
Linking people,
places and
products

A guide for promoting quality linked to
geographical origin and sustainable Geographical Indications



LINKING PEOPLE, PLACES AND PRODUCTS

A guide for promoting quality linked to geographical 
origin and sustainable geographical indications 

This guide has been jointly produced by the Food and Agriculture Organization of the 
United Nations (FAO) and SINER-GI

Authors and Editors:

Emilie Vandecandelaere
Filippo Arfini 
Giovanni Belletti
Andrea Marescotti 

Associate authors and contributors:

Gilles Allaire; Jo Cadilhon; François Casabianca; Peter H.G. Damary; Magali Estève; 
Martin Hilmi; Charlotta Jull; Amélie Le Coent; Emmanuelle LeCourtois; Jérome 
Mounsey; Anna Perret; Denis Sautier; Florence Tartanac; Erik Thévenod-Mottet; 
Frederic Wallet. 



The designations employed and the presentation of material in this information product and 
in the map(s) do not imply the expression of any opinion whatsoever on the part of the Food 

and Agriculture Organization of the United Nations (FAO) concerning the legal or development 
status of any country, territory, city or area or of its authorities, or concerning the delimitation 

of its frontiers or boundaries. The mention of specific companies or products of manufacturers, 
whether or not these have been patented, does not imply that these have been endorsed or 

recommended by FAO in preference to others of a similar nature that are not mentioned. The 
views expressed in this information product are those of the author(s) and do not necessarily 

reflect the views of FAO.

The views expressed in the contribution by SINER-GI members are the sole responsibility of 
the authors and do not necessarily reflect the views of the European Commission. Neither the 

European Commission nor any person acting on behalf of the Commission is responsible for the 
potential use of the information contained herein. 

ISBN 978-92-5-106374-3

All rights reserved. Reproduction and dissemination of material in this information product 
for educational or other non-commercial purposes are authorized without any prior written 

permission from the copyright holders provided the source is fully acknowledged. Reproduction 
of material in this information product for resale or other commercial purposes is prohibited 
without written permission of the copyright holders. Applications for such permission should 
be addressed to the Chief, Electronic Publishing Policy and Support Branch, Communication 

Division, FAO, Viale delle Terme di Caracalla, 00153 Rome, Italy or by E-mail to 
copyright@fao.org 

© FAO 2009



iii

FAO Programme on Quality Linked to Geographical Origin

Worldwide, there are increasing social expectations and consumer demand for food and agricultural 
products that bear a specific quality label, in particular with a relation to origin, tradition, and a 
particular know how. Promotion and preservation of such origin-based quality can contribute to 
rural development, food diversity and consumer choice. This is in particular is a result of the 
preservation and promotion of local natural, cultural and social resources. Moreover, the recent 
development of new schemes, such as geographical indications, requires guidance. FAO therefore, 
in 2007, launched a programme on origin-linked quality in order to contribute to rural development 
by assisting member countries and stakeholders in the implementation of origin-based quality 
schemes, both at institutional and producer level that are tailored to individual economic, social 
and cultural contexts. 
Website: www.foodquality-origin.org 

Within FAO, this guide is the result of the collaboration between the Nutrition and Consumer 
Protection Division and the Rural Infrastructure and Agro-industries Division which both support 
the development of specific quality schemes to enhance sustainable development.

The Food Quality and Standard Service of FAO is grateful to the ministry of agriculture and fisheries 
of France for its contribution to the trust fund project on specific quality (2007-2010) that supported 
the development of knowledge and analysis of member countries’ experience in the field of quality 
linked to geographical origin and that permitted the publication of this guide. 
 

