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Abstract 

The thesis attempts to discover the variables involved in consumer choice relating to 
Protected Designation of Origin (PDO) and Protected Geographical Indication (PGI) 

products in the European Union. Protecting certain listed foods or drinks against 
imitation throughout the European Union, Regulation 2081/92 aims to benefit 

consumers, producers and the rural economy. There were 535 PDO and PGI 

products listed in 1999,80% of which were from five Southern European countries. 
While protected regional foodstuffs are thought to be a `south' European 
phenomenon, there is evidence of interest emerging amongst northern European 
countries. The thesis has as its theoretical core marketing and consumer behaviour, 

yet the context of the research - regional speciality foods and the protection of origin 
- draws on literature from numerous disciplines. The `relocalisation' of food supply 
systems is an extremely important focus of multidisplinary research activities and the 
thesis makes an important contribution by concentrating on the consumer end of the 
`quality' food supply system. The main research findings suggest that most 
consumers of PDO/PGI products are not aware of the protection surrounding them 
but are enthusiastic when they know the protection exists. Consumers vary 
considerably in their attitudes towards regional food products and their choice 
involves a multitude of factors. The origin cue is one such important factor as is 
quality and the notion of sustainability. A new `inductive' model of consumer 
behaviour is outlined in relation to local/regional foods. It is thought that three broad 
groups of regional food consumers exist. Some consumers of local foods will be 
particularly drawn to the issues surrounding this choice, others are more interested in 
the product and a third group will be somewhere in between. Regulation 2081/92 
needs to be somewhat modified in certain areas and tightened in relation to 
trademark duplication. 
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1. Why research into PDO/PGI products? 

1.1 Background to the research 
In 1992 the European Community created two pieces of legislation to protect 

regional and traditional foodstuffs. The first of these codifies definitions for 

products with a Protected Designation of Origin (PDO) and a Protected 

Geographical Indication (PGI). The second piece of legislation creates a system of 

Certificates of Special Character (CSC)'. PDO-PGI products are those that have 

specific characteristics as to the place of their production, their name and the way 

they are produced and processed. They are made according to strict specifications, 

on the basis of which they are controlled and inspected. Under Regulation 2081/92 

they receive protection of their name and origin throughout the EU. Some foods are 

thought to be so special they can only be produced in certain places and, it is argued, 

should be prevented from becoming generic items open to abuse and dilution 

through mass production (Mason 1999). The products are also thought to be in some 

way the cultural property of specific groups of people or communities who should be 

allowed to assert rights over them. 

Consumers are thought to value protected origin products because of their attributes 

relating to the origin, protection and potentially the quality inherent in the products. 

Protection of regional traditional products has been of considerable importance in the 

Southern European states (especially in relation to the protection of products such as 

champagne, quality wines, spirits and cheeses). However, the concept of Protected 

Designation of Origin and Geographical Indication is very new for consumers, as the 

first products were only announced in 19962. In addition, there has been very little 

research undertaken in the area. The majority of work undertaken to date has looked 

at the issues surrounding production and the role of the products in rural 

' The Certificate of Specific Character (CSC) applies to products that are traditional or have customary names 
and have a set of features that distinguish them from other similar products. These features must not be due to the 
geographical area the product is produced in, nor entirely based on technical advances in the method of 
production. Names registered under the Certificate of Specific Character designation must be specific (e. g. 
pumpernickel, haggis) or express the characteristic of the product (e. g. corn fed chicken). It must not be 
misleading about the particular features of the food. Take up of this designation has been very low compared to 
the other two, and since the legislation is specifically non-geographical it will not be considered in any great 
detail in this thesis. 
2 EC Regulation 1107/96 - On the registration of geographical indications and designations of origin for 
agricultural products and foodstuffs 
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development. There has been very little research by academics, or by practitioners, 

of consumers' attitudes towards Protected Designation of Origin and Protected 

Geographical Indication products in the European Union. There are researchers in 

France and Italy who have been studying protected regional products for many years 

but they too are new to this particular Regulation. 

The research upon which this thesis is based was part of an EU funded research 

project entitled PDO and PGI: Markets, Supply Chains and Institutions for which 

the author was one of the team of researchers. The main objectives were to analyse 

the economic and institutional conditions for the development of PDO-PGI products 

in the EU (Regulation 2081/92) and to provide recommendations for the EU and the 

institutions involved. 

Specifically, the objectives were to analyse the structure, strategies and performance 

of 21 PDO-PGI product supply chains in six European countries (France, Britain, the 

Netherlands, Greece, Italy and Switzerland)3. In addition, a comparative analysis of 

the selected supply chains, with an attempt to understand the generic success factors 

in the markets, was to be made. 

1.2 Research Objectives 

The core of the research is an analysis of consumer attitudes towards Protected 

Designation of Origin (PDO) and Protected Geographical Indication (PGI) products 

in the European Union. This thesis is concerned with the impact of Regulation 

2081/92 on consumers of the protected products. The major research objectives are: 

1. To discover if the impact of Regulation 2081/92 differs across countries. To 

discover the reasons behind the hostility towards the Regulation from the 

Northern European countries and encouragement from the Southern. 

2. To move towards an understanding of the relocalisation of food systems in 

terms of institutional and policy frameworks and food culture 

3. To investigate consumers' acceptance of, and interest in, local food and 
PDO/PGI products, having had different experiences of protection and 

3 The results from Switzerland will not be used in this thesis as it not a member state and the 
Regulation does not apply in the country. 
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involvement relating to food 

according to the individual. 

To discover how these variables differ 

It is anticipated that the Northern European consumers, i. e. those from the UK and 

the Netherlands, will be less interested in Protected Designation of Origin protection 

than the Southern European states. Within country differences may be of equal 

importance however (including how important the product is within the country 

concerned) and the consumers' age and socio-economic profile and region of 

residence. 

1.3 Justification for the research 
This thesis, leading on from the EU research project, is an important first step for 

British research into the area of Protected Origin products. The `relocalisation' of 

food supply systems is an extremely important focus of multi-disciplinary research 

activities and the thesis makes an invaluable contribution by concentrating on the 

consumer end of the `quality' food supply system. 

First of its kind, the thesis explains the background to the legislation, gives a basic 

review of a wide variety of literature relating to the subject, and the main body of the 

research looks at consumers' evaluation of PDO and PGI products. There has been 

relative neglect of this research until very recently, as the legislation is very new and 

the first protected products were only announced in 1996. 

In addition, the protection of traditional, regional authentic foods is an important 

concept in the Southern European states. It is important that research is undertaken 

to understand this Southern viewpoint for academics, institutions, producers and 

others in the supply chain in the North. Similarly, the consumption of `authentic' 

products is increasing dramatically (Lewis and Bridger, 2000). Research into these 

products and related insights from consumer studies will be of considerable interest 

to the institutions and supply chains involved with (or looking to be involved with) 

protected regional traditional products. 

14 



1.4 Methodology 

The methodology to find out consumers' reactions to the products used in this report 

is a mixture of qualitative and quantitative research. Qualitative research explores 

the general issues and variables involved using case studies, focus groups or 

individual interviews, whereas quantitative research attempts to explain these 

relationships. These will be fully explained in Chapter 4. Guidelines were 

developed for a series of focus groups and a large-scale consumer survey. 

In the focus groups, each country studied two or three products. Three groups were 

undertaken for each product, one in the region of production and two outside. These 

were designed to generate data, to explore in depth consumers' reactions to 

PDO/PGI products and to help design the sample survey. The transcripts of these 

groups were then searched for words and phrases that made up common trends and 

differences in response, which were then tabulated for ease of analysis. 

Relating to the quantitative consumer survey, in this thesis only the cheese results are 

explored, as this was the only product that was tested across all countries. Over a 

thousand questionnaires were found to be usable across the countries and these were 

entered into a database using the Statistical Package for the Social Sciences (SPSS). 

After data cleaning, the results were analysed and explored using univariate and 
bivariate techniques. 

1.5 Outline of the report 
It is necessary to explore the origins and implementation of Regulation 2081/92 

before it is possible to explain its impact. Chapter 2 attempts to explore the legal 

background of protecting regional traditional food products. The importance of PDO 

and PGI in Europe and the history of the EC Regulation are documented outlining 

the background, the criticisms of the proposal and the clarification of the final 

document. The Chapter introduces the Regulation in depth, explains what products 

can be registered and introduces the notion of the precise product specification, 

enforcement. The difference between PDO and PGI is explained. The Community 

Symbol and the Community Communication campaign are briefly introduced. There 

is then an analysis of the products that are currently protected, in terms of their 
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spread both geographically and between products, and a brief overview of who and 

what the protection aims to benefit, before concluding with a section on remaining 

questions and conflicts. Appendix 9.1 contains a copy of the Regulation in full, and 

the supplementary legislation in addition to an introduction to intellectual property 

and trademark law. It also includes the relevant articles from the Lisbon Agreement 

and contains the Community Symbols, information on how to register a product and 

the full list of protected products. 

Chapter 3 is a review of the literature. While there is little literature on the subject of 

consumption and PDO/PGI products, there are many disciplines which can be used. 

Protected regional traditional food products are not only purchased for their origin. 

Other product attributes are also important. These are discussed in relative depth. It 

is thought that the attitude of consumers towards protectionism, localism, 

agriculture and food and policy may have a deep influence on their attitudes towards 

local foods, and specifically, protected origin products. Finally, a conceptual 

framework is proposed that attempts to bring these diverse strands together, 

Chapter 4 introduces the methodology used for the qualitative and quantitative 

consumer surveys. It firstly explains the rationale behind qualitative research 
justifying its use while acknowledging the drawbacks. Focus groups are then 

explained, what they are, how they are undertaken and analysed and their strengths 

and weaknesses discussed. The PDO/PGI focus group guidelines are then 

introduced with a section on the analysis of the findings. The chapter then 

concentrates on quantitative research. A considerable section is dedicated to how 

questionnaires are designed, what measurement tools are used, etc. The PDO/PGI 

survey is then introduced, with a discussion of survey method and sampling, survey 

objectives, resources and constraints, its design, types of questions etc. Evaluation 

of the questionnaire is then explained, followed by a brief discussion of the pre- 

testing, revision and implementation of the survey. The penultimate section of 
Chapter 4 concentrates on the data analysis of the quantitative survey. Univariate 

and bivariate analyses are introduced and explained in basic terms before 

information is given about how the PDO/PGI survey was analysed. The chapter 

concludes with a brief section of `methodological problems'. Appendix 9.5 includes 
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the discussion guidelines for the qualitative survey, the quantitative survey 

questionnaires and the guidelines for interviewers. 

Chapter 5 presents the qualitative consumer survey results. Initially the important 

findings and patterns are presented with the bulk of the chapter dedicated to the 

major questions asked in the interviews. These related to purchase place, what 

consumers use the product for, their perceptions of the product and the region of 

origin, and their reaction to PDO/PGI certification. The chapter concludes with a 

discussion about the extent to which the results are consistent with the literature. 

