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Conclusion

Gl systems all around the world are the result of a complex process of relationships
(formal and informal) among several types of stakeholders and actors (private and
public, local and outside the territory) that have formalized in a set of common rules the
main focus points on the definition of the quality linked to geographical origin: production
systems, standards, control schemes, as well as the use of local resources and protection
system against usurpation. All these activities are finalized to add value to the products
originating from specific geographical areas that have been produced using human
skills or cultural habits and to preserve production systems for future generations. In
other words, relationships among actors should preserve Gl production systems from
market pressure and enhance local development in rural areas under three different
perspectives: environmental, social and cultural.

Within the human and environmental contexts, the sustainability of Gl systems is the result
of a composite set of intertwined processes. These processes include the identification
of the potential of the origin product and the involvement of actors (identification phase],
definition of common rules for managing production systems and local resources
(qualification phase] and adoption of common strategies for marketing initiatives
(remuneration phase). Local producers and local populations might benefit from the
characteristics of the local environment and cultural heritage without compromising the
future of their environmental systems and the future of the local inhabitants and this
should be enhanced (reproduction phase). The consequence of those actions on local
resources that generate opportunity and increase the quality of life has direct outcomes
on the local population.

The creation and management of Gl systems and products requires a delicate
equilibrium between the three pillars of sustainable development and the motivations
of different stakeholders. Reaching this equilibrium is a very difficult task because the
collective interest and the social welfare will be impacted by collective actions carried
out according to the definition of the “quality rules”, the adoption of common strategies
for specific issues (local resources and marketing) and networking activities (Gl networks
and Gl with other social and economic networks).

In order to reach the final objective of creating Gl sustainable systems, it is necessary
to have the knowledge, vision, determination, time and help of facilitators. Those can be
public institutions (local, regional and national institution) but also NGOs, that facilitate
the spread, comprehension of methodologies and approaches already applied in many
successful Gl products.

In this perspective, this guide synthesizes all the aspects dealing with the creation,
management and development of sustainable Gl systems. It hopefully provides an
“ideal” path that should be followed by Gl stakeholders and a set of questions that will
help them to know, to manage and to develop their own Gl products in their own socio-
environmental context.




Conclusion and bibliography

Bibliographic References

1) References

The different steps of the origin-based quality virtuous circle

Allaire G. Sylvander B. 1997. Qualité spécifique et innovation territoriale, Cahiers d’"Economie et
Sociologique rurales, n°44, pp. 29-59

Barjolle, D. Boisseaux, S. Dufour, M. 1998. Le lien au terroir. Bilan des travaux de recherche.
ETH Institut d’économie rurale, Lausanne , Available at : www.aoc-igp.ch/files/upload/Lien%20
au%?20terroir.pdf

Belletti G., Brunori G., Marescotti A., Pacciani A., Rossi A. 2006. “Il processo di valorizzazione
delle produzioni agroalimentari tipiche”, in: Rocchi B, Romano D. (a cura di), “Tipicamente
buono. Concezioni di qualita lungo la filiera dei prodotti agro-alimentari in Toscana”, Franco
Angeli, Milano, 2006, pp.175-198

Belletti G., Brunori G., Marescotti A., Rossi A. 2003. “Multifunctionality and rural development:
a multilevel approach”, in: Van Huylenbroek G., Durand G. (eds.], “Multifunctional agriculture. A
new paradigm for European agriculture and rural development”, Ashgate, Aldershot, pp.55-80

Belletti G., Marescotti A. 2002. “OLPs and Rural Development”, DOLPHINS Concerted Action,
WP3 Final Report (www.origin-food.org/pdf/wp3/wp3.pdf )

FAO 24th Regional Conference for Europe, 2004. Item Six - Food safety and quality in Europe:
Aspects concerning in particular quality, nutritional balance, the importance of agricultural land
and cultural heritage ("Terroirs”). Montpellier, France, 5-7 May 2004.

FAO 26th Regional Conference for Europe, 2008. Item Eleven - Promotion of traditional regional
agricultural and food products: a further step towards sustainable rural development. Innsbruck,
Austria, 26-27 June 2008.

Part 1 - Identification: awareness and potentials

Arfini F., Bertoli E., Donati M. 2002. The wine routes: analysis of a rural development tool,
in (Editor), Muchnik J. Proceedings of the 2002 SYAL Congress Systémes agro-alimentaires
localisées : produits entreprises et dynamiques locales, Montpellier, FR.

Barham, E. 2003. Translating terroir: the global challenge of French AOC labelling. Journal of
Rural Studies, n.19, pp.127-138

Belletti G. 2006. “La qualificazione dei prodotti tipici”, in: ARSIA (2006}, “Guida

per la valorizzazione delle produzioni agroalimentare tipiche. Concetti, metodi,
strumenti”, ARSIA, Firenze, pp.53-65 (Available at: www.arsia.toscana.it/vstore/pdf/
GuidaAgroalim%E2%80%93completo.pdf)




Linking people, places and products.

Bérard L., Marchenay P. 1995. Lieux, temps, et preuves: la construction sociale des produits de
terroir. Terrain, n.24: 153-164

Bérard, L. Marchenay, P. 2007. Produits de terroirs. Comprendre et agir. CNRS - Ressources des
terroirs - Cultures, usages, sociétés, Technopdle Alimentec rue Henri de Boissieu 01060 - Bourg
en Bresse cedex 9

Bérard, L. Marchenay, P. 2008. From Localized Products to Geographical Indications. Awareness
and Action. Ressources des Terroirs - CNRS, 61 p. Available at www.ethno-terroirs.cnrs.fr/IMG/
pdf/Localized_Products_to_Gl.pdf

Casabianca F. Sylvander B. Noel Y. Béranger C. Coulon J.B. Roncin F. 2005. “Terroir et Typicité:
deux concepts-clés des Appellations d’Origine Controlée. Essai de définitions scientifiques et
opérationnelles”, Symposium international “Territoires et enjeux du développement régional”,
Lyon, 9-11 mars

Liu, P. and Vandecandelaere, E. 2008. Diversité des désignations et labels dans le contexte
international. FAO. « Désignation de denrées alimentaires et bioénergies durables » -
Proceedings of the seminar organized by the Swiss Federal Office for Agriculture (FOAG), March
2008.

Mutersbaugh, T. Klooster, D. Renard, M-C. and Taylor, P. 2005. Certifying rural spaces: Quality-
certified products and rural governance. Journal of Rural Studies 21: 381-388.

Teuber R. 2007. Geographical Indications of Origin as a Tool of Product Differentiation - The Case
of Coffee, Contributed Paper prepared for presentation at the 105th EAAE Seminar ‘International
Marketing and International Trade of Quality Food Products’, Bologna, Italy, March 8-10, 2007.