Strengthening International Research on Geographical Indications (SINER-GI) is a research 
project and network supported by the European Community (priority 8.1: Policy-oriented research) 
from May 2005 to July 2008, coordinated by Bertil Sylander up to 2007 and by Gilles Allaire from 
2007 up to the termination of the project. The objective of the SINER-GI project is to build and 
share a coherent worldwide scientific basis regarding economic, legal, institutional and socio-
cultural conditions of success for geographical indications. This scientific work is to give effective 
support for sound policies. SINER-GI builds on a worldwide network of contributions from many 
researchers and associated researchers and case studies. The SINER-GI consortium gratefully 
acknowledges the financial contribution of the European Community under the Sixth Framework 
Programme for Research, Technological Development and Demonstration Activities, for the 
Specific Targeted Research Project SINER-GI SSPE-CT-2005- 006522.
Website: www.origin-food.org
 



Content

Foreword .......................................................................................................xi

Acknowledgements ......................................................................................xii

List of acronyms and abbreviations ............................................................ xvii

INTRODUCTION  ...........................................................................................xix

THE DIFFERENT STEPS OF THE ORIGIN-BASED QUALITY VIRTUOUS CIRCLE  1
1- Identification ........................................................................................................................ 4
2- Qualification  ........................................................................................................................ 4
3- Remuneration  ..................................................................................................................... 5
4- Reproduction of local resources  ......................................................................................... 5
5- Role of public policies along the circle ..............................................................................  6

Figure 1: The origin-based quality virtuous circle  ................................................................................3
Case study 1: The value creation process - SAFFRON OF TALIOUINE (Morocco)  ................................6

PART 1. IDENTIFICATION: AWARENESS AND POTENTIALS  ............................9

1.1 THE LINKS BETWEEN PRODUCTS, PEOPLE AND PLACES  ........................................................... 11
The product: specific quality and reputation  ........................................................................ 12
The place and the local resources  ........................................................................................ 13
The people: the collective dimension and potential for action  ............................................ 14
Practice  .................................................................................................................................. 17

Figure 1: Interaction between people, product and place  ..................................................................11
Box 1: Terroir and typicty  .....................................................................................................................12
Case study 1: Identification of specific quality and reputation: UVS SEA BUCKTHORN (Mongolia); 
SALT OF AMED (Indonesia)  ..................................................................................................................13
Case study 2: The link with the physical environment-PICO DUARTE COFFEE
(Dominican Republic) ............................................................................................................................15
Case study 3: The path from identification to qualification - CHIVITO CRIOLLO DEL NORTE 
NEUQUINO (Argentina)  .........................................................................................................................16

1.2 WHY ENGAGE AN ORIGIN-BASED COLLECTIVE PROCESS? A SUSTAINABLE PERSPECTIVE  ...................... 19
Rural and sustainable development  ..................................................................................... 19
The economic pillar: adding value and benefit from organization  ...................................... 20
The environmental pillar: sustainable use of resources and biodiversity  ........................... 22
The social pillar  ..................................................................................................................... 23
A tool in the hand of local actors for a sustainable territorial approach ............................. 24
Practice  .................................................................................................................................. 27

Box 2: Premium price from differentiation  ..........................................................................................20
Case study 4: Influence of reputation on price formation - NAKORNCHAISRI PUMMELO
(Thailand) ...............................................................................................................................................21



Linking people, places and products.

Case study 5: Contribution to social sustainibility - MAIZ BIANCO DE CUZCO (Peru) .......................24
Case study 6: Origin based production for promoting the sustainable development of a fragile 
area - LIVNO CHEESE (Bosnia Herzegovnia)  .......................................................................................25

1.3 GEOGRAPHICAL INDICATIONS, LOCAL REGULATION AND PROTECTION  ............................................ 29
What is a geographical indication (GI)? ................................................................................. 29
Use and misuse: the need for well established and explicit rules  ...................................... 31
The need to establish local rules to use the geographical indication  ................................. 33
Enforcement of the local rules: social mechanisms and legal protection  .......................... 33
Practice  .................................................................................................................................. 37