Chapter 6 presents the quantitative consumer survey results. The chapter first 

introduces the sample. It then follows a similar line to the literature review, in that it 

is broken down into sections relating to awareness and attitudes to the concept of 

PDO legislation and protection, the attitude to the specific region and the PDO 

product, and then the attitude to the product itself and pricing issues. Each section 

gives a brief introduction to why questions were asked, what literature they are 

related to and any a priori expectations. The results are given first in terms of the 

whole sample, then by country, by `other significant factors' and then the within 

country differences. A brief overall summary is given to draw these factors together 

and note anomalies within the sample and with the literature. 

Chapter 7 concludes the thesis with implications for theory, policy and practice. It 

also gives suggestions for further research. 

1.6 Delimitations of scope 
It is important to express clearly the boundaries that focus the thesis. While the EU 

research project was concerned with all aspects of the supply chain, this thesis 

concentrates on the Regulation and its importance to the consumer. 

The products chosen were those of the EU research project. Initially they were 

chosen because it was important to have a variety of product categories (e. g. cheese, 

meat, fruit, and oil) and each category was studied by at least two countries. For the 

purposes of this thesis, in the qualitative consumer survey the majority of the 

products studied were used to give a broad range of responses. In the quantitative 
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consumer survey, only the cheese results were used. The decision to only use these 

results was based on simplicity and ease of comparison (one product category rather 

than several) and because this was the only category that was studied by all 

participating countries. 

1.7 Conclusion 

This chapter has provided the foundations for the thesis. It has introduced the 

research problem and the research question. The research was then justified, 

definitions presented, the methodology briefly described, the report outlined, and the 

limitations given. On these foundations, the report can proceed with a detailed 

description of the research. 
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2. EC Regulation 2081/92 

2.1 Introduction 

EC Regulation 2081/92 has adopted the approach found in the legislation of France 

and the Southern Member States where the protection of regional traditional 

products has been and remains of importance to many, especially producers, 

processors and politicians. This chapter first gives the aims and objectives of why 

regional traditional food products should be protected and gives an overview of the 

history of geographical indications and protected origin products in Europe. It 

explains why the proposed Regulation was criticised, and the measures taken to 

clarify the final document, before reasoning why the Regulation remains 

problematic, especially for the Northern European States. This chapter explains 

Regulation 2081/92 in some detail. It distinguishes between a Protected Designation 

of Origin product and one bearing a Protected Geographical Indication, explaining 

that the two come from very different origins. 

2.1.1 The Aims and Objectives of Protecting Regional products 

2.1.1.1 Legal aims and objectives 
All these factors vary in importance according to the member state. It is therefore 

important to understand the individual context of each country. There are many 

perceived benefits of the Regulation. The legal result is twofold: 

1. The reservation of the denomination: only the producers who are in the 

production area fixed in the specifications and which respect the specifications 

have the right to use the protected denomination. 

2. Automatic protection of this denomination in all the Member States: Member 

States have the obligation to protect these denominations; it is not a question of 

protection on request. 

On a deeper level, the Regulation aims to benefit producers and consumers, and to 

move towards the diversification of supply and rural development; a localist agenda. 

There are also heritage and cultural considerations. 
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2.1.1.2 Rural Development 
One of the major objectives of protecting regional products is rural development. 

Protection and encouragement of regional food products is part of a new process of 

macro policies which allow local initiatives to flourish. The liberalisation and 

homogenisation of European space (the economic agenda of the Single Market and 

the political agenda of the EU identity and integration) seem now to be courting 

localist agendas (Ray, 1998). The new approach of the EU encourages the territories 

to design and implement strategies that identify and add value to local resources, 

including cultural identity, in the hope that this will overcome the structural barriers 

to economic convergence within the Union and soften the impact of CAP reforms 

(Gray, 2000). `Rural and urban areas in Western Europe.. . are increasingly adopting 

cultural markers as key resources in the pursuit of territorial development objectives' 

(Ray, 1998 p3). Self-promotion preserves their cultural identity and (re)develops 

their social and economic vibrancy. They aim to reverse socio-economic 

peripheralisation through strategies to reintegrate the area into the wider European 

and global economy. 

There is now a proliferation of initiatives in which local cultural resources are seen 

as the key to improving the social and economic well being of deep rural areas (see 

Ritson and Kuznesof, 1996, Ritson et al 1986, among others). This is considered the 

`cultural economy' approach to rural development which involves the relationships 
between resources, production and consumption and the reorganisation of economies 
back onto the geographical scale beneficial to local cultures. The commoditisation 

of local culture can be good (Bessiere, 1998, Tregear, 1999, Ilbery and Kneafsey, 

1999, Marsden, 1998). It is potentially a fruitful rural development strategy, though 

there is little empirical evidence to show that this is the case. 

One of the aims of the Regulation, is to aid the less-favoured or remote areas, by 

using these cultural markers relating to food to help improve the incomes of farmers 

and by retaining the rural population in those areas. Aiming at the quality market 

(rather than the standardised, productivist food markets), less favoured rural areas 

are particularly well placed to engage with newly emergent niche markets (OECD, 

1995, Cook and Crang, 1995, Shaw, 1999). Tinlot (1991 p45) argues that the 
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Regulation is as ̀ a means of ensuring the value of basic products and thereby adding 

to the prosperity of agriculture, keeping people on the land, who would otherwise 

have deserted, and protecting the rural environment by preserving its agricultural 

activities'. Nurturing locally owned businesses, which use local resources 

sustainably, employ local workers at decent wages and serve primarily local 

consumers may allow less developed regions become more self sufficient, stable, 

and less dependent on imports. Control moves back to the community and skills, 

abilities and experience are mobilised to develop a vibrant local economy (Hines, 

2000). As noted previously, the majority of PDO/PGI products are produced in 

peripheral areas. In these markets, competitive advantage stems, not so much 

through price, but through a combination of factors such as traditional production 

methods or low input farming. 

The Regulation is part of the adjustment of the Common Agricultural Policy4 (CAP). 

The CAP became the major vehicle for the designation of European communal rural 

space and the codification of European common meanings about agriculture and 

rural society (Gray, 2000). The Common Agricultural Policy aims for a single 

market with no internal tariff protection imposed by member states, which allowed 
labour, capital and agricultural products to circulate freely throughout the 

Community at comparable costs. Agricultural goods are backed by an external tariff 

on products imported into the Community and the states would share the financial 

burdens and benefits of the CAP. It combines two conflicting aims from the Treaty 

of Rome (Gray, 2000): achieving social equity at the level of individual farmers and 

promoting economic efficiency at the abstract level of the agricultural sector. 

The CAP has had a severe impact precisely on `the small inefficient family farms 

and society that the CAP was designed to preserve' (Gray, 2000). The constraints 
faced by LFAs inhibited a widespread adoption of productivist `economically 

efficient' agricultural techniques. In particular the lagging regions (i. e. economically 

marginal terroir) in the EU continue to face problems such as unfavourable farm 

structures, low incomes, an ageing population, out migration and relative isolation 

from major centres of economic activity (Ilbery and Kneafsey, 1999). Examples of 

4 See Hill (1984) for the origins of the CAP and Appendix 5 for a longer discussion about CAP in France and 
Britain. 
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these are hill/mountain farmers in Scotland and the North East of Britain, in the East 

and South of France and much of Northern Spain. Many academics argue that the 

CAP has forced small, economically inefficient farms to go out of business and 

allow their consolidation into larger production units. An alternative interpretation 

is that subsides have kept many small farms going that would otherwise have gone 

out of business. 

Protecting local products becomes an important element in rural planning policy, it 

encourages diversification of agricultural production (Schwab, 1993) and aims to 

achieve a better balance between supply and demand on the markets. It defines an 

activity, promotes products from disadvantaged regions under advantageous 

conditions, and then maintains them or reintroduces them into the competitive 

marketing circuits (Ilbery and Kneafsey, 1997). The Regulation also attempts to 

appreciate the threat to member states' gastronomic and agricultural traditions from 

the increasing globalisation and `efficiency' of food supply chains and 

competitiveness of commodity markets. The aim is both cultural (maintenance of a 

sense of regional distinctiveness and gastronomic patrimony) and economic (that of 

maintaining a competitive economic space for farmers and processors in rural areas). 

This approach has been particularly prevalent in the Southern Member states. 

Northern countries, as has been previously mentioned, have seen the legislation more 

as a marketing tool, but one which resonates with the new rural development agenda 

and emergent consumer constructs of quality. 

2.1.1.3 Producers 

Related to the rural development aims of the protection of local products is the 

recognition that they may be considered as distinctive signs reserved for producers 

located in the geographical area to which the indication refers. 

Traditional regional products are classic examples of artisinal production-orientated 

goods. Some small producers wish to retain their production orientation and refuse 

to accept the market's desire for standardisation on ideological and practical grounds 

(Tregear, 1999, Townroe and Mallalieu, 1993 and Bell and Valentine, 1997). In 

5 See Haines (1999 p9) for a deeper explanation of the production-oriented and the marketing-orientated 
business. 
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addition to the findings of the PDO - PGI Products: Market, Supply Chains and 

Institutions project (see above), there was also evidence in the RIPPLE study of 

resistance to compromise at the demands of the multiple retailers (Ilbery and 

Kneafsey, 1999). 

Modem supply chains require a `market orientation' (a combination of managerial 

mindsets and activities encompassing the external environment, especially customers 

and the desire for profits and growth6). Tregear (1999) and Shaw (1999) argue that 

many craft based producers use a wide range of business and marketing related 

activities while retaining their artisanal characteristics. Local speciality food 

producers `live' their businesses and impart this excitement to the customer, yet in a 

market-orientated manner (Hughes, 1998). 

Labelling a product as authentically from a region `is very much a marketing 

orientation approach'. For many producers, geographical product indicators have 

become a common and useful marketing strategy (see Bell and Valentine, 1997). 

Bell and Valentine (1997 p153) argue that geographical indications for regional 

products are `an example of how the rhetorics of the region are pulled together to 

stress uniqueness, and how the physical and human landscapes are seen together as 

producing that uniqueness'. A protection label that is linked to the region (and in 

many cases the environment and the organic movement) has distinct differentiation 

as a niche product in the market place. Products are seen to be safe and traceable, 

unique and authentic. 

The identity of place and heritage is now seen as a marketing advantage over other 

commodities as it has become conventional to speak of `selling places' (Hughes, 

1992 p39). The literature disagrees as to whether the philosophy of place 

management is new (Ashworth and Voogd, 1994) or has a long history (Sack, 1992), 

but place name protection is definitely not (Sodipo, 1994). However, often the 

folklore surrounding regional traditional products has been consciously developed so 

that they become official representations of the `cultural gatekeepers' e. g. producers, 

institutional mediators, tourist boards or visions of artists (Hughes, 1992). Crang 

6 See Tregear. 1999, Naiver and Slater, 1990, Kohli and Jaworski, 1990, Kotler et al, 1999, Greenley, 1995, 
Pelham, 1999. 
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(1995) and Hughes (1992) argue that many regional cuisines are, in fact, invented 

traditions (while for Anderson, 1983, the nation itself is an `imagined community' so 

then the nation's diet is a feast of imagined commonality). Much academic research 

has revolved around this concept of true authenticity, i. e. contrived heritage7. 

