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Executive Summary

A deep understanding of the drivers, behaviours, and systemic factors shaping consumers’ food
choices is essential to develop effective, fair, and sustainable food labelling frameworks. Such
understanding must consider individual motivations, socio-cultural contexts, and potential trade-offs
between information transparency, behavioural influence, and market integrity.

Aligned with the project’s objective to promote healthier, more sustainable, and transparent food
environments, this deliverable provides the first set of Practice Abstracts (PAs) in order to facilitate
outreach to practitioners. This first set draws on three of the WP2 External influences and socio-
cultural aspects outputs, in particular:

— The first practice abstract summarises the findings from the Inventory of Labelling Approaches
led by UoM, highlighting key trends, challenges, and recommendations for effective and
transparent food labelling.

— The second practice abstract presents the Branding and Media Planning Guidelines
developed by ZENITH and SAR, outlining strategies for communicating sustainable and health-
conscious food choices through responsible marketing and media engagement.

— The third practice abstract presents the Media Planning Analysis Report developed by ZENITH
Poland, focused on robust evidence-based, better media planning, clearer sustainability
narratives and improved strategic decision-making.

As task leader, White Research coordinated the input collection process for the Practice Abstracts
and elaborated this report. All abstracts are available in both English and in the respective national
languages of the contributing partners. They adhere to the standard EIP-AGRI format, as defined by
the European Commission, ensuring consistency and accessibility for stakeholders across Europe.
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1. Introduction

The TealHelix project aims to empower consumers and strengthen the integrity of sustainability
labelling and communication across the European food system. By engaging multiple stakeholders
through real-world co-creation settings, the project works to develop innovative, transparent, and
inclusive labelling approaches that foster more sustainable and healthy food choices.

The first three Practice Abstracts (PAs) presented in this report summarise key findings and
recommendations based on TealHelix’s T2.1 and T2.3 results, and will be shared through the EIP-
AGRI website and the European Commission’s dedicated platform for Practice Abstracts, ensuring
broad dissemination and accessibility to practitioners, policymakers, and the wider public.

2. About EIP-AGRI Practice Abstracts

Within the project, PAs were prepared in accordance with the standardised EIP-AGRI format
available through the EIP-AGRI platform. As no dedicated template is currently available for Horizon
Europe projects specifically, the project applied the existing EIP-AGRI template (Fig. 1) developed
under Horizon 2020, which remains the reference format for the submission of practice abstracts. In
order to facilitate outreach to practitioners, a graphical version with a TealHelix-specific layout of the
practice abstract was prepared, presenting the key messages in a concise and visually engaging
way (Fig. 2).

Short title in English

Author(s)/Bodies/Entities

Short summary for practitioners in english on the (final or expected) cutcomes (1000-1500
characters, word count - no spaces). Do not complete if the summary below is completed in
English. This summary should at least contain the fellowing information: Main
results/outcomes of the activity (expected or final). The main practical
recommendation(s): What would be the main added value/benefit/opportunities to the
EIP Practice Abstracts Format end-user if the generated knowledge is implemented? How can the practitioner make
use of the results? This summary should be as interesting as possible for farmers/end-
users, using a direct and easy understandable language and pointing out
entrepreneurial elements which are particularly relevant for practiticners [e.g. related
to cost, productivity etc). Research oriented aspects which do not help the
understanding of the practice itself should be avoided.

Meeds addressed by the practice

Methodology Used

Actors/Stakeholders

Region(s), country

Audiovisual material (links, etc)

Contacts (email)

Figure 1. EIP-AGRI Practice Abstracts Format
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Branding and
Media
Guidelines

TealHelix Horizon EU Project

EIP-AGRI Practice Abstract

@ www.tealhelix.eu

Funded by
the European Union

The Issue

Key outcomes

Added value & Recommendations

ar.

Contacts

Figure 2. Project-specific visual template for
EIP-AGRI practice abstracts

3. Partners involved

=) TEALHELIX

The development and dissemination of the practice abstracts were carried out through the joint
efforts of partners involved in Work Package 2 External influences and socio-cultural aspects.