Box 3: The formalization of rules and collective actions – Example of Nyons Olive oil  .....................31
Case study 7: Imitation of a GI by industrial companies - QUESO CHONTALEÑO (Nicaragua) .........  32
Case study 8: Social control and sanctions for local staple food - GARI (cassava semolina) from 
SAVALOU (Bénin)  ..................................................................................................................................34
Case study 9: Registering a GI to prevent the private registration of a geographical name 
(Dominican Republic) ...........................................................................................................................  34
Box 4: Geographical Indication, Appellation of Origin and Indication of Source  ................................35
Box 5: Origin-based product, GI product and protected GI product  ...................................................35

1.4 SHARING A COMMON APPROACH  ...................................................................................... 39
The need for collective action  ............................................................................................... 39
Mobilizing local stakeholders ................................................................................................ 40
Involving external actors  ....................................................................................................... 42
Practice  .................................................................................................................................. 47

Figure 2: Different stakeholders can be involved in the value creation process  ...............................39
Case study 10: Setting up Collective Actions – COTIJA CHEESE (Mexico)  .........................................41
Case study 11: Involvement of a supply chain actor: a butcher - PAMPA GAÚCHO DA CAMPANHA 
MERIDIONAL MEAT (Brazil)  .................................................................................................................42
Box 6: Examples of chefs and restaurants support  ............................................................................43
Case study 12: The role of travelers and emigrants nostalgia for their native country in 
promoting the product and building its reputation – MAMOU CHILI (Guinea)  ...................................43
Box 7: Consumers’ support - Example of Slow Food  ..........................................................................44
Box 8: Examples of wine routes  ...........................................................................................................44
Case study 13: Actions of public authorities and NGOs – CACAO ARRIBA (Ecuador)  ........................45
Box 9: Examples of research projects  .................................................................................................45
Case study 14: Actions of public authorities and NGOs – CHIVITO CRIOLLO DEL NORTE 
NEUQUINO (Argentina)  .........................................................................................................................46

PART 2.QUALIFICATION: SETTING RULES FOR A GI PRODUCT  .....................49

2.1 THE CODE OF PRACTICE  ............................................................................................... 51
A document defining the specific quality linked to geographical origin  .............................. 51
Importance of measurable requirements  ............................................................................. 52
Importance of mediation  ....................................................................................................... 53

Box 1: The main content of the code of practice  .................................................................................52
Case study 1: A constructive process to elaborate the code of practice - COFFEE OF KINTAMANI 
BALI (Indonesia)  ...................................................................................................................................54



2.2 DEFINITION OF THE SPECIFIC QUALITY PRODUCT  .................................................................. 55
Description of the product ..................................................................................................... 55
First step: inventory of resources and practices  .................................................................. 55
Second step: defining the rules  ............................................................................................ 57
Practice  .................................................................................................................................. 59

Box 2: Examples of specific characteristics giving typicity to the product  .........................................56
Box 3: Taste qualification process - Argan Oil (Morocco)  ....................................................................56
Table 1:Sample questions for providing an inventory of specific characteristics  ..............................57
Box 4: Setting up a sub-category; example of Gruyère  .......................................................................57 
Case study 2: Including artisan and industrial production categories–TURRIALBA CHEESE (Costa Rica)  58

2.3 THE DELIMITATION OF THE PRODUCTION AREA  .................................................................... 61
What defines the territory?  ................................................................................................... 61
Reputation and history  .......................................................................................................... 61
The GI name and the territory
Criteria and methods to define the boundaries  ................................................................... 64
Practice  .................................................................................................................................. 71

