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a sustainable local econo




Local support more meaningful
than ever

® |nflation, crises, international tensions

® A growing need for proximity, meaning
and trust

® A return to local consumption and shorter
supply chains
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Belgians want to buy local
but lack clear markers

OK,...
90% prefer local products

BUT,...

60% struggle to identify
85% would pay more for origin

Made in Belgium 63% can’t name a local

brand spontaneously

88% see barriers to
buying local
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From Belgium at heart study, Rossel Advertising with AQ Rate, Base: 2000
respondents representative of the Belgian population, June-July 2025



Belgian media, relevant and credible ambassadors

Level of trust
Belgian media 78%!

62% of Belgians react
very positively when they see
‘ -§ an ad for a Belgian product

in Belgian media!

Social networks 32%

Media can play an intermediary
role between brands and
consumers

Belgium at heart, June-July 2025, Rossel Advertising with AQ Rate, Base: 2000 respondents representative of the Belgian population



From insight to the initiative Belgium at heart

Brands

A national initiative designed to connect consumers, brands
and Belgian media around local economic impact
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The A long term activable platform

Initiative
‘ UNDERSTAND IDENTIFY AMPLIFY
A national study A label A cross-media B2B
To uncover Belgians’ Belgium at heart and B2C campaign
expectations around Jocal Help committed brands Turn communication into
consumption make their Belgian footprint local economic impact.

clear and recognizable.

gy Voyer iy

o et g o e e e e

Base: 2000 respondents re presentative of the Belgian population




ETUDE

UNDERSTAND

How brands can
communicate their e
Belgian anchoring

Le monde bouge,
Iéconomie belge est

[} [ J
fragilisée et les habitudes
de consommation
des Belges sont

bouleversées.
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IDENTIFY

A simple marker to make local

commitment visible

® easy to activate
® easy to identify

® valuable for brands and consumers

R Rossel
Advertising

FAIR JLocaLts

Desfaive melk
Le-fait équitable %

I.E I.AIT EQUITABLE e
LES AGRICULTEURS ONT PRIS

- LES CHOSES EN MAIN.

ALORS VOUS AUSSI, EN MAGASIN,

Une initiative de R | m



AMPLIFY

Launching the movement
with the market
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AMPLIFY

Convincing the market
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AGENCIES  BRANDS  INTELUGENCE  MEl CREATIONS ~ ASSOCIATIONS  PEOPLE

El arcrive O READLA| 26 Nov 2025 | Line Duquesne

| INTELLIGENCE |
o Rossel Advertising lance « Belgium at Heart » :
Rossel Advel'tlsmg et AQRate ln?ﬂaﬁve 100% b:glgo:co:nrsotnonrlo conaonm:::'

sondent l'attachement au "Made | local
in Belgium”

Mordi 7 Octobre 2025

BELGIUM AT HEART : ROSSEL ADVERTISING OFFICIALISE
SON INITIATIVE EN FAVEUR DU LOCAL
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Bonjour ZAHRA,

Découvrez au travers de cette newsletter les derniéres actualités, innovations

et solutions Rossel Advertisil
maximiser l'impact de vos g

Les Belges sont constammy

Ensemble, faisons en s¢

Etude "Bel na art
Les Belges et le
« Made in Belgium »

Rossel Advertising vous le révéle dans son
étude menée avec AQ Rate.

développons pour optimiser et




AMPLIFY

PRESS

Activate local consumption in
B2C

Rossel Advertising
Rz

1 Belgium at Heart

Publications

R ) rosseladvertising

Fait-ici,
je le choisis

C’est le moment ou jamais de soutenir I'’économie locale. Pour notre planéte,
pour notre développement ou tout simplement pour notre plaisir, ayons le
réflexe de privilégier les marques et produits de chez nous. Vous qui lisez ce
message dans un media aussi belge que vous, pensez-y.
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AMPLIFY

Editorial content to raise
consumer awareness

Consommer local;
la priorité des Belges
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Belgium at heart turned an idea
into a market movement 24

advertisers

Across B2B and B2C, Belgium at
Heart mobilised advertisers, 100
reached consumers at scale and at'fe“n’::es
gave visibility to brands supporting

the Belgian economy.

3.845M

Belgians
reached in digital
i impressions
R ‘ Rossel L g
Advertising
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Why Belgium at Heart
deserves recognition?

It addressed a real societal tension
Belgians want to support the local economy, but lack
clear markers to act on it.

e |t transformed media into a trust-based solution
Rossel used the power of Belgian media to connect
brands, consumers and economic impact.

* It created a scalable model
Not a one-shot campaign, but an activable platform
combining data, label and media amplification.
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