The participating organisations include KUL, WR, ZENITH, SAR and UoM.
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4. PA1 - Inventory of Labelling Approaches

Table 1. PA1 - Inventory of Labelling Approaches (EN)

English Version

Sustainability food labels: evidence-based insights and existing
approaches

Short title in English

AT I EYI=Tele ISR University of Macedonia

Sustainability food labels are increasingly used to communicate
environmental, social, and ethical aspects of food production, but the
large number of different labels and claims often creates confusion for
both food businesses across the value chain and consumers. This
activity combines a review of existing scientific knowledge, interviews
with key food-chain actors, and a systematic mapping of sustainability
food labels to better understand how labels are used in practice and
how they are perceived by consumers.

The main results show that the current labelling landscape is highly
fragmented. Interviews with producers, retailers, certification bodies,
NGOs, and policymakers confirm that many labels overlap, apply
different criteria, and vary in credibility, making label choice difficult and
increasing costs and risks for producers. The literature review and
stakeholder input also highlight that complex labels, unclear claims,
and lack of trust reduce consumer understanding and limit the
effectiveness of sustainability communication.

EIP Practice Abstracts
Format

The main practical recommendation is for producers and food
businesses to prioritise clear, credible, well-recognised, and verifiable
labelling schemes rather than multiplying sustainability claims.
Practitioners can use the results to better compare labelling options,
select schemes that fit their production practices and markets, and
improve communication with consumers to enhance their credibility.
Clear and trustworthy sustainability labelling can strengthen market
positioning, reduce reputational risk, and support added value through
increased consumer confidence.

There is a lack of clear and systematic information on sustainability
food labelling approaches, making it difficult for producers and food
businesses to reasonably choose suitable and credible labels. The
wide variety of labels and claims creates confusion and reduces
consumer understanding and trust. Even market power can impose
suppliers to apply sustainability schemes which then fail to deliver on
their promises.

Methodology Used This work was carried out using a mixed-method approach combining
three complementary activities. First, a review of existing scientific

Page 10
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Actors/Stakeholders

Region(s), country

Audiovisual material
(links, etc.)

Contacts (email)
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studies was conducted to identify psychological, social, and cultural
factors that influence how consumers understand and respond to
sustainability information on food Ilabels. Second, stakeholder
interviews were carried out with a focus on pilot countries with retailers,
producers, policymakers, certification bodies, NGOs, and consumer
representatives. These interviews provided practical, real-world
insights into current labelling practices, challenges for producers, and
barriers to consumer understanding. Third, a structured inventory of
sustainability labelling approaches was developed. Existing labelling
schemes were systematically documented and classified according to
their  sustainability focus, governance arrangements, and
communication and technological features, allowing clear comparison
between different approaches.

Farmers and food producers, retailers, certification and inspection
bodies, policymakers and public authorities, NGOs and consumer
organisations, academics, researchers and sustainability experts.

Greece, Germany, Poland, and the Baltic States, complemented by
additional European and international stakeholders and sustainability
labelling schemes.

Andreas Andronikidis, E-mail: a.andronikidis@uom.edu.gr

Evangelos Kalampokis, E-mail: ekal@uom.edu.gr

Konstantinos Tarabanis, E-mail: kat@uom.edu.gr
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Table 2. PA1 - Inventory of labelling approaches (GR)