Case study 3: Taking into account the territorial complexity of the existing production area - 
GRUYÈRE PDO (Switzerland)  ...............................................................................................................62
Box 5: Examples of GI names in relation to the territory ....................................................................63
Table 2: Criteria for delimitation  ..........................................................................................................64
Case study 4: The delimitation of the GI boundaries – ROOBOIS HERBAL TEA (South Africa)  .........65
Box 6: Link with the geographical area: difference between Appellation of Origin (AO) and 
Geographical Indication (GI)  .................................................................................................................65
Box 7: Examples of delimitation in relation with terroir plots and administrative boundaries  .........66
Box 8: Method and contents of a GI delimitation report  .....................................................................66
Case study 5: How the CoP justifies the link between product and geographical area – LARDO DI 
COLONNATA (pork fat) (Italy)  ................................................................................................................67

2.4 SETTING UP THE LOCAL GUARANTEE SYSTEM  ...................................................................... 71
A guarantee system for geographical indications  ................................................................ 72
Role of producers organizations in the guarantee system  .................................................. 74
Setting up the control plan  .................................................................................................... 76
Managing the costs  ............................................................................................................... 77
Practice  .................................................................................................................................. 81

Case study 6: Traceability at the producers’ level: implementation of simple tools - 
KAMPOMG SPEU PALM SUGAR (Cambodia)  .......................................................................................72
Case study 7: Traceability and control system - COLOMBIAN COFFEE (Colombia)  ...........................73
Box 9: The different verification systems  ............................................................................................74
Case study 8: Elaboration of a control system -COFFEE OF KINTAMANI BALI (Indonesia)  ..............75
Box 10: Examples of sanctions for not meeting requirements  ..........................................................76
Table 3: Example of control plan for a GI vegetal product (Lampung Black Pepper)  ........................78
Table 4: Example of control plan for a GI animal product (Comté cheese)  ........................................79

2.5 TAKING INTO ACCOUNT ENVIRONMENTAL AND SOCIAL ISSUES IN THE CODE OF PRACTICE  .................... 83
The code of practice and sustainability  ................................................................................ 83
Setting the rules for sustainability  ........................................................................................ 86
Practice  .................................................................................................................................. 89



Linking people, places and products.

Case study 9: Products based on biodiversity resources - CHIVITO CRIOLLO DEL NORTE
NEUQUINO (Argentina), CACAO ARRIBA (Ecuador), CHERRY OF LARI (Italy), JINHUA HAM (China)  85
Figure 1: Taking into account environmental and social aspects within the code of practice  ..........86
Table 5: Examples of criteria for social and environmental sustainability  ........................................87

2.6 POTENTIAL PROBLEMS IN SETTING THE RULES AND HOW TO SOLVE THEM  ..................................... 91
Practice  .................................................................................................................................. 93

Table 6: Examples of problems and solutions .....................................................................................92

PART 3. REMUNERATION: MARKETING A GI PRODUCT .................................93

3.1 BUILDING AN ORGANIZATION TO MANAGE THE GI SYSTEM  ....................................................... 97
Importance of an organization  .............................................................................................. 97
Roles and activities of a GI organization  ............................................................................... 97
Structruring the organization ................................................................................................ 98
To be or not to be ... part of the GI organization?  ............................................................... 101
Practice  ................................................................................................................................ 103

Box 1: Examples of activities and services the GI organization may provide  .....................................98
Case study 1: An organization supporting a GI product – COMTÉ CHEESE (France)  .........................99
Figure 1: Example of structure for a GI interprofessional organization  .............................................99
Case study 2: Building a producer organization – KAMPONG SPEU PALM SUGAR (Cambodia)  .....100
Case study 3: The organization structure – PDO GRUYÈRE (Switzerland)  .......................................101

Table 1: Potential advantages and disadvantages of being part of the GI organization  ..................102

3.2 ACTIONS FOR STRATEGIC MARKETING  ............................................................................. 105
Strategic and operational marketing  .................................................................................. 105
Developping a strategic marketing plan .............................................................................. 106
Market analysis  ................................................................................................................... 106
Market segmentation: dividing a market into categories  .................................................. 108
Targeting: prioritizing  .......................................................................................................... 110
Positioning: getting consumers to understand the product  .............................................. 111
Practice  ................................................................................................................................ 113