PDO and PGI protection is potentially a low cost marketing and advertising strategy 

for niche products in globalising markets. Getting brand names known is a very 

expensive business with firms needing extensive funds for advertising etc., whereas 

to collectively brand a product using a PDO or PGI is a much less expensive 

strategy. Protecting products is a new way of looking at products and potentially a 

way of extending the product life cycle over centuries. AOC and PDO products are 

generally in the maturity stage of their life cycles, so the PDO is a very important 

extra marketing advantage to further the product. It also blocks competition in a 

mature market and boosts sales. It is an excellent form of differentiation (see Porter, 

1980) adding value to low intensity, traditional and often artisinal production 

methods. 

Economically, protection could profit the supply chain as a whole, whether small 

scale producers, industrial producers or retailers. A PDO strategy for a supply chain 

can help a supply chain to preserve and to strengthen the quality of its product, and 

to prevent the product from becoming more and more standardised. It also compels 

the producers to define the quality of their product in a code of practice and then 

stick to it. Another effect of the PDO is on the structure of the whole supply chain 
itself and on the co-ordination of the stakeholders. Having to work together, to 

define the specificity of their product, to improve quality and to promote the product 

has the potential to streamline the supply chain to reduce transaction costs and be 

more efficient and effective in general. 

Producers in both Northern and Southern European countries have a distinct market 

opportunity. Brouwer (1991 p645) argues that `the protection of origin is in the first 

place used as a marketing tool'. 

7 see especially Hall 1993, Hewison 1987, Urry 1990,1992, Johnston et al 1990, Hughes 1992, Burnett 1998, 
Greenwood 1989 and Mason 1996. 
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2.1.1.4 Consumers 
Protection aims to be beneficial to consumers, who can purchase products which 

guarantee the method of production and origin. 

The use of a false or deceptive appellation of origin creates ̀ a pernicious situation of 

unfair competition' (Monteiro, 1993 p4). If a geographical indication is used in 

connection with products that do not originate from the geographical area to which 

the indication refers, consumers are misled. The decisive test of this kind of 

protection is whether consumers really understand the geographical indication as a 

reference to the geographical origin of the products in question. The exploitation of 

the Regulation for marketing and rural development depends very much on the 

receptiveness of customers and consumers to such branding techniques. Ilbery and 

Kneafsey (1998) and Marsden (1996 and 1998) among others maintain that, because 

of the growing public concern over food and the ethical implications of production, 

there is considerable potential for locally produced quality products and services. 

Chapter 3 will explore the relationships between consumers and PDO/PGI and local 

products. 

2.2 The Food Stuffs Regulation 

2.2.1 The history of the Proposal 
Geographical indications have been used, and protected, for many years in European 

countries8 in nation specific industrial/intellectual property laws9. This was 

especially the case for the Southern European states, including France. The Southern 

European producers (or in the majority of cases representative institutions or 

interprofessional organisations) have registered public collective brands, not `owned' 

by individuals but by an institution or producer organisation. Well known examples 

are the French Appellation d'Origine Controlee (AOC)10 and the Italian 

Denominazione di Origine Controllata (DOC). Historically, the main agreements 

and conventions between countries include the Paris Convention, the Madrid 

Agreement, the Lisbon Agreement and the Agreement of Trade-Related Aspects of 

8 Particularly in France, Italy, Spain, Portugal. Germany. Hungary and Yugoslavia. 
9 See Cornish and Phillips (1998) and Firth (1997) for IP in Britain for e. g., also Appendix 1. 
10 See Appendix 3 for a historical description of this legislation. 
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Intellectual Property Rights (TRIPS)". There are also a considerable number of 

other bilateral agreements that attempt to establish a `protection shelf for well- 

known goods on a country to country basis. Major agreements have been signed 

between France, Italy, Spain, Greece, Germany and Switzerland. 

Some countries have not taken any specific measures at all to protect their regional 

typical foods (Vakrou et al, 1997). These are particularly those countries which 

have traditionally followed productivist agricultural paradigms, especially the 

Northern European countries. Producers wanting to protect their products in the 

Northern European states tend to use private or collective brands in trademark law 

(see Cook, 1993). 

The first European Regulations concerning geographical indications were the Wine 

and Spirits Regulations12 of 1989. These stipulate that the description and 

presentation of wines, spirits etc. should `not be incorrect or likely to cause 

confusion or mislead the persons to whom they are addressed' with respect to their 

origin, among other things. These Regulations were based on the Lisbon Agreement 

and the AOC system in France (see Appendices 1 and 3). 

In the 1980s pressure arose from France, Italy, Spain, Portugal and Greece (the 

Southern European countries) for EU-wide legislation concerning geographical 
indications (Baeumer, 1991). With the onset of globalisation and with other 

countries producing similar goods, the Southern European countries felt they had to 

have a unified approach to protecting local products. It was felt that to be effective 

the international protection of geographical indications must be available not only in 

the country of origin but also elsewhere where the products circulate. 

In addition, at this time there were also discussions relating to Community wide 
legislation harmonising recipes. In 1985 the Commission decided not to develop 

extremely detailed regulations relating to the composition and manufacturing 

characteristics of each foodstuff. `It is neither possible nor desirable, to put the 

11 For a deeper investigation of these Agreements and Conventions see Wilson and Fearne (1999). 
12 Council Regulation (EEC) No 2392/89 of 24 July 1989 Laying down General Rules for the Description and 
Presentation of Wines and Grape Musts and No. 1576/89 of May 29,1989 for spirits, wine spirits and others. 
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culinary treasures of (15) European countries in shackles. Any rigidity regarding the 

legal regulation of ingredients of food is standing in the way of the development of 

new products and is therefore a hindrance for innovation. Consumer tastes and 

wishes must not be legally regulated' (Streinz, 1997 p103 quoting EU Document 

COM 85). Instead the Commission decided to adopt an `active' quality policy for 

foodstuffs so that there would be mutual recognition of labels and other quality 

marks among member states. 

In 1988 the French government sent a Memorandum to the Commission, followed 

by one from Italy, the Benelux countries and Germany, suggesting that legislation 

was necessary as there would be an inevitable reduction in the quality of foodstuffs. 

The UK sent a Memorandum, on 17 July 1989, entitled "Community legislation 

concerning foodstuffs". The UK suggested they would oppose any new legislation. 

On 24 October 1989 the Commission published a Communication entitled `The 

Future of the Rural World' with the aim of promoting a food policy that makes 

specific reference to the need to safeguard the geographical origin of food products 
(Ismea, 1999). It announced proposals for a general framework to identify quality 

products which were subject to a special production quality requirement (e. g. cheese, 
butter, prepared cut meats, durum wheat pasta), or had to originate in areas known 

for their traditional production (e. g. poultry, drinks, meat of particular breeds) or had 

to be shown to be produced using special methods (e. g. free range, organic) 13 

The Commission argued for a comprehensive approach. It announced its intention to 

put forward a proposal to guarantee quality-linked, across-the-board protection of 

geographical indications. The new legislation would define certain claims 
describing modes of production or manufacture, origin or source. This would 
include non-industrial, traditional produce, from animals fed in the traditional way, 

and upland products. This would, they argued, enable a clear link to be established 
between the quality of the product and its geographical origin because of special soil, 

climate and know-how of the local producers. 

13 OJ 1989 C 272/3 cited in Brouwer (1991) 
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The Commission tabled its proposal for this protection at the beginning of 199114. 

The proposal was very much in line with the promotion of quality approach, 

signalled in the previous Communications in the 1980s and early 1990s (Club de 

Bruxelles, 1992). 

In the explanatory memo accompanying the proposed Regulation, the Commission 

argued that consumers have become more demanding and their awareness greater. 

Some consumers attach a very great importance to eating better, particularly in the 

sense of preferring quality to quantity. While labels inform consumers about the 

characteristics of products to help them make informed choices and protect them 

against fraud, a further step was requested to provide information about the specific 

nature of the product. 

The Commission also maintained that the proposal was in line with the 

Community's negotiating position in the Uruguay Round negotiations on intellectual 

property (Club de Bruxelles, 1992). Thus, the Commission argued that the aim of 

the draft Regulation was the same as that in the GATT `to improve existing 

provisions so as to combat more effectively at international level imitations and the 

misuse of geographical indications and designations of origin'. 

France and Italy were the most supportive of the plans for regulatory action in the 

area. Spain, Portugal and Greece backed the proposals more or less intact when they 

first emerged, but argued that quality aspects should be given more importance in 

order to satisfy the expectations of consumers and suggested that the provisions 

needed to be flexible enough to enable those Member States that already had 

legislation to retain it with amendments where necessary (Club de Bruxelles, 1992). 

2.2.2 Criticism of the Proposal 
Criticism of the proposal came from many quarters, but most vehemently from 

Britain. Legal experts, consumers and food industry groups condemned a number of 

aspects of the proposals. The FDF argued that they were `unnecessary, anti- 

competitive, imprecise, bureaucratic, unworkable and open to political abuse' (Club 

de Bruxelles, 1992). 

14 Sec (90) 2415 final, of 21 January 1991. 
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2.2.2.1 Intellectual property considerations 
Given that there is a great divergence between practices on special regimes for the 

use of geographical names, it was strongly suggested that registration either as 

collective or certification marks would be a more viable solution for the world to 

follow (see Appendix 9.1). At the time, discussions were being held about 

introducing an Agreement relating to the Trade Related Aspects of Intellectual 

Property Rights (TRIPS)15. It was aimed to be global in scope with a very 

comprehensive framework. It was understood that different categories of intellectual 

property rights are interrelated, may conflict with each other and require a 

comprehensive system of protection. 

Instead the proposal (and the Regulation) adopted the approach to be found in 

certain Southern Member States of the Community (i. e. from the Lisbon Agreement) 

as Heine (1991), the Director of DGVI, admitted. It is interesting to note that, from 

Europe, only France, Italy and Portugal are members of the Lisbon Agreement as the 

other European countries refused to join' 6. Apart from the Lisbon Agreement, the 

major international treaties in force at the time did not prescribe the use of a 

particular system. States applying different concepts did this in accordance with 

their nationally established legal practices and traditions, and it proved to be very 
difficult to convince those States to give up their practices for the sake of the 

harmonisation that the Regulation (then merely a proposal) would impose. The 

differing legal traditions of the Northern states meant that it was difficult to find 

agreement. 

The proposal adopted and applied concepts `in a way driven by agricultural policies 

rather than by balanced interests in the protection of intellectual property' (Harte- 

Bavendamm, 1999 p5). The Regulation only covers food and agricultural produce, 

rather than general geographical indications (i. e. much narrower than the TRIPS 

Agreement) as the authority in charge of Agriculture (Directorate General VI) issued 

it, not that in charge of Intellectual Property (Directorate General XV). It was 

15 The TRIPS Agreement is the prevailing international agreement with regard to the protection of intellectual 
property (Gevers 1989,1995,1997 and Harte-Bavendamm 1999). 
16 The following are members of the Lisbon Agreement: Algeria, Bulgaria, Burkina Faso, Congo, Costa Rica, 
Cuba, Czech Republic, France, Gabon, Haiti, Hungary, Israel, Italy, Mexico, Portugal, Slovakia, Togo, Tunisia 
and Yugoslavia. At the end of 1998 the international register showed 834 internationally registered appellations 
of origin, originating from 13 countries. 61% are for wines, and a further 12% are for spirits (Harte-Bavendamm 
1999). 
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argued that drafters of the Foodstuffs Regulation lacked intellectual property skills 

(being mainly agricultural and foodstuffs experts). As a result the Regulation lacks 

cohesiveness and is too lenient in some areas (Gevers, 1997). 