ETIkETEG  BIWOIUOTNTOG  TPOPIPWYV:  TEKUNPIWUEVEG  YVWOEIG KOl
UQIOTAUEVEG TTPOCEYYIOEIG

Short title in English

LSO I{EY I [CI SR [TavetioTiuio Makedoviag

O1 eTIKETEG PBIWOIPOTNTAG TPOPINWY  XPnoIgoTTolouvTal OAo  Kal
TTEPIOCOTEPO VIO TNV ETTIKOIVWVIA TTEPIBAAAOVTIKWY, KOIVWVIKWY Kal
NBIKWV TITUXWV TNG TTAPAYWYNRS TPOPIUWYV, OUWGS O JEYAAOG aplBuog
OIOQOPETIKWY ETIKETWV KOl ICXUPIOUWY CUXVA dnuIoupyei ouyxuon
TG00 VI TIG ETTIXEIPACEIG TPOYINWY g€ OAN TNV aAucida afiag 6ao Kal
yla Toug KatavaAwTég. H mmapoloa epyacia ouvduaoe avaokoTnon
TNG UQPICTAUEVNG YVWONG, OUVEVTEULEIC HE PacIKOUG @QOopPEic TNG
aypodIaTpo@IkiG oAucidag Kal CUOTNUATIKA XopToypaenon Twv
ETIKETWV  BIWOIYOTNTAG, WOTE va KatavonBei  KoAUTEPA  TTWG
epapudlovtal oTnv TTPAEN Kal TTWG Yivovtal avTIANTITEG atmd TOug
KOTAVOAWTEG.

Ta atmroteAéoparta dgixvouv OTI TO ONUEPIVO TOTTIO ETTICHUAVONG €ival
KatakeppaTiopévo. O1 ouvevTelelg Pe TTapaywyoug, AIaVEUTTOPOUG,
popeic  mmoTomoinong, MKO kai  @opeig  xdpagng  TTOMITIKAG
empBeBaiwvouv OTI TTOANEG E€TIKETEG €TIKOAUTITOVTAI, Bacifovial o€
OIOQOPETIKA KPITAPIO Kal dIAQEPOUV WG TTPOG TNV QEIOTTIOTIA TOUG,
YEYOVOG TTOU OUCKOAeUEl TNV €TMIAOYA Kal aufdvel TO KOOTOG Kal TOV
KivOuvo yia Toug TrTapaywyouc. MapdAAnAa, n BiBAioypagia deixvel OTI
Ol OUVOETEG 1 ACAPEIC ETIKETEG PEIWVOUV TNV Katavonon Kal Tnv
EUTTIOTOCUVN TWV KATAVOAWTWV.

EIP Practice Abstracts
Format

H Baoiki TTPAKTIK) oUoTOON €ival Ol TTaPAaywyoi Kal Ol ETTIXEIPAOEIG
TPOYiHWV va divouv TTPOoTEPAIOTNTA CE CaQr], A&IOTTIOTA KAl EUPEWG
avayvwplopéva oxnuaTta emofiuavong. Ta amoTeAéouaTa uTTopouv va
aglotroinBouv yia KaAUTeEPN oUYKPIoN ETTIAOYWY, OTOXEUPEVN ETTIAOYN
ETIKETWV Kal PBeATiWON TNG ETIKOIVWVIOG MPE TOUG KOTAVAAWTEG,
evioxUovTag Tnv TTPoaTIBEPEVN agia Kal TN BEon TWV TTPOIOVTIWY OTNV
ayopd.

Y1rdpxel EAAEIYPN 0a@OUG KAl CUCTNUATIKIS TTANPOQOPNONG OXETIKA JE
TIG ETIKETEG PBIWOINOTNTAG TPOPIUWY, YEYOVOS TTOU OUOKOAEUEI TOUG
NETTRIET o [CIEI T NVA G TTapayWwYOUS Kal TIG ETTIXEIPATEIS TPOPIMWY va ETTIAECOUV KATAAANAQ

JERIEE Kal afiomoTa oxAuara emoAuavong. H peyadAn TToIKIAiar ETIKETWY Kal
IOXUPIOUWY dnuioupyei ouyxuon Kal PEIWVEl TNV KaTavonon Kal TV
EUTTIOTOOUVN TWV KATAVOAWTWV.

H epyacia uhoTToInnke Ye TN XprRon ouvouaoTIKNG peBodoAoyiag TTou
TepINGuBave  TpeIC oupTTANpwuaTikéEG  dpaoTtnpEidTnTeg.  lMpwTtov,
WyTelelellelsARELLN 1700y poTOTTOINONKE  AVAOKOTINGN  UQICTAPEVWY  ETTIIOTNHOVIKWY
MEAETWV HE OTOXO TOV EVTOTIOMO WUXOAOYIKWY, KOIVWVIKWY KOl
TTONITIOHIKWY TTOPAYOVTWYV TTOU ETTNPEALOUV TOV TPATTO E TOV OTTOIO Ol

Page 12
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Actors/Stakeholders

Region(s), country

Audiovisual material
(links, etc.)