Thiedig, F. Sylvander, B. 2000. Welcome to the club? An Economical Approach to Geographical
Indications in the European Union. Agrarwirtschaft, 49, Heft 12, pp.428-437

Valenzuela-Zapata, A.G. Marchenay P. Foroughbakhch, R. Berard L. 2004. Conservacion de la
diversidad de cultivos en las regiones con indicaciones geograficas: los ejemplos del tequila,
mescal y calvados. In: Congreso internacional Agroindustria rural y Territorio (ARTE). Toluca,
Estado de Mexico: Gis SYAL, U.Autonoma de Toluca (CD-Rom)

Vandecandelaere, E. 2004, Le Systéme Productif Agroalimentaire et Touristique (SPAT]: Vers
l'activation d’une proximité géographique entre producteur et consommateur. Lexemple des
Routes des Vins en Languedoc Roussillon, Western Cape et Mendoza. These de doctorat,
Présentée a UInstitut National de UAgriculture Paris Grignon pour obtenir le diplome de Doctorat
en économie.

Van der Ploeg, J. D. 2002. High quality products and regional specialties: a promising trajectory for
endogenous and sustainable development. OECD, Siena, Italy, 10-12 July 2002.

WIPO Magazine. 2007. Geographical Indications: From Darjeeling to Doha, July 2007.

Part 2 - Qualification: setting rules for a Gl product

Belletti, G. Burgassi, T. Marescotti, A. Scaramuzzi, S. 2007. “The effects of certification costs
on the success of a PDO/PGI”, in: Theuvsen L., Spiller A., Peupert M., Jahn G. (Eds), “Quality
Management in Food Chains”, Wageningen Academic Publishers, Wageningen.




Conclusion and bibliography

Bérard L. Beucherie 0. Fauvet M. Marchenay P. Monticelli C. 2000. “Historical, cultural and
environmental factors in the delimitation of PGl geographical areas”, in: Sylvander B., Barjolle
D. Arfini F. 2000. The socio-economics of Origin Labelled Products in Agri-Food Supply Chains:
Spatial, Institutional and Co-ordination Aspects. INRA Actes et Communications, n.17-2, pp.163-
176.

Bérard L. Beucherie 0. Fauvet M. Marchenay P. Monticelli C., 2001, « Outils et méthodes en vue
d’élaborer la délimitation géographique des Indications Géographiques Protégées (IGP)» , CNRS
- ISARA Lyon - Chambre d’agriculture de Rhéne-alpes.

Binh V.T. Casabianca F. 2002. “La construction d'un cahier des charges de production,
comme outil d'organisation des producteurs et d'insertion dans la filiere: Une démarche de la
Recherche-Intervention participative des actions collectives”, SYAL Colloquium “Les systemes
agroalimentaires localisés: produits, entreprises et dynamiques locales” Montpellier, France
16-18 octobre

Canada J.S., Vazquez A.M. 2005. “Quality certification, institutions and innovation in local agro-
food systems: Protected designations of origin of olive oil in Spain”, Journal of Rural Studies,
n.21, pp.475-486

INAO, 2005. Geographical Indications - Applicant’'s Guide. Institut National des Appellations
d’'origine. Available at: www.inao.gouv.fr/public/home.php?pageFromindex=textesPages/Gl_s_
Guide_-_English_(updating_soon]362.php~mnu=362

Kuhnhotz-Cordat G. 1954. La chaine de la qualité en matiere de délimitation viticole. Progr.
Agric. Vitic., p. 316-319.

Liu P, Cadilhon J, Hoejskov P, Casey S, Morgan N, 2007. Standarts, certification and regulation
for agricultural exports. A Pratical manual for producers and exporters from Asia. FAO, Rome.
Available at www.fao.org/es/esc/en/15/262/highlight_269.html

Pérez Elortondo, F. J. Ojeda, M. Albisu, M. et al. 2007. « Food quality certification: An approach
for the development of accredited sensory evaluation methods”, Food Quality and Preference
18(2007), pp. 425-439.

Tregear, A. Arfini, F. Belletti, G. Marescotti, A. 2007. “Regional foods and rural development:
The role of product qualification”, in Journal of Rural Studies 23(2007), pp. 12-22.

Van der Meulen H. 2007. “A normative definition method for origin food products”. In
Anthropology of Food, Special issue on local food products and systems, March 2007. Available at
aof.revues.org/document406.html

Part 3 - Remuneration: marketing a Gl product

Armstrong G., Kotlet P. 2006. Marketing: an introduction, Prentice Hall Barjolle, D. Chappuis, J.M.
Sylvander, B. 1998. From Individual competitiveness to collective effectiveness: a study on cheese
with Protected Designations of Origin. 59th EAAE Seminar, Toulouse

Barjolle, D. Chappuis, J.M. Sylvander, B. 1998. From Individual competitiveness to collective
effectiveness: a study on cheese with Protected Designations of Origin. 59th EAAE Seminar,
Toulouse




Linking people, places and products.

Barjolle D., Sylvander B. 2000. “Some factors of success for Origin Labelled Products in Agri-
Food supply chains in Europe: market, internal resources and institutions”, in: Sylvander B.
Barjolle D. Arfini F. (Eds), “The socio-economics of Origin Labelled Products in Agri-Food Supply
Chains: Spatial, Institutional and Co-ordination Aspects”, INRA Actes et Communications, n.17-1,
pp.45-71.

Belletti G., 2000. “Origin labelled products, reputation, and heterogeneity of firms”, in: Sylvander
B., Barjolle D., Arfini F. (eds.), “The socio-economics of origin labelled products in agro-food
supply chains: spatial, institutional and co-ordination aspects” Actes et Communications, n® 17,
INRA, Paris, pp.239-260.

Belletti, G. Burgassi, T. Manco, E. Marescotti, A. Scaramuzzi, S. 2009. The impact of
geographical indications (PDO and PGI) on the internationalisation process of agro- food
products. In: Canavari M., Cantore N., Castellini A., Pignatti E., Spadoni R. (eds.). International
marketing and trade of quality food products, Wageningen, The Netherlands: Wageningen
Academic Publishers, pp.201-221

Buganeé, G. 2006. Ufficio Marketing e comunicazine pricipi, attivita e casi di marketing strategico
e operativo, Hoepli.

Crawford, .M. 1997. Marketing Research and Information Systems. Marketing and Agribusiness
Texts No. 4. AGS, FAO.

FAO,1997. Marketing and Agribusiness Texts No. 2 “Agricultural and Food Marketing
Management”. www.fao.org/DOCREP/004/W3240E/W3240E00.HTM

FAO, 2005. Associations of market traders - Their roles and potential for further development
(AGSF Occasional Paper) ftp://ftp.fac.org/docrep/fao/009/y7064e/y7064e00.pdf

FAO. 2003. Market research for agroprocessors (Marketing Extension Guide) ftp://ftp.fao.org/
docrep/fao/007/y4532e/y4532e00.pdf

Le Courtois, E. Galvez, E. Santacoloma, P. Tartanac, F. 2009. Business models to enhance small
farmers’access to markets for certified products. AGS, FAO.

Frayssignes J., 2007, Limpact économique et territorial des Signes d’ldentification de la Qualité
et de l'Origine, Rapport IRQUALIM

Marescotti A., 2006. La commercializzazione dei prodotti tipici, in “Guida per la valorizzazione
dei prodotti agroalimentari tipici. Concetti, metodi e strumenti”, Arsia - Agenzia regionale per lo
sviluppo e linnovazione nel settore agricolo forestale. Firenze.