The proposal aimed to prohibit any indication of geographical origin that does not 

fall within the terms of the Regulation. Goods which come from a particular origin 

are not covered by the definition of appellation of origin (as provided by the Lisbon 

Agreement). It was anticipated that the Regulation might prevent the marketing of 

products already on the market which were similar to those protected indications and 

designations, but which did not comply with registered `specifications' or were not 

produced in the relevant area. 

Similarly, problems were envisaged for products which are considered unique to a 

geographic area in one Member State, but generic in another (Club de Bruxelles, 

1992). It was felt that lack of clarity between the provisions and existing generic 

terms and trademarks could lead to conflict. 

The Regulation, similarly to the Wine and Spirit Regulations, was made without 

consultation with trademark proprietors and both forbade the use of trademarks 

which are identical or similar to an adopted geographical indication. The Wine and 

Spirit Regulation gives geographical names priority over trademarks obtained prior 

to registration (see the case of `Torres' described by Gevers, 1995, and Harte- 

Bavendamm, 1999 where an ancient Spanish trademark was potentially lost to a new 

geographical indication). 

There was considerable argument about the twin protections in the drafting of the 

proposal as, it is argued, the Regulation extends protection of geographical 

indications beyond justifiable limits (for example the now removed registration of 

Feta). Northern European countries insisted on the inclusions of the PGI 

classification, to complement the PDO. The concept follows similar lines to the 

Lisbon Agreement but is not so stringent, allowing for reputation effects (see Wilson 

and Fearne, 1999a). However, many commentators, Brouwer (1988) among them, 

believed that a single definition should suffice. There is no need to have both 

Protected Designation of Origin and Protected Geographical Indication. 
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2.2.2.2 Protectionism 
The proposal was seen by many in the Northern European states as an attempt to re- 

introduce compositional standards and the failed so-called `Euro-recipe' approach to 

food law by the back door, and that it would be protectionist in its effect. Rather 

than protect the interests of consumers, it would protect a small (potentially 

monopolistic) group of producers to the detriment of consumers and consumer 

choice (see the arguments of Moran, 1993a, b, Audier, 1997 and Bienayme, 1988 

among others). Bienayme (p 111) warned of the dangers of protecting appellations 

of origin as these are `frequently protectionist and distort the rules of the game. The 

products hide behind a flattering facade (of) their reality' which are often non- 

competitive products needing a boost. 

While the French and the Southern European states have traditionally protected 

agriculture, free market liberalism has been the overriding preserve of the Northern 

European countries. Protectionism of agriculture or industry has not been part of the 

North's philosophy, especially with the globalisation of the economy. Instead, 

individualism and Adam Smith's ideas of free exchange within a legal framework 

are dominant. The `Community legislation concerning foodstuffs' Memo sent by the 

UK in July 1989 rejected the need for further protection as the consumer could be 

sufficiently protected by mandatory quantitative labelling of ingredients for certain 
basic foodstuffs 17. These provide consumers with adequate protection against being 

misled and against unfair trading, as well as already providing for the adequate 
description of each food product accompanied (as appropriate) by other particulars 

such as country of origin, ingredients and use/preparation instructions. The Memo 

stated that the UK felt any legislation relating to protection of regional traditional 

products to be undesirable and superfluous, serving only to create barriers to intra- 

community trade. 

2.2.2.3 Quality considerations 
Another major problem with the proposal was the inclusion of references to 

`quality' 18. This problem remains inherent within the Regulation. The disagreements 

stem from the subjective nature of quality. 

17 Directive 79/112 prescribes that the place of origin must be indicated on the label if this is necessary to avoid 
misinterpretation. 
'8 A deeper discussion of the meaning and construction of `quality' for consumers is held later in the thesis. 
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The UK, in the Memo of July 1989, argued that community legislation would not be 

necessary in order to organise quality certifications and that this could be left to 

producers. It argued that the proposals did not (and could not) establish objective, 

explicit or comparative quality standards yet it aimed to arouse consumers' 

expectations about quality. The system implicitly positions registered products as 

quality ones. 

In many parts of Southern Europe, the association between `terroir' 19, tradition and 

quality is taken as self-evident (Moran, 1993a; Bernard and Marchenay, 1995,1997, 

Buchin et al., 1999). In the majority of Northern European states, product quality is 

protected, not the region. Traditional products and methods are not given much 

notice unless they are of a consistently high quality. 

`As long as a foodstuff is safe, wholesome and properly labelled, then any further 

accreditation of quality is determined by individual consumer perception on the basis 

of that food's `fitness for purpose' which will vary according to circumstances' (the 

British Food and Drink Federation (FDF) in Club de Bruxelles, 1992). Any 

intervention in the market by the Community authorities in the name of quality 

would unjustifiably distort trade and competition through giving official recognition 

that one product was in some way superior to another similar, yet competing product 

(Club de Bruxelles, 1992). 

Similarly, the Consumers in the European Community Group (CECG) criticised the 

wide-ranging nature of the proposal which appeared to cover many food products 

`which are not particularly special'. They suggested that `consumers are looking for 

a wide range of products which, in their opinion provide them with choice, at 

competitive prices' so in this context a quality product is `best defined as a product 

which satisfies consumer requirements in every way'. The `ultimate quality in terms 

of taste, texture, overall content and presentation are matters of personal judgement'. 

They argued that to pin `quality' down to geographical areas of specific character is 

to misuse the term. It seems strange to argue that because a product comes from a 

19 See Chapter 3, and Appendices 2 and 3 for a more detailed discussion of terroir 
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certain area, and is produced in a certain manner, it has to be a quality product. A 

PDO product does not need to have a higher quality than its substitute products. 

`Strawberries from Kent' can be proved to come from Kent, and theoretically it 

might be possible to show scientifically that the soil makes them taste different to 

those coming from Pembrokeshire, but does that make them any more special, 

except for the consumer who may feel some allegiance to his or her locality? 

Relating the specification of origin to a level of quality is fundamentally flawed 

(Bertozzi, 1995). 

Other institutions, among them the FDF, also took exception to the implication that 

producers were being hindered in their efforts to market `quality' products by the 

activities of other, unspecified producers and manufacturers who are persuading, or 

even deceiving, consumers into buying alternative products of inferior `quality' due 

to `improper' labelling and marketing. They argued that this could NOT be 

substantiated under existing Regulations. 

The proposal (and the Regulation) also constitutes an element of selection and 
distinction among the producers in the same areas; only those capable of reaching a 

predefined level of quality can benefit from the advantages arising from the 

designation of origin. This can damage producers by depriving them of the right to 

proclaim the geographical location of their production. The characteristics of the 

products aspiring to a PDO often seem to be substantially similar to those of good 

products that are marketed without any reference to their geographic origin. 
Producers are therefore placed in a difficult and contradictory position. If the 

characteristics in the standards are reasonable, there is a risk they do not 
`exclusively' characterise the products bearing the mark but are substantially similar 

to those products obtained outside the mark. Producers can define detail and 

complexity but then risk making the products `inimitable' and difficult for the 

producers themselves to conform to. 

There are many producers who are passionate about producing products in the same 

manner as they have been produced for centuries. Is this a sign of quality as such? 
Modern methods might make the product quality (in scientific terms) infinitely more 

consistent, taste better and look better. Should the restrictions of a Regulation force 
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producers to maintain production in a specific manner if the result is not as good as 

others tasted by the consumer? The specifications ("cahiers des charges') defending 

the characteristics of the typical product generally restrict any innovations in the 

product and also limit many process innovations, which means that some limitations 

to competitiveness are being established (Bienayme, 1989). 

Quality evolves in, and adapts to, a cultural and technological context that varies 

over time. The quality of a product hangs from its consistent creation, its production 

conditions, its packing and labelling (Strecker, Reichert and Pottebaum, 1990). The 

imposition of a pre-defined correlation between quality and origin suggests that the 

level of quality is tied to the origin of the product, which damages companies 

capable of producing the same level of quality beyond the borders of the defined 

territory (Moran et al, 1999). 

Moran (1993a, b) suggests that quality for protected origin products is often related to 

quantity, as production quotas are often deliberately limited. Quality, he argues, is in 

fact economic logic - if yields are limited and production restricted, then those 

regions are assured higher prices. `The appellation laws establish a type of 

monopoly rent for those regions that receive the seal of approval' (Moran, 1993a, 

p704). The direct objective is to achieve a better return for the product than would 
be obtained on a market for a more standardised product (Moran et al, 1999). 

In attempting to `police' quality, there was envisaged the possibility of arbitrary 
decisions, with the Commission itself having the final word on which products could 
be registered. No formal consultation was to be required with either consumer or 
food industry representatives. There was a lack of precise definitions and objective 

criteria to guide the decisions. 

Inadequate vetting and conciliation procedures were envisaged, with nations 
differing in their approach and standards. In addition, the proposal was seen to be 

bureaucratic and regulatory, adding yet another layer of vetting, monitoring and 
labelling to an already complex Community food system. 
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2.2.2.4 Monetary considerations 
The proposal had laid down financial provisions for producers to encourage 

geographic indications and designations of origin. This caused consternation among 

several member states. The aim was not to provide direct support for products which 

are marketed at higher prices, but to increase the number of outlets through general 

campaigns to publicise the existence of geographic indications or designations of 

origin and the guarantees they offer. It was felt that the scheme would benefit the 

producers enough without extra subsidies. 

2.2.3 The Clarification of the Final Document 
The draft Regulation was considerably different to the final document as the text was 

altered to ease the path to adoption. It was considerably tightened and pruned of its 

more controversial aspects though many of the quality, protectionist issues remain 

(Baeumer, 1993). 

The provisions relating to generic names were extensively clarified (i. e. the 

importance of looking at similar products in other member states, and a clause was 

added refusing registration of plant varieties or animal breeds which might mislead 

the public as to their origin). 

A second amendment was the addition of the provision providing for the Council to 

draw up and publish a `generic' list in the Official Journal. This was a `non- 

exhaustive, indicative list' of the names of products which were regarded as generic 

and therefore could not be registered (Club de Bruxelles, 1992). 

In addition, in order to provide more time for any objections to be submitted by 

member states, the period was raised from three to six months from the date of 

publication of the application in the Official Journal. Member states were also given 

responsibility to ensure that all parties who can demonstrate a legitimate interest are 

authorised to access the application. 

In relation to inspection, the provisions were extended and clarified to ensure 

impartiality and objectivity and to guarantee that the bodies nominated are able to 

carry out their duties effectively. In addition, the Commission stated that since 
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inspection would entail investments and costs `provision should be made for 

assistance' for the bodies responsible (Club de Bruxelles, 1992). Clarification was 

also made in respect of trademarks (though this is still seen as inadequate) (Baeumer, 

1993). The Commission was charged with overseeing the operation, assisted by a 

Committee. 

The Council removed all direct references to the proposed subvention of the 20 

million ECU originally envisaged to help set up and run the scheme. 

2.2.4 The Regulation 
EC Regulation 2081/9220, which became effective on 26 July 1993, provides for a 

system for the protection of food names on a geographical or traditional recipe basis. 

