhibitions, by a creation
of ranks, in order to upgrade the image of EU-products.

Which products of such support measures are consid-
ered, is governed by Regulation (EC) 501 /2008, on the
one hand products and actions in the internal market
(according to Annex I), and on the other hand third coun-
try markets (according to Annex II).

Eligible products within the internal market include, ac-
cording to Annex | of the Regulation (EC) 501/2008, no
cereal products. "Processed cereal products" (which in-
clude bread or other baked goods) are just written in An-
nex Il of the Regulation (EC) 501/2008, so in principles

are only taking into consideration for actions in third
countries.

According to the present legal situation, a promotion of
bread / baked goods is excluded in the EU internal mar-
ket. A promotion is only possible for third countries, thus
for markets beyond the EU.

As part of its ongoing reform process, this promotion poli-
cy of supporting agriculture, shall contribute after 2013,
fully the strategy of Europe 2020, in order to get a smart,
sustainable and integrative growth. Thereby the precondi-
tions for food security, a sustainable use of natural re-
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