
Marketing encompasses all the tasks that are needed in order to sell a product and takes the written form 
of a marketing plan. The plan aims is to reach consumers according to market opportunities, taking into account the 
potential and limitations of the GI product, the production organization and the individual producers involved. It is 
usually divided into two main parts, strategic and operational. The strategic part constitutes the “road map”, which gives 
direction to the marketing effort, while the operational part focuses on implementation of the strategy and is commonly 
referred to as the marketing mix (see sheet C4.3).

IMPLEMENTATION OF STRATEGIC MARKETING C 4.2

Objectives  
The	primary	objective	of	strategic	marketing	is	to	define	the	main	thrusts	by	addressing	such	questions	as	“Who	to	
sell	to?”	and	“Where	to	sell?”.

The strategic marketing plan helps define long- and short-term strategies. It defines market objectives on the basis 
of potential, limitations, market characteristics, competitors etc. It is important for a GI organization to have clear 
objectives shared by its members.

The strategic part of a marketing plan requires two main steps:

•	 Market	analysis:	the	study	of	consumer	motivations,	attitudes,	perceptions,	willingness	and	ability	to	pay,	
competition, market opportunities, possible commercial partnerships etc.

•	 Segmentation,	targeting	and	placement	are	“tools”	developed	through	market	analysis	and	used	to	design	a	
marketing strategy.

Key concepts
Market analysis

Aims	at	identifying	the	business	environment	and	the	characteristics	of	the	market	in	terms	both	of	competitors	
(number, strategies, pricing, quality, distribution etc.) and of consumers (characteristics, quantities purchased, 
income level, food habits, gender, age etc.).

Market segmentation

Is derived from market analysis and is a process of dividing a particular market into different consumer categories. 
Each category (or segment) corresponds to a significant group of consumers with similar characteristics in terms of 
need and behaviour, associated with relevant criteria for the product in question.

Targeting

Entails evaluation of the various segments identified in the previous stage and selection of the most relevant on 
which to concentrate marketing efforts at any one time. Segments are typically evaluated on the basis of their:

•	 accessibility	(Can	the	GI	product	access	the	segment	without	any	major	constraints	and	threats?);

•	 reachability	(Does	the	GI	product	address	the	segment’s	expectations,	with	a	comparative	advantage	over	other	
products?);

•	 profitability	(Does	the	segment	have	the	ability	to	pay	and	is	it	large	enough	to	make	it	profitable	to	market	the	GI	
product	to	it?);

•	 and	feasibility	(Can	effective	marketing	programmes	be	designed	to	attract	and	serve	the	segment	and	is	the	
segment	responsive?).

Market placement

Refers to the consumer perception of the product value in comparison with competing products. The role of 
placement consists of providing an image or “understanding” of what the GI product is all about, so that it can benefit 
from a privileged place in consumers’ minds. The placement strategy therefore depends on the characteristics and 
expectations of each target segment.
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Process 
The necessary market data and information can be collected using various tools: formal interviews with purchasers, 
formal surveys of consumers, media or website information. The GI organization can also commission a market 
research expert or specialized agency to carry out an in-depth market study.

Small-scale producers can also carry out consumer surveys with simple questionnaires and organize tasting panels 
where consumers are asked to sample the GI product and give their impressions.

To facilitate placement, a common logo referring to the specific quality of a certain GI, common to all products 
coming from the companies using the GI, gives consumers the ability to recognize and position the related values 
(terroir, origin etc.) of the products, and give them their preference. This shows the importance for a collective 
organization of developing a common logo for all its members. 

Marketing planning is essential at both the collective level (GI organization) and that of the individual company. 
These two levels must achieve a balance and consistency, which will be determined by the concrete situation of the 
GI system. 

Summary
The remuneration phase must assure the economic sustainability of the system, in particular through the selling 
of the product. It is essential to explore the commercial potential of the GI product right from the start of the 
process during the identification phase to help orient the strategy of the GI system. This entails market studies and 
identification of the advantages and constraints of certain markets, consumer demand etc.

During	the	remuneration	phase,	marketing	must	be	well	planned	and	managed	at	both	the	collective	level	
(GI organization) and that of individual companies. The marketing plan, with its strategy (the “road map”) and 
operations (the marketing mix), will help to organize and implement marketing, depending on the market and how 
production is organized. 
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