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1 Introduction 

This case study will show the organizational structure of the Austrian food quality system led 

by a specific organization (AMA Marketing) as well as communication activities aimed at 

increasing awareness of national food quality schemes. The national and international 

markets trust Austrian food and potential consumers should be able to use the relevant 

seals and labels to identify high quality food of Austrian origin. 

It is important to understand three aspects:  

(1) At the organizational level, delegating marketing activities to the ministry of agriculture is 

unlikely to work, because marketing and administration are two different worlds with two 

different mindsets. Most of the people working at the Agrar Markt Austria (AMA) have 

experience in marketing. They worked for the food industry, wholesalers, the restaurant 

sector or small and medium sized craft food companies. It is all about creating a company 

with a strong market orientation. 

(2) At the regulation level, consistent and effective nationwide food marketing requests 

define clear and transparent quality schemes. Transparent and regularly controlled 

guidelines about quality at farm and food processing level are necessary, before food 

promotion for national high quality food can be initiated. Furthermore, any quality label has 

to be connected to the origin of the agricultural commodities used in food production.  

(3) When a proper quality system is in place, promotion can and has to be started through 

radio, TV, print, public relations and events. And this has to be a constant effort over years 

or even decades, because it takes a long time for the population to recognize and accept 

quality labels. It is like building a brand: Coca Cola did not happen overnight. It takes years 

until a new brand makes it into the mind of the people as an essential part of their lives.  

This paper shows a successful model, which was founded at a time where market 

regulations disappeared and helped to position Austria’s high quality food production when 

the country joined the EU in 1995. In particular, it looks at the domestic market AMA’s 

quality schemes and, more specifically, the AMA Quality Seal helped, which Austrian 

consumers trust in Austrian food products. 
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2 Quality management and control as basis for future marketing 
promotions 

This chapter describes how the AMA Quality Seal and related quality schemes and labels are 

established and controlled to guarantee the high quality of Austrian food and maintain 

consumer trust. Without this activity, promotion campaigns are not useful. This is 

considered within the framework of the Austrian quality management system. 

2.1 Quality management in Austria 

Food quality has several important dimensions: sensory quality aspects, health aspects, 

technical process aspects and intangible quality aspects (e.g. ecologically sustainable 

processing), as well as psychological and economic aspects. Consequently, a food product 

can be considered to be of high quality with respect to health, for example, but not to 

ecology. Whenever we discuss quality management in the food system, we have to take this 

into account. Therefore, the quality management system in the food sector is multi-

dimensional. 

In order to classify food products in view of their quality attributes, several regulations 

within the framework of the European Community have to be applied. As community law 

interferes with national law, the Austrian government is forced to include the relevant EU 

legislation. Food quality related aspects are based on REGULATION (EC) No 178/2002, the 

central food quality related EU regulation “general principles and requirements of food law, 

establishing the European Food Safety Authority and laying down procedures in matters of 

food safety”. 

The EU quality system is a comprehensive, integrative approach (“from stable to table”), 

where the agriculture and food and feed processing companies are primarily responsible, 

where food and the components of food are traceable, and where a uniform, 

comprehensive risk analysis and risk assessment system guarantees the highest food quality 

within all stages of the supply chain. The basic EU risk alert system is called “RASFF - Food 

and Feed Safety Alerts”. The system was introduced more than 35 years ago and led to the 

EU having one of the highest food safety standards in the world. This is mainly due to the 

solid set of EU legislation in place, which ensures that food is safe for consumers, who can 

trust the food and feed consumed within the EU market. A key tool for ensuring the cross-

border follow of information to swiftly react when risks to public health are detected in the 

food chain is RASFF – the Rapid Alert System for Food and Feed 

(http://ec.europa.eu/food/safety/rasff/index_en.htm). 

Adequate national regulations based on these fundamental principles were developed after 

Austria joined the EU in 1995, the RASFF system was implemented. The “Agrar Markt 

Austria” (AMA) is the governmental organization which was established to coordinate all 

relevant information flows and implement an adequate quality control system. 
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Figure 1: RASFF – the Rapid Alert System for Food and Feed 

2.2 Quality management by AMA Marketing 

The core task of AMA Marketing is quality assurance in the food sector (AMA Marketing is a 

private company 100 percent owned by AMA, which is a governmental institution; see 

chapter 0 for institutional embeddedness of AMA). AMA Marketing conducts quality 

assurance by developing specific regulations and product certification schemes (quality 

seals). AMA integrates the whole food supply chain in their considerations, from agricultural 

production and food processing, to the food trade sector. AMA Marketing developed a 

number of quality seals (see chapters 2.3 to 2.10) for almost all relevant parts of the 

Austrian food supply chain; in total, there are 23 quality guidelines available covering the 

following product groups:1 
  

                                                      
1 The number of guidelines/quality seals was not predefined by the Ministry of Agriculture. 
They have been developed over time out of necessity 
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 Meat, eggs, milk and milk products, fruit and vegetables, and potatoes 

 Processed food including edible oils, beer, salt, frozen vegetables and semi-

manufactured food. 

In total, there are nine guidelines available for licensees of the agricultural sector and nine 

for licensees from the food processing sector, and five further registering systems for beef 

(BOS), eggs (OVUM), feedstuff (pastus+), pork (SUS) and for organic food. 

2.3 The AMA Quality Seal (“AMA Gütesiegel”) 

 

 
Figure 2: AMA Quality Seal (for Austrian products) 

 

The AMA Quality Seal is a registered trademark. The main tasks and obligations of AMA 

Marketing are defined by law (the “AMA-Gesetz” [AMA law] from 1992; see 

https://www.bmlfuw.gv.at/ministerium/rechtsgrundlagen/ama_recht.html).  

The organization has to market Austrian food products on domestic and foreign markets. It 

has to maintain and promote high quality standards for Austrian food production. If 

producers outperform national and international (EU) food production quality standards and 

meet the superior standards of the AMA, they may use the AMA Quality Seal for their 

products as licensees. If the producers deliver organic food, they may also use the AMA 

organic seal. If the products are produced in the EU, companies may use the AMA Quality 

Seal for European products (but not that for Austrian products). This means that if the 

ingredients are of European origin and marketed in Austria and if the producer agrees to 

keep all necessary requirements (including control), these food products may be labeled 

with AMA’s Quality Seal for European products (kept in blue). 
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Figure 3: AMA Quality Seal (for European products) 

 

All quality seal regulations are developed by AMA Marketing in co-operation with experts 

from the relevant food sectors. They are only published if the Ministry for Agriculture, 

Forestry, Environment and Water (BMLFUW) agrees with the regulations. The regulations 

can be found under www.ama-marketing.at. The AMA Quality Seal regulations contain 

essential processing, labeling, and documentation requirements in connection with all 

measures guaranteeing the origin and high hygienic standards. Many of them are far beyond 

legal requirements and their creation and definition is driven by market and marketing 

requirements. 

The AMA Quality Seal is an officially recognized and approved quality seal to brand food 

products designated for human consumption. This is an important difference to the huge 

number of private based quality seals, which have no such governmental and official 

legitimation comparable to the AMA Quality Seal. The latter are based on civil rights 

contracts. 

Procedure: To become an AMA Quality Seal licensee, a company has to sign a license 

agreement contract with AMA Marketing (this also includes trade organizations which want 

to sell labeled products – even very small ones or farmers markets). The company has to sign 

a written monitoring contract with an accredited control agency (see below) for the first 

intense company control (if all requirements are fulfilled) and the yearly control (if the 

requirements are kept). The company has to fill out a company data entry form. The first 

intense control has to deliver a positive result. The products to be labeled with the AMA 

Quality Seal are tested in advance (through an accredited laboratory). If the products fulfill 

all requirements, the company has the right to label the products with the AMA Quality Seal. 

If the yearly control delivers positive results and all license fees are paid, the company may 

continuously use the Seal for all products that are covered by the license agreement. 

 

Quality requirements: Food producers use the quality seal voluntarily, but if they do so, they 

have to fulfill all relevant guidelines of the quality program. Only if they do so can they 

become a licensee of the AMA Quality Seal, thus proving that the food in question is at least 

http://www.ama-marketing.at/
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graded with quality A or 1. By introducing the AMA Quality Seal, the quality of Austrian food 

products should be continuously improved. Licensees of the AMA Quality Seal agree to pay 

license fees and to meet all standards and requirements demanded by AMA Marketing. 

Licensees are allowed to use the AMA Quality Seal on their products. The benefit for 

companies is not only that they demonstrate that their products fulfill higher quality 

standards than legally required but even more importantly from the consumer perspective, 

that they have a trusted seal which communicates the Austrian origin of the food product. 

The product is not only processed in Austria but also the agricultural raw materials are from 

Austria. In the case of pork production it means that the piglets have to be born in Austria. 

Origin: The origin of the food has to be traceable. The lettering is held in red-white-red (the 

colours of the Austrian flag), the value giving raw material must be of Austrian origin, and 

processing has to be done in Austria (although if selected ingredients are unavailable in 

Austria up to a third of the total food may come from outside Austria). And, finally, AMA 

Marketing is allowed to control all steps of the food processing across sectors (from field to 

shelf). The controls start in the field, where the agricultural products are produced. During 

food processing, AMA controls all stages of the food process, as well as logistics and 

distribution if appropriate (e.g. to guarantee comprehensive freezing chains). Controls follow 

the concept of a three level pyramid. On the first level the farmer, the food producer or the 

trade company have to make and document self-controls based on checklists. On the second 

level the farmers/companies are controlled by external independent agencies, which are 

accredited by AMA-Marketing. AMA-Marketing then controls the work of the independent 

third party agencies. Approximately 10 000 controls at the farm/company level are done 

every year, from these 10 000 controls alone 2 000 controls take place at slaughterhouses 

and retail-level. Approximately 5 000 analyses of product samples, urine and feces samples, 

leaves and fruit samples are taken every year. This is approximately 40 samples per working 

day. 

 

Finances: Food producers have to pay license fees to finance the whole quality system 

necessary to guarantee the high standards of the AMA Quality Seal and to maintain the trust 

of consumers. Food producers can license single products or whole product lines if they 

fulfill the requirements of the AMA. Usually, fresh products like milk and milk products, meat 

and meat products, fruit and vegetables, and eggs carry the AMA Quality Seal. Some 

processed food products like cooking oil, frozen vegetables, bread and pastries, fruit juice, 

and beer also carry the AMA Quality Seal. AMA Marketing has confirmed that about 43 000 

Austrian producers are currently using the AMA Quality Seal: 

 33 000 milk producers 

 5 500 cattle farmers 

 1900 pork farmers 

 400 poultry and chicken producers 

 1 900 from the fruit, vegetable, and potato sector 
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 about 700 processors (licensees) are allowed to label their products with the AMA 

Quality Seal 

Control mechanisms: By introducing this comprehensive guideline of the AMA Quality Seal, 

customers can easily evaluate provenience and quality. Consumer trust is an integral part of 

the communication goals of AMA Marketing achieved by guaranteeing independent and 

comprehensive control mechanisms (based on a three step control process):  

(1) Each licensee has to provide an adequate corporate control system, where all results of 

the internal control system are documented. For this purpose, the company has to predefine 

guidelines and technical procedures. It has to instruct all affected employees on how to 

properly use these guidelines as well as to randomly check if these guidelines are 

maintained. All documents have to be retained (electronically if possible). 

