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EPOA goal and 
commitment
• Sustainable palm oil is a key food ingredient to help feed the 

world, to help protect biodiversity and improve socio-
economic development and overall contributes to achieving 
the United Nations’ Sustainable Development Goals / SDG’s.

• We will push for sustainable palm oil market transformation 
in Europe.

All our members commit to supply certified sustainable palm 
oil* in Europe and support a fully traceable NDPE (‘No 
Deforestation, No Peatland and No Exploitation’) supply chain.

*RSPO or equivalent
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9 countries signed renewed Amsterdam 
Declaration Partnership & commitment 
2025

Growing Government support for Sustainable 
Palm Oil in Europe
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Strong network in Europe

EPOA supports 
National Initiatives on 
Sustainable Palm Oil

& supported by our partner:
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With 90% import of 
palm oil for food, 

feed and 
oleochemicals in 

Europe sustainably 
certified, it requires a 

thorough search to 
find products with 

unsustainable palm 
oil..



Foods ‘Free from palm oil’ are NOT by
definition healthier or more sustainable
than foods containing sustainable palm oil

And disrupt the market moving towards
sustainable palm oil

• https://palmoilalliance.eu/palm-free-products/
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So how can 
we tackle the  
disruptive  
“free from 
palm oil” on 
labels?
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3 different ‘aspects’ to consider:

A. EU legislation 

B. Consumer perception

C. Possible options for action



A. EU legislation

• Claims regulation (nutrition claims) (regulation (EU) No 
1924/2006)

• Food Information to Consumers regulation (regulation (EU) 
No 1169/2011)

• Claims for cosmetic products regulation (regulation (EU) No 
655/2013)
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B. Consumer perception

• “Palm oil” could mean to consumers:
• ‘Just’ an ingredient

• Palm oil is bad, because it contains saturated fat

• Palm oil is bad, because it is not sustainable/it is the cause of 
deforestation

• Therefore “Palm oil free” would be:
• Neutral

• Negative in the consumers perception
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B. Consumer perception – continued 1

By the way, although this legislation is at EU level, 
execution of compliance is at national level.

As a consequence, without a clear jurisdiction in one of 
the countries, there is no harmonized interpretation in 
all EU countries.
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C. Possible arguments

• Sustainability;

consumers are misled, because they will see “free from palm oil” as 
better/more sustainable than other products, which needs proof

• Nutrition;

consumers understand “free from palm oil” as meaning “low in saturates” or 
“reduced in saturates” and therefore a ‘no palm’ claim is in violation with the 
claims regulation.

• Labelling/FIC;

a  general ‘free from’ claim is misleading, because there is already the 
obligation to mention the ingredients that are present in the foodstuff.
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How to stabilise the market for sustainable palm oil?

• With more positive and honest information on sustainable palm oil, 
there is less need for ‘advertising’ palm oil free.

• For this, all players in the palm oil chain absolutely need to work
together. Not only producers and producing countries, but also
manufacturers, retailers, scientists and NGO’s.

• Include misconceptions on nutritional aspects to give the full picture

• Amplify information with social media.

=> Together, we can make sustainable palm oil the ‘sexy’ 
alternative!
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How to counter Palm Oil Free claims?
What we need is 

• Engage in an open dialogue to find out why ‘free from’ claims are 
used and explain with honest and transparent information that by
using ‘palm oil free’ consumers are likely to be misled (on nutrition
and/or sustainability aspects)

• Stimulate the different players in the palm oil chain to join SPOC, 
RSPO and/or National Initiatives so we can jointly inform about the
goodness of sustainable palm oil

• Investigate options for regulation at international/EU level
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Options for regulating palm oil free claims

• Investigate legal options to oppose ‘free from palm oil’ as a forbidden
nutrition claim.

• Investigate legal options to oppose ‘free from palm oil’ in relation to
FIC as FIC already stipulates that all ingredrients present need to be
mentioned in list of ingredients.

• Lobby for explicit prohibition of ‘free from x, y, z’ claims in EU (Farm 
to Fork) in relation to sustainability

• Look at legislation on conditions for the use of claims in cosmetic
products
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Cosmetics legislation as inspiration??