Pacciani A., Belletti G., Marescotti A., Scaramuzzi S.,2003, “Strategie di valorizzazione dei
prodotti tipici e sviluppo rurale: il ruolo delle denominazioni geografiche”, in: Arzeni A., Esposti
R., Sotte F., “Politiche di sviluppo rurale tra programmazione e valutazione”, Franco Angeli
Milano, pp.235-264

Reviron S. Chappuis J. M., 2006. Geographical Indications: Operators’ collective organization and
management, in CABI Book: Gls and globalization in agro-food supply chains, draft January 2006.

Shepherd, A., 2003. Market research for agroprocessors. Marketing extension guide 3. AGS, FAQ.




Conclusion and bibliography

Shepherd A, Cadilhon J, Galvez E, 2009. Commodity associations: a tool for supply chain
development?, Agricultural management, Marketing and Finance occasional paper, FAO, Rome.

Van de Kop, P. Sautier, D. Gerz, A. 2006. Origin-based Products: Lessons for pro-poor market
development. Bulletin 372, KIT (Royal Tropical Institute, Amsterdam] and CIRAD (French
Agricultural Research Centre for International Development).Available at www.kit.nl/net/KIT_
Publicaties_output/ShowFile2.aspx?e=921

Part 4 - Reproduction of local resources for sustainable Gls

Belletti G. 2003. “Le denominazioni geografiche nel supporto all'agricoltura multifunzionale”,
Politica Agricola Internazionale, n.4, pp.81-102

Belletti G:, Marescotti A., Paus M., Hauwuy, 2008, “Evaluation des effets locaux des AOP-IGP:
développement rural, organisations sociales et vie des territoires”, in Sylvander B., Casabianca
F., Roncin F. (eds.), “Produits agricoles et alimentaires d'origine: enjeux et acquis scientifiques”,
INRA-INAQ, Paris, pp.214-228 (Atti del Colloque international de restitution des travaux de
recherche sur les Indications Géographiques, , Paris. 17 et 18 novembre 2005)

Boutonnet J.P., Napoléone M., Rio M., Monod F., 2005, "AOC Pélardon, filiere en émergence.
Enseignements et questions vives”, Symposium international “Territoires et enjeux du
développement régional”, Lyon, 9-11 mars

Dupont, F. 2004. Impact de l'utilisation d'une indication géographique sur U'agriculture et le
developpement rural. France, Fromage de Comté. Paris : Ministére de UAgriculture et de la
Peche. 27 p.

Lanari, M.R. Pérez Centeno M.J. & Domingo, E. 2007. The Neuquén criollo goat and its
production system in Patagonia, Argentina. People and animals. Traditional livestock keepers:
guardians of domestic animal diversity, pp. 7-15. FAO Interdepartmental Working Group on
Biological Diversity for Food and Agriculture. Rome.

Larson, J. 2007. Relevance of geographical indications and designations of origin for the
sustainable use of genetic resources. Global Facilitation Unit for Underutilized Species.

Leclert, L. 2007. Who Benefits From the “Denominaciéon de Origen” Tequila? Unpublished
master’s thesis. Wageningen, The Netherlands: Wageningen University

Sylvander, B. Marty, F. 2000. Logiques sectorielles et territoriales dans les AOC fromageres:
vers un compromis par le modele industriel flexible ? Revue d'Economie Régionale et Urbaine,
no 3 “Activités agricoles et agro-alimentaires et développement local”, pp 501-518.

Valenzuela-Zapata, A.G. Marchenay, P. Foroughbakhch, R. Berard, L. 2004. Conservacion de
la diversidad de cultivos en las regiones con indicaciones geograficas: los ejemplos del tequila,
mescal y calvados. In: Congreso internacional Agroindustria rural y Territorio (ARTE). Toluca,
Estado de Mexico: Gis SYAL, U.Autonoma de Toluca (CD-Rom)

Vandecandelaere E., 2002, Des “réseaux territoriaux” comme outil de promotion de produits de
qualité. Lanalyse des “routes des vins” en Languedoc Roussillon, Mendoza et Western Cape,
SYAL Colloquium “Les systemes agroalimentaires localisés: produits, entreprises et dynamiques
locales” Montpellier, France 16-18 octobre, Available at: gis-syal.agropolis.fr/Syal2002/FR/

Atelier%204/VANDECALAERE.pdf




Linking people, places and products.

Part 5 - Creating conditions for the development of geographical
indications : the roles of public policies

Addor, F. Grazioli, A 2002. Geographical Indications beyond Wine and Spirits. The Journal of
World Intellectual Property, 5(6), November.

Anania G., Nistico R. 2004. Public regulation as a substitute for trust in quality food markets:
what if the trust substitute can’t be fully trusted?, Journal of Institutional and Theoretical
Economics, Vol. 160, N. 4.

Belletti G., Marescotti A. (eds.) 2008. “Geographical Indications strategies and policy
recommendations”, SINER-GI EU Funded project, Final Report, Toulouse (F) (website: www.
origin-food.org/)

Josling T. 2006. “The War on Terroir: Geographical Indications as a Transatlantic Trade Conflit”,
paper presented as the Presidential Address to the AES Annual Meeting in Paris, march 30th

Marette S., Clemens R., Babcock B.A. 2007. “The Recent International and Regulatory Decisions
about Geographical Indications”, Midwest Agribusiness Trade Research and Information Center,
lowa State University, Ames, lowa 50011-1070, MATRIC Briefing Paper 07-MWP 10, January

Mosoti, V. 2006. International mechanisms for the protection of local agricultural brands in
Central and Eastern Europe. FAO, Legal Papers Online #60.

Sylvander B., Allaire G., Belletti G., Marescotti A., Tregear A., Barjolle D., Thévenot-Mottet
E. 2006. "Qualité, origine et globalisation: Justifications générales et contextes nationaux, le
cas des Indications Géographiques”, Canadian Journal of Regional Sciences, Numéro Spécial
“Politique publique et espace rural”, vol. XXIX, n.1, printemps, pp.43-54

Taubman, A. 2001. “The Way Ahead: Developing International Protection for Geographical
Indications: Thinking Locally, Acting Globally”. Lecture, WIPO Symposium on the International
Protection of Geographical Indications, Montevideo, 28-29/11/01, 12 p. Available at www.wipo.int/
edocs/mdocs/geoind/en/wipo_geo_mvd_01/wipo_geo_mvd_01_9.pdf

Thévenod-Mottet, E. 2006. Legal and Institutional Issues Related to Gls, SINER-GI WP1 Report,
October 2006, 67 p. Available at www.origin-food.org/2005/upload/SIN-WP1-report-131006.pdf

2) FAO Case studies

Available at www.foodquality-origin.org/eng/resource.html

Bernardoni, P. Estéve, M. Paus, M. Reymann, R. 2008. Case studies on Quality Products Linked
to Geographical Origin: Balkans. The Ham of beef meat from Uzice -UZi¢ka Goveca Prsuta,
Serbia. The Livno Cheese - Livanjski Sir, Bosnia and Herzegovina. The Bean of Tetovo - Tetovski
Krav, Former Yugoslav Republic of Macedonia. FAO.