(2) Besides internal control mechanisms, accredited agencies effectively control all relevant 

quality aspects on-site by using pre-defined check lists. Depending on the relevant 

agricultural products, a number of accredited control agencies are available (see appendix 

8.2 (p. 69) for a complete list of control agencies and laboratories AMA Marketing 

collaborated in 2014). These control agencies come from a variety of different backgrounds. 

For example, JOANNEUM RESEARCH controls meat and meat products and is the largest 

non-university research institution in Austria. SGS Austria Controll is a subsidiary of SGS 

Group (http://www.sgsgroup.at/). Society Generale de Surveillance was founded 1878 in 

Geneva, Switzerland. This company is the biggest control and audit company worldwide with 

80 000 employees and has its origin in controlling grain exports and providing companies 

with quality certificates and letters of credit. Another example is the Bundesanstalt für 

Alpenländische Milchwirtschaft Rotholz, which is a federal research institute for the dairy 

sector belonging to the Ministry of Agriculture in Austria. So the control agencies are either 

private companies offering control and auditing services or federal research institutes 

belonging to the ministry of agriculture or research institutes and universities.  

 

(3) In order to steadily improve the AMA Quality Seal guidelines, AMA Marketing itself 

provides controls through its own employees or external experts (the third part of the 

comprehensive control system). It is up to AMA Marketing, where, when and whom to 

control via its employees (and to decide if experts are required). 

Meanwhile, the AMA Quality Seal is one of the most well-known quality seals in Austria. 

Asked for their knowledge of quality seals, and even if the graphic sign is not presented to 

consumers, more than half of them immediately named the AMA Quality Seal in surveys 

(n=1006; representative for the Austrian population). Overall, if quality seals are presented 

to interviewees, more than 95 percent identified the AMA Quality Seal (see chapter 4 and 5 

for more information on AMA Marketing communication). 

http://www.sgsgroup.at/
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2.4 AMA Quality Seal for Organic Food 

In addition to all relevant regulations for organic food based on national and EU law, and to 

private based organic seals, the AMA provides a specific, officially recognized quality seal for 

organic food. It is available in two variants: with and without origin specific information. If it 

contains origin specific information, it means all value relevant parts of the product come 

from one specific region, and all processing and handling is done there too (tolerance of one 

third if necessary parts of the food product are not available in the required quality in the 

region). 

 

   

 

Figure 4: AMA Quality seal for Organic Food (with/without origin related information) 

2.5  “bos” – Identification and Registration System for Beef and Veal 
 

The basis for “bos” can be found in the EU regulations (EC) 820/1997 and (EC) 1760/2000. 

The starting point for these regulations was the BSE food crisis, which significantly affected 

the whole European food system. 

In Austria, all living cattle have to be registered in a specific database. Each animal carries an 

identification number (ear label). The following information is obligatory for fresh, cooled 

and frozen beef and veal (also, if hash contains more than 50 percent beef or veal): 

 The state in which the animal was born, raised and slaughtered (including the 

registered number of the slaughtering house) 

 Information on dissection of the meat 

 Information on distribution of the meat 

Additional information can be found on meat labels on a voluntary basis, like further 

information on the provenience of the cattle, as well as the method of production 

(conventional or organic), sex, species and age. However, the information may not be 

provided on packed meat and meat labels without taking part in a specific beef and veal 

identification system. The most important system here is the beef and veal identification 

and registration system “bos” provided by the AMA. 
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Figure 5: “bos” label 

 

The “bos” label defines comprehensive regulations on how companies have to handle beef 

and veal, including documentation and registration requirements. Independent control 

organizations monitor adherence of the regulations. Actually, about 90 percent of all 

Austrian slaughtering houses and about 80 percent of the trade organizations are taking part 

in “bos”. Therefore, Austrian consumers can trust in the provenience of beef or veal if the 

producers are allowed to label their products with “bos”. Transparent information is 

delivered and complete traceability can be guaranteed via the comprehensive “bos” control 

system. In 2013, 808 companies took part in “bos” (licensees). 

The relevant regulation for cattle farming is part of an integrated quality system. In this way 

a comprehensive and transparent quality assurance and control system was established, 

including all relevant parts of the quality scheme “pastus+” (see below) and the AMA Quality 

Seal. This can be assured for any step within the beef and veal supply chain. 
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Table 1: Integrated Quality Scheme for Beef and Veal 

 Step Program 

  

1 Feed producer / feed trader 
AMA quality label “pastus+” (see 
below) 

  

2 Breeding company / calf 
breeding 

AMA Quality Seal (covering “Cattle 
farming” [Rinderhaltung]) and 
“Animal husbandry of cows” [Haltung 
von Kühen]) 

 

A
re

a o
f ap

p
licatio

n
 3 Cattle fattening company 

AMA Quality Seal (covering “Cattle 
farming” [Rinderhaltung]) 

4 Slaughterhouse 
AMA Quality Seal (covering “Fresh 
meat”[Frischfleisch]) 

  

5 Cutting / boning  and packing 
company 

AMA Quality Seal (covering “Fresh 
meat” [Frischfleisch]) 

  

6 Food trade and wholesale 
company 

AMA Quality Seal (covering “Fresh 
meat” [Frischfleisch]) 

  

 

2.6 “sus” – Identification and Registration System for Pork Meat 

Comparable regulations to “bos” are available for pork. Due to missing information on the 

provenience of pork meat, a number of food scares in the pork sector, and the desire of 

parts of the supply chain for more transparent and reliable information, the AMA developed 

the quality system “sus” for pork. The core aim of the system is full traceability. Consumers 

should trust in “sus” labeled pork meat.  

 



 16 

 
Figure 6: The “sus” system – registration of pigs 

(see http://www.ama-marketing.at/home/groups/16/Merkblatt_TripleA_Kennzeichnung.pdf)  

 

All information requirements have to be pre-defined, documented, and unmistakable. That 

is, the origin of the meat is defined with birth, fattening and slaughtering in the same 

country. Voluntary information may be provided concerning the method of production, 

quality related information and brand programs. All parts of the pork meat supply are 

integrated into the system so complete traceability can be guaranteed. Independent control 

organizations monitor adherence of the “sus” regulations. In 2013, 277 companies took part 

in the “sus” system (licensees). 
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Figure 7: “sus” label 

2.7 Quality control system for feedstuff “pastus+” 

All farmers taking part in the AMA Quality Seal program have to get their feedstuff from 

companies that participate in the pastus+ quality control system. The relevant regulations 

deliver standards for the production of (mixed) feed. The core rules are: 

 All legal requirements have to be fulfilled 

 A comprehensive internal quality management system has to be introduced 

 Feed has to be controlled via samples (a sample plan is provided) 

 Positive and negative lists for feed are provided 

Certified enterprises are labeled with “pastus+ AMA Quality Seal qualified”. AMA publishes a 

list containing all certified producers of mixed feed as well as al list of possible milling and 

mixing facilities. Feed companies other than these are not permitted within the framework 

of the AMA Quality Seal. 

 
Figure 8: “pastus+” label 

 

In 2013, 135 feed producers took part in the pastus+ system. 

2.8 “OVUM” - Identification and registration system for eggs 

The regulation “OVUM” is an identification and registration system for packed eggs. All eggs 

graded “A” and processed by packaging companies. Egg distributors that take part in the 

system are identified and registered. This is independent of the country of origin and stock 

breeding. The main core here is transparency and traceability of information provided on 

labels. Manipulations should be prevented. Control organizations should be able to monitor 

the accuracy and correctness of labeling. Further requirements are: 
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 All legal requirements have to be fulfilled 

 Labeling from production to distribution must be consistent 

 Fresh eggs must be traceable and documented 

 Salmonella must be monitored at packing sites 

 

 
Figure 9: “OVUM” label 

2.9 AMA quality label for gastronomy and catering 

Authentic and regional food is of increasing importance for many consumers. Therefore, the 

AMA introduced a specific quality label for the gastronomy and catering sector (see 

https://amainfo.at/ama-zeichen/ama-gastrosiegel/). This quality label provides a system of 

traceable raw materials used by gastronomic companies, which emphasize the regional 

provenience of the kitchen. The landlord (of the hotel, restaurant, etc.) has to declare the 

origin of the raw food used in five categories:  

 The origin of at least two meat products such as beef, veal, pork, poultry, and lamb 

has to be indicated. 

 Milk or milk products: It is obligatory to indicate the origin of milk, butter, curd, 

cream, sour cream and yoghurt. 

 Eggs (including method of production; i.e. whether free range or ground kept) 

 Potatoes, vegetables, fruits: It is obligatory to indicate the origin of potatoes and 

three fruits/vegetables of the landlord’s choice 

 Freshwater fish and venison: It is obligatory for at least one of these product groups 

 

 

Figure 10: AMA Quality Label for Gastronomy and Catering 
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The label provides traceable, trustworthy information about regional cooking in the 

gastronomy and catering sector (including hotels). Regional, agricultural knowledge should 

be promoted and protected and consumers should get trustworthy aggregated information 

about regional specialties provided by local landlords based on traditional agricultural raw 

materials and preparation knowledge. Up to now, 1175 companies can be found in the 

database (http://www.ama-gastrosiegel.at/). 

Hotels/restaurants may use this label voluntarily if they agree to the regulations provided by 

the AMA. Before applying for the license the restaurant has to make a contract with an 

independent control agency accredited by AMA-Marketing (see appendix for list of 

companies). The first step is for Hotels and restaurant that want to apply for the quality seal 

to fill out a form, which they can download from this website: http://www.ama-

marketing.at/orientierungshilfen/ama-gastrosiegel/service/. In the second step they get the 

license contract and the AMA gastronomy label with their license number. Then the 

restaurant has to include information about the AMA gastronomy label on their menus, 

highlighting which ingredients are certified. After this the restaurant will be audited in the 

next three months by an independent control company (for this first audit the restaurant is 

informed of the date). After the audit and after paying the license fees, the restaurant 

receives a certificate and an enamel plaque, which they have to put on the wall outside the 

restaurant. The contract has no time limitation, as long as the license costs are paid (150 

Euro per year) and as long as no problems are identified during audits the establishment is 

allowed to use the quality seal. The company receives a marketing package (leaflets and 

folders and has its name mentioned on the AMA Marketing Gastro-website. 

2.10 AMA quality label for craftsmanship 

In 2012, the AMA introduced a quality label for specialized stores of skilled crafts and trades 

in food production, such as bakeries, butchers and confectioners. The AMA certifies 

craftsmanship and the use of regional raw materials for the production of regional 

specialties. Here too, independent control agencies monitor the whole production process. 