Member states can use the protection if they so wish. Under this Regulation, a 

named food or drink, registered at a European level, is given protection against 

imitation throughout the European Union. Registration also helps individuals and, in 

particular, groups of regional producers to raise the awareness of their product 

throughout Europe. This may in turn help them take advantage of the wider markets 

that may arise from consumers' increasing awareness and interest in regional and 

speciality foods. There are two designations: Protected Designation of Origin (PDO) 

and Protected Geographical Indication (PGI). 

Protected Designation of Origin is defined in Regulation 2081/92 as `the name of a 

region, a specific place or, in exceptional cases, a country, followed by the letters 

`PDO', which refer to an agricultural product or foodstuff originating in that region, 

specific place or, in exceptional cases, country, and whose quality or other 

characteristics are essentially or exclusively due to a particular geographical 

environment with its inherent natural and human components and whose production, 

processing and preparation take place in the geographical area. ' 

Protected Geographical Indication is defined as `the name of a region, specific place 

or, in exceptional cases, a country followed by the letters `PGI' describing an 

agricultural product or foodstuff originating in that region, specific place or country 

20 Official Journal Reference No. L208 24 July 1992. See Appendix 1. 
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and possessing a quality or reputation which may be attributed to the geographical 

environment with its inherent natural and/or human components'. 

Both types of product harness local skills, traditions, resources or climate from their 

regions to produce products. In both situations, once protected the name of the 

product can be used only by producers from a defined area who adhere to these 

specific methods. 

Most foods intended for human consumption can be registered, including meat, dairy 

and fish products, fruits and vegetables, beer, beverages made from plant extracts, 

bread, pastries, cakes, biscuits and confectionery, natural mineral water and spring 

water, natural gums and resins, hay and essential oils (e. g. lavender oil). 

Names registered under the two geographical designations `may' be traditional but 

must have a geographical descriptor and be linked to an area. Names that cannot be 

registered under these two designations are: 

" those which are likely to be confused with a plant variety or animal breed; 

" geographical names that are those of Member States within the EU; 

" generic names (however, it may be possible to register a geographical name 

which is partly generic). 

A name cannot be registered for a PDO or a PGI if a similar trade mark already 

exists which might lead to confusion as to the true identity of the product. This 

might be because of the reputation and renown of the product or the length of time 

the name has been used. 

The designations require a precise product specification. This must include 

information about the method of production including the origin, nature and 

characteristics of the raw materials. Historical evidence which links the product to 

the geographical area or to substantiate the specific character of the product is also 

required. 
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Once names are registered, they are protected by the enforcement agencies in the 

member states. This protection is ex-officio, meaning that the Member State must 

ensure protection on its territory. Each Member State has to set up controls that 

check PDO/PGI use (i. e. the conformity of the product to the specifications from 

production to marketing). Certification bodies must comply with the EN 45011 

standard. 

The registered name of the product is protected from any direct, or indirect, 

commercial use by an unregistered producer. This includes expressions such as 

"style", "type", "method", "as produced in" or anything similar. Any false or 

misleading indication as to the provenance, origin, nature or essential qualities of the 

product placed anywhere on the packaging that may convey a false impression are 

similarly not permitted. Only products which are registered may be labelled as 

having a Protected Designation of Origin or Protected Geographical Indication or 

use the initials PDO or PGI (Thienes, 1994). 

The original PDO/PGI Council Regulation allowed for a transitional period of five 

years (1992-1997), but this has been extended to 200121. Member States can, on 

certain terms, allow the continued use of registered names for products that do not 

meet the criteria for the registered product. The procedure to obtain PDO/PGI 

protection is explained in detail in Appendix 9.1. 

2.2.5 The Difference between PDO and PGI 
In historical and legal terms, the Protected Designation of Origin (PDO) comes from 

the Lisbon Agreement for the Protection of Appellations of Origin and their 

International Registration of 1958 (the Lisbon Agreement) previously protected on a 

national basis by France with the AOC. The Protected Geographical Indication 

(PGI), however, has arisen from the philosophy behind the Agreement of Trade- 

Related Aspects of Intellectual Property Rights (TRIPS). 

Article 2 (1) of the Lisbon Agreement contains the following definition: 

"In this Agreement, `appellation of origin' means the geographical name of a 

country, region, or locality, which serves to designate a product originating therein, 

21 See OJ No. L 83/3 March 25,1997 
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the quality and characteristics of which are due exclusively or essentially to the 

geographical environment, including natural and human factors. 

Similarly, the PDO lays stress on the link between geographic factors and quality of 

the final product. The product depends on its specific localised origin; specific skills 

or specific natural conditions in a given area are not enough, as the product needs 

both. To produce the product, the barriers to entry for a newcomer are therefore quite 

high (a protection tool) as the specifications of the product must be understood and 

adhered to. 

On the other hand, Article 22.1 of the TRIPS Agreement states `geographical 

indications are.... indications which 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. ' A Protected Geographical Indication product is, therefore, a weaker 

protection than a Protected Designation of Origin product, under Regulation 

2081/92. A PGI product does not have to be totally produced, processed and 

prepared in the area - one single criterion attributable to a geographical origin is 

sufficient: i. e. the quality, reputation or another characteristic. The production of the 

raw material and the development of the product are not necessarily situated in the 

same defined geographical area. In addition, a PGI product is the property of the 

specialists that created it and is therefore grounded more in intellectual property 

rights, i. e. trademark rights22. When a group produces, develops and protects a 

product, the protection and the adherence of quality concerns the group. PGI is not, 

therefore, protecting the product as such but the specific local group that developed 

the tradition and the reputation of the product. The product is linked to this group 

and not to the territory, so the construction of specifications is vital for the reputation 

of the product. 

In simple terms, a product such as West Country Farmhouse Cheddar is considered a 

`PDO' whereas Scotch lamb is a `PGI'. This is because the latter cannot claim to 

have characteristics that are intimately related to the particular geographical 

22 See Sodipo (1994) for a discussion of how place name protection relates to intellectual property. 
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environment. The lamb has to be reared in the area for a minimum period, but can 

be born elsewhere. The abattoirs are all based in Scotland, but the carcasses can be 

`finished' elsewhere. Under the terms of the Regulation, this would not be possible 

if Scotch lamb was a PDO. 

2.2.6 Marketing 
A Community symbol was developed and adopted in July 1998 (see Appendix 

9.1)23. The logo allows producers of PDO or PGI food products an increased 

awareness of their products among consumers. The logo is a marketing tool used on 

labels and packaging, and can be used in advertising. As yet, it is not widely used in 

the public domain. There is little public awareness of the meaning of the symbol. 

The Directorate General for Agriculture (DG VI) undertook a3 year communication 

campaign in all the countries of the EU (1995-1998). The campaign had two goals: 

1. To encourage producers and food processors to use the systems which offer legal 

protection at a European level. 

2. To stimulate demand for the products involved by making distributors and the 

373 million EU consumers aware of the existence and significance of the 

systems. 

The central theme of the campaign was `Products with a Story'. The communication 
for the producers was led by the slogan `Tell us about your product, we'll tell the 

world'. The slogan for distributors was `Products that speak for themselves, sell 

well'. Communication to the general public was based around the model: `If you 

like cheese, you'll love the ones with a story to tell'. It first focused on producers 

and distributors (1996) and the general public (1997-1998). There is no known 

measure of the success of the campaign. 

2.2.7 Products currently protected 
The list of PDO/GI products officially registered by the European Commission is 

considerably less than the possible list of known products, yet the list is growing. 

Product categories that have obtained PDO and PGI status across the EU are 

presented in Table 2.1. A wide range of products are now protected under the 

Regulation including cheese, meats, olive oils, butter, fruit, honey and confectionery. 

23 See OJ L224, Vol. 41 1998 
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Over 1 
, 
600 applications for registration have been notified to the Commission24 and 

some third countries, such as Switzerland, have asked the Commission to conclude 

bilateral agreements on the protection of geographical indications. 

There were 535 products on the list in 1999.78% of these products are from the five 

Southernmost EU member states. 95% are from seven countries (the Southern states 

and Britain and Germany). France has the greatest number of approved products 

with 111 registered (21 % of all registrations), Italy has 99 (18.5%) and Portugal and 

Greece both have just over 80 (15% each). The Northern European countries are 

somewhat less represented. Only Germany has more registrations than any of the 

Southern European countries, with 62 (11.6%), due to the large numbers of mineral 

waters registered. The UK has 28 (though several are in the process of being added 

and are not included in the table e. g. Cornish Clotted Cream). Britain makes up 

5.2% of registrations. Ireland has none. Belgium, Denmark, Luxembourg and 

Netherlands have very few approved registrations between them. A full list is 

presented in Appendix 9.1. Significant non-UK products include: Cantal and Comte 

(France), Parmigiano Reggiano and Prosciutto di Parma (Italy). Feta cheese 

(Greece) was protected but this protection has been rescinded due to its generic 

status. 

123/97,1065/97 and 2400/96). 
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All principal food sectors have at least one registered typical product. Most of the 

registrations are cheeses (141), with 26% of designations. The majority of these are 

to be found in France, though they are also highly represented in Italy, Greece and 

the UK. Fruit & vegetables and cereals (97) are second at 18% and fresh meat third 

(83) at 15.5%. 

Nearly two thirds of the products registered are PDO products. Table 2.2 gives a 

breakdown of PDO/PGI by country. Italy has the most registered PDO products, 

currently 69 (70% of registered products), with Greece second with 60 (74% are 

PDO) and France and Portugal equal third with 53 each. Interestingly France has 

more PGI products (58) than any other country25. Italy is second with 30 and 

Portugal third with 29. It can be seen that 79% of the registered PDO, and 76% of 

the PGI, products are from the five `Southern' states. 

Table 2-2. PDO vs. PGI Products in the EU (1999) 
PDO %PDO PGI %PGI 

Austria 9 75 3 25 
Belgium 2 66 1 44 
Denmark 0 0 3 100 
Finland 1 100 0 0 
France 53 48 58 52 
Germany 37 60 25 40 
Greece 60 74 21 26 
Italy 69 70 30 30 
Luxembourg 2 50 2 50 
Netherlands 4 100 0 0 
Portugal 53 65 29 35 
Spain 27 61 17 39 
Sweden 1 100 0 0 
UK 14 50 14 50 
Total 332 62 203 38 

Source: adapted from the MAFF website (1999). 

Cheese dominates the PDO category (95% of cheeses are PDO), whereas fresh meat 

and offal, and fruit, vegetables and cereals are the main PGIs (see Table 2.3). 

25 PGI corresponds closely with the French Label Rouge and products can be protected with both designations. 
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TahIP 2_3_ Pi)0 Vs PGI Cateunrv Breakdown 

Fresh 
meat/offal 

Cheese Fruit, 
Cereals etc 

Meat-based 
products 

Oils and fats Other 

PDO PGI PDO PGI PDO PGI PDO PGI PDO PGI PDO PGI 
Austria 7 2 1 1 1 
Belgium 1 1 1 
Denmark 2 1 
Finland 1 
France 2 43 34 4 6 7 1 5 6 3 
Germany 2 1 4 2 6 1 31 15 
Greece 19 14 6 11 13 16 2 
Italy 4 29 2 22 19 2 19 1 1 
Lux. I I 1 1 
N'lands 3 1 
Portugal 11 8 14 11 7 1 14 7 9 
Spain 6 12 6 7 4 2 4 1 2 
Sweden 1 
UK 3 2 10 1 1 5 
Total 18 65 134 7 44 53 24 28 48 16 64 34 

Source: adapted from the MAFF website (1999). 