For cosmetics there is EU legislation on conditions for using
claims. (Regulation (EU) No 655/2013)

Especially interesting is point 5.1 of the annex which states the 
following

‘Claims for cosmetic products shall be objective and shall not 
denigrate the competitors, nor shall they denigrate 
ingredients legally used.’

15



Food for thought and discussion

• As palm oil is a legally permitted ingredient any ‘free from
palm oil’ claim on cosmetic products can be opposed.

• Do we wish the same conditions to apply for foods……..?
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Towards a 
sustainable
future.
For more information: www.palmoilalliance.eu

THANK YOU for your attention!
Imkje Tiesinga
imkjetiesinga@hotmail.com
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The perception of palm oil in Europe

• The negative perception of palm oil 
in relation to the 3 topics is 
basically stable across European 
countries. 

• There are only a few exceptions, 
mostly linked to one single aspect 
per country and mainly in a 
decreasing trend vs. 2019: the 
social impact in Italy, in Germany  
and in Poland and the impact on 
health in Spain. 

© based on Kantar Consumer perceotion study 2020 19



A. EU legislation to consider

• A: Nutrition and health claims (regulation (EU) No 1924/2006) and 
in particular the Annex on permitted nutrition claims with regards 
to fat composition

• B: Food Information to consumers/FIC (regulation (EU) No 
1169/2011) and in particular article 7 ( prohibition to mislead 
consumers) and article 18 in combination with annex VII, part A 
(obligation to mention botanical origin of vegetable oils/fats used as 
an ingredient)
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A. EU legislation – claims (health and 
nutrition)

A.   Claims (health and nutrition) (regulation (EU) Nr 1924/2006)

• Definition of claim (art.2, para 2, sub 1:

• “Any message or representation which is not mandatory under 
Community or national legislation, including pictorial, graphic or 
symbolic representation in any form, which states, suggests or 
implies that a food has particular characteristics.”
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A. EU legislation – claims continued 1

A. Claims (health and nutrition) - Other relevant definitions in this regulation are:

• Nutrients: “protein, carbohydrate, fat, fibre, sodium, vitamins and 
minerals”.

• Other substance: “substance other than a nutrient that has a nutritional or 
physiological effect”.

• Nutrition claim: “any claim which states, suggests or implies that a food has 
particular beneficial nutritional properties due to
the nutrient it. contains

contains in reduced (or increased 
proportions)   

does not contain
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A. EU legislation – claims continued 2

A. claims health and nutrition

• Annex with allowed nutrition claims (and possibly applicable, because of relation 
with fat)

• low saturated fat and any claim likely to have the same meaning for the 
consumer, may only be used if the sum of SAFA and TFA is max. 1,5 gram per 100 
gram;

• saturated fat free – max. 0,1 gram per 100 gram;

• reduced saturated fat:

• sum SAFA and TFA at least 30% less than sum in a similar product and

• TFA content equal or less than in similar product.
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A. EU legislation – claims continued 3 

Mentioning presence or absence of an INGREDIENT (instead of a 
nutrient) is NOT explicitly regulated! So you might argue that ingredient 
claims are forbidden IF they can be interpreted as a nutrient claim……

Crucial wording in FIC regulation is:

“…and any claim likely to have the same meaning for the consumer”.
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A. EU legislation / FIC

B. Food Information to consumers/FIC (regulation (EU) Nr 1169/2011)

• article 7 on prohibition to mislead consumers “particularly as to the characteristics of 
the food and in particular as to it’s

• nature

• Identity

• Properties

• Composition

• ….

• method of manufacture or production or by attributing to the food effects or properties 
which it does not possess.”
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A. EU legislation/FIC continued 1

• Article 18 states that ALL ingredients have to be mentioned in the list 
of ingredients.

• On top of that there is an extra condition for vegetable oils/fats to 
explicitly mention the botanical origin (Annex VII, part A)

So why use ‘free from….’ if you can easily find out which vegetable 
oil(s)/fat(s) are in the product???
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