Traceable information is provided. The main goals of the AMA Quality Label for 

Craftsmanship are: 

 Improving the image and better positioning of traditional, regional food and the 

related manufacturing process 

 Providing information to consumers about the specifics of the certified products as 

regional specialties 

 Promoting variability of craftsmanship in regional food production 

 Promoting and strengthening regional co-operation within a region leading to 

sustainable, stable food chains 

Up to now, specialized stores from the following production sectors have been certified (see 

http://www.ama-handwerksiegel.at/): 22 bakeries, 33 butchers, and 14 confectioners. Three 

http://www.ama-gastrosiegel.at/
http://www.ama-marketing.at/orientierungshilfen/ama-gastrosiegel/service/
http://www.ama-marketing.at/orientierungshilfen/ama-gastrosiegel/service/
http://www.ama-handwerksiegel.at/
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of the latter are also certified bakeries; in total, 66 companies are certified with the AMA 

Quality Label for Craftsmanship.  

 
Figure 11: AMA Quality Label for Craftsmanship 
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3 Overview of institutional and organizational framework to 
promote Austrian food consumption 

 

Keywords: Orientation of internal market food promotion policy, co-financing policy, 

primary agency/agencies, resources of financing. 
  

This chapter answers the following questions: In which institutional network is the AMA 

Marketing embedded? How is AMA Marketing related to the Ministry of Agriculture? What 

are the qualifications and skills of AMA staff? How is the AMA Marketing organization 

financed? How are the promotion campaigns financed?  

3.1 Institutional network and legal framework of AMA Marketing 

In Austria there is one main organization responsible for promoting the consumption of food 

produced and processed in Austria; namely, AMA Marketing (i.e. Agrar Markt Austria 

Marketing, https://www.amainfo.at/ama-produkte/). AMA Marketing is a subsidiary AMA 

(Agrar Markt Austria, https://www.ama.at/). AMA and AMA Marketing were established by 

a specific Austrian law (see p. 24). AMA is supervised by and under the authority of the 

Austrian Ministry of agriculture. The Ministry and the Social Partnership institutions decide 

who is nominated for the executive board and the supervisory board (see p. 24 for more 

info). Before explaining the detailed organizational framework of AMA Marketing we first 

describe the institutional network in which AMA Marketing is embedded in Austria.  

In Austria there are four main governmental institutions for agriculture:  

1. the Federal Ministry of Agriculture, Forestry, Environment and Water Management 

(https://www.bmlfuw.gv.at/) 

2. The Chamber of Agriculture and Forestry (https://www.lko.at/) 

3. AMA - Agrar Markt Austria  

4. AMA Marketing Limited Liability Company  

We describe these four governmental organizations below. Figure 12 on the next page gives 

an overview of the main functions of these four organizations. 

 

The mission of the Federal Ministry of Agriculture, Forestry, Environment and Water 

Management is much broader than only agriculture (in the following the term Ministry of 

Agriculture will be used for simplicity). This ministry is responsible for coordinating all 

related issues with the EU commission, for all environmental and climate change issues, 

forestry, water, waste management, environmental technology, rural development and 

agriculture.  
  

https://www.amainfo.at/ama-produkte/
https://www.ama.at/
https://www.bmlfuw.gv.at/
https://www.lko.at/
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In the area of agriculture this ministry is structured into four departments: 

1. Agricultural policy and data management 

2. Rural development and fisheries 

3. Agricultural environment (ÖPUL), mountain farmers, less favoured agricultural areas 

and organic farming 

4. Direct payments and IACS  

The Integrated Administration and Control System (IACS) is the most important system for 

the management and control of payments to farmers made by the EU Member States in line 

with the Common Agricultural Policy. IACS is operated in the Member States by accredited 

paying agencies. In Austria this is done by the Federal Ministry mentioned above and by the 

AMA (for further explanation see below). IACS covers all direct payment support schemes as 

well as certain rural development measures. It is also used to manage the controls put in 

place to ensure that the requirements and standards under the cross-compliance provisions 

are respected. 

 

 
Figure 12: The main governmental agricultural institutions in Austria 
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The basics of the legal requirements concerning IACS are Council Regulation (EC) No. 

73/2009, which establishes common rules for direct support schemes for farmers, and 

Commission Regulation (EC) No. 1122/2009 laying down the implementing rules. 

The Austrian Chamber of Agriculture is one of the four Social Partners. The Social 

Partnership in Austria was founded after the Second World War based on the experiences of 

the civil war in 1934 between the left wing Socialists and the right wing Christian democrats. 

Due to these experiences, the Social Partnership should prevent future aggressive conflicts 

in Austrian Society by bringing together advocacy groups and stakeholders representing the 

interests of the working people in Austria. These stakeholders are represented by the 

Austrian Chamber of Work (http://www.arbeiterkammer.at/) and the Austrian Trade Union 

(http://www.oegb.at). Entrepreneurs and industry are represented by the Chamber of 

Economy (https://www.wko.at/), and finally, agricultural stakeholders are represented by 

the Chamber of Agriculture (https://www.lko.at/). Except the Austrian Trade Union, which is 

a private based association with voluntary membership, the three other advocacy groups 

have to exist by law. Also, the membership in these three associations is mandatory by law. 

The Austrian Social Partnership is the second most influential political force in Austria after 

the political parties. The Social Partners can propose new laws and evaluate every new law 

in Austria. 

The Austrian Chamber of Agriculture was founded to represent the interests of Austrian 

farmers in any legislative issues. Due to the federal structure of Austria with nine provinces, 

there are nine chambers of agriculture, each of them defined in the provincial laws. 

Members of the Chamber of Agriculture are not only all farmers and owners of agricultural 

land but also agricultural and forestry cooperatives. The main tasks of the Austrian Chamber 

of Agriculture are:  

 Representing the interests of Austrian farmers  

 Lobbying for and influencing legislation  

 Offering extension services for Austrian farmers 

The latest point covers all means of education and knowledge transfer to farmers with 

respect to new and better production technologies, advice on plant varieties, plant 

protection, feeding, animal welfare or how to apply for subsidies and special agricultural 

loans. Each Chamber of agriculture gets financed by mandatory annual fees from the 

members and by provincial and federal subsidies. 50 percent of the budget of the chamber 

of agriculture are financed by membership fees (i.e. farmers), 40 percent comes from 

subsidies from the province and 10 percent from subsidies from the federal budget. 

 

http://www.arbeiterkammer.at/
http://www.oegb.at/
https://www.wko.at/
https://www.lko.at/
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Figure 13: Legal Framework of AMA Marketing Limited 

Figure 13 shows the legal framework of AMA Marketing, which is based on the AMA Law 

from 1992 (Federal Law Gazette No. 376/1992; in the last valid version from 25.11.2015). 

This law describes that AMA (Agrar Markt Austria) – the parent company of AMA Marketing 

GmbH (GmbH. Means limited liability company) – is a legal entity of public law and Figure 13 

shows that AMA belongs to the Austrian government and is supervised and under the 

authority of the Austrian Ministry of Agriculture. The main institutional bodies of AMA are  

1. The executive board 

2. The supervisory board 

3. The control committee 

The executive board can consist of up to four members. The supervisory board nominates 

the executive board after a public tender for five years. The supervisory board also 

nominates the CEO (central executive officer) out of the executive board. The members of 

the executive board of AMA conduct the day-to-day business at their own responsibility. 

Decisions of the executive board are made based on majority of the four members. In the 

event of an equal number of votes, the vote of the CEO decides. If necessary, to support the 

tasks of AMA defined in § 3, the minister of the Ministry of Agriculture can give orders to 

AMA executives and the supervisory board. If the executive board does not follow the orders 

of the minister of agriculture, he can order the supervisory board to remove specific 

members or the entire executive board and can announce new members. 

 

Twelve representatives of the Austrian social partnership are on the supervisory board, with 

three members from each Social Partner. CA stands for Chamber of Agriculture, CE for 

Chamber of Economy, CW Chamber of Workers and Employees, TU for Trade Union. The 

minister of agriculture announces the members of the supervisory board. The supervisory 

board announces the members of the executive board, approves the annual finance plan, 
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the annual financial statement, and supervises the business decisions of the executive 

board. 

The control committee consists of two members of each Social Partnership institution. The 

control committee supervises and controls the annual financial statement.  

Each year the executive board of AMA has to define a financial plan (containing a plan for 

the employees) and present it to the supervisory board latest by 30 June. The financial plan 

contains an estimate of the annual earnings and spending. The supervisory board has to 

submit this financial plan to the Ministry of Agriculture by 15 July at the latest. The Minister 

of Agriculture together with the Minister of Finance has to approve this plan. 

Every year the executive board has to report to the Minister of Agriculture and Finances 

about the activities of the last year and the corresponding finances by 31 of May of the 

following year. Both ministries have to confirm the correctness of this report and discharge 

the executive board from their responsibility. The accounting book of AMA and AMA 

Marketing are also under the control of the Federal Court of Auditors (All of this is described 

in the Federal Law Gazette No. 376/1992; in the last valid version from 25.11.2015). 

 

In § 3 of the AMA law the tasks of AMA are listed as follows: 

1. Central reporting about markets and prices of the Austrian and international markets 

for agricultural raw products, processed agricultural products and agricultural means 

of production. 

2. Measures to improve quality by developing and applying quality guidelines for 

agricultural raw products and processed agricultural products. 

3. Promotion of agricultural marketing. 

4. Administration of agricultural subsidies for Common Agricultural Policy of EU and 

Austrian Ministry of Agriculture. 

It is important to mention that in §39a of the AMA Law it explicitly says that AMA can 

establish corporations as private limited liability companies to pursue one or more of the 

above mentioned tasks.  

On 22 July 1995 AMA Marketing GmbH was founded as a separate private company (GmbH 

means limited liability company) based on §39a of the AMA law. AMA the mother institution 

should focus on market reporting and administration of EU and national subsidies under 

ARDP and pillars 1 and 2. AMA Marketing, which is a 100 percent subsidiary of AMA, should 

focus on quality assurance and agricultural marketing. 

The main purpose of AMA Marketing is quality assurance and the promotion of Austrian 

food (see points 2 and 3 of the above list). Another reason to found AMA Marketing as a 

separate private limited company was to establish an organization with a different company 

culture and different staff. In the Austrian Ministry of Agriculture as well as in AMA, the 

parent organization, the employees are typically public servants trained in administration.  
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The staff of AMA Marketing come mainly from private companies in the agricultural and 

food value chain with a broad background in marketing and sales of agricultural products. 

Some of them have worked for supermarket and retail chains, others have worked in 

processing at dairy companies or slaughterhouses. Some have experience in wholesale or 

export marketing; others have worked in the restaurant or horticultural sector. And some 

have work experience in small and medium-sized food enterprises or craft food production 

like bakeries or butchers. This is an important measure to guarantee a strong market 

orientation of AMA Marketing. Marketing and administration are two different worlds. It is 

of crucial importance to have people in marketing with a mindset different from 

administration. 

The main tasks of AMA Marketing are: 

1. To promote sales of Austrian agricultural and forestry products in Austria and abroad 

2. To measure quality improvement and quality assurance of agricultural and forestry 

products 

3. To provide information to consumers about quality, aspects of consumer protection, 

animal welfare and other relevant product attributes of these products 

3.2 Internal structure of AMA Marketing 

AMA Marketing GmbH. is a registered company in the commercial register of Austria, FN 

135101. Sole shareholder with 100 percent is Agrar Markt Austria (AMA), a legal entity of 

public law. The general assembly has to take place at least once a year. The general 

assembly – which consists of representatives of AMA as the sole shareholder – nominates 

the members of the board of supervisors and the Central Executive Officer (CEO; see Figure 

13, p. 24). In 2014, the board of supervisors consisted of 11 members. The board of 

supervisors has to control the CEO and the annual financial report. 