Blanco, M. 2007. Queso Turrialba. PRODAR IICA, Costa Rica. [ICA and FAO.

Datta, T.K., 2009, Tea Darjeeling, India, FAO Case study.

FAO. 2006. Etude sur le tourisme rural et les filieres agricoles dans la province de Taroudant :
huile d’argane, huile d'olive et safran. Rapport 1, Migrations & Développement.




Conclusion and bibliography

Fournier S., 2008. Les Indications Géographiques : une voie de pérennisation des processus
d’action collective au sein des Systémes agroalimentaires localisés ? Cahiers de UAgriculture,
vol. 17, n®6, novembre-décembre 2008, pp. 547-551.
www.jle.com/fr/revues/agro_biotech/agr/sommaire.md?cle_parution=3041&&type=text.html.

Gallego Gomez, J. C. 2007. Proceso de calificacion y sello de calidad en relacion con el origen,
caso: Café de Colombia. [ICA and FAO.

Garcin, D.G. Carral, S. 2007. Le safran marocain entre tradition et marché : Etude de la filiere du
safran au Maroc, en aprticulier dans la région de Taliouine, province de Taroudant. FAO.

Gonzalez Jiménez, E. 2007. Denominacion de origen “Cacao Chuao”, Venezuela. [ICA and FAO.

Keller V. et Fournier S., 2007. Control and traceability system. Working document for the
Kintamani coffee Gl setting up project. Cirad / Inao. 9 p.

Mawardi S, 2009. Advantages, Constraints, and Key Success Factors of Establishing Quality
Signs Linked to the Origin and Traditions: the Case of Kintamani Bali Arabica Coffee Geographic
Indication. FAO Case-study.

Pérez Centeno, M. 2007. “Chivito criollo del Norte Neuquino”, Chos Malal, Neuquén, Patagonia,
rgentina. Istituto Nacional de Tecnologia Agropecuaria (INTAJ. IICA and FAOQ.

Poméon, T. 2007. EL Queso Cotija. CIESTAAM, Universidad Auténoma Chapingo, México. [ICA and
FAO.

Quingaisa, E. Riveros, H. 2007. Estudio de caso: denominacion de origen “Cacao Arriba”.
Ecuador. IICA Ecuador and FAO

Rivera Campos, G. Riveros Serrato, H. 2007. Estudio de caso sobre el proceso de obtencion de la
Denominacién de Origen del “Maiz Blanco Gigante de Cuzco”, Peru. IICA-PRODAR and FAO.

Sereyvath P, 2009. Kampong Speu Palm sugar, Cambodia. FAO Case Study.

Tongdee, S. C. 2007. Impact of producing pummelos under the geographical indication
Nakornchaisri Pummelo on farming practices. FAO.

Ts. Enkh-Amgalan, 2009. Adopting Geographic Indication (Gl) to support local value added
production in the remote rural region of Mongolia: Uvs sea buckthorn case study . FAO Case
Study.

Vandecandelaere, E. in collaboration with Mery J. E. 2007. Limdn de Pica. Chile, [ICA and FAO.

Wang, G. 2009. Application of Geographical Indications systems in China - Case study of Jinhua
Ham. FAO Case Study.

3) SINER-GI Case studies

Arfini F. Cernicchiaro S., Mancini M.C., Magagnoli S., Matteo A.C., Lopez E. 2007. Queso
Chontalefo (Nicaragua), SINER-GI Case Study Report




Linking people, places and products.

Arfini, F. Boccaletti, S. Giacobini, C. Moro, D. and Sckokai D. 2006 Case studies 8. Parmigiano
Reggiano, JOINT RESEARCH CENTRE (Seville), ec.europa.eu/agriculture/quality/certification/
docs/case8_en.pdf

Belletti G., Marescotti A., Galtier F. 2007. Pico Duarte Coffee (Dominican Republic), SINER-GI
Case Study Report

Belletti G., Marescotti A. 2006. "I percorsi di istituzionalizzazione delle produzioni agroalimentari
tipiche”, in: Rocchi B, Romano D. (a cura di), “Tipicamente buono. Concezioni di qualita lungo la
filiera dei prodotti agro-alimentari in Toscana”, Franco Angeli, Milano, 2006, pp.121-147

Bienabe E., Troskie D. 2007. Rooibos, SINER-GI Case Study Report

Bowen S., 2008. Case-study : Tequila, North Carolina State University, United States.

Camara, T. H. Haba M. 2004. Piment de Mamou. Fiche simplifiée pour le repérage de produits
susceptibles d’étre reconnus en Indications géographiques. Organisation africaine de Propriete

Intellectuelle. Yaoundé, OAPI, 1 p.

Cerdan C., Vitrolles D., Wilkinson J., Pimentel L.0. 2007 Gaucho Pampa de Campanha
Meridional Meat, SINER-GI Case Study Report

Durand C., 2009. Les Indications Géographiques, des outils de développement territorial ? Quatre
études de cas en Indonésie. Mémoire présenté en vue de l'obtention du Diplome d’Ingénieur de
Spécialisation en Agronomie Tropicale de 'IRC / Montpellier SupAgro, option Valor. 169 p.
Champredonde M., Casabianca F. 2007. Pampean Argentina Beef, SINER-GI Case Study

Gerz, A. and Fournier, S. 2006. Gari Misse in Benin: a local, premium-quality staple. In : Van

de Kop, P., D. Sautier and A. Gerz (eds), Origin-based products. Lessons for pro-poor market
development. KIT / CIRAD, Bulletin 372, p. 31-40.

Giacomini C., Arfini F., Menozzi D., Cernicchiaro S. 2008. Processus de qualification, effets de
spill-over et implications pour le développement rural : le cas du Jambon de Parme. proceedings
of IV Congreso Internacional de la Red SIAL , Mar del Plata - Argentina

Giraud G. 2007. Basmati rice in Pakistan, SINER-GI Case Study Report

Giraud G. 2008. Range and limit of geographical indications scheme: The case of Basmati rice
from Punjab, Pakistan. International Food and Agribusiness Management Review, Vol. 11, Issue 1

Marescotti A. (2003), “Typical products and rural development: Who benefits from PDO/PGI
recognition?”, 83rd EAAE SeminaFood Quality Products in the Advent of the 21st Century:
Production, Demand and Public Policy”, Chania-Crete, 4-7 september.

Marie-Vivien D. 2007. Basmati rice in India, SINER-GI Case Study Report

Paus M., Esteve M., 2007. Kraljevacki Kajmak, SINER-GI Case Study Report

Pecqueur, B. 2001. Qualité et développement territorial: U'hypothése du panier de biens et de
services territorialisés. Economie rurale, 291, 37-49.




Conclusion and bibliography

Perret A., Thévenod-Mottet E. 2007. Bleuet du Lac San Jean(Bleuberry from Lake St Jean,
Québec), SINER-GI Case Study Report.