Contacts (email)
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KATaVOAWTEG  KATAVOOUV KOl QVTOTTOKPIVOvVTal OTIG TTANPOQOpPIES
BIwoIPATNTAG OTIG ETIKETEG TPOPiUWV.

AelTepov, dIeENxOnoav ouvevteUEeIG e eVOIAPEPOUEVOUG POPEIG WE
EUQaacn OTIG XWPEG-TTIAOTOUG, OTIG OTTOIEG CUMUETEIXAV AIAVEUTTOPOI,
TTOPAYWYOI, QOPEIG XAPAgNG TTOMITIKNG, OPYAVICUOI TTIOTOTTOINONG,
MKO «kai ekmmpéowTrol katavoAwTwyv. O1 ouvevTtelelg TTapeixav
TIPOKTIKEG, TIPAYMOTIKEG YVWOEIG OXETIKA PE TIG UPIOTAPEVEG TIPOAKTIKEG
EMOAUAVONG, TIG TTPOKANCEIC YIA TOUG TTAPAYWYOUS Kal Ta EUTTODIO
OTnNV Katavonon otré Toug KATavaAWTEG.

Tpitov, avaTrTuxOnke éva dOPNPEVO EUPETAPIO ETIKETWV BIWCINOTNTAG.
Ta u@ioTdueva  OxAMATO  €TMICHPOVONG  KaTaypd@nkav — Kal
TagIvouNONKav ouoTNUOTIKA PE BACT TO QVTIKEIMEVO BIWCINOTNTAG, TIG
Oouég OlakuBEpvNong Kal Ta  XOPAKTNPEIOTIKA ETTIKOIVWVIAG  Kal
TEXVOAOYIQg, mMTPETTOVTIAC TN OOy OUYKPION METAEU OIOQOPETIKWV
TTPOCEYYIOEWV.

AypOTEC Kal TTAPAYWYOi TPOQiwY, AIAVEUTTOPOI, QPOPEIG TTICTOTTOINONG
Kal eAéyxou, @opeic Xapagng TTONITIKAG Kal dnudoieg apxés, MKO kai
OPYOVWOEIG KATAVOAWTWY, aKadNUAiKoi, epeuvnTéG Kal €I0IKOI OTN
BiwaoiuéTnTa.

EAMGOa, Teppavia, TloAwvia kol xwpeg Tng BaATKAg, e

OUUTTANPWHOTIKA CUUMETOXN EUPWTTAIKWY Kal O1EBvWV QopEéwv Kal
ETIKETWV BIWCIYOTNTAG TPOPIHWV.

Avdpéag Avdpovikidng, E-mail: a.andronikidis@uom.edu.gr

Eudayyehog KaAautrokng, E-mail: ekal@uom.edu.gr

KwvaoTtavrtivog Tapautréavng, E-mail: kat@uom.edu.gr
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5. PA2 - Branding and Media Planning
Guidelines

Table 3. PA2 - Branding and Media Planning Guidelines (EN)

English Version
Shilela@ i CRIN=le|[all Branding and Media Planning Guidelines

Karolina Kolanowska, Aleksandra Pajgk (Zenith Poland)

UUCHCIISRLIINIESY \agdalena  Spisak, Pawet Tyszkiewicz (STOWARZYSZENIE
KOMUNIKACJI MARKETINGOWEJ SAR)

Branding and Media Planning Guidelines translate sustainability
communication principles, especially those connected with packaging
design, regulatory trends, and consumer behaviour, into actionable
branding and media planning rules.

The guidelines focus on how to brand and how to plan media in such
a way that sustainability messages are effective in encouraging more
sustainability-driven choices.

The guidelines are designed for: food producers and brand owners,
retail partners, brand managers & strategists, R&D teams,
sustainability department, packaging & sustainability teams,
consultants and media planners & buyers, as well as legal, compliance
and regulatory specialists.