3.2.1 AMA marketing departments 

AMA Marketing consists of two departments (see Figure 14, p. 27). The department of 

marketing-management and the department of quality-management. The department of 

marketing-management is subdivided in marketing-services and product-marketing. The 

department of quality-management is subdivided into four product categories (one milk and 

milk products, two meat, meat products and poultry, three eggs, four fruits, vegetables and 

potatoes) and into two other areas (gastronomy and craft food production). 
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Figure 14: Internal Structure of AMA Marketing 

 

For historical reasons the category grain and bread is missing. The grain sector did not want 

to participate in the financing of AMA Marketing. This has to do with the strategic 

orientation of AMA Marketing to promote Austrian agricultural raw materials and the grain 

sector wanted to remain free to import grain from other countries in the event of shortages. 

The blending of Austrian grains with grains from abroad would go against the AMA quality 

seal, which defines that the raw materials has to be 100 percent from Austria. 

AMA Marketing has three business fields: Quality assurance, marketing communication and 

market development and sales promotion.  

Quality assurance integrates all levels of the food chain; namely, production, processing, 

retail and trade. The aim of AMA quality assurance is to guarantee food safety, quality and 

traceability of origin of raw material and food products. Of special importance in this respect 

are all quality labels (AMA Quality Seal, AMA label for organic food, AMA quality label for 

craftsmanship, AMA label for gastronomy and catering). These four labels have, together 

with the origin- and registration-systems (bos, sus, ovum, pastus+; see in chapter 2 pp. 13), 

the mission to provide consumers with a clear orientation about quality and origin of 

Austrian food products. 
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Marketing communication has the mission to provide objective information about Austrian 

agricultural raw materials for food production and about Austrian food products and 

production methods in agriculture and in the food industry. Communication activities 

include traditional advertising (print, electronic media and outdoor advertising) to “below-

the-line” activities (public relations, discussion platforms and special measures at the point 

of sales). Marketing communication measures encompass sector-specific marketing 

campaigns and multi-sector marketing campaigns, especially in relation to information about 

AMA labels and their criteria. 

Market development and sales promotion use qualitative and quantitative market research 

as a basis for ongoing and future marketing activities. Measures of classical sales promotion 

are combined with the use of modern media in respect to specific target groups, markets 

and product groups. Strategic alliances with marketing agents and export marketing for 

selected international markets play an important role. 

AMA Marketing works closely with laboratories and communication and advertising 

agencies to achieve its strategic goals of quality assurance and food promotion. In 2014 AMA 

Marketing collaborated with 29 laboratories and audit companies and with 24 

communication and advertising companies. 

3.2.2 AMA QM steering committees  

To accomplish its marketing and quality management tasks, AMA Marketing has established 

quality management steering committees and marketing-advisory boards (see Figure 15).  

 
Figure 15: QM Steering Committees and Marketing Advisory Board Structure  

The QM Steering Committees consists again of representatives of the Austrian Social 

Partnership. They support AMA Marketing in making strategic decisions about quality labels 
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and for detailed guidelines concerning these labels. The work and decision process is 

explained on the example of a new quality label: 

(1) In the first step, staff from the department of quality management discusses the strategic 

aspects of possible new quality labels with the steering committee, which then votes on the 

proposals. AMA Marketing has one vote and each social partner has one vote. When the 

majority is in favor an expert panels is installed. Representatives from farm level, food 

processors, the Ministry of Agriculture, retail, audit and laboratory companies are part of 

this expert panel.  

(2) In the next step, the expert panel develops a detailed draft for the criteria and guidelines 

of the new quality label. Again each of the experts in the expert panel has one vote. There 

was one representative of agriculture on the expert panel for milk (in this case a chairman of 

an Austrian dairy cooperative), along with one quality manager from a dairy company, one 

expert from the Ministry, and two experts from retail (Hofer and Spar). There was also one 

expert from a laboratory.  

(3) After the majority of the experts have positively voted about the draft for the new quality 

label, the draft is sent for appraisal and evaluation to other stakeholders, including the nine 

chambers of agriculture, the main processing companies, other retailers, and big farm 

associations. This is an Austrian wide discussion process, which can take months or even up 

to a year.  

(4) After incorporating feedback from the stakeholders, the draft is finalized, voted upon and 

sent to the Ministry of Agriculture, which has to approve it on a juridical level. It is important 

to understand that an AMA quality label has almost the same legal implications as an 

Austrian law. In the milk sector 90 percent to 95 percent of all milk is produced under the 

AMA quality label, which clearly shows the scope and importance of AMA quality labels 

(AMA Gütesiegel).  

(5) After approval from the Ministry of Agriculture, the new quality guideline is sent to all 

chambers of agriculture and then to each farmer to whom it is relevant. In the case of milk,  

AMA had to print 35 000 copies to inform the Austrian dairy farmers. 

 

 
Figure 16: Example of an AMA quality label (AMA Quality Seal) how it is used on food 

products 
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3.2.3 AMA Marketing Advisory Boards 

The Marketing Advisory Boards meet twice a year and are platforms to inform stakeholders 

about what activities have been financed from the AMA budget and what kind of activities 

are planned in the near future. The advisory boards are established for the following product 

categories: 

1. Milk and milk products 

2. Meat and meat products  

3. Poultry 

4. Eggs 

5. Fruits, vegetables and potatoes 

6. Organic products 

The milk and milk products advisory board includes representatives from agriculture 

(chamber of agriculture and chairmen of agricultural cooperatives), marketing managers 

from big dairy companies, representatives from retailers and from the association of 

Austrian dairy processors (http://www.voem.or.at/). The members of a marketing advisory 

boards have no voting rights, because the purpose is to inform the stakeholders and to 

discuss new activities with them and not to let them make decisions. For example, if a new 

advertising spot to promote hay milk is to be released, the stakeholders are invited to show 

and discuss the new advertising spot with them.  

3.3 Finances of AMA Marketing 

AMA Marketing has three sources of revenue. One is the agricultural marketing fee paid by 

Austrian farmers. Another source comes from the subsidies paid by the European 

Commission for Co-financing. The third source comes from other revenues from licenses, 

control costs and so on. Table 2 gives an overview of revenues and expenses in 2013. 

 

http://www.voem.or.at/
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Table 2: Overview of AMA Marketing Budget 2013 (revenues and expenditures) 

2013 Revenues in Euro Expenditures in Euro Expenditures in % 

Agricultural marketing fees 17 894 000     

Subsidies of EU Commission 2 305 000     

Other revenues 2 998 000     

External Services   16 775 000 72% 

Staff expenditures   3 903 000 17% 

Material expenditures   939 000 4% 

Expenses AMA   1 207 000 5% 

Reserves for future 
marketing projects 

  373 000 2% 

Sum 23 197 000 23 197 000 100% 

 

The column “Expenditures in %” shows the share of expenditures for different activities: 72 

percent of all revenues are spent on marketing and food promotion activities (i.e. external 

services; more about it later in this chapter), 17 percent on staff salaries (AMA Marketing 

had 53 staff members in 2013), 4 percent on material expenses and 5 percent on AMA 

expenses. These are costs that were incurred for AMA, the parent institution, for collecting 

agricultural marketing fees and other administrative costs and have to be paid by AMA 

Marketing. A list of measures to promote and support the establishment of the quality labels 

can be found in Table 4, p. 34. 

Concerning revenues the subsidies of the EU Commission (EUR 2.3 million) were attributed 

to marketing activities for fruits, vegetables and potatoes (EUR 775 000), for horticultural 

products (EUR 109 000) and for organic products (EUR 431 000). Organic food products are 

not explicitly mentioned in the AMA law for the agricultural marketing fees, but due to the 

fact that AMA Marketing runs quality assurance programs for organic food products these 

EU subsidies are spent on existing product categories based on their share of production 

(based on data from AMA or Statistic Austria). Based on a decision of the EU council from 

the year 2000, the EU can co-finance marketing programs that inform the public about 

agricultural products and food products and promote the sales of these products in the EU 

and in third countries. In 2012 the EU co-financed 20 programs (EUR 35 million in total), two 

of which 20 programs were from AMA Marketing (3 million fruits and vegetables, 6 million 

for dairy products). For more information about EU co-financing see 

http://ec.europa.eu/agriculture/promotion/index_en.htm. 

The other revenues of about EUR 3 million are gained as part of the quality management 

programs and include license fees, control costs, and contractual penalties. Also included in 

this position are revenues from services provided during fairs and sales from the AMA 

Marketing online shop. 
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In the AMA Law from 1992 the purpose of the agricultural marketing fee paid by the farmers 

is defined (see Federal Law Gazette No. 376/1992 in the last valid version from 25.11.2015) 

in section 2, §21a. The fee has to be used: 

1. To promote the sales of agricultural and forestry raw material and products 

produced from them 

2. To access and develop markets for these products in Austria and abroad 

3. To improve the distribution of these products 

4. To provide quality assurance and quality improvement of these products and to 

inform consumers about relevant aspects of quality, consumer protection and animal 

welfare and other attributes of these products 

5. To promote miscellaneous marketing activities (especially related to service and 

personal costs) 

An integral part of these measures empowers AMA marketing to develop guidelines for the 

establishment of quality seals to label high quality food products. 

The agricultural marketing fee gets paid by the farmers but collected by the food processors 

or operators. Raw material and food products imported from abroad are not part of the 

marketing fee and neither is wine designated for export, provided the producer can prove 

that this wine is not sold in containers of less than 60 liters. In section 2, §21 of the AMA law 

it lists the locations/situations where and when the agricultural marketing fee has to be 

collected: 

1. Milk, at the place of take over for processing (dairy company) 

2. Grain, at the mill  

3. Meat, slaughtering of beef, cows, calves, pigs, lambs, sheep and poultry 

4. Keeping of laying hens to produce eggs 

5. Production of vegetables and fruits 

6. Production of potatoes (except potatoes for starch and alcohol production) 

7. Production or cultivation of horticultural products 

8. Harvest of grapes in the wine year (1 August to 31 July), which corresponds with 

more than 3 000 liters 

9. Bottling and sales of more than 3 000 l of wine in containers of less than 60 liters 

outside of Austria   

The amount of the fee is defined in the AMA law as a maximum contribution (see section 2, 

§21d). AMA can change the agricultural marketing fees based on changes in the inflation to 

the index year 2010 (in case inflation rises more than 5 percent). Also if agricultural prices 

are low AMA can lower the agricultural marketing fee. In fact the agricultural marketing fees 

of 2013 are all below the maximum possible amount defined in the law (some of them 

significantly lower). For example in the AMA law in section 2, §21d the fee for beef is EUR 11 

per piece of slaughtered animal, but the actual fee in 2013 was EUR 3.70. Table 3 shows the 

marketing fees per unit of product category and the sum of all fees received in this product 

category. 
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Table 3: Agricultural Marketing Fees 2013 (in Euro) 

Product Euro unit 
Agricultural marketing 

fees in Euro (2013) 

Milk 3 t 8 776 000 
Beef 3.7 Piece 1 817 000 
Pigs 0.75 Piece 3 542 000 
Calves 1.1 Piece 65 000 
Sheep. lambs 0.75 Piece 75 000 
Poultry 0.4 100 kg 510 000 

Eggs 4.4 100 pieces laying hens 740 000 

Fruits 73 ha 808 000 
Vegetables * * 796 000 
Potatoes 29.5 ha 384 000 

Flowers and 
ornamental plants 

1.5 every 10 acreage units** 296 000 

Sum in Euro     17.809.000 

*EUR 727 per ha of greenhouse, EUR 509 per ha of foil house, EUR 94.50 per ha of intensive outdoor vegetable 
production, EUR 47.50 per ha of extensive outdoor vegetable production, EUR 36.50 per ha pickled cucumbers 
and EUR 15 per ha of other vegetables for processing 

** Unit of acreage for cut flowers, ornamental plants and propagating material: 10 m2 outdoor field, 1 m2 
greenhouse or heated foil house; for ornamental plants, shrubs and trees: 20 m2 outdoor field. 