Box 2: Strategic and operational marketing for GI products in Tunisia  ...........................................106
Case study 4: Market research and consumer surveys – TURRIALBA CHEESE (Costa Rica)  .........107
Box 3: Example of SWOT analysis made by the GI organization -PARMIGIANO REGGIANO 
CHEESE (Italy) .....................................................................................................................................108
Case study 5: Segmentation and targeting–COLOMBIAN COFFEE (Colombia), COTIJA CHEESE 
(Mexico)  ...............................................................................................................................................109
Figure 2: Example of consumers’ segmentation by income and age  ...............................................110
Box 4: Examples of logos for various GI products .............................................................................111
Box 5: Examples of GI product category logos  ..................................................................................111

3.3 THE MARKETING MIX (OPERATIONAL MARKETING)  .............................................................. 115
What is the marketing mix?  ................................................................................................ 115
Product  ................................................................................................................................ 116
Price  ..................................................................................................................................... 117
Place  .................................................................................................................................... 118
Promotion  ............................................................................................................................ 121
Practice  ................................................................................................................................ 123



Figure 2: The Marketing mix components  ........................................................................................115
Case study 9: Now available for consumers: sliced and in vacuum packages for longer 
conservation - PARMA HAM PDO (Italy) .............................................................................................116
Case study 10: Quality differentiation, price and labelling- PARMIGIANO REGGIANO (Italy)  ..........117
Case study 11: Accessing a new niche market - LIMON OF PICA (Chile)  ........................................119
Case study 12: Selecting the distribution channels- CHIVITO CRIOLLO DEL NORTE NEUQUINO 
(Argentina)  ..........................................................................................................................................120
Case study 13: Examples of collective advertising tools - PARMIGIANO REGGIANO CHEESE (Italy)  .122

PART 4. REPRODUCTION FOR SUSTAINABLE GIs  .......................................125

4.1 KEY FACTORS FOR SUSTAINABILITY ................................................................................ 127
Reproduction of local resources and sustainability  ........................................................... 127
Being aware of possible negative impacts  ......................................................................... 127
Key factors for sustainibility  ................................................................................................ 129
Assessing sustainability  ...................................................................................................... 129
Practice  ................................................................................................................................ 133

Case study 1: Rural development issues - ROOBOIS HERBAL TEA (South Africa)  ..........................127
Box 1: Some questions for sustainability evaluation  ........................................................................131
Case study 2: Social and environmental sustainability, CHERRY OF LARI (Italy)  ............................132

4.2 THE EVOLUTION OF RULES OVER TIME  ............................................................................ 135
Living products  .................................................................................................................... 135
The reasons the rules change  ............................................................................................. 135
Changing the rules  .............................................................................................................. 137
Practice  ................................................................................................................................ 139

Case study 3: Increasing market demand and resource shortage can lead to the modification 
of the rules - TEQUILA (Mexico)  .........................................................................................................136
Case study 4: Changing the rules for a GI within a new national legal framework - 
HAM OF UZICE/ ZLATIBOR (Republic of Serbia)  ...............................................................................138

4.3 EXTENDED TERRITORIAL STRATEGIES FOR INCREASING RURAL DEVELOPMENT  .............................. 141
Geographical indication as a leverage for extended territorial strategies  ........................ 141
Investing in rural tourism  ................................................................................................... 142
Conditions for setting-up extended territorial strategies  .................................................. 142
Involving local stakeholders for extended territorial strategies  ........................................ 143
Practice  ................................................................................................................................ 145

Case study 5: Extended territorial strategy: benefiting from the reputation of the GI - LARDO DI 
COLONNATA (Italy)  ..............................................................................................................................142
Case study 6: GI as a tool for promoting the territory - Linking local wine and tourism activity 
(Brazil) .................................................................................................................................................143
Case study 7: Linking GIs to rural tourism development (Morocco)  ................................................143

PART 5. CREATING CONDITIONS FOR THE DEVELOPMENT OF GIs: 

THE ROLES OF PUBLIC POLICIES  ...............................................................147

5.1 THE LEGAL PROTECTION OF GEOGRAPHICAL INDICATIONS  ...................................................... 149
Legal tools  ........................................................................................................................... 149



Linking people, places and products.

