














































































































































































 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



1 Please note that the page number corresponds with the current version of this document after all the modifications listed.  
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ANNEX 2a

 

ADDITIONAL INFORMATION ON UNIT COSTS AND CONTRIBUTIONS 

 

SME owners/natural person beneficiaries without salary (Decision C(2020) 71151) 

Type: unit costs 

Units: days spent working on the action (rounded up or down to the nearest half-day) 

Amount per unit (daily rate): calculated according to the following formula:  

{EUR 5 080 / 18 days = 282,22}  
multiplied by  
{country-specific correction coefficient of the country where the beneficiary is established} 

The country-specific correction coefficients used are those set out in the Horizon Europe Work Programme 
(section -Curie actions) in force at the time of the call (see Portal Reference Documents). 

 

                                                 

1  Commission Decision of 20 October 2020 authorising the use of unit costs for the personnel costs of the owners of small and medium-
sized enterprises and beneficiaries that are natural persons not receiving a salary for the work carried out by themselves under an 
action or work programme (C(2020)7715). 
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ANNEX 5 

 

SPECIFIC RULES 

 

INTELLECTUAL PROPERTY RIGHTS (IPR)  BACKGROUND AND RESULTS  
ACCESS RIGHTS AND RIGHTS OF USE (  ARTICLE 16) 

List of background  

The beneficiaries must, where industrial and intellectual property rights (including rights of 
third parties) exist prior to the Agreement, establish a list of these pre-existing industrial and 
intellectual property rights, specifying the rights owners. 

The coordinator must  before starting the action  submit this list to the granting authority. 

Rights of use of the granting authority on results for information, communication, 
dissemination and publicity purposes 

The granting authority also has the right to exploit non-sensitive results of the action for 
information, communication, dissemination and publicity purposes, using any of the 
following modes: 

- use for its own purposes (in particular, making them available to persons working for 
the granting authority or any other EU service (including institutions, bodies, offices, 
agencies, etc.) or EU Member State institution or body; copying or reproducing them 
in whole or in part, in unlimited numbers; and communication through press 
information services)  

- distribution to the public in hard copies, in electronic or digital format, on the 
internet including social networks, as a downloadable or non-downloadable file  

- editing or redrafting (including shortening, summarising, changing, correcting, 
cutting, inserting elements (e.g. meta-data, legends or other graphic, visual, audio or 
text elements extracting parts (e.g. audio or video files), dividing into parts or use in a 
compilation 

- translation (including inserting subtitles/dubbing) in all official languages of EU 

- storage in paper, electronic or other form  

- archiving in line with applicable document-management rules 

- the right to authorise third parties to act on its behalf or sub-license to third parties, 
including if there is licensed background, any of the rights or modes of exploitation set 
out in this provision 

- processing, analysing, aggregating the results and producing derivative works 
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- disseminating the results in widely accessible databases or indexes (such as through 

not  

The beneficiaries must ensure these rights of use for the whole duration they are protected by 
industrial or intellectual property rights.   

If results are subject to moral rights or third party rights (including intellectual property rights 
or rights of natural persons on their image and voice), the beneficiaries must ensure that they 
comply with their obligations under this Agreement (in particular, by obtaining the necessary 
licences and authorisations from the rights holders concerned).  

COMMUNICATION, DISSEMINATION AND VISIBILITY (  ARTICLE 17) 

Additional communication and dissemination activities  

The beneficiaries must engage in the following additional communication and dissemination 
activities: 

- present the project (including project summary, coordinator contact details, list of 
participants, European flag and funding statement and special logo and project results) 
on the websites or social media accounts 

 Special logos 

All visual information and promotion material used must bear the  
logo: 

 

which must be: 

- in English, but it is possible to translate the text in a footnote 

- vertical 

- in colour (orange = 8-M74-Y90-K0) or in black and white (orange replaced with 
black K100 and blue with grey K60) 

- in a size which is proportional to the size of the material on which it is placed. 