 

Some remarks concerning the expenditures for marketing and food promotion activities and 

quality management are shown in Table 2 under “External Services” (see p. 31). Table 4 

shows the expenditures for marketing and food promotion activities and also includes costs 

incurred for quality management. The biggest share of 18 percent is spent on print 

advertising in newspapers and lifestyle magazines (food related magazines, cooking 

magazines, wine magazines, etc.), followed by spending for cooperation with print media, 

TV, Radio or Internet platforms for advertorials. Advertorials are a kind of advertising which 

look like a normal article in a newspaper for consumers, but AMA Marketing paid for the 

article and wrote it in cooperation with the responsible journalist; and they publish together 

a specific “story”. Advertorials have to be marked as advertising with a small print on the 

side of the article. AMA Marketing also uses specific TV shows, for example about cooking or 

gardening to place advertorials about the Austrian agriculture in TV (more about it in the 

next chapter). The advantage of advertorials is that the consumers trust them more than 

pure advertising slogans and it allows more in-depth information than in a 30 second TV 

advertising spot or on a single print advertising page. Another important advantage is that 

advertorials are less expensive than traditional advertising (see chapter 4, p. 38). 
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Table 4: Expenditures for External Services 

Marketing, food promotions, quality management in Euro in % 

Print 3 103 000 18% 

Cooperation (contracts for work) 2 394 000 14% 

Events 2 019 000 12% 

Print forms, advertising material 1 447 000 8% 

TV 1 444 000 8% 

Others (fairs, shipments,    ) 1 381 000 8% 

Out of home (Bill boards, city lights, …) 1 316 000 8% 

Quality control 1 162 000 7% 

Market research 1 012 000 6% 

Production costs for information and public relation 
material 

774 000 5% 

Internet 389 000 2% 

Radio 334 000 2% 

Subtotal  16 775 000 98% 

Reserves for future marketing projects 373 000 2% 

Sum 17 148 000 100% 

 

Other important promotion activities – each covering a share of 8 percent of the budget for 

external services – are events, print forms for direct mailings to consumers and 

stakeholders, TV advertising, out of home (outdoor advertising is very popular in Austria) 

and participation in national and international food fairs (SIAL in Paris, ANUGA in Cologne, 

“Grüne Woche” in Berlin, to name a few). 

4 Organization of food promotions in Austria 

 

Keywords: structure, objectives and principles of marketing campaigns and food related 

promotions of AMA Marketing, governmental departments and other agencies engaged. 

This chapter will answer the following questions: What are the strategic communication 

goals of AMA Marketing promotions? What kind of image does Austrian food portray? How 

is the communication goal of awareness/image creation achieved (width of 

communication)? How is the communication goal of educating the consumer achieved 
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(depth of communication)? What are the main messages? Which other agencies or 

ministries are involved in realizing the promotion campaigns? 

 

As mentioned in the previous chapter, AMA Marketing has two core strategic goals: (1) 

Promotion of sales and quality of Austrian agricultural food products and (2) providing 

information about food and agricultural products. Only after a solid quality assurance and 

quality improvement system is established, can information strategies be successfully 

applied.  

AMA Marketing Information and advertising campaigns are built upon the excellent 

reputation of Austrian food products. They stand for freshness, genuineness and regional 

origin and they are produced mainly by small-scale producers. This internationally familiar 

image and the unique quality are the “capital” of Austrian food producers. AMA Marketing 

supports this image by using the slogan “The Taste of Nature” for export activities. For the 

internal Austrian market, AMA Marketing uses product specific messages such as 

“Krönender Genuss” (crowning delight) for milk and milk products, or “Fleisch bringt’s” 

(meat performs) for meat products. All advertising materials aim to convey the beautiful 

nature of Austria and the authenticity of Austrian agriculture and food.  

 

 
Figure 17: Example of AMA Milk Slogan “Krönender Genuss” (Crowning Delight) 
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In general, the information strategies of AMA Marketing aim to use fact based and objective 

information to inform specific target groups. The target groups are Austrian consumers and 

Austrian farmers but also companies in the Austrian food processing sector, wholesalers and 

retailers; and finally also governmental institutions. To reach these target groups a portfolio 

of different communication means is applied, including traditional print advertising and 

electronic media, but also “below-the-line”-activities like press releases, social media or 

point-of-sale activities. Figure 18 (p. 37) gives an overview of marketing communication 

instruments to clarify the differentiation between “above-the-line” (ATL) and “below-the-

line” (BTL) communication instruments. The term “line” indicates a budget line, and goes 

back to Procter and Gamble in the 1950s, when this company started to pay advertising 

companies different prices for different advertising activities. In general ATL means the use 

of mass media and contains media such as television, radio, print, cinema and out-of-home 

(billboards, city lights, etc.). ATL communication measures are best suited to creating 

awareness or forming an image, but are often insufficient to communicate in depth 

information and generally tend to lack trust from consumers in the reliability of the 

information provided. On the other side with BTL instruments it is difficult and very 

expensive to reach a mass audience. But BTL measures are very well suited to providing in 

depth information and are more trusted by consumers. So BTL measures need lower 

budgets compared to ATL, but also reach fewer consumers than ATL measures (see figure 

18, p. 37, for an overview of ATL and BTL measures). 

Applying BTL instruments – especially for products with touch and feel such as food products 

– is a good choice if a company wants to provide in depth information about an issue. In fact 

one could say that the two main targets of marketing communication, reaching many 

consumers, i.e. width of communication, and secondly providing enough information, i.e. 

depth of communication, can only be achieved if ATL and BTL measures are combined in so 

called cross media strategies. Consequently, AMA Marketing has applied cross media 

strategies since its foundation. AMA Marketing also pays special attention that its cross 

media strategies have the same look and feel by using the same key visuals and a concise 

corporate design. So for the target groups it is easy to identify AMA Marketing promotions 

for Austrian food. 
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Figure 18: Above the Line and Below the Line Marketing Communication  

 

When AMA Marketing was founded in 1995 it was first necessary to establish reliable quality 

assurance and control systems for the AMA quality labels. But right after their introduction, 

marketing communication activities took place. The main overall strategic communication 

goals were to create awareness for the AMA quality labels, by reaching as many consumers 

as possible, and secondly by creating a positive image of Austrian agriculture and Austrian 

food products. On a more specific level the strategic communication goals for the AMA 

Quality Seal are: 

 Excellent quality 

 Traceable and transparent origin 

 Controls and audits done by independent control organizations 

Market research shows that 20 years of marketing communication raised the awareness for 

the AMA Quality Seal to an excellent level; in the last years it was always above 95 percent 

(for more details see chapter 6.2, p. 63).  

The information campaigns of AMA Marketing have three areas of focus: 

1. Information campaigns about all AMA quality seals 

2. Information campaigns related to specific product categories (for e.g. milk, meat, 

apples, etc.) 

3. Information campaigns independent from product categories addressing specific 

topics related to agriculture (like health and nutrition related topics, like “5 a day”, 

the well-known US campaign transferred to Austria) 
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AMA Marketing uses the third category of information campaigns to inform consumers 

about aspects such as animal welfare, environmental protection, and sustainability. In most 

cases these information campaigns also communicate quality assurance and how consumers 

can identify Austrian food. These product independent info campaigns also serve the 

purpose of improving the image of Austrian agriculture and Austrian food products. 

In 2014 AMA Marketing spent around EUR 1 million on product independent information 

campaigns, which is around 6 percent of the total annual budget. They used print media, TV 

and Radio and internet platforms as well. From July 2014 to end of that year, an article was 

published every week in regional and national newspapers such as Kronen Zeitung, Kleine 

Zeitung, Kurier, OÖN, NÖN, Salzburger Nachrichten, which are the most important 

newspapers in Austria. They also co-operated with “Falstaff” the most important wine 

magazine in Austria, to write about barbecues during summer to provide information about 

Austrian meat quality and to educate consumers about what kind of meat parts to use for 

which purpose. Figure 19 shows a website, which AMA Marketing created to cover the 

barbecue topic, another example of a cross media strategy, combining advertorials in a wine 

magazine with in depth information on an internet-platform. 

 

 
Figure 19: AMA Marketing website about barbecues (http://www.grillclub.at) 

 

http://www.grillclub.at/
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The Austrian state owned TV station (ORF) — which is also the market leader — is also a 

major partner for AMA Marketing. Austria is a state with nine provinces and each province 

has a slightly different culture and even different dialects and traditions. Therefore, the 

public TV ORF has nine regional TV shows during the day, each of them only broadcast in 

their respective province, normally from the afternoon until 19:00. For example, in 2014, in 

cooperation with AMA Marketing ORF Styria broadcast 40 episodes about agriculture. In the 

other provinces so called “service tips” were broadcast (also around 40). In total AMA 

Marketing spent EUR 1 million on this kind of cooperation in 2014. It is possible to calculate 

an advertising value for this one million. This is done by taking the total broadcasting time 

and multiplying it by the cost of TV spots or using the size of articles and multiplying it by the 

cost of print advertising for this size. As a result the advertising value of this EUR 1 million 

spent for advertorials is worth EUR 2.7 Million 

 

 
Figure 20: Example of a billboard (5m x 2.4 m) * 

* targeting a younger consumer group for barbecues. In the billboard a quick response code, which can be 
photographed to instantly lead the consumer to the barbecue website  http://www.grillclub.at  

 

AMA Marketing also has to be able to respond flexibly and quickly to new political or 

economic situations. As Russia introduced an import stop for Austrian food products it was 

necessary to increase exports to other countries but also to increase sales in Austria. As a 

response, in 2014 AMA Marketing launched a campaign called “Look at it” (“Schau drauf” in 

German, see Figure 21, p. 40). The aim was to remind Austrian consumers to look at the 

AMA Quality Seal when shopping for food, because with the AMA Quality Seal they can be 

sure they are buying the best quality and are guaranteed that the agricultural raw materials 

come from Austria. 