SINER-GI. 2006. WP1 Report: Legal and Institutional issues related to Gls. www.origin-food.
org/2005/upload/SIN-WP1-report-131006.pdf

Van de Kop, P. Sautier, D. Gerz, A. 2006. Origin-based Products: Lessons for pro-poor market
development. Bulletin 372, KIT ( Royal Tropical Institute, Amsterdam) and CIRAD (French
Agricultural Research Centre for International Development].Available at www.kit.nl/net/KIT_
Publicaties_output/ShowFile2.aspx?e=921

4) Further readings

Belletti G., Brunori G., Marescotti A., Rossi A., Rovai M. 2006. “Guida per la valorizzazione delle
produzioni agroalimentare tipiche. Concetti, metodi, strumenti”, ARSIA, Firenze, Available at:
www.arsia.toscana.it/vstore/pdf/GuidaAgroalim%E2%80%93completo.pdf

Bérard, L. Marchenay, P. 2008. From Localized Products to Geographical Indications. Awareness
and Action. Ressources des Terroirs - CNRS, 61 p. Available at www.ethno-terroirs.cnrs.fr/IMG/
pdf/Localized_Products_to_Gl.pdf

Bowen S., Ana Valenzuala Zapata A. 2008. Geographical indications, terroir, and socioeconomic
and ecological sustainability: The case of Tequila. Journal of Rural Studies (2008).

Couillerot C, Holah J, Knight C, Lubell A, OriGIn, The Geographical Indications for Mongolia
Handbook. Secretary General of the Organisme Intercantonal de Certification (OIC], OriGlin,
Campden Chorleywood Food and Research Association (CCFRAJ, Sustainable Development
Association (SDA] ; Available at: www.gi-mongolia.com/en/media/Mongolia_Handbook.pdf

Cuffaro, N. and Liu, P. 2008. Technical regulations and standards for food exports: trust and the
credence goods problem. Commodity Market review 2007-2008.

FAO 18th Session of the Committee on Commodity problems, 2008. Intergovernmental group on
Tea, Geographical indications for tea. Hangzhou, China, 14-16 May 2008.

FAO 1999. Agricultural Biodiversity, Multifunctional Character of Agriculture and Land
Conference, Background Paper 1. Maastricht, Netherlands. September 1999.

FAO, 2004."Building on Gender, Agrobiodiversity and Local Knowledge”Training Manual.
IFOAM. 2008. PGS Task Force. Modena, Italy, June 2008

Larson J. 2007. “Relevance of geographical indications and designations of origin for the
sustainable use of genetic resources”, Global Facilitation Unit for Underutilized Species, Roma,
Available at: www.underutilized-species.org/Documents/PUBLICATIONS/gi_larson_Lr.pdf
Lucatelli S. 2000. “Appellations of Origin and Geographical Indications in OECD Member

Countries: Economic and Legal Implications”, OCSE, COM/AGR/APM/TD/WP(2000)15/FINAL
december. Available at: www.olis.oecd.org/olis/2006doc.nsf/linkto/agr-ca-apm(2006)9-final




Linking people, places and products.

LEADER European Observatory, 2000. “Marketing local products: Short and long distribution
channels”, Dossier n°7, July, Available at: ec.europa.eu/agriculture/rur/leader2/rural-en/biblio/
circuits/contents.htm

Rangnekar D. 2004. “The Socio-Economics of Geographical Indications. A Review of Empirical
Evidence from Europe”, UNCTAD-ICTSD Project on IPRs and Sustainable Development, Issue
Paper No.8, may, Available at: www.iprsonline.org/unctadictsd/docs/CS_Rangnekar2.pdf
Thévenod-Mottet, E. (ed) 2006. Legal and Institutional Issues Related to Gls, SINER-GI

WP1 Report, October 2006, 67 p. Available at www.origin-food.org/2005/upload/SIN-WP1-
report-131006.pdf

Thual, D. 2007. Q&A Manual. European Union Legislation on Geographical Indications. December

2007, 62 p. Available at www.euchinawto.org/index.php?option=com_content&task=view&id=232
&ltemid=1

5) Web site: International institutions and research units:
AGRIDEA: www.agridea-international.ch

International Center for Advanced Mediteranean Agronomic Studies (CIHEAM): www.ciheam.org
CIRAD: www.cirad.fr/fr/index.php

CNRS: www.ethno-terroirs.cnrs.fr

Cybermontage: www.cybermontagne.org

European Union - Direction Générale de UAgriculture de la Commission Européenne:
ec.europa.eu/agriculture/quality/

FAO Quality linked to geographical origin: www.foodquality-origin.org/eng/index.html
FAO Food safety and quality service: www.fao.org/ag/agn/agns/index_en.asp

FAO Rural infrastructure and agro-industries division: www.fao.org/ag/ags/

The International Centre for Trade and Sustainable Development (ICTSD):
www.ictsd.org

www.iprsonline.org/resources/Geographical_Indications.htm

Ministry of Agriculture and Fisheries, France: www.agriculture.gouv.fr

Federal Office for Agriculture FOAG, Switzerland: www.blw.admin.ch/index.html?lang=en
Ministry of Agriculture, Chile: www.minagri.gob.cl/

Interamerican Institute for Cooperation in Agriculture (IICA): www.iica.int

INRA: www.inra.fr

Florence University, Economics department: www.dse.unifi.it/index.html




Conclusion and bibliography

Parma University , Economics Department: www.unipr.it/

ORIGIN: www.origin-gi.com

SouthEastern European Development Organisation (SEEDEV): seedev.org/
SINERGI Research Project: www.origin-food.org

SLOW FOOD: www.slowfood.org

United Nations Conference on Trade and Development (UNCTAD):
www.iprsonline.org/resources/Geographical_Indications.htm

WIPO (World Intellectual Property Organization / Appellations of Origin):
www.wipo.int/lisbon/en

WTO - TRIPS: www.wto.org/english/tratop_e/trips_e/gi_background_e.htm




Linking people, places and products.

Glossary

Accreditation

Third party attestation related to a conformity assessment body conveying formal
demonstration of its competence to carry out specific conformity assessment tasks
(ISO/IEC 17000:2004 - clause 5.6).

Alliance

A collaborative agreement between independent economic units sharing certain
objectives that combines their resources and expertise to reach these objectives in the
interest of each participant. In the area of Gls, a strategic alliance might be established
between producers and processors to coordinate production and sales of a local product
so that consumers are willing to pay an added value for the products. It is supported by
collective bargaining and generally some form of collective organization.

Appellation of Origin (AO)

Appellation of Origin is the geographical name, which serves to designate a product
originating therein, the quality and characteristics of which are due exclusively or
essentially to the geographical environment, including natural and human factors. The
term is commonly used in France and parts of southern Europe. Appellation of Origin
was one of the earliest forms of Gl recognition and protection (Paris Convention, 1883).
Though mentioned in earlier treaties, the 26 Contracting Parties to the Lisbon System
first formally agreed to use the term Appellation of Origin as a form of Gl by using one
single registration procedure, effective among the signatories.

Certification

The procedure by which official certification bodies and officially recognized bodies
provide written or equivalent assurance that foods or food control systems conform
to requirements. Certification of food may be, as appropriate, based on a range of
inspection activities, which may include continuous on-line inspection, auditing of
quality assurance systems and examination of finished products (Codex Alimentarius).
Certification is a third party attestation related to products, processes, systems or
persons (ISO/IEC 17000:2004, clause 5.5).