The registered PDO/PGI products reflect the agricultural specialisation of the 

country concerned: e. g. cheeses from France, Italy's registered products are mainly 
different cheeses, processed meats (salami, ham, sausages, etc. ) and olives and olive 

oils, while the majority of PDO beers are from Germany. However, while 

agricultural and gastronomic traditions play a part in determining the numbers of 

registrations received, the attitudes of producer groups and the level of support 

offered by agriculture and food ministries are also likely to play a key role. Ilbery et 

al (2000) have undertaken a spatial analysis of PDO/PGI products in the EU. They 

conclude that two factors appear to be of special importance: the cultural and 
historical significance of regional speciality food/drink products and the existence of 

producer group co-operatives. They argue that when the two coincide the uptake of 
PDO/PGIs is particularly significant. 

When the list of protected origin products (both PDO and PGI) are tabulated in terms 

of Less Favoured Areas, the result is very interesting (see Figure 2.126). Quite 

clearly, the majority of PDO/PGI products are in Less Favoured Areas, only 29% are 

not. 

26 Total: 504... plus 31 mineral waters from Germany. Mineral waters are not included for Germany as the 
addition of this category would skew the numbers considerably. Some waters were protected in the `fast stream' 
application process while others are waiting to be processed. This is arguably a political decision so the author 
has removed this category entirely. 

44 



Figure 2-1 The relationship between country, PDOIPGI products and Less Favoured Areas. 
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Source: adapted from the MAFF website (1999). 

France, Portugal, Spain and Greece have high numbers of PDO products, many of 

which are produced in Less Favoured Areas, but a considerable proportion are not. 

Figure 2.1 can be broken down into mountainous areas, less favoured areas and non- 

LFAs (see Table 2.4). It has been noted that it is mainly France and the Southern 

European countries that have shown the most interest in PDO/PGI legislation. It is 

they who tend to have small-scale holdings and are (in general) unsustainable 

without outside help in terms of competing with industrial agriculture (Bryden, 

1994). Northern France does not follow this model, but areas of the South and east 

correspond to this type of rural environment. 

Table 2-4. PDO/PGI products and LFAs 
Mountainous 
Areas 

Less Favoured Areas Non - LFAs 

Austria 12 Belgium 2 Belgium I 
Finland I Luxembourg 4 Denmark 3 
Sweden 1 France 31 Netherlands 4 
France 48 Germany 24 France 32 
Greece 32 Italy 14 Germany 7 
Italy 58 UK 12 Greece 49 

Portugal 29 Portugal 43 Italy 27 
Spain 29 Spain 13 UK 16 

Portugal 10 
Spain 2 

210 143 151 
Source: adapted from the MAFF website and calculated by the author (1999) 

There is no breakdown available as to size of enterprise. It is interesting to note 

which large companies are involved. In France, Besnier has 18 PDO cheeses in its 

portfolio; the other two large companies, Sodiall and Bongrains, have nine and three 

respectively (Thiedig, 1996). In Greece, Feta is mainly made industrially and in the 
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Netherlands Noord Hollandse Edammer and Gouda are both made by the same large 

organisation, CONO Beemster (van Ittersum et al, 1997). In Britain, some of the 

companies registering the products are also large organisations such as Scottish and 

Newcastle, makers of Newcastle Brown Ale (PGI), and Shepherd Neame, makers of 

Kentish Ale and Kentish Strong Ale (both PGI). Some producers have got together 

in `groups of convenience' such as the Whitstable Oysters group and the 

Herefordshire, Worcestershire and Gloucestershire Cider and Perry makers. It is 

argued that they continue to work individually (Ilbery et al, 2000). 

However, Tregear (1999), Wilson and Fearne (1997), Fearne and Kuznesof (1994), 

Sylvander (1997) and Bobon et al (1997) found evidence of small scale artisanal 

producers in the UK and France who were very committed to their PDO/PGI 

products and felt strongly about maintaining the integrity and tradition of their 

production methods. Similar findings were reported in Italy (De Roest et al, 1998), 

the Netherlands (Van Ittersum et al, 1998), Switzerland (Barjolle et al, 1998) and 

Greece (Fotopolous et al, 1998). 

2.2.8 Conflicts 
The vast majority of PDO/PGI protected products have been approved under `the 

Fast Track', a procedure adopted for the initial set of products. As there was little 

consultation outside Brussels relating to these products, there were a number of 

products that were accepted for registration that have since been disputed by other 

member states: 

Feta27 

The most well-known food case is probably that of Feta cheese, the `imitation' 

product which is sold all over Europe. Feta is a white soft sheep or goats' milk 

cheese that is kept in brine. Approximately 76,000 tonnes are currently produced on 

the Greek mainland and the islands of Lesvos and Limnos. Feta is, presently, also 

produced in Denmark and Germany from cows' milk, and in France from sheep and 

goats' milk28. The decision of the Commission to accept Feta as a PDO was widely 

disputed, and eight of the fifteen EU Member States put in for a `Request for 

27 Cases C-289/96, C293-96, C-299-96, C-81/97, C-80/97, C-82/97-Denmark, Germany, France, MD Foods and 
others, S. A. des Caves et Producteurs reunis du Roquefort and others, German Industry against the Commission 
28 Mainly by Besnier, the large French AOC cheese producer! 
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cancellation of the registration as a PDO' on the grounds that the product had 

become generic. The Judgement of the Court of Justice (16 March 1999) was to 

cancel the registration of the denomination as the Commission had not taken account 

of the fact that the denomination had been used for a long time in certain Member 

States other than Greece29. 

Parma Ham and Asda 

An interesting case relating to the wording of the Regulation occurred in the UK. 

Asda, one of the larger UK multiple retail chains, won a legal victory against the 

Prosciutto di Parma (PDO) producers. Asda started sourcing whole, boned hams 

from Italy, which were then sliced and packed in the UK before being sold. The 

Italian Association of producers (Consorzio del Prosciutto di Parma) attempted to 

prevent Asda from selling their ham as genuine Parma Ham (Marketing, 1997). This 

was because their protection included `slicing and packaging30' at only those plants 

approved and supervised by the Consortium. The High Court held that the 

Regulation does not refer to slicing and packing, and the phrase `production, 

processing and preparation' in Regulation 2081/92 means activities applied to the 

agricultural creation itself (The Grocer, 1998). 

Others 

Two `Requests for cancellation of the registration of the denomination' were 
dismissed as inadmissible. These were: 

1. Jijona and Turron de Alicante (confectionery- PGI) (26 March 1999)31 

2. Toscano olive oil (PGI) (29 April 1999)32 

The `Request for cancellation of the delimitation of the geographical area retained in 

the specifications of Altenburger Ziegenkäse cheese (PDO)' was also dismissed as 
inadmissible (15 September 1998)33 

29 For more details see OJ 1999 C 188/2 
30 Under Regulation 1107/96 when the name was registered as a PDO. 
31 Case T-114/96 Biscuiterie-Confiserie Lor and Confiserie du Tech against the Commission 
32 Case T-78/98 Unione provinciale degli agricoltori di Firenze and others against the Commission 
33 Case T-109/97 
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The argument that the `use of the Austrian trademark Cambozola can be described as 

an evocation of the PDO Gorgonzola' was dismissed. Instead, the Judgement of the 

Court of Justice (4 March 1999) allowed the decision to rest with the national 

(German) jurisdiction to determine if the conditions allowing the continued use of 

the mark are satisfied3a 

Producers have taken others to court to argue that the latter have been `passing off 

their goods as the geographical indication. The producers won their cases in the 

majority of occasions, especially the well-organised collective groups such as the 

champagne producers. 

2.2.9 Amendments 
Additions and amendments have been made to Regulation 2081/92 (for more detail 

see the Appendix). Of particular interest: 

In 1995 the 95/1/EC amendments introduced time frames relating to the accession of 

Austria, Finland, and Sweden. 

The 1997 amendments (535/97) allowed a transitional protection before registration 

and these will affect at national level only; they shall no effect on intra-Community 

trade. It also allowed objections relating to registering products which would 
jeopardise the existence of an entirely, or partly, identical name or mark. National 

protection of names was extended to be allowed for up to five years for PDO/PGI 

products, if products have been on the market for five years previously and the 

labelling clearly indicates the true origin of the product. 

Extra product groupings have also been added to the Regulation (ornamental plants 

and flowers, cork and cochineal). 

2.2.10 Remaining Difficulties 

Authors such as Thiedig (1996) and Brouwer (1988) acknowledge that there is a 

huge divide in the fundamental understanding of the concept between the North and 

34 Case C-87/96 - Consorzio per la tutela del formaggio Gorgonzola against 1) Käserei Champignon Hofmeister 
KG and 2) Eduard Bracharz G. m. b. H 
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the South. The three major areas (intellectual property, protectionism and the issue of 

quality) remain despite major revisions to the Regulation. These have been 

previously discussed so these will not be reiterated here. 

The wording of the Regulation has been left deliberately vague to enable member 

states to retain very different views as to what the Regulation is about. 

The Northern European countries still see the Regulation as primarily about 

protection from `copy cats' (and somewhat superfluous due to legislation already in 

existence), a marketing tool adding value to the product as a `label', with a lesser 

interest in protection of producers, heritage and culture. The idea of using PDO as a 

means of getting the supply chain organised is not understood by the Northern 

countries. Producers, in the Northern European countries, are less inclined to work 

together and tend to make more use of private labels i. e. trademarks or brands. It is 

not a usual process to use collective co-operative marketing. The supply chains are 

often highly developed both in marketing and production terms, and using the PDO 

as a means of co-operation is an alien concept (Wilson et al, 1999). 

For the Italians and the French, the concept of Protected Designation of Origin and 

Protected Geographical Indications is that of a `system'. The Appellation of Origin 

concept in Southern European countries is a way for institutions (i. e. the 

`interprofessional' organisations) to encourage small firms to work together with 

small resources, in a highly organised system (Wilson et al, 1999). 

PDO and PGI, according to the French literature (for example Lassault and 

Sylvander, 1997a, Barjolle et al, 1998) is about an intimate link to the land, a 

concept which is very difficult to prove35 (and, as a result, the Regulation does not 

ask for `hard' evidence). It is conceivable that some products can be `romantically' 

explained in terms of their link to the land, when in fact there is little to prove in hard 

terms that this is the case. To receive a PDO, a product has to establish a link with 

the land and the people and its reputation. The link is socially constructed (de Sainte 

Marie, 1996, Casabianca et al, 1996, de Roest and Dufour, 1999). In the application 

3s The concept of `terroir', see Chapter 3. 
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form for the protection, the producers must somehow prove this link and so the vast 

majority of cases emphasise all three to enable their application. However, there are 

no organoleptic tests required; literary quotation is the usual `evidence' and while 

some applications go into considerable depth, others skim the surface, some are more 

romantically worded, others fairly scientific. It is conceivable that some producers 

will try to register many different products and disrupt the positive intentions of the 

system. 