EIP Practice Abstracts
Format

Applying these recommendations in the areas of communication,
branding, and media planning increases the effectiveness of reaching
the target audience and selling more sustainable products.

Implementing these guidelines enables:

- better reach to consumers,

- optimization of the cost of reaching consumers,

- achieving effectiveness in branding and communication, which leads
to increased sales.

The guidelines help answer the following question:

- How to plan media in such a way that sustainability messages are
NETLERET o[RS No)ALH seen, understood, and acted upon?

SRR How should brands invest in, prioritise, and deploy branding,

packaging and media so that sustainability messages are both
effective and compliant?

Page 14
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The guidelines were preceded by an analysis of advertisement on four
Central and Eastern European markets presented in a Media Planning
Y ETiplele[o][ele\YAUL-TeM Report and two international focus groups. They cover the expertise of

experts and practitioners in the fields of branding, media, and
marketing.

G OIRIS LGOI SISl Experts, Practitioners

The recommendations were preceded by an analysis of the markets in
Poland, Lithuania, Estonia, and Romania.

Q.

Region(s), country

Audiovisual material
(links, etc.)

Karolina Kolanowska, Email: karolina.kolanowska@zenithmedia.com

Aleksandra Pajgk, Email: aleksandra.pajak@zenithmedia.com

Contacts (email)

Magdalena Spisak, Email: Magdalena.Spisak@sar.org.pl

Pawet Tyszkiewicz, Email: pawel.tyszkiewicz@sar.org.pl
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Table 4. PA2 - Branding and Media Planning Guidelines (PL)

Polish Version
SRR W= Is|[gW \Vytyczne dotyczgce brandingu i planowania mediow

Karolina Kolanowska, Aleksandra Pajgk (Zenith Poland)

RUUCHC)ISCESASMITEY \agdalena  Spisak, Pawet Tyszkiewicz (STOWARZYSZENIE
KOMUNIKACJI MARKETINGOWEJ SAR)

Wytyczne dotyczgce budowania marki i planowania mediow
przektadajg zasady komunikacji w zakresie zrbwnowazonego rozwoju,
zwlaszcza te zwigzane z projektowaniem opakowan, trendami
regulacyjnymi i zachowaniami konsumentéw, na praktyczne zasady
budowania marki i planowania mediéw.

Wytyczne koncentrujg sie na tym, jak budowa¢ marke i planowac
dziatania w mediach w taki sposéb, aby komunikaty dotyczgce
zrownowazonego rozwoju byly skuteczne w zachecaniu do
podejmowania wyborow wspierajgcych zrownowazony rozwoj

Wytyczne sg przeznaczone dla: producentéw zywnos$ci i wiasciciel
marek, partnerow detalicznych, menedzeréow i strategédw marek,
zespotow badawczo-rozwojowych, dziatbw ds. zrownowazonego
rozwoju, zespotdw ds. opakowan i zréwnowazonego rozwoju,
inzynieréw i projektantéw opakowan, strategéw, konsultantow oraz
planistow i nabywcow medidéw, a takze specjalistéw ds. prawnych,
zgodnosci i regulaciji.

EIP Practice Abstracts
Format

Zastosowanie tych zalecen w obszarach komunikacji, budowania
marki i planowania mediéw zwieksza skutecznos¢ dotarcia do
docelowych odbiorcow i sprzedazy zrownowazonych produktow.

Wdrozenie tych wytycznych umozliwia:
- lepszy dotarcie do konsumentdw,
- optymalizacje kosztéw dotarcia do konsumentow,

- osiggniecie skutecznosci w budowaniu marki i komunikacji, co
prowadzi do wzrostu sprzedazy.

Wytyczne pomagajg odpowiedzie¢ na nastepujgce pytanie:

- Jak planowa¢ media w taki sposéb, aby komunikaty dotyczgce
zrownowazonego rozwoju byty widoczne, zrozumiate i sktanialty do
NEET SETo [o[(=TET-Te NoVALW dziatania?