Depending on the theme of the campaign, the logo may be accompanied by one of the 
following texts: 

Theme Text 

Environment The European Union supports campaigns that promote respect for the 
environment. 
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Quality and food safety The European Union supports campaigns that promote high quality 
agricultural products. 

Health The European Union supports campaigns that promote a healthy lifestyle.  

Diversity The European Union supports campaigns that promote a wide variety of 
agricultural products. 

Tradition The European Union supports campaigns that promote agricultural 
traditions. 

 

SPECIFIC RULES FOR CARRYING OUT THE ACTION (  ARTICLE 18) 

Specific rules for information and promotion campaigns for agricultural products   

When implementing information and promotion campaigns, the beneficiaries must respect the 
following conditions: 

- ensure that the information and promotion measures are objective, unbiased and non-
discriminatory 

- ensure that the information and promotion measures also promote the EU action and 
use both the EU flag and funding statement and the special logo  

- when using a project website for the information and promotion measures: use an .eu 
domain, include clear information about the website owner and ensure that the website 
is either shut down after the end of the action or, if continued, properly maintained  
and protected against cybersquatting 

- for mentions of origin of the promoted products: 

- ensure that the information and promotion measures are not origin-oriented  

- ensure that the main message is EU-oriented (and not focused on a specific 
origin) and, in particular, that: 

- the mention of origin complements the main EU message 

- the mention of origin does not encourage consumers to buy domestic goods 
solely because of their origin and the information on the particular 
properties of the product is also provided 

- the mention of origin remains secondary; this means for actions in EU 
Member States, that the text or symbol(s) referring to the origin must be  
less prominent than the text or symbol(s) referring to the main EU 
message; for actions in non-EU countries, it must be not more prominent 
than text or symbol(s) referring to the main EU message 

- the main EU message is not obscured by material related to the mention of 
origin (such as pictures, colours, symbols, etc.) and this material appears in 
a separate area 
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- ensure that the mention of origin refers to national level or above (i.e. refers to 
a supra-national area or a Member State, but not below)  unless the mention 
of origin is part of: 

- 1 or related visual material 

- a national quality scheme with an origin in its name 

- an origin mentioned in the name of a product recognised under one of the 
following EU quality schemes: 

- protected designation of origin (PDO) 

- protected geographical indication (PGI) or 

- traditional specialities guaranteed (TSG)2 

- the mention of origin is limited to visual material (i.e. not audio) 

- for use of brands:  

- ensure that the information and promotion measures are not brand-oriented 

- ensure that  except for information and promotion measures concerning 
national quality schemes registered as trade-mark  the use of brands: 

- is limited to: 

- demonstrations or tastings (at fairs, business-to-business 
events, on websites or in point of sales) and  

- printed information and promotional material distributed during 
such demonstrations and tastings 

and 

- complies with the following: 

- only brands that fall within the definition of trade marks under  
Articles 4 and 66 of Regulation No 207/20093 or Article 2 of 
Directive 2008/95/EC4 are used 

                                                 

1
  See Annex I to Commission Delegated Regulation (EU) No 179/2014 of 6 November 2013 supplementing 

Regulation (EU) No 228/2013 of the European Parliament and of the Council with regard to the register of 
operators, the amount of aid for the marketing of products outside the region, the logo, the exemption from 
import duties for certain bovine animals and the financing of certain measures relating to specific measures 
for agriculture in the outermost regions of the Union (OJ L 63, 4.3.2014, p. 3). 

2
  Commission Delegated Regulation (EU) No 664/2014 of 18 December 2013 supplementing Regulation 

(EU) No 1151/2012 of the European Parliament and of the Council with regard to the establishment of the 
Union symbols for protected designations of origin, protected geographical indications and traditional 
specialities guaranteed and with regard to certain rules on sourcing, certain procedural rules and certain 
additional transitional rules (OJ L 179, 19.6.2014, p. 17). 
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- the display of brands does not weaken the main EU message and, in 
particular: 

- the display of brands remains secondary (i.e. in a smaller format 
than the main EU message) 

- the main EU message is not obscured by the display of branded 
material (such as pictures, colours, symbols, etc.) 