Certification body

An organization performing certification sometimes referred to as “certifier” or
“certification agency”. For a product or a production process to be certified, a third party
must give written assurance that the product, process or service being certified meets
specified requirements. Certifications are offered through a certification body, which is
usually an accredited organization that can be owned by a governmental agency; but
can sometimes be a professional or a regulatory body (administration). The certification
body may use an existing standard or may set its own standard, sometimes based on
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an international and/or normative standard. In the field of Gls, certification bodies set
up control procedures and assure that producers respect the established CoP. In some
countries certification is compulsory for Gls.

Certification mark

A certification mark is any word, name, symbol or device that signals the certification of
a product’s quality characteristics, which may include geographical origin. It conforms
to specifications laid out by the owner, which can apply to place of origin and/or methods
of production. The mark requires some verification by a third party that prescribed that
the attributes have been met or are present. Unlike trademarks, certification marks
are source-identifying in the sense that they identify the nature and quality of the goods
and affirm that these goods have met certain defined standards. Certification marks
differ from trademarks in three important ways. First, a certification mark is not used
by its owner. Second, any entity that meets the certifying standards set by the owner is
entitled to use the certification mark. Third, it applies only to the product or service for
which it is registered. However, a single US certification mark can be tied to a variety of
products, producers and processors in a region i.e. ‘Pride of New York' for fresh fruits
and vegetables.

Code of practice (CoP) (or book of requirements, product specification, disciplinary
document)

Documented list of precise practices that have to be implemented and standards
of production that have to be met to make a Gl product; usually agreed upon by
the producers’ association.This refers to standards, minimal standards, product
specifications and production mode and conditions.

Collective/public good

A collective good, whether produced by the public or private sector, is a good that can
be used simultaneously by several actors without any diminution of its attributes. The
consumption of a collective good by one additional actor does not reduce the satisfaction
of all other actors (the principle of non-competition) and it is not possible to exclude
any actor from consuming the good [the principle of non-exclusion). Geographical
indications as an Intellectual Property Right can be considered as a collective/public
good. However, the misuse by individuals (or by groups) of the collective reputation
linked with a geographic name threatens the value of that collective resource.

Collective mark (USA)

Collective marks are used by the members of a cooperative, association or other
collective group to identify their goods or services as having a connection to the
collective mark and its standards. The collective mark may have a geographic identity
and may advertise or promote goods produced by its members.

Collective (trade)mark (EU)
Collective marks are trademarks used by the members of a collective group to




Linking people, places and products.

distinguish their offerings from those of non-members. A group that benefits from a
registered “protected designation of origin” (PDO) or “protected geographic indication”
(PGI) may also apply for a collective trademark for their Gl product’'s name or graphic
representation. The PDO/PGI designation provides a protected indication of quality and
origin relationship that is separate from other Intellectual Property Rights. Aspects of
PDO/PGI can therefore be subsequently marketed as a collective trademark, conferring
additional protection via Intellectual Property Rights. Conversely, a product or graphic
representation that has been collectively trademarked cannot be subsequently registered
as PDO or PGl because a Gl cannot override an existing trademark.

Collective marketing

Collective marketing occurs when single people, such as small-scale farmers, involved
in commercial activities, for example crop and livestock production, decide to form
an organization that coordinates (and if necessary directly carries out] some or many
marketing operations required to satisfy consumer demand. Local actors can increase
their income and efficiency by joining with other local actors to market their food
products and benefit from the collective action, such as better bargaining opportunities,
more volume of produce to sell, etc. Collective marketing is commonly carried out by a
collective organization (see definition of organization).

Conformity assessment
Demonstration that specified requirements relating to a product, process, system,
person or body are fulfilled (ISO/IEC 17000:2004 - clause 2.1).

Control plan

The Control Plan is a specific and adaptable document which specifies how each
requirement of the CoP has to be checked. It is a management tool used to identify
and monitor the activity required to control the critical inputs and/or key outputs for a
process.

Differentiation strategy

Development of a product or service that offers unique attributes that are valued by
customers and that customers perceive to be better than or different from the products
of the competition. A differentiation strategy is based on a voluntary approach through
market segmentation, giving entitlements for value-added in the production processes,
such as organic agriculture, traditional products, etc.

Enforcement

The process by which a norm, or in general legislation, comes to have legal force and
effect. The rules collectively established for the Gl product (the CoP) should be enforced
against usurpers of the Gl. The producers of the Gl can enforce these rules through a
Court, or can be given ex-officio status by National authorities (as in the case of some
Special protection schemes, as PDO-PGI in the European Union).




Conclusion and bibliography

Free-rider

A free-rider is a person or group that benefits from a good or service without paying for
it. In the case of Gl products, the geographical name of the Gl product could be used by
some actors in order to gain a benefit (for example a higher price) without contributing to
the reputation (see “Reputation”) of the product, or without a contribution to any collective
expenses.

Guarantee system

A guarantee system is the mechanisms existing or implemented in order to ensure
the existence of certain attributes and the compliance with certain specifications as
mentioned in the CoP (assessable criteria and critical points, control plan -what, when,
by whom to be controlled, and type of sanctions-], documentation (attestation) and
information.

Generic

A term or sign is considered “generic” when it is so widely used that consumers
commonly view it as designating a class name or category of all of the goods/services
of the same type, rather than as a geographical origin. This term applies to standards
recognized widely by the marking and offering baselines for quality definition.

Geographic(al) indication (Gl)

The Agreement on Trade-Related Aspects of Intellectual Property Rights (TRIPS)
(1994) agreement states: “Geographical indications... identify a good as originating
in the territory of a Member, or a region or locality in that territory, where a given
quality, reputation or other characteristic of the good is, essentially attributable to its
geographical origin” (art. 22.1). All WTO member countries have to establish basic
provisions for the protection of Gls.

A Gl is an umbrella term to distinguish the identification of a product’s origin and its
link with particular characteristics and reputation related to that origin. When Gls are
legally registered they take different forms such as AOs, PDOs, PGls. As such they
become enforceable. The TRIPS agreement does not provide for any specific legal
system of protection for Gls; this is left to member countries. If a member country has
established a formal registration process to recognize Gls within its territory, then we
can refer to this registered product as a “Protected GI”. However, a Gl may exist without
protection or seek protection, except if the name or product is considered as generic. In
certain situations, a Collective mark or Certification mark is the main effective juridical
protection for a Gl.

Geographic sign
A graphic symbol indicating a Gl.
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Gl System

AGlsystemincludesall actors and activities aiming at contributing to the production of the
Gl product. Therefore, a Gl system includes the Gl producers and the other actors along
the value-chain, also including but not limited to public authorities, non-governmental
organization, research institutions, extension services and other institutions indirectly
linked to the Gl product (for example tourism activities in the production area).

Gl group

Group of stakeholders directly concerned with the product, acting as a representative
group of all the actors who joined efforts in elaborating the quality of the end product:
producers, processors and traders.

Governance

Neutral concept referring to the complex mechanisms, processes, relationships and
institutions through which citizens and groups articulate their interests, exercise their
rights and obligations and mediate their differences.