The following numbers illustrate the importance of the AMA quality seal programs. 

Approximately 40 000 farmers are taking part (approximately 32 000 dairy farms, 5 000 beef 

http://www.grillclub.at/
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producers, 1 800 pig producers, 700 egg producers, 400 broiler and turkey producers, 1 500 

fruit, vegetables and potato producers). Approximately 700 food processing companies, 

hotels and restaurants and retailers are AMA Quality Seal licensees. McDonald’s Austria 

makes EUR 548 million in annual sales in Austria and orders all its beef, eggs, potatoes and 

milk only from producers with the AMA quality seal. That means that 100 percent of the 

beef sold at McDonald’s Austria is born, raised and slaughtered in Austria. 

To communicate this message AMA Marketing used citylights, print advertising and radio 

advertising spots. Citylights usually have a format of 1.2 m x 1.75 m and are positioned at 

tram or bus stations and are illuminated at night. Thirty three full page or half page print 

advertisings were launched for apples, potatoes, eggs, milk, yoghurt, cheese, steak and 

cutlets in newspapers and magazines. With these print advertisements AMA Marketing 

achieved a net reach of 82 percent of Austrian consumers. In all provincial capitals of Austria 

1 200 citylights and billboard lights with four different categories (apple, chees, egg and 

meat) were launched in November 2014.  

Market research showed that with all out of home advertising activities a net reach of 62 

percent under Austrian household leaders was achieved, which corresponds to almost 16 

million consumer contacts. Also in November 2014 four different radio advertising spots 

were launched and broadcast around 80 times on the publicly owned Austria radio station, 

as well as on private radio stations. This campaign achieved a net reach of 76 percent. 

 
Figure 21: “Schau Drauf” Campaign (“Look at it”) 
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The food promotion activities of AMA Marketing incorporate cross media strategies 

combining a variety of above-the-line and below-the-line communication activities. It is 

important to understand that to achieve successful promotions, AMA Marketing has to 

collaborate with professional advertising agencies (see appendix 1.1 , p. 70, for a full list of 

agencies). AMA Marketing regularly announces calls for bids for specific information 

campaigns.  

After selecting the best suited advertising agency, AMA Marketing briefs the agency about 

what kind of message to communicate, which logos, brands and labels to use and what the 

corporate identity and corporate design should be. Based on this information the advertising 

agency creates the slogan, the key visuals and the promotional look and feel. Often a second 

agency is involved in media planning. They are informed about the budget and have to make 

a media plan containing information about how often, in which media channels (TV, radio, 

print, etc.) and which form of advertising has to be shown. Without collaborating within a 

network of advertising and media planning agencies, successful food promotions would not 

be possible for AMA Marketing. 

5 Communication channels and media used for food promotions 
in Austria 

 
Keywords: internal market promotion delivery channels/media (raising awareness, 
promotion campaigns per subsector) 
   
This chapter answers the following questions: Which media are used to promote Austrian 
food for Austrian consumers? Which public relation activities are done by whom 
(professional PR agencies or AMA itself)? Which cross media strategies are implemented? 
What are the main consumer segments targeted for the promotion campaigns? What are 
best practice examples of promotional campaigns for the selected product category (milk 
and milk products, meat and meat products, fruits and vegetables)? 
 
 
Besides the mentioned strategic communication goals in the previous chapter, AMA 
Marketing also follows the strategy of informing consumers about specific product 
categories.  The target groups of food promotions (Austrian consumers, Austrian farmers but 
also companies in the Austrian food processing sector, wholesalers and retailers, and finally 
governmental institutions) are provided with fact-based objective information about 
selected product groups: 
 

 Milk and milk products 

 Meat and meat products 

 Eggs 

 Fruits and vegetables 

 Organic food 
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Target groups are informed about the quality attributes of food, how to differentiate 

excellent from bad quality, how food is produced, how it can be used (cooked) and what 

constitutes a healthy and balanced diet. 

Public relations play an important role in communicating to consumers and stakeholders. In 

2014 approximately 3 000 articles were published in Austrian daily newspapers initiated by 

the AMA Marketing press department but also in collaboration with Austrian public relation 

agencies. 

Social Media is an important media channel to reach young consumer segments, especially 

Generation Z (15 to 20 years old) and millennials (21 to 34 years old). In 2014 AMA 

Marketing promoted three different Social Media campaigns: 

 
1. Food Blogging Award 
2. Urban Gardening 
3. #apfeldazu (i.e. “add an apple”) 

 
To promote positive reporting about Austrian food and to educate consumers about using 
Social Media platforms, AMA Marketing initiated the AMA Food Blog Award. In 2014 the 
award was given for the third time (http://foodblogaward.at). All of these Social Media 
campaigns were so successful that they were continued in 2015.  
 

http://foodblogaward.at/
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Figure 22: AMA Food Blogging Award 

 

The following sub-chapters demonstrate best practice examples of promotion campaigns for 

specific product categories, starting with meat and followed by milk and vegetables. The 

chapter ends with a specific marketing and communication strategy to promote regional, 

traditional food from Austria. 

5.1 Cross media strategy for meat “three times controlled” 

The following images show how AMA Marketing applies a cross media strategy to inform 

Austrian consumers about the quality and origin of Austrian meat and meat products. Two 

messages are conveyed:  
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(1) The first message is that consumers can trust the origin and quality of Austrian meat 

products because it is three times controlled before it reaches consumers’ plates.  

(2) The second message is about improving the image of meat. The message is “Fleisch 

bringt’s”, meaning “Meat performs”. Due to a lot of meat scandals and also repeatedly 

negative news about meat and meat products (see for example WHO announces “processed 

meat products are responsible for cancer”), it is important to constantly create a positive 

image of meat and its consumption, by providing information about the quality of its 

proteins and richness of minerals for example. 

The following information campaign was applied in 2008 and is a perfect example of how 

many different media channels can be used in a cross media strategy. 

 

 
Figure 23: Rolling boards from 2 July 2008 to 15 July 2008 

 

As you can see on these examples, two key visuals are repeatedly used: 

(1) First the white label saying “Dreifach kontrolliert”, which means “three times controlled”. 

Above it the three words Quality, Origin and Control (Qualität, Herkunft und Kontrolle). 

Below the words “Damit es einfach schmeckt” (“So it can be simply delicious”).  

(2) The second key visual of this info campaign is the three raised fingers. Key visuals like this 

allow the use of different people in different advertising spots or prints while making it easy 

for the consumer to recognize the same advertising message. 
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Figure 24: City Lights from 26 June 2008 – 2 July 2008 
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Figure 25: Billboard, 24 paper sheets (5 m width, 2.4 m height) 1 July 2008 – 31 July 2008 

 

Out of home advertising is very popular in Austria, so billboards are an important media for 

informing consumers. 

 
Figure 26: Print advertising 
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Figure 27: TV advertising spot* 

 

The TV advertising spot from Figure 27 can be watched on Youtube: 

https://youtu.be/JfBJpDRXGHM 

 

https://youtu.be/JfBJpDRXGHM
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Figure 28: Advertorial 

As you can see the two key visuals (the raised hand with three spread fingers and the label 

stating “Dreifach kontrolliert” (three times controlled) were consequently applied in each 

media form. 
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Figure 29: Promotional competition to win a bicycle 
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5.2 Cross media strategy for milk  

The sales of milk and milk products were promoted through several activities. Dietary 

recommendations from the ministry of health and information from a recent report on 

Austrian food habits were used to educate consumers about health benefits of milk and 

dairy products. Supported by subsidies of the EU Commission the image of milk as an 

important part of a balanced nutrition was further promoted. The appreciation of 

consumers for fresh dairy products and their knowledge about the naturalness of dairy 

products should be improved building on a recent consumer trend for natural health. The 

most important communication objective was to increase trust in milk and dairy products 

marked with AMA labels communicating traceability and freshness.  

In the course of the World Milk Day (on the 1 June, 2014) AMA Marketing promoted a 

campaign called “Crowning Delight” (“Krönender Genuss”), which was pushed by use of TV, 

citylights, print and online. The central key visual was the milk splash in the form of a crown 

(see Figure 17, p. 35).  

Three TV spots were launched in total. One for milk, one for cheese (see Figure 30) and one 

for yoghurt. The TV spots achieved a reach of 76 percent. An OTS from 6.2 (opportunity to 

see) was clearly above the average value of comparable campaigns. AN OTS of 6.2 means 

that statistically each Austrian consumer came into contact with the TV Spot 6.2 times. 

 

 
Figure 30: Example of TV Spot “Crowning Delight” (https://youtu.be/hFUwBmVjTp4) 

 

https://youtu.be/hFUwBmVjTp4
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Figure 31: Example of print advertisement “Crowning Delight” with the key visual of a milk 

splash in form of a crown 
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The traditional print advertisements achieved a reach of 87 percent, which is an excellent 

national coverage. The advertising pressure was measured and achieved 490 GRP (gross 

rating points) and again an above average value of 6 OTS.  

The print advertisements were combined with below-the-line advertorials to support the 

message with editorial character. In parallel, a lottery sales promotion took place at the 

microsite http://www.milchkrone.at. Combined with banner advertising on selected 

webpages and on Facebook, more than 10 million contacts and 8 000 clicks leading to the 

microsite http://www.milchkrone.at were generated. The consumers who won the 

competition were taken to the Ötz valley in Austria and engaged in canyoning and rafting, 

while other consumers won professional blenders and milk foamers. 

Again Social Media played a part in the communication strategy. To address younger 

generations such as the generations Y and Z a blog about milk — which started in 2013 — 

continued its task to provide information about milk and milk products, dietary 

recommendations and recipes (see Figure 32, p. 52). Consumers can subscribe to 

newsletters there in categories such as fitness, school delight and general. The number of 

monthly users is constantly rising. A third of them come via engines. In January 2014 around 

1 000 users visited, around World Milk Day in June there were about 3 600 users and in 

November 2014 there were around 3 000 individual users. 

 
Figure 32: Milk food blog “With Milk” (http://mitmilch.info)  

http://www.milchkrone.at/
http://www.milchkrone.at/
http://mitmilch.info/
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So far 63 blog posts and 51 comments have been posted. 500 new consumer contacts were 

generated by offering downloads with subscriptions. 

Another website “World of Cheese” provides consumers with information about 400 cheese 

varieties and producers, again offering recipes and advice how to enjoy cheese (see 

https://www.kaesewelten.at/). 

In cooperation with Austrian schools for educating for professions of hotel, gastronomy and 

tourism and in cooperation with the Ministry of Education a nationwide cheese knowledge 

competition was announced, the 14th time in a row (see http://www.kaesekenner.com). 

 
Figure 33: Cheese Sommelier Competition 

26 schools for higher professional education participated. Each year around 1 200 “cheese 

ambassadors” graduate from these schools. Not only schools but also retailers are engaged 

in educating their apprentices about cheese. In cooperation with SPAR and REWE (Billa, 

Merkur), the two Austrian market leading supermarket chains (covering 60 percent of the 

Austrian market) have initiated educational programs for cheese experts. 