PEEIES | W jaki sposob marki powinny inwestowac, ustala¢ priorytety i

wdrazac¢ branding, opakowania i media, aby komunikaty dotyczgce
zrownowazonego rozwoju byty zaréwno skuteczne, jak i zgodne z
przepisami?

Wytyczne zostaty poprzedzone analizg reklam na czterech rynkach
\ileleleleleANELLE =\ ropy Srodkowej i Wschodniej przedstawiong w dokumencie Media
Planning Report oraz wynikami dwoch miedzynarodowych grup



fokusowych. Obejmujg wiedze specjalistyczng ekspertéw i praktykéw
w dziedzinie brandingu, mediow i marketingu.
XGOS LGOI ST Eksperci, Praktycy

Wytyczne zostaty poprzedzone analizg rynkéw w Polsce, na Litwie, w

Region(s), country IcueppE e

Audiovisual material
(links, etc.)

Karolina Kolanowska, Email: karolina.kolanowska@zenithmedia.com

Aleksandra Pajgk, Email: aleksandra.pajak@zenithmedia.com

Contacts (email)

Magdalena Spisak, Email: Magdalena.Spisak@sar.org.pl

Pawet Tyszkiewicz, Email: pawel.tyszkiewicz@sar.org.pl
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6. PA3 - Improving Sustainability
Communication in Food Sector Advertising

through Media Planning Analysis

Table 5. PA3 - Media Planning Report (EN)

English Version

Improving Sustainability Communication in Food Sector Advertising
through Media Planning Analysis

XSG YT SR Karolina Kolanowska, Aleksandra Pajgk (Zenith Poland)

The analysis delivered a detailed overview of how sustainability is
represented in food advertising across four European markets,
revealing a consistently low investment share and limited message
depth. The practice resulted in a harmonised dataset of 64,000 items
classified according to clear sustainability dimensions, enabling cross-
market comparison. It exposed recurring communication patterns,
such as overreliance on certifications, minimal explanation of benefits
and frequent use of simplified binary claims. The findings also
SR e WNoSilalM highlighted differences in maturity, with Estonia and Poland showing

Zelint18 more advanced integration of sustainability narratives than Lithuania
and Romania. The practice produced insights into consumer
expectations, demonstrating that sustainability-interested audiences
value data, transparency and educational elements. These results
allow brands to understand not only how sustainability is currently
communicated, but also which elements are missing and how to
improve message credibility. Overall, the practice generated a robust
evidence base supporting better media planning, clearer sustainability
narratives and improved strategic decision-making.

Short title in English

The very low share of sustainability-related advertising across
analysed markets shows that companies lack structured guidance on
how to integrate the topic of sustainability into their communication
NEE T [o[(SEET-Te MoVAUM strategies. There is a clear need for harmonised classification of

oJelaile=l sustainability content, evidence-based assessment methods, and
insights that highlight gaps between consumer expectations and
current practices. Markets at different maturity levels require tailored
benchmarks to support consistent quality.

The practice uses a structured methodology to assess sustainability
communication in food advertising, analysing 64,000 offline media
items with harmonised TealHelix criteria. It reviews environmental,
social, animal welfare and economic claims, combining spend analysis

Methodology Used



with message quality evaluation. Insights from two focus groups with
sustainability-oriented experts reveal gaps and helps set direction for
future.

IS LG SIS  Experts, Practitioners

RGO Mliilig8 Poland, Lithuania, Estonia, Romania

Audiovisual material
(links, etc.)

Karolina Kolanowska, Email: karolina.kolanowska@zenithmedia.com

Contacts (email)

Aleksandra Pajgk, Email: aleksandra.pajak@zenithmedia.com
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Table 6. PA3 - Media Planning Report (PL)

Polish Version

Poprawa komunikacji dotyczgcej zrownowazonego rozwoju w
reklamie sektora spozywczego poprzez analize planowania mediéw

Short title in English

LGS ISRl Karolina Kolanowska, Aleksandra Pajgk (Zenith Poland)