Indication of source

Any expression or sign used to indicate that a product or a service originates in a
country, region or a specific place, without any element of quality or reputation (Madrid
Agreement, 1891, Art. 1.1; Paris Convention, 1883].

Inspection

Systematic examination of a product and/or the process of its production, to assure
that it meets generic standards (sanitary, labelling, etc.), as well as specific standards
required by the established CoP for that product. Inspection systems can be implemented
at three levels: 1) auto control, implemented by the producers themselves, 2] collective
control, implemented at the level of the organization producing the product, 3] state
control, implemented at the national level. Successful inspection allows the product
to be certified so that it may be sold under the protected Gl name. Collective and state
controls are generally delegated to third certification bodies.

Intellectual Property Rights (IPRs)

In law, Intellectual Property (IP) is an umbrella term for various legal entitlements,
which attach to certain names, written and recorded media and inventions. The holders
of these legal entitlements may exercise various exclusive rights in relation to the
subject matter of the IP. The adjective “intellectual” reflects the fact that this term
concerns a process of the mind. The noun “property” implies that ideation is analogous
to the construction of tangible objects. Consequently, this term is controversial.
Intellectual Property laws and enforcement vary widely from jurisdiction to jurisdiction.
There are inter-governmental efforts to harmonize them through international treaties
such as the 1994 World Trade Organization (WTO) Agreement on Trade-Related Aspects
of Intellectual Property Rights (TRIPs), while other treaties may facilitate registration
in more than one jurisdiction at a time. Disagreements over medical and software
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patents and the severity of copyright enforcement have so far prevented consensus on
a cohesive international system. Gls are recognized as intellectual property right in the
same way as patents, trademarks or software.

Interprofessional association/body

An interprofessional association/body is a private organization, bringing together
upstream and downstream partners from the same product chain with the purpose
of regulating the product’s market, participating in the implementation of agricultural
policy provisions, analyzing the implications of different contractual arrangements,
encouraging performance improvements in the chain and defending its collective
interests. Although this organizational form originated in France (see law 2006-11,
January 5, 2006}, the notion of interprofessional association is broadly recognized today
in texts governing the Common Agricultural Policy of the European Union.

Label
Any tag, brand, mark, pictorial or other descriptive matter, written, printed, stencilled,
marked, embossed or impressed on, or attached to, a container of food.

Labelling

Any written, printed or graphic matter that is present on the label, accompanies the
food, or is displayed near the food, including that for the purpose of promoting its sale
or disposal (Codex Alimentarius).

Management

Managementis organizing, coordinating, controlling and monitoring activities, resources
and people to reach defined objectives. This is commonly done by setting policies and
plans that allocate resources and responsibilities to processes and people. Commonly
in Gl organizations and Gl processes every member has managerial functions to carry
out. In a Gl system appropriate management is a fundamental factor for the success of
the Gl process, Gl organization and its product(s).

Mark

The term ‘'mark’ is used interchangeably between regular trademarks, collective and
certification marks. Depending on the context, ‘'mark’ can refer to reqular trademarks,
Gl-related trademarks, collective marks or certification marks.

Market segmentation
Process of dividing the market into different homogeneous groups of consumers in
order to implement specific marketing strategies and actions.

Marketing

Marketing is carrying out all the operations and tasks that are necessary to satisfy
consumer demand. Marketing involves such operations as researching markets,
handling, product quality and safety, packaging, branding, transporting, deciding how,
where and when to sell, etc. Certification schemes, as Gl schemes, can be a very
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important part of the marketing strategy. In Gl organizations marketing is carried out
by the organization itself (collective marketing) and by its single members. Importantly
there needs to be integration of marketing operations between the collective marketing
of the organization and the individual marketing operations of its members.

Strategic marketing

Strategic marketing means developing a strategy to reach consumers and cope with
competitors. It implies a thorough analysis that addresses the consumers’ needs and
their typology (“segmentation” of the market], in order to address the product to the
most “appropriate” consumers (“target”).

Marketing plan

The marketing plan is a written document that elaborates the necessary actions to be
taken in order to achieve the marketing objectives according to the defined marketing
strategy. The marketing strategy is therefore “put into practice” with the definition of the
marketing leverages given by the price, product, promotion and place.

Niche market

This is a market segment that addresses a need for a product or service that is not being
met by mainstream providers. A niche market may be thought of as a narrowly defined
group of potential customers. A distinct niche market usually evolves when a potential
demand for a product or service is not met by any supply, or when a new demand arises
as a result of changes in society, technology, or the general environment. Niche market
ventures may become profitable even though they are by nature small in comparison to
the mainstream marketplace, as a result of the benefits of specialization and focus on
small identifiable market segments; even without the benefit of an economy of scale.

Organization

General term to denote a group of actors (producers, but non-producers may also be
included ) organized to share functions and/or resources and to provide services for
their members, such as training, credit, insurance, etc. Collective organizations are
quite generalized in business (i.e., it is not restricted to specific quality products). In
agrifood systems, collective organizations are composed of people, such as farmers who
come together to benefit from group purchase of inputs, coordinate farming techniques,
share know-how and in some cases market their produce collectively. There are several
possible configurations for collective organizations, including alliances, consortia, and
interprofessional associations (see related definitions).

Origin-based product

Origin based products are products “where a given quality, reputation or other
characteristic of the good is essentially attributable to its geographical origin”. Indeed,
some agricultural and food products present specific quality characteristics, which
can be attributed to the particularity of the place and environment where they are
produced. This specificity results from a combination of unique climatic conditions,
soil characteristics, local plant varieties, breeds or skills, historical and cultural
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practices as well as traditional knowledge in producing and processing certain products.
The interaction between these elements (the so-called terroirl confers specific
characteristics that allow their differentiation from similar products.

Protected Designation of Origin (EU) - PDO

According to EC Regulation no 510/2006, “designation of origin’ can be the name
of a region, a specific place or, in exceptional cases, a country, used to describe an
agricultural product or a foodstuff: a) originating in that region, specific place or
country, b] the quality or characteristics of which are essentially or exclusively due to
a particular geographical environment with its inherent natural and human factors,
and c] the production, processing and preparation of which take place in the defined
geographical area.” Note that the acronym “DO” was also associated with Spanish and
Italian Designations of Origin which existed prior to EU regulation 2081/92.

Protected Geographical Indication (EU)- PGI

According to EC Regulation n°® 510/2006, a ‘geographical indication” can be the name
of a region, a specific place or, in exceptional cases, a country, used to describe an
agricultural product or a foodstuff: a) originating in that region, specific place or country,
b) which possesses a specific quality, reputation or other characteristics attributable to
that geographical origin, and c] the production and/or processing and/or preparation of
which take place in the defined geographical area.

Reputation

Reputation refers to the notoriety acquired by the Gl product on the market and in the
society, and it is the outcome of consumption history and traditions.