And finally to educate the youngest consumers, a “Milk School Luggage” (“Milch Schulkoffer) 

was produced. It contains 12 Rollups and information material specifically developed for 

https://www.kaesewelten.at/
http://www.kaesekenner.com/
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specific age groups. An average of 10 presentations take place every week in Austrian 

schools and kindergartens. Female farmers trained in nutrition make the presentations in 

schools. These “Seminary farmers” (“Seminarbäuerinnen” in German) are chosen in 

cooperation with the regional Chamber of Agriculture. 

 

 
Figure 34: “Milk School Luggage” (“Milch Schulkoffer”) 

5.3 Cross media strategy for fruits, vegetables and potatoes 

All advertising measures in this product category were 50 percent co-financed by the 

European Union. Between 2015 and 2018 the EU will co-finance promotions in this food 

category.  

“A hundred reasons to get a hundred” (“100 Gründe, 100 zu werden”) was an out of home 

billboard promotion, which started in 2013 and is still going on. 
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Figure 35: A hundred reasons to get a hundred, billboard, 24 paper sheets (5 m width, 2.4 

m height) 

The same topic was also used on trams in Vienna and Graz, which was a real eye-catcher. 

The trams were covered with it during summer and autumn. This promotion also got the 

Austrian Transport Media Award. 

 
Figure 36: A hundred reasons to get a hundred, on a tram 

 

Citylights campaigns were used for apples and tomatoes to create a positive image for a 

healthy lifestyle. For apples a word play created a funny slogan, implicitly creating the image 

that apples give you energy and make you smart. 
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Figure 37: Citylights campaign for apples (He who eats apples has more in his head) 

 

For fruits and vegetables radio spots provided information about that consumers should eat 

at least five different fruits and vegetables a day (“5 a day”). 35 TV advertorials provided 

information about different fruits and vegetables every Friday, right before the weekend 

shopping. 
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For the first time a series of advertorials provided information about the controls of AMA 

Marketing concerning residues of pesticides on fruits and vegetables. The consumer 

response to these advertorials was so positive that this activity will be continued for the next 

years. 

 
Figure 38: Advertorial about control of residues of pesticides on fruits and vegetables 
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For tomatoes, which are Austria’s vegetables, a billboard campaign made consumers aware 

to look for the AMA Quality Seal when buying tomatoes. The slogan was “Strict controls are 

easy to recognize” (“Strenge Kontrollen sind kinderleicht zu erkennen”). 

 

 
Figure 39: Billboard promotion for tomatoes (size 5 m x 2.4 m) 

A series of digital and print folders was produced containing recipes and interesting 

information about specific fruits and vegetables (see Figure 40, p. 58). These info folders 

contain recipes and information about different varieties. All these folders can be 

downloaded for free from the AMA webshop http://shop.ama-marketing.at.  

 
Figure 40: Info folder about asparagus 

http://shop.ama-marketing.at/
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Because of the rising numbers of iPads and smartphones, AMA fruits and vegetable 

cookbooks were digitalized in new formats and offered for download. Below-the-line 

activities including a tomato day- and a potato day-event informed journalists and 

consumers about the benefits of these vegetables and how to recognize Austrian produce. 

The next chapter describes an activity of AMA Marketing to promote traditional regional 

food in accordance with the Slowfood philosophy. 

5.4 Genuss Regionen Österreich - Austrian Regions of Delight 

In Austria there are many business relations of restaurants in tourist regions with farmers 

who supply them with excellent fruits and vegetables or superior quality meat from free 

range, grass fed autochthon breeds. In fact these collaborations are in accordance with the 

SlowFood movement (http://www.slowfoodaustria.at/). In some way the food attribute 

“Regional” has become so successful that it is being called the new “Organic”.  In many cases 

Austrian food products are sold as regional and organic food. An excellent example for a 

niche strategy with a focus on quality leadership is the “GENUSS REGION ÖSTERREICH” 

brand (i.e. Austrian Region of Delight), which is managed and supported by the AMA 

Marketing.  

GENUSS REGION ÖSTERREICH is a registered and protected trademark owned by AMA 

Marketing and the Agricultural Ministry of Austria. This brand communicates regional 

agricultural products and specialties of Austria. It informs tourists and consumers about 

specific culinary specialties in selected regions of Austria. The aim is to make consumers 

aware of the connection between specific autochthonous food products and their cultural 

landscape and traditional production. Consumers can buy these products in supermarkets, 

specialty stores and in restaurants as well, where the ingredients are used for meals. 

 

  
Figure 41: Examples of Genuss Region Österreich Label (Austrian Region of Delight) 

 

http://www.slowfoodaustria.at/
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The umbrella brand “GENUSS REGION ÖSTERREICH” was founded to provide a marketing 

platform for agricultural associations and regions with traditional food products (in total 105 

traditional food products, http://www.genuss-region.at/) that did not have enough 

resources or the intention to apply for a European PDO/PGI registration (Protected 

Denomination of Origin/Protected Geographical Indication). This is interesting because it 

illustrates that besides the PDO/PGI labels of the European Union there are other 

possibilities for establishing successful regional brands. The disadvantage of the EU PDO/PGI 

label is, that the registration process affords a lot of time and farmer associations often lack 

the know-how and resources to accomplish the whole registration process. 

Besides this “GENUSS REGION ÖSTERREICH” brand there is also a registry of traditional food 

in Austria, also managed by the Ministry of Agriculture 

(http://www.bmlfuw.gv.at/lebensmittel/trad-lebensmittel). The difference to the registry of 

Austrian traditional foods is that the brand “GENUSS REGION ÖSTERREICH” contains no 

meals and that an association or region, which applies for the rights to use the brand 

“GENUSS REGION ÖSTERREICH”, has to fulfill a stricter list of criteria. Criteria are for example  

 That the product has to be typical for the region 

 It has to be produced or processed since at least three generations  

 The raw material has to be produced in the region 

 The quality criteria have to be controlled by an accredited third party  

 The product has to be served by the local gastronomy (Verein GENUSS REGION 

ÖSTERREICH, 2014) 

Examples of regional food products under the “GENUSS REGION ÖSTERREICH” brand are 

Ennstal lamb, West styrian Turpolje pig and Bramberger fruit juice or organic hemp from the 

Mostviertel. For more information on criteria to be accepted as a product under the 

“GENUSS REGION ÖSTERREICH” brand see the appendix (chapter 1.1 , p. 71).  

This example is also noteworthy because it shows the potential of governmental 

organizations like AMA Marketing in combination with the Austrian agricultural ministry in 

supporting regional development, not only by creating a supporting legal framework but 

also by owning and creating regional food brands. 

http://www.genuss-region.at/
http://www.bmlfuw.gv.at/lebensmittel/trad-lebensmittel
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6 Assessment of internal market promotion practices 

Keywords: Methods of evaluation of such policy/programs 

This chapter answers the following question: What kind of ad hoc research and longitudinal 

research is done by which agencies to analyze markets, to collect knowledge about 

consumer preferences and motives to buy Austrian food and to measure the success of 

promotion campaigns (AMA household panel)?  

 

AMA’s marketing planning is based on comprehensive market analysis. Via an appropriate 

market research system, data is provided focusing on the consumption behavior of Austrian 

households, as well as their product use, motives and attitudes. The core instrument here is 

the so-called RollAMA (“rollierende Agrarmarktanalyse” – continuous agricultural market 

analysis), a consumer tracking panel instrument that allows analysis of consumption trends 

for fresh products based on a sample of about 2 800 Austrian households. These households 

take part in the panel sample for several months and are then replaced to meet the so-called 

panel effect of a change in shopping behavior through participating in the panel. 

   

 

 

Figure 42: Consumer tracking panel “RollAMA” 

These 2 800 Austrian households – which are representative of the whole Austrian 

population – take part in the study on a permanent basis. They register all purchases of AMA 

relevant product categories (mainly fresh products like milk, fruits and vegetables, meat etc.; 

about 2 million shopping acts per year): quantities, prices, trade organization and specific 

marketing relevant information like discounts, etc. The RollAMA is conducted in co-

operation with the market leading Austrian market research institute to guarantee high 

quality information. 
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In addition to household related data, export and import statistics, and production data 

from the agricultural sector are used to develop a comprehensive marketing plan on a yearly 

basis. This marketing plan summarizes the top goals, strategies and activities for all relevant 

business units of the AMA. Sector specific goals and strategies, measures and activities are 

deducted form these overall data basis. After programs and campaigns have been 

implemented, all relevant outcomes are monitored, e.g. by using of standardized advertising 

media tests, benchmarking analyses, and particular consumer surveys (in addition to 

RollAMA). 

6.1 Market analysis 

Confirming the AMA household panel RollAMA, an average Austrian household spends 

about 140 Euro a month on fresh products (2013). The most important product categories 

are 

 Sausages and ham: 27.80 Euro (20 percent) 

 Milk and milk products: 24.50 Euro (17 percent) 

 Meat and meat products (incl. poultry): 22.10 Euro (16 percent) 

 Cheese: 15 Euro (11 percent) 

 Fruits: 13.20 Euro (9 percent) 

 Fresh vegetables: 12.50 Euro (9 percent) 

 Durable vegetables: 6.20 Euro (4 percent) 

 Eggs: 4.10 Euro (3 percent) 

 Potatoes: 1.90 Euro (1 percent) 

In total, about EUR 4.6 billion was spent on fresh products (without bread and pastries; see 

Figure 43), an increase of about 6.5 percent between 2011 and 2013. However, the 

quantities decreased in almost all product categories (prices rose, shopping frequencies 

decreased, storage life of fresh products partly increased – e.g. ESL milk [extended shelf 

life]).  

In Austria, almost 86 percent of the trade sector is dominated by only three trade 

organizations (2013). In addition, the share of the hard discount rose significantly and varies 

in the fresh food sector from 26 percent for sausages and ham to 37 percent for eggs. 

Concerning the share of organic food in the fresh food sector, this share varies significantly 

dependent of the relevant product category: about 17 percent of all sold eggs are organic; 

however, only about 3 percent of meat and meat products are of organic provenience (and 

is even lower for sausages and ham). 

Information like this is used by the AMA to develop new strategies and marketing plans to 

promote highest food quality and national food production (food security). To get more 

insights into consumer behavior of the Austrian population, specific surveys are conducted 

(see below). 
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Figure 43: Exemplary information out of RollAMA (2011-2014; n=2800), in million EUR 

6.2 Consumer behavior 

The AMA mainly focuses on analyzing and interpreting the consumer behavior of the 

Austrian population with respect to fresh food products and with respect to the quality 

schemes provided by the AMA. Information is provided by using the same sample of the 

RollAMA (n=2800) to get comparable information representative for the whole Austrian 

food market. But also particular market research studies are conducted by market research 

institutes if necessary out of the RollAMA. 