Why should some products be protected and others not? As an example, could all of 

Germany's 800 regional beers be protected? Each is produced in a specific manner 

and comes from a specific place. The problem has already arisen in terms of 

Germany's mineral waters, where only half those which had requests put forward 

were registered (Thiedig, 1996). The decision over whether products from some 

countries are better than (or not as good as) or similar to (i. e. in type of product) 
from other countries is a difficult one, and it could be argued that this is potentially a 

political one. 

Brouwer (1991 p630) comments on the origin/source function of protecting 
designations of origin, describing these as `in reality, often rather arbitrary'. He 

gives the examples of Ardenner Ham (i. e. ham of the Belgian Ardennes) and Parma 

Ham which are both, to a large extent, manufactured with meat from farms in the 

UK and Holland respectively. The wording of the Regulation is somewhat lax in 

that it allows for specifications which do not prescribe that the meat must come from 

the region in question. It takes `into account the national interest involved (and) has 

not followed a strict approach' (p 632). Brouwer also illustrates his argument by 

commenting that the Belgian PDO defined area is different for Ardenner Ham and 
Ardenner Butter! 

2.2.11 Power in the chain 
There seems to be two contrasting European food cultures: a `romantic' Southern 

one, with a wealth of local and regional food specialities; and a commodity driven, 

functional, Northern European one. These two contrasting gastronomic cultures in 

turn rest upon agricultural and food processing sectors which are equally 
differentiated. Agriculture in the South is characterised by large numbers of small 
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family farms, labour intensive and producing a diverse range of produce often using 

traditional methods. In the North, it is characterised by larger, more capital intensive 

and `economically efficient' farms specialising in a narrow range of produce. 

Linking `farm and fork' are two very different food processing sectors. The 

Southern one is highly fragmented, with thousands of small companies being 

involved in the production of typical foods. The far more centralised and 

standardised Northern one has a predominance of medium and large sized food 

manufacturers with a tight supply chain (Ismea, 1999 p59). These contrasting 

structures and cultures have given rise to very different institutional and marketing 

arrangements. 

The greater the support by the institutional machinery relating to PDO/PGI products, 

the greater the awareness and interest. Producers and institutions can potentially 
build alliances which create strong representations of quality products from the 

region of origin which consequently build alliances with consumers (Ray, 1998 and 

Moran, 1993a). In Southern Europe, there are unions or interprofessional bodies 

proactively supporting and promoting the concept. This is not yet the situation in the 

Northern states. Close and formalised co-operation between producer groups and 

state/regional institutions is the exception rather than the rule (Ilbery and Kneafsey, 

2000). Institutions promote quality through process orientated certification schemes 

with standard procedures or providing general support. Ilbery and Kneafsey (2000) 

identified the problem that, while institutions adopt certificates and legislative 

measures to identify quality, producers of speciality foods in Britain, for example, do 

not associate quality with geographic origin and do not regard certification as being 

particularly important, necessary or useful. Instead, the supply chains centre round 

the retail buyer. As a result, the interest in PDO is lower and awareness in PDO and 
institutional arrangements are weaker in the North than in the South in relation to the 

protection (Marsden, 2000). Traditional state institutions are losing power in 

relation to new institutions, such as retailers, who with high market shares 
increasingly determine quality parameters (see Wilson and Fearne, 1998a). National 

and regional differences are becoming blurred with the process of harmonisation. 

Against this background, the emergence of regional foodstuffs and identities may 

seem paradoxical, but it is a trend which is in harmony with the political and cultural 
discourses of a Europe of the Regions. 
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It remains to be seen quite how large the market for protected origin products will 

become or what the potential opportunities for added value amount to (DTZ Pieda 

Consulting, 1999). Equally, it remains to be seen how multiple retailers will be able 

to balance the demand for regional and local foods with the national sourcing and 

distribution policies and commercial pressures to rationalise the number of suppliers 

with which retailers are involved. Becker (1999) and Wilson and Fearne (1997) 

found that the UK major multiples did not think regional labelling advantageous 

because of their nation-wide sourcing and distribution networks. While the multiples 

seek to balance these conflicting demands, new food networks are emerging, based 

around short direct supply chains, such as farmers' markets and organic box schemes 

(see Festing, 1995,1996). 

2.3 Conclusion 

Regulation 2081/92 protects certain foods or drinks against imitation throughout the 

European Union. The protection aims to protect consumers, producers, aid the 

diversification of agricultural production and benefit the rural economy. There are 

two protections: a Protected Designation of Origin (PDO) product is made under 

much stricter conditions than a Protected Geographical Indication (PGI). A PGI 

product has to have one single criterion attributable to a geographical origin, whereas 

the production of the raw material and the development of the product must be 

situated in the same defined geographical area for a product to be granted a PDO. 

There were 535 PDO and PGI products on the list in 1999, mainly from Southern 

European countries, with 111 from France, 99 from Italy and 28 from the UK. 

The origins of the law have arisen from the French system of Appellation d' Origin 

Controlee, and the Lisbon agreement (Baeumer, 1998,1989). The fundamental 

difference between the Northern and Southern European systems is that the former 

have traditionally had recourse to private brand trademarks, whereas the Southern 

European producers (or, in the majority of cases, institutions such as the 

interprofessional organisations) have registered public collective brands, not 

`owned' by individuals but by the organisation. The Northern European states had 

considerable disagreements relating to the Regulation when it was proposed. 

Fundamentally, it seemed to answer a problem that the North did not have. After 

52 



considerable discussion, the Regulation came into force but problems remain. These 

relate especially to clashes in culture, differing interpretations of certain words and 

the suggestion that a regional product should be a `quality' product. Harte- 

Bavendamm (1999 p 12) argues that `far-reaching coexistence as provided by the EC 

Foodstuffs Regulation or ... the Lisbon Agreement (is) incompatible with the TRIPS 

agreement'. 

Different countries view the legislation from different perspectives, have different 

institutional environments to promote and police it and are likely to have consumers 

with vastly different attitudes towards and perceptions of regional foods and the 

preservation/protection thereof. Legislation has helped shape societies but societies 

have also shaped legislation and the impacts of that legislation! The author has 

chosen to look closely at whether consumers in different countries are likely to value 

the protection and the concept of regional traditional foods; this thesis is not looking 

to prove the impact of the Regulations (as it is still too recent) but to suggest the 

extent to which there will be differences and why. Purchasing a PDO or a PGI 

product could be about protection of the product or about the assurance that it is not 

a fraudulent copycat, or there could be a host of other additional factors. It is also 

important to look at the historical context to see why nations have differed in the past 

and how they have arrived at their present standpoint in relation to protecting 

regional traditional foods. Questions needing research, therefore, are: 

1. Having identified that there was hostility towards the Regulation from the 

Northern European countries and encouragement from the Southern, will its 

impact differ across countries, and if so, how? Has the historical development of 

consumption, production, institutional and policy frameworks a role to play in 

consumers' evaluation i. e. in relation to latent national knowledge? 

2. Will consumers differ as to their acceptance of, and interest in, PDO and PGI 

products having had different experiences of protection and involvement relating 

to food? What are the variables involved in consumer choice related to PDO/PGI 

products? Do these variables differ according to nation, region or other (e. g. type 

of consumer)? 

It is thought that in France (and the Southern European countries) there will be a 

higher acceptance by producers, institutions and, most importantly, consumers of the 
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Regulation. The framework in the Southern European countries is likely to be more 

supportive than in the Northern countries; this is likely to impact on consumer 

acceptance. Chapter 3 will analyse the factors which might lead consumers from 

different nations to take a differing attitude and interest in protected regional 

products. 
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3. Literature Review 

3.1 Introduction 

The aim of this chapter is to identify theoretical insights into consumer attitudes 

towards local food products. The `relocalisation' of food supply systems is an 

extremely important focus of multi disciplinary research activity but one that is still 
in its infancy. 

Academic interest in food consumption has been incredibly wide-ranging and 

prolific (Bell and Valentine, 1997). There is no one convenient academic discipline 

within which to place the study of local foods, though several can be related to the 

subject. All the major social sciences add to the debate and have something to say, 
but none is sufficient to explain the whole. The majority of the work detailed in this 

chapter derives from `consumption' literature i. e. sociology, geography, 

anthropology, marketing and economics36. However, this will concentrate only on 

those areas that are thought to be important with respect to the formation of attitudes 

towards local foods. 

Most of the literature relating to PDO/PGI products, specifically, has concentrated 

on the production of local food products, local development and institutional 

arrangements. Very few academics have looked at consumers' attitudes towards 

protected local foods. In the UK, Tregear et al (1997) have studied consumers' 

perceptions of local foods in the North of Britain and several academics (such as 

Parrott, Ilbery, Kneafsey, and Leat37) have studied rural imagery, mainly in relation 

to food. Mai and Ness (1997) investigated consumers' perceptions of speciality 
foods and mail ordering. There is some work being undertaken in France (see 

Trognon, 1998, Giraud et al, 1999, Alavoine-Mornas, 1997 among others), Italy 

(Arfini, 1999, Antonello, and De Roest, 1997b) Germany (see especially Theidig, 

1996, Guerrero et al, 1998) and Greece (Skuras and Vakrou, 1999). 

36 Levi Strauss (1970), Murcott (1986), Douglas (1975 and 1984), Rozin (1982,1990), Warde (1997), Fine, 1995, 
Fine and Leopold (1993), Bocock (1993), Mennell, Murcott and van Otterloo (1994) and Campbell (1995) have 
each provided a useful review of studies into (food) consumption. 
37 RIPPLE FAIR 3 CT 96 1827. Local Images and the Promotion of Quality Product and Services in the Lagging 
Regions of the EU 
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In relation to academic models of PDO/PGI product consumption, several 

researchers have used the contingent valuation model of economic assessment of a 

consumer's willingness to pay for certain products (see Arfini, 1999, Loureiro and 

McCluskey, 1999). Other researchers have used the model from industrial 

economics of 'search, experience and credence' (e. g. Becker, 1999). Bayesian belief 

networks technology are used by Trognon et al (1999) which represent the 

probabilistic relations existing between socio-demographic characteristics, 

knowledge, perceptions, attitudes and behaviour. At present, there is no one 

coherent model with which to study the formation of consumers' attitudes to 

protected origin products. The study of perceptions towards PDO/PGI products is 

thought to be much more wide-ranging than the present models suggest. 

This literature review will first cover general consumer behaviour in terms of how 

environmental and individual influences impact on the decision making process, 

before gaining an insight into attitude and motivation formation. It investigates the 

importance of origin, authenticity, quality and other attributes in the process of 

formation on attitudes towards local foods and PDO and PGI products specifically. 

The second section looks at the historical development of production, consumption 

and food policy, using case studies of France and Britain, to show how the social 

conditioning in a region or country can affect cognitive beliefs of this attitude 

formation. The general attitude towards protectionism, localism, agriculture and 

food and the institutional and legal arrangements (especially in relation to collective 

and private protection of goods) will have a deep influence on consumers' attitudes 

towards local foods and, specifically, protected origin products. Finally, a conceptual 

framework is proposed that attempts to bring these diverse strands together. 

3.2 Consumer Behaviour 

Consumer behaviour is the mental and physical acts of individuals, households or 

other decision making units concerned with ultimate consumption involving the 

acquisition, own production, use and, in some cases, the dispossession of products 

and services (Lancaster and Massingham, 1994). 