Sui generis systems and trademark laws  .......................................................................... 149
The choice of appropriate legal tools by local stakeholders  .............................................. 154
Early protection to prevent generalization and expropriation of the GI  ............................. 154
Tools fo an effective legal framework  ................................................................................. 158
Practice ................................................................................................................................. 159

Box 1:TRIPS Agreement and Geographical Indications  ....................................................................150
Box 2: The sui generis system for Protected Designation of Origin (PDO)and Protected 
Geographical Indication (PGI) of the EU .............................................................................................151
Case study 1: Generic name or not? A GI product with a collective trademark - COTIJA CHEESE 
(Mexico)  ...............................................................................................................................................152
Table 1: Main differences between sui generis GI, certification TM and collective TM  ......................153
Box 3: When a GI becomes generic, the example of Camembert  ....................................................155
Box 4: When a GI is registered outside of the territory, the example of Roobois  ............................155
Box 5: Examples of inventories of products  ......................................................................................155
Box 6: The Organization for an International Geographical Indications Network: OriGIn  ...............156
Case study 2: Different legal tools for protection - TEQUILA (Mexico); DARJEELING TEA (India)  ..157

5.2 SUPPORTING GI SYSTEM THROUGH PUBLIC POLICIES  ........................................................... 161
Different approaches and different roles for public policies  .............................................. 161
Different levels in the definition of GI public policies  ......................................................... 162
The integration of public policies in the local project around the GI  ................................. 162
Practice  ................................................................................................................................ 167

Box 7: Possible roles of public actors along the quality circle  .........................................................161
Box 8: Main roles of local public actors .............................................................................................163
Case study 3: Public and local authorities support – LIMON OF PICA (Chile)  .................................163
Table 2: Examples of policy tools and possible actions  ....................................................................164

CONCLUSION  ..............................................................................................171

Bibliographic references  ...........................................................................173 

Glossary  .....................................................................................................184 



xi

Foreword 

According to the 1996 World Food Summit, “food security exists when all people at all 
times have physical and economic access to safe and nutritious food to meet their dietary 
needs and food preferences for an active and healthy life”. Within this broad definition, 
specific quality and attributes of the food, diversity and local access are important 
matters that need to be considered. In different parts of the world, generations of people 
have built local identity; know how, reputed typical food products, and specific landscape 
that characterise the interaction between natural resources and production systems. 
Today, this link between a product, a place and people represent not only a heritage 
that needs to be preserved, but also a value on the market as consumers become 
increasingly interested in quality linked to geographical origin, traditions and typicity. 

Because of its potential positive impact on rural development and preservation 
of biodiversity, FAO has recently expanded the scope of its activities under the 
framework of specific quality to include quality linked to geographical origin. An 
informal Interdepartmental Working Group (IDWG) on “Differentiated Quality Food and 
Agricultural Products” was set up to oversee and coordinate the development of this 
new area of work. Several seminars have been organized during the last few years, in 
different parts of the world, to raise awareness about the importance of quality linked to 
geographical origin and its requirements in terms of legislative framework, certification 
schemes, and promotional activities. These seminars were held in the Mediterranean 
basin (2007), Latin America (2007), South-eastern Europe (2008) and Asia (2009). 
Participants in these seminars recommended that FAO develop technical guidelines to 
assist concerned government officials and relevant stakeholders in the development 
and implementation of specific quality schemes. 