From these studies we know, for example, that the AMA Quality Seal is amongst the most 

popular in Austria (with 95 percent supported knowledge in 2013 and 98 percent in 2014; 

n=1005). Another study showed that only a minority of consumers actively acquire 

information concerning food products (based on a cluster analysis, 14 percent of consumers 

are information seekers; n=1694). In view of the AMA Quality Seal, most of the information 

is searched by use of the Internet.  
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 < not important very important > 

 

Figure 44: Exemplary information on the importance of information sources with respect 

to AMA Quality Seal (n=608) 

 

With comparable information, future strategies can be developed to improve 

communication between AMA and end consumers. Consequently, the AMA re-engineered 

its website to increase its usability (less text and more graphics). 
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Figure 45: The modified AMA Internet site ( AMA Quality Seal) 
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7 Conclusions and recommendations 

 

A nationwide agricultural and food promotion program has three main pillars of success: 

1. An institutional framework clearly separating administrative tasks (such as 

management of subsidies from EU funded measures, and national funded measures 

under Agricultural Rural Development Programme and under Pillar 1 and 2) from 

marketing and promotional activities  

2. A quality assurance and quality management program established for all value chain 

levels  

3. Employing the right people for a marketing company responsible for nationwide food 

promotions 

 

Concerning the first point, it is advisable to establish a separate private marketing company 

owned by a legal entity of public law (see chapter 0, p. 21). In Austria this happened in 1995 

during the accession to the EU to improve the competitiveness of Austrian agriculture. The 

organization founded was called AMA Marketing, a limited liability company. The main 

reason to found a private marketing company responsible for the nationwide food 

promotions in Austria is, that marketing and administration are two completely different 

“worlds”, having their own distinct company cultures and their own distinct mindsets. 

Marketing activities are often done under a lot of time pressure, have to be able to flexibly 

respond to new situations and act in general in a highly dynamic and creative context.  

 

From an institutional point of view, AMA Marketing is a 100 percent subsidiary of AMA 

(Agrar Markt Austria), which is a governmental organization founded to organize and 

manage the EU and national subsidy system (see chapter 0, p. 21). AMA Marketing is the 

core organization responsible for promoting Austrian agricultural products (food and feed). 

AMA Marketing GmbH is a registered company in the commercial register of Austria, FN 

135101. AMA is its sole shareholder. The general assembly has to take place at least once a 

year. The general assembly – which consists of representatives of AMA as the sole 

shareholder – nominates the members of the board of supervisors and the Central Executive 

Officer of AMA Marketing (CEO; see Figure 46, p. 67). In 2014, the board of supervisors 

consisted of 11 members. The board of supervisors has to control the CEO and the annual 

financial report. The CEO of AMA Marketing has to report each year about the marketing 

and promotional campaigns and the finances to AMA and the Ministry of Agriculture. 

Besides this AMA Marketing is free in its day-to-day business. The quality seal programs are 

designed in steering committees containing members of the Austrian Social Partnership and 

representatives of the Ministry of Agriculture. Each quality seal program has to be finally 

approved by the Ministry of Agriculture. 
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Figure 46: Legal Framework of AMA Marketing Limited 

The main tasks of AMA Marketing are 

4. To promote sales of Austrian agricultural and forestry products in Austria and abroad 

5. To take measure for quality improvement and quality assurance of agricultural and 

forestry products 

6. To provide information to consumers about quality, aspects of consumer protection, 

animal welfare and other relevant product attributes of these products 

 

The internal structure of AMA Marketing reflects these tasks: it is divided in two 

Departments: Quality Management and Marketing Management; the covered food and 

agricultural sectors are milk and milk products, meat and meat products, eggs, fruits and 

vegetables. The grain and bread sector is missing because the stakeholders in this sector did 

not want to participate in the AMA quality seal and promotion activities, because usually 

they import and process a lot of grain form other countries as well. From a value chain 

perspective the quality seals of AMA Marketing cover the farm level (pastus for feed, bos for 

beef, ovum for eggs and sus for pigs), the processing, retail, gastronomy and, craftsmanship 

level (Artisan food production in family run businesses, butchers for example). 

 

Finances: AMA Marketing has three sources of revenues: agricultural marketing fees (paid by 

Austrian farmers), EU subsidies, and other sources (licensing fees, control costs etc.). The 

yearly AMA Marketing budget (2013) amounts to about EUR 23 Million, almost 18 Million 

are coming from marketing fees paid by farmers. 

 

“Employing the right people” means that the staff members of a privately organized 

marketing company should have marketing and sales experience in the agricultural and food 
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sector. AMA Marketing staff members are chosen based on their experience at farm level, 

the food processing level, wholesale or retail level. They are also chosen from the restaurant 

sector or from the small and medium-sized craftsmanship food companies. The aim has to 

be to create an organization with a strong market-orientation. 

 

Even the best food promotion programs will fall short unless they are based on a distinct 

quality assurance and quality management program (see chapter 2, p. 7). This quality 

assurance program has to define clear rules for a national quality seal. In these rules and 

guidelines a strict definition of the origin of raw material has to be made. Promoting national 

food makes no sense if the raw materials can be imported from different countries and the 

food product is only processed in the home country. Globally, it is a common practice to 

label food products with the name of the country in which they are processed, independent 

of the origin of the raw materials. But this practice is clearly misleading and result in mistrust 

from the consumer side. Because for consumers the origin of the raw material is as 

important as where it has been processed. 

 

Therefore the Austrian AMA Quality Seal stands for: 

 Excellent quality 

 Traceable and transparent origin 

 Controls and audits done by independent audit organizations 

 

This is another very important factor. Quality and origin are factors that the consumer 

cannot control them but has to believe in them. In this respect it is of outmost importance 

that established quality guidelines are controlled and audited by independent third parties. 

AMA Marketing is collaborating with more than 25 different laboratories and audit 

companies. 

 

Successful food marketing and advertising has to consistently use all communication 

channels – from above the line media (classic advertising) to below the line media (press 

releases, events, social media or point-of-sale activities, etc.; see chapter 4, p. 34 and 

chapter 5, p. 41). Cross media strategies require professional and creative implementation. 

AMA Marketing is collaborating with a network of more than 20 advertising agencies. The 

extremely high awareness for the AMA Quality Seal and its high credibility show that all of 

these above-mentioned measures are necessary elements for a nationwide successful food 

promotion program. 
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8 Appendix  

8.1 Databases 

DOOR, Database of origin and registration of PDO/PGI and traditional products 

http://ec.europa.eu/agriculture/quality/door/list.html 

8.2 Laboratories and third party control and audit companies collaborating 
with AMA Marketing 

A complete list for control agencies is available at 

http://www.ama-

marketing.at/home/groups/16/B410_12_Kontrollstellenliste_24.11.2014.pdf 

For product analysis, a list of laboratories is available at: http://www.ama-

marketing.at/home/groups/16/B410_13_Kontrollstellenliste_LN_AMA-Guetesiegel_PA.pdf.

AGES GmbH 

agroVet GmbH 

Analytec Labor für 

Lebensmitteluntersuchung und 

Umweltanalytik 

Austria Bio Garantie GmbH 

BELAN Ziviltechniker-GmbH 

BIKO Tirol Kontrollservice 

BIOANALYTICUM® Institut für 

Mikrobiologie und Hygiene GmbH  

BIOS - Biokontrollservice Österreich 

Bundesanstalt für Alpenländische 

Milchwirtschaft Rotholz 

DEKRA Certifikation GmbH 

Eurofins Lebensmittelanalytik Österreich 

GmbH 

Gesellschaft für Ressourcenschutz mbH 

HAIRU Consulting 

Hygienicum Institut für Mikrobiologie & 

Hygiene-Consulting GmbH  

Institut Dr. Wagner Franz Siegfried 

JOANNEUM RESEARCH 

Forschungsgesellschaft mbH 

Kontrollstelle für artgemäße 

Nutztierhaltung GmbH 

LACON GmbH 

Lebensmitteluntersuchungsanstalt der 

Stadt Wien - MA 38 

Lebensmitteluntersuchungsanstalt 

Kärnten 

LVA GmbH 

Österreichische Fleischkontrolle 

Ges.m.b.H. 

Qualitätslabor Niederösterreich 

Quality Austria – Trainings-, 

Zertifizierungs- und Begutachtungs GmbH  

SGS Austria Controll-Co GesmbH 

SLK GesmbH 

TÜV SÜD Landesgesellschaft Österreich 

GmbH 

Versuchsanstalt für Getreideverarbeitung 

Ziviltechnikerbüro Wolfslehner KG 

http://ec.europa.eu/agriculture/quality/door/list.html
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8.3 Advertising, public relation and online and social media communication 
companies 

A & V Werbeagentur 

ACCEDO Austria GmbH 

AG MEDIA GmbH 

Cayenne Marketingagentur GmbH  

Christa Langen 

Communication Service 

Dr. Kossdorff Werbeagentur GmbH  

eigen)art WerbegmbH. 

FOND O‘FOODS Inc.  

Grayling Austria GMBH 

Initiative Media Werbemittlung 

Kommunikation Public Relations  

Loys 

McCann Erickson Austria 

N.V.  Darwin BBDO S.A. 

OmniMediaGmbH 

Panadero Consulting Gradinger 

produktiv 

Roughcut Media 

Susanne Lucka 

Söllner Communication AG 

Telebiz GMBH Call & Contact Cent  

werbeagentur hochzwei 

21 Zoll Grafik GmbH. 
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8.4 Criteria of Genuss Region Österreich 

Source: http://www.genuss-region.at/initiative/kriterien.html  

1. The region must be defined geographically.  

2. There has to be a product typical for the region, which has been traditionally 
produced in the region. The commodity has to come from the region. The product 
has to have a recognized higher quality (AMA Quality Seal) or has to provide a 
specification of the method of production, which proves the higher quality compared 
to a standard production process. 

3. The description of the product has to be in accordance with the database about 
traditional food products (www.traditionelle-lebensmittel.at). The lead product has 
to be either be registered as PDO/PGI in the EU geographical indication system or the 
specification of the product has to be accepted by the Association Genuss Region 
Österreich. In either case an external control of an accredited external auditor has to 
be established. 

4. The lead product or raw material has to be produced by several family farms or 
agricultural producer organizations or craft companies in the region. 

5. The name of the region is based on dominant autochthon plant varieties, animal 
breeds, raw material or food of the primary or second processing level like fruit-, 
vegetables-, wheat varieties or beef, pig, sheep or chicken breeds, bacon, chees, 
juices and so on; under particular focus of the PDO/PGI system. 

6. The autochthon food specialty is well known in the gastronomy of the region (at least 
5 regional restaurants) 

7. Alcoholic beverages, except fruit wine, registered trademarks as well as product 
names, which are used by retailers and would disturb competition, are not allowed. 

8. Sales of the product are normally also taking place in the region. At least 5 
retailers/locations are selling the specialty. 

9. There are regular cultural activities and events, which attract tourists and 
communicate the regional autochthon food specialty. 

10. The regions submit also quality standards, quality labels, quality management 
systems, environmental friendly production systems, organic, etc. which are related 
to the lead product and its production and processing. 

11. If the product gets accepted, before the brand label gets approved, there has to be 
an association founded. 

12. The association has to become a member of the umbrella association “Verein Genuss 
Region Österreich”. 

13. In justified cases the jury can make exceptions for the points 3, 6 and 8.  

http://www.genuss-region.at/initiative/kriterien.html
http://www.traditionelle-lebensmittel.at/