- the brands are limited to visual display (i.e. not audio)  

- all members of the beneficiary organisation have been given an 
equal opportunity to display their brands and the brands are 
displayed together in an equally visible manner in an area separate 
from that devoted to the main EU message 

- the brands are displayed as follows: 

- for fairs, business-to-business events or point of sales, either: 

- all brands together in a banner on the front of the counter, 
with the banner  not exceeding 5 % of the total surface area 
of the front of the counter (or proportionally less if less than 
5 brands are mentioned)  

or 

- the brands individually, in separate and identical booths in a 
neutral and identical way, on the front of the counter, with 
the display of the brand name  not exceeding 5 % of the 
total surface area of the front of the counter (or 
proportionally less if less than 5 brands are mentioned) 

- for websites: all brands together, either:  

- in a banner at the bottom of the webpage, with: 

- the banner not exceeding 5% of the total surface area of 
the webpage (or proportionally less if less than 5 brands 
are mentioned) and 

- each brand being smaller than the European flag 
(emblem) (see Article 17) 

or 

                                                                                                                                                         

3
  Council Regulation (EC) No 207/2009 of 26 February 2009 on the Community trade mark (OJ L 78, 

24.3.2009, p. 1). 
4
  Directive 2008/95/EC of the European Parliament and of the Council of 22 October 2008 to approximate the 

laws of the Member States relating to trade marks (OJ L 299, 8.11.2008, p. 25). 
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- on a dedicated webpage distinct from the home page, in a 
neutral and identical way for each brand 

- for printed information and promotional material distributed 
during demonstrations and tastings: all brands together in a 
banner at the bottom of the page, with the banner not exceeding 
5 % of the total surface area of the page (or proportionally less 
if less than 5 brands are mentioned) 

- for health claims (i.e. information on the impact of a product on health):  

- ensure that the health claim for actions in EU Member States   complies with 
the Annex to Regulation No 1924/20065 or is approved by the national 
authority responsible for public health in the Member State where the 
operations are carried out;  for actions in non-EU countries, it must be 
approved by the competent national authority in the country where the 
operations are carried out] 

- for actions in EU Member States: ensure that information and promotion measures 
concerning a national quality scheme focus on the scheme and not on individual 
products (i.e. individual products are only used to illustrate the scheme and appear as a 
secondary message, not weakening the main EU message). 

Specific rules for financial support to third parties 

Where financial support to third parties is given to entities that are linked to the beneficiary
6
, 

the beneficiaries must ensure that the costs charged to the action are limited to the costs 
actually incurred and that the entities comply with the principle of sound financial 
management and keep records on their costs.  

 

                                                 

5
  Regulation (EC) No 1924/2006 of the European Parliament and of the Council of 20 December 2006 on 

nutrition and health claims made on foods (OJ L 404, 30.12.2006, p. 9). 
6
  Linked entities that have a link with the beneficiary, in particular, a legal or capital link, which 

is neither limited to the action nor established for the sole purpose of its implementation. 



  

This electronic receipt is a digitally signed version of the document submitted by your 
organisation. Both the content of the document and a set of metadata have been digitally 
sealed.

This digital signature mechanism, using a public-private key pair mechanism, uniquely 
binds this eReceipt to the modules of the Funding & Tenders Portal of the European 
Commission, to the transaction for which it was generated and ensures its full integrity. 
Therefore a complete digitally signed trail of the transaction is available both for your 
organisation and for the issuer of the eReceipt.

Any attempt to modify the content will lead to a break of the integrity of the electronic 
signature, which can be verified at any time by clicking on the eReceipt validation 
symbol.

More info about eReceipts can be found in the FAQ page of the Funding & Tenders
Portal. 

(https://ec.europa.eu/info/funding-tenders/opportunities/portal/screen/support/faq)