FAO is pleased to present this Guide which is the fruit of an intense collaboration 
between its experts, members of the IDWG on Differentiated Quality Food and 
Agricultural Products and the network of experts belonging to SinerGI project supported 
by the European Community. This collaboration has made it possible to access a variety 
of information on products with quality linked to geographical origin, processes and 
schemes as well as experiences and best practices in establishing these schemes. 

It is our hope that this Guide, together with the case studies carried out in different 
regions of the world, will assist stakeholders, particularly small farmers and producers 
in developing countries, in their effort to develop and implement quality products, linked 
to geographical origins, and take advantage of the opportunities offered by consumers’ 
interest in these products to improve their livelihoods, and promote sustainable 
agriculture and rural development.

Ezzeddine Boutrif

Director, Nutrition and Consumer Protection Division

and Chair, Inter-departmental Working Group on

Differentiated Quality Food and Agricultural Products
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France. He and his colleagues are participating in many research and training activities 
on the recognition of local specialty products worldwide. In the SINER-GI project, he 
coordinated the case study component which provided many insights and examples for 
this guide. 
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Florence Tartanac, FAO

Agro-industry officer for the Rural Infrastructure and Agro-industries Division of FAO 
in Rome. Her areas of expertise are: small-scale rural agro-industries, agro-industry 
management, food certification, business partnerships, and innovation promotion. She 
joined the organization in 2001 at the FAO Regional office for Latin America and the 
Caribbean, before being transferred to Rome in 2005. 

Erik Thévenod-Mottet, AGRIDEA

Responsible for the scientific activities of AGRIDEA on Geographical Indications. 
He worked previously for a wine inter-professional body and for a certification body 
specialized in GIs. For a decade AGRIDEA has been involved in European research 
projects on GIs and provides training programmes and expertise on topics related to GI 
implementation, management and development. 

Emilie Vandecandelaere, FAO

Specific Quality Officer for the Food Quality and Standards Service (AGNS) of FAO in 
Rome. She is the Project Manager for Quality Linked to Geographical Origin. She provided 
FAO case studies and analysis of advantages and constraints of the implementation of 
quality linked to geographical origin schemes as well as the key factors for sustainable 
development. She also coordinated the edition and publication of the guide. 

Frederic Wallet, INRA Unit of Toulouse 

Research engineer in economics at the French National Institute for Agricultural 
Research (INRA) in Toulouse. His research topics are the impact of geographical 
indications on rural development, the innovation process in rural policies and GI 
protection schemes. In particular, he worked on Chinese and French case studies. 
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Pictures Credit