56 



Several authors have developed conceptual models of the food choice process38 

though this thesis concentrates on one aspect - that of consumers' attitudes. Most 

importantly, these are viewed as a dynamic process with food attitudes changing 

over time (Pilgrim, 1957, Furst et al, 1996 and Devine et al, 1998). 

Figure 3.1 shows a simplified model of consumer buying behaviour. External 

environmental influences have an effect on purchase decision, as do individually 

determined influences. Both are (sub)consciously carried in memory. The third box 

shows the decision making process, and the feedback lines show that at any stage 
information can be fed back and the purchase process stopped and resumed 

elsewhere. 

Figure 3-1 Simplified Model of Consumer Buying Behaviour 

Environmental influences Individual Influences 

--------------------------------- Memory 

Decision Making Process 

Source: Adapted ftom Lancaster and Massingham (1994) 

Environmental Differences 
Attitudes are affected by the socio-cultural and political environment and situational 

factors in addition to a firm's marketing and advertising strategy (Kotler et al, 1999 

and Lancaster and Massingham, 1994). 

Political and regulatory influences will necessarily affect the consumer (in terms of 

better informed decisions, easier decisions and less risk of post purchase dissonance) 

and his/her attitudes generally. Political influences can either be from national 

bodies or from the wider political context e. g. the EU. Laws, regulations and codes 

of practice emanate from national governments, the EU, local government and trade 

associations. Consumer groups and other pressure groups such as those representing 

38 The majority of models list the likely influences on food choice (Shepherd, 1990,1991) but it has been argued 
that simple models do not seem to work well with regard to food (Hughes and Ray, 1999 and Furst et al, 1996). 
Consumers are less mechanised and cognitively rational than the `consumer as information processor' in 

economics (Belk, 1995, Holbrook. 1987). 
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the ecological movement, and animal rights, attempt to persuade governments to 

deregulate or legislate, or to influence the scope and content of new legislation. 

Economic and competitive influences are also important. For example, in time of 

recession and economic hardship consumers' attitudes are likely to be affected - in 

relation to price, value for money and a conscious assessment of the need to buy - as 

well as their ability and willingness to spend. 

Cultural factors exert the broadest and deepest influence on consumer behaviour. 

Culture refers to the `values, ideas, artefacts and other meaningful symbols that help 

individuals communicate, interpret and evaluate as members of society' (Engel, 1990 

p40). It is learned, passed on generationally and adapts constantly. It is invented, 

socially shared and prescriptive (Loudon and Bitta, 1993). Individuals are 
influenced by current trends in society as a whole and by a need to conform with the 

norms of the various social groups to which they belong, as well as to enhance their 

status within these groups (Brassington and Pettitt, 2000). 

Personal influence from the peer group and the family are major influences on the 

attitudes and behaviour of individuals. Members occupy various consumption roles, 

including gate-keeping, influencing, deciding, buying and using. Social 

stratifications or `class' are `divisions in society composed of individuals sharing 

similar values, interests and behaviours' (Engel, 1990). It is more usually measured 

in terms of socio-economic status and suggests occupation, personal performance, 

interactions with similar `others', and a certain set of value orientations (Kotler et al, 

1999). Certain groups of people might have a predilection for local and/or PDO/PGI 

products because of their interaction with others and the value orientation developed 

(i. e. towards heritage, rural development, exclusivity and snob value). 

The physical and social surroundings, time and task (situation) are also of 

importance (Kotler et al, 1999). Consumers may alter their purchasing patterns 

depending on the usage situation, and what is an acceptable brand in one setting may 

not be in another. A handmade farmhouse cheese might be more `acceptable' on a 

cheese board than a pre-packed industrial one, for example. 
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Marketing and advertising communicates to the consumer in a number of ways. For 

example, West Country Farmhouse Cheddar claims to be the only handmade cheddar 

made to a traditional recipe in the West Country. The product is advertised in 

magazines, wins prizes in shows, and is sold in delicatessens and supermarkets. 

Individual Differences 
Purchase decisions are greatly influenced by lifestyle, demographics, personality and 

psychological factors, such as age, life-cycle stage, economic circumstances and 

occupation, social and cultural factors. A consumer will have different attitudes and 

motivations in purchasing protected products depending on these. This thesis aims 

to investigate attitudes and motivations in relation to local food products and 

PDO/PGI products in particular, so it is important to explore these concepts in turn. 

The Decision Making Process 
The decision process is a series of stages that buyers pass through in their purchase. 

These are seen to be motivation (i. e. need recognition), information search, 

evaluation of alternatives, purchase choice and finally post-purchase behaviour or 

outcome. The identification of factors, which motivate consumers to buy, is difficult 

as several influences occur simultaneously. 

Need recognition recognises a problem or need. People are not necessarily aware of 

their own motives. It is suggested that motivated behaviour occurs when an 

individual perceives a goal and experiences a need to obtain that goal as consumers 

attempt to gain from consumption (Lancaster and Massingham, 1994). Motivation 

can be stimulated by advertising, but may result in alternative searches (e. g. an 

advertisement for Kentish Ale (PGI) may stimulate a thirst for beer in general or for 

a different drink) or triggered by other factors such as labelling or conscience. 

The consumer is aroused to search for more information; either through heightened 

attention or may actually actively search for information about the product. There 

are many sources of information about products, from advertising, peer groups, 

public information, and familiarity with the product. 
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As more information is obtained, the consumer's awareness and knowledge of the 

available brands and features increases (Bowbrick, 1992 and Kotler et al, 1999). For 

instance, the consumer becomes aware of what cheeses are available (hard or soft; 

goats, sheep or cows milk; pasteurised or unpasteurised; French, German, Italian 

etc. ). It is at this point that the individual can drop those that do not match specific 

needs. 

The consumer uses the information gained to evaluate alternative brands in the 

choice set, their criteria obviously depending on the choice available and the need 
being filled. The individual's involvement in the evaluation is of great importance, 

as was discussed in the previous section; when a purchase is highly involving the 

consumer is more likely to carry out extensive evaluation. Consumers will first look 

at the attributes or benefits of each product (Lancaster and Massingham, 1994). 

These might include price, quality, brands and country of origin (extrinsic cues) and 
intrinsic cues of the actual physical properties of the product. Different degrees of 
importance will be attached to each attribute. Different consumers will evaluate 

purchase alternatives in varying ways. This is made more complex by the specific 

buying situation. Sometimes careful considerations and calculations will be made, 

otherwise on impulse and intuition (Lancaster and Massingham, 1994). 

Purchase will occur when one product is selected, although other factors may arise to 

prevent this. The attitudes of others and unexpected situation factors may come 

between purchase intention and purchase decision (Kotler et al, 1999). Perceived 

risk may also be influential in changing, postponing or avoiding a purchase decision. 

This is particularly the case when purchasing a new product where there is 

inadequate information to determine the likelihood that the food purchased will 

adequately meet the need for which it was bought. 

Consumers might take further action after purchase based on their satisfaction or 

dissatisfaction. Purchase outcomes (known as `post-purchase behaviour) will be 

positive or negative (dissonance) depending on how the product satisfied the need 

that was due to be fulfilled. This is then remembered when the need arises again or 

if the product is discussed with other consumers (Brassington and Pettitt, 2000). 
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3.2.1 Attitudes 

3.2.1.1 Definition 
The precise definition of an attitude has been the basis of much academic debate 

(Loudon and Bitta, 1993). A simple definition is that an attitude is how positive or 

negative, favourable or unfavourable, or pro or con a person feels towards an object. 

Attitude is therefore a feeling. 

A slightly more complex view is that an attitude is a stance that an individual takes 

on a subject that predisposes them to react in a certain way to that subject 

(Brassington and Pettitt, 2000). It is an `orientation towards or away from some 

object, concept or situation and a readiness to respond in a predetermined manner to 

these related objects, concepts or situations' (Hilgard et al, 1975 in Brassington and 

Pettitt, 2000 p 107). It incorporates the notion of readiness to respond to an object in 

a certain way. 

A further definition is `an enduring organisation of motivational, emotional, 

perceptual and cognitive process with respect to some aspect of the individual's 

world' (Krech and Crutchfield, in Loudon and Bitta, 1993, p423). This viewpoint 

(on which several important models are based, to be discussed below) views 

attitudes as being made up of three components: cognitive (knowledge), affective 

(emotional) and conative (behavioural-tendency) (see Figure 3.2). 

Figure 3-2: Tri-component Attitude Model 

Source: Schiffman and Kanuk (1994) 
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The cognitive component relates to beliefs or disbeliefs, knowledge and experience 

and information from elsewhere (friends, family, other peers and advertising). 

The affective component concerns the emotions or feelings about a particular 

product or brand. These can be positive or negative and are evaluative in nature. 
For some consumers affective attitudes can overcome cognitive ones -a consumer 

may believe that a global brand may taste better, but will buy a local or PDO/PGI 

product for altruistic or nostalgic reasons (Schiffman and Kanuk 1994). Emotional 

states may enhance or amplify positive or negative experiences, and later 

recollections of such experiences may impact what comes to mind and how the 

individual acts. If a consumer is on holiday, relaxed and happy, he or she may 

associate a locally produced cheese or fruit with good times. 

Finally, the conative component relates to the link with behaviour. This component 
is the tendency or intention to buy. It is a `predisposition to respond in a consistent 

manner to stimulus' (Foxall, 1992). 

Attitudes are seen as multidimensional in nature. A person's overall attitude toward 

an object is seen to be a function of the strength of a number of beliefs that person 
holds about various aspects of an object, the evaluation he gives to each belief. 

Research has shown that consumers perceive a product as having many attributes 

and they form beliefs about each of these attributes (Schiffman and Kanuk 1994). 

3.2.1.2 Characteristics of Attitudes 
Louden and Bitta (1993), among others, have examined the characteristics of 

attitudes: 

Attitudes are held toward an object. `Object' is used in a broad sense (e. g. an 

`ethical behaviour' or a tangible product -a product class, or retail store or a person, 
issue or behaviour). Attitudes have direction, degree and intensity and are therefore 

related to the behaviour toward an object. 

Attitudes have structure, which means they display internal consistency and possess 

interattitudinal centrality. Central attitudes are close to an individual's self-concept 
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and important values, others are further away. The central attitudes are likely to be 

most consistent and stable over time. They are also generalisable toward a class of 

objects. A consumer who buys one British PDO/PGI product and doesn't like it, 

may not buy other local British products believing them all to be of inferior quality. 

Consumers generalise to simplify decision making. Some attitudes are more 

important or salient than others. A consumer may find `buying local' more 

important than saving money. Therefore, he or she may buy a product that costs 

considerably more than the substitutes. The buying local may be tied to attitudes of 

sustainability of the region, creating employment, halting rural de-population, 

keeping money in the area etc which thereby support the buy local attitude and 

increase its salience. 

Attitudes are formed through cognitive or behavioural learning. Attitudes develop 

from a consumer's personal experience with reality, from conditioning from peers or 

by marketing communication. A consumer may believe that Beacon Fell Traditional 

Lancashire cheese (a PDO product) is good value for money and tastes good. These 

beliefs may be based on real knowledge