In a general sense, the term “reputation” expresses what is commonly said or believed
about the abilities and/or qualities of somebody or something. In terms of commercial
exchanges, reputation denotes renown and/or recognisability of a firm, and/or of a
product produced by this firm. Economic theory points out the role that reputation can
play in the solution of certain problems that arise from information asymmetry between
producer and consumer in the high quality goods markets. In the case of Origin-based
products, reputation is a factor which can yield a price rent based on the time-honoured
tradition and excellence of the product. This, however, often requires the use of legal
instruments to protect the product name.

Quality
The totality of features and characteristics of a product or service that bear on its ability
to satisfy stated or implied needs (International ISO standard 8402).

Quality Assurance

A set of activities, whose purpose is to demonstrate that an entity meets all quality
requirements. Quality assurance activities are carried out in order to inspire the
confidence of both customers and managers, confidence that all quality requirements
are being met.
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Specific quality

Specific quality is a set of characteristics associated with a good or service that are
recognized by all involved parties as distinctive aspects of the product or service
that therefore can form the basis for its protection. Achieving a specific quality may
require particular production conditions, some of which may be linked to unique local
attributes (savoir-faire, terroir] that are informal traditional knowledge, which may in
turn be defined in a publicly established CoP. These particular production practices may
generate additional production and protection costs, which can in turn be recognized by
consumers in their willingness to pay a higher price to acquire goods or services with
the specific quality they seek.

Stakeholders

In the value creation process of origin-based products, stakeholders are all those
persons, groups, organizations, having a direct or indirect stake in the outcome of the
process, because they can effect or be affected by its results. Key stakeholders are
local producers and their associations, firms involved in the value chain (processors,
distributors, suppliers, etc.], consumers, government and all the institutions taking part
in the Gl system.

Standard

Adocument, established by consensus and approved by a recognized body, which provides
for common and repeated use, rules, guidelines or characteristics for activities or their
results, aimed at the achievement of the optimum degree of order in a given context.
Standards are set up by numerous types of organizations to facilitate coordination of
actors and reduce uncertainty concerning the quality of a good or service.

WTO definition: document approved by a recognized body, that provides, for common and
repeated use, rules, guidelines or characteristics for products or related processes and
production methods, with which compliance is not mandatory. It may also include or deal
exclusively with terminology, symbols, packaging, marking or labelling requirements
as they apply to a product, process or production method. Standards prepared by the
international standardization community are based on consensus .

Sustainability

Refers to an evolution allowing for the preservation, maintenance and improvement of
the quality of natural resources, and the maintenance of environmental equilibria, with a
view towards managing them for the future. Sustainable development was defined in the
Report of the Brundtland Commission (1987) as, “...development that meets the needs
of the present without compromising the ability of future generations to meet their own
needs.” For the OECD (2001), sustainability is a resource-oriented, long-term and global
concept. It is resource oriented because we do not know which use future generations
will make of the resources and which economic activities they will engage in. It is viewed
as essentially goal-oriented, implying that resources should be used in such a way that
the value of the entire stock of capital (including its option value) does not diminish and
an indefinite stream of benefits can be obtained.
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Sui generis

Latin for “of its own kind,” used to describe something that is unique or different. In law,
it is a term of art used to identify a legal classification that exists independently of other
categorizations because of its uniqueness or as a result of the specific creation of an
entitlement or obligation.

Terroir

A terroiris a delimited geographical space, where a human community, has constructed
over the course of history a collective intellectual or tacit production know-how, based
on a system of interactions between a physical and biological milieu, and a set of human
factors, in which the socio-technical trajectories are put into play, reveal an originality,
confer a typicality, and engender a reputation, for a product that originates in that
terroir.

Traceability

International Organization for Standardization (ISO) defines traceability as the “ability
to trace the history, application, or location of that which is under consideration.” In
the case of the Gl products, a traceability system is a more or less complex system
(depending on the decisions taken by firms and/or by the normative framework] that
allows to clearly identify the different stages for the product to reach customers and
consumers, the firms that have been involved in the production process and along the
value-chain and the provenience and characteristics of the raw materials used to make
sure that the CoP has been correctly applied and to intervene in case of failure.

Trademark

In some countries it is possible to protect geographical indications as trademarks.
Geographic terms or signs are not registerable as trademarks if they are merely
geographically descriptive or geographically misdescriptive of the origin of the goods.
However, if a geographic sign is used in such a way as to identify the source of the goods/
services and, over time, consumers recognize it as identifying a particular company or
manufacturer or group of producers, the geographic sign no longer describes only
where the goods/services come from, it also describes the somewhat unique “source”
of the goods/services. At that point, the sign has a “secondary meaning” or “acquired
distinctiveness” and can be trademarked.

TRIPS

Trade Related Aspects of Intellectual Property Rights (TRIPS) Agreement overseen by
the World Trade Organization (WTOJ. The TRIPS agreement does not determine national
legislation, but, in order to be TRIPS compliant, WTO members’ domestic Intellectual
Property law must establish the minimum level of protection for IPRs laid out in TRIPS’
73 articles.
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Typicity

1) The typicity of an agricultural product is a characteristic belonging to a type that can
be recognized by experts (connoisseurs), based on the specific attributes of that type of
product. Typicity also expresses the idea of being distinguishable from other products
in a similar or comparable category, which forms the basis for the identity of the type.
It includes a degree of internal variability within the type, and should not be confused
with conforming to a norm.

2) These properties of belonging and distinction are described by a diverse set of
characteristics (technical, social, cultural] identified and refined by a human group that
serves as reference. These are based on know-how distributed among numerous actors
including producers of raw materials used, processors, regulators and connoisseur-
consumers.

3) Among the many expressions of typicity, those tied to the terroir is a particular
construction that concretizes the terroir effect for a given product.

Value Chain

A value chain is a chain of activities through which a product (or a service] is produced
and distributed to customers. A product goes through a sequence of processes and
activities of the chain and at each stage the product gains some value that builds up
from the previous steps.

Value creation process

In this guide, the value creation process consists in activating a “virtuous quality circle”
based on the “recognition” of the values of an origin-based product. Four main stages
of this virtuous circle have been identified: Identification of resources (local awareness),
Product qualification, Product remuneration and Local resources reproduction and
improvement.




Promoting the links between people, places, and agrifood products can
be a tool for sustainable rural development in many rural communities
of the world. In fact, origin-based products show quality attributes
linked to the geographical places and people as a result of specific
local know how and natural resources, and over time, a collective
reputation is being built, that is identified by a geographical indication
(Gl). The definition of this specific quality thanks to a code of practice
and the collective management of the Gl system are fundamental tools
to identify and preserve natural and human resources thus enhancing
economic, social and environmental effects.

The aim of this guide is to provide local stakeholders with a conceptual
framework, concrete illustrations and methodologies for the promotion
and preservation of quality products linked to geographical origin and
for implementation of Gls. The guide proposes a four-step process in
order to strengthen the origin-based quality virtuous circle. The
material presented in the guide derives from experiences of FAO and
SinerGl in this field.

Identification of the links between the specific quality product and the
local resources, Qualification with the code of practice and recognition
of the Gl as a collective territorial-based asset, Remuneration thanks
to the marketing approaches and Reproduction of the local resources
in a long term approach, are the key steps allowing for an economic,
socio-cultural and environmental sustainability of the origin-based
production system.

Local specific
resources

Local
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