Allaire, G.: Goethe wine p.143 (case study 6).
Alvadaro F.: Woman on the cover page; Feria p.118 
Arfini, F.: Queso Chontaleno p.32 (case study 7).
Belletti, G.: Pico Duarte coffee p.15 (case study 2); p.34 (case study 9)/ Lardo di Colonnata p.142 
(first picture in case study 5).
Bernardoni, P.: Livno cheese p.25 (case study 6). 
Biagini, L.: Lardo di Colonnata p.67 (case study 5); p.142 (case study 5, second picture).
Blanco, M.: Queso Turrialba p.58 (case study 2); p.109 (case study 4).
Cerdan C.: Pampa Gaucho meat p.42 (case study 11).
CGIC/StudioVision: Comté p.99 (case study 1).
Consorzio del Formaggio Parmigiano-Reggiano: p.122 (case study 8).
Damary, P.: Argan Oil p.56 (box 3); p.84.
Durand, C.: Salt of Amed p.13 (case study 1).
Fournier, S.: Gari p.34 (case study 8).
González Jiménez, E.: Cacao Chuao p.4.
GRET/CEDAC: Palm sugar p.51; p.100 (first photo in case study 2).
Kpohomou C.: Mamou Chili p.43 (case study 12).
Leclercq M./CIRAD: Rooibos p.65 (case study 4); p.128 (case study 1).
Marescotti, A.: Cows on the cover page and p.12 ( box 1)/ Pico Duarte coffee p.15 /
Cows Maremmana p.20 / Cherry of Lari p.85 (case study 9); p.132 (case study 2). 
Mawardi, S.: Cafe Kintamani Bali p.54 (case study 1); p.75 (case study 8).
Migration et Développement: Saffron p.6-7 (first and second picture in case study 1); p.15; p.144 
(case study 7).
Pérez Centeno, M.: Chivito criollo p.5; p.16 (case study 3); p.23; p.46 (case study 14); p.85 (case 
study 9).
Poméon, T.: Queso Cotija p.41 (case study 10); p.109 (case study 5); p.152 (case study 1).
Quingaísa, E.: Cacao Arriba p.22; p.45 (case study 13); p.85 (case study 9).
Thévenod-Mottet E.: Vacherin Mont d’Or p.30.
Ts. Enkh-Amgalan: Uvs Sea Buckthorn p.13 (case study 1).
Vandecandelaere, E.: Man with the cheese, crocus flower and olives on the cover page/ Limon de 
Pica p.4; p.119 (case study 11); p.163 (case study 3)/ Asiatic market p.5 (first picture)/Saffron p.7 
(third and fourth pictures in case study 1); p.43 (box 6)/ Pummelo p.21 (case study 4)/ Maiz Blanco 
p.24 (case study 5)/ Olive p.83/ Palm Sugar p.100 (second picture in case study 2)/ Prosciutto p.116 
(case study 9). 
Wang G.: Jinhua pig p.85 (case study 9).
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LIST OF ACRONYMS AND ABBREVIATIONS

ARPQC   Regional Association of Cotija Cheese producers
AMIGHA  Moroccan Association for the Geographical Identification of Argan Oil
CIGC  Inter-professional Committee of Comté cheese
CIRAD  Agricultural Research Center for International Development (France)
CoP  Code of practice
DAI  Dinaric Arc Initiative
DO  Denomination of Origin
EU  European Union
EURONATUR  European Nature Heritage Fund
FAO  Food and Agriculture Organization of the United Nations
FEDECACE National Federation of Coffee Growers of Ecuador
FNC  National Federation of Coffee Growers of Colombia
GI  Geographical Indication
GMO  Genetically Modified Organism
IDA  Ibar Development Association
IDIAF  Dominican Institute for Research on Agriculture and Forest
IFOAM  International Federation of Organic Agriculture Movements
INRA  National Institute for Agricultural Research (France)
INTA  National Institute for Tecnological Agronomy (Argentina)
INTERG  Technical Center for Oils (Morocco)
IP  Intellectual Property
IPR  Intellectual Property Rights
IUCN  International Union for Conservation of Nature
NAFTA  North American Free Trade Agreement
NGO  Non-Governmental Organization
OAPI  African Intellectual Property Organization 
ORIGIN   Organization for an International Geographical Indications Network  
PDO  Protected Designation of Origin
PGI  Protected Geographical Indication
PGS  Participatory Guarantee System
PROCHILE Direction of Promotion and Export of Chile
SICA  Coffee Information System, Colombia 
SINER-GI Strengthening International Research on Geographical Indications project
  of the EU
STREP  Specific Targeted Research or Innovation Project of the EU
SWOT  Strengths, Weaknesses, Opportunities, Threats
TM  Trade Mark
TRIPS  Trade-Related Aspects of Intellectual Property Rights Agreement
UCODEP  Unit and Cooperation for People Development
UNEP  United Nations Environment Programme
UNESCO  United Nations Educational, Scientific and Cultural Organization
UNCTAD  United Nations Conference on Trade and Development, Italy
UNDP         United Nations Development Programme 
UNOCACE Union of the Cacao Farmer Organizations of Ecuador 
WIPO   World Intellectual Property Organization 
WTO  World Trade Organization
WWF  World Wildlife Fund