Analiza dostarczyta szczegolowego przeglgdu sposobu, w jaki
zréwnowazony rozwoj jest przedstawiany w reklamach zywnosci na
czterech rynkach europejskich, ujawniajgc konsekwentnie niski udziat
inwestycji oraz ograniczong gtebie przekazu. W ramach tego dziatania
powstat ujednolicony zbiér danych obejmujgcy 64 000 kreacji,
sklasyfikowanych wedtug jasno okreslonych wymiaréw
zréwnowazonego rozwoju, co umozliwito porownania miedzyrynkowe.
Analiza ujawnita powtarzalne wzorce komunikacyjne, takie jak
nadmierne poleganie na certyfikatach, minimalne wyjasnianie korzysci
oraz czeste stosowanie uproszczonych, binarnych deklaracji. Wyniki
SR e WNoSi-lalM wskazaty rowniez na réznice w poziomie dojrzatosci, przy czym
Helsne-1l Estonia i Polska wykazujg bardziej zaawansowang integracje narracji
dotyczgcych zrownowazonego rozwoju niz Litwa i Rumunia. Dziatanie
to dostarczyto takze wiedzy na temat oczekiwan konsumentow,
pokazujgc, ze odbiorcy zainteresowani zrownowazonym rozwojem
cenig dane, przejrzystos¢ i elementy edukacyjne. Rezultaty te
pozwalajg markom zrozumiec¢ nie tylko, w jaki sposéb zréwnowazony
rozwoj jest obecnie komunikowany, lecz takze jakie elementy sg
pomijane i jak mozna poprawi¢ wiarygodnos$¢ przekazu. Ogdlnie rzecz
biorgc, analiza stworzyta solidng baze dowodowg wspierajgca lepsze
planowanie mediéw, bardziej klarowne narracje dotyczace
zréwnowazonego rozwoju oraz trafniejsze decyzje strategiczne.

Bardzo niski udziat reklam zwigzanych ze zrownowazonym rozwojem
na analizowanych rynkach pokazuje, ze firmom brakuje
uporzgdkowanych wytycznych dotyczgcych integrowania
zrbwnowazonego rozwoju ze strategiami komunikacyjnymi. Istnieje
INETTOEIET o [CEET T NoAGISM Wyrazna potrzeba ujednoliconej klasyfikacji tre$ci dotyczgcych

oJe-leile=W zrownowazonego rozwoju, opartych na danych metod oceny oraz
wnioskow wskazujgcych luki miedzy oczekiwaniami konsumentéw a
obecnymi praktykami. Rynki znajdujgce sie na réznych poziomach
dojrzatosci wymagajg dopasowanych benchmarkéw, aby wspierac
spojng jakos¢ komunikaciji.

Dziatanie wykorzystuje ustrukturyzowang metodologie do oceny
komunikacji dotyczgcej zréwnowazonego rozwoju w reklamie
zywnosci, analizujgc 64 000 kreacji w mediach offline zgodnie z
WEUTeIel)AREELE |jicdnoliconymi kryteriami TealHelix. Obejmuje ono przeglad deklaracii
srodowiskowych, spotecznych, dotyczgcych dobrostanu zwierzat oraz
ekonomicznych, fgczagc analize wydatkoéw z oceng jakoSci przekazu.
Whnioski z dwéch grup fokusowych =z udziatem ekspertow



zorientowanych na zréwnowazony rozwdj ujawniajg luki i pomagajg
wyznaczy¢ kierunki dziatan na przysztosc.

XGOS LGOI ST Eksperci, Praktycy
RGO Mlilig%8 Polska, Litwa, Estonia, Rumunia

Audiovisual material
(links, etc.)

Karolina Kolanowska, Email: karolina.kolanowska@zenithmedia.com

Contacts (email)

Aleksandra Pajgk, Email: aleksandra.pajak@zenithmedia.com

/. Conclusions

The TealHelix project has delivered three practice abstracts following the official EIP-AGRI format,
complemented by a project-specific visual layout developed to strengthen dissemination. Together,
these outputs support the transfer of actionable knowledge generated within the project and promote
enhanced exchange among practitioners across the EU. Additional practice abstracts will be
developed in the last months of the project (M46), further reinforcing the project’s long-term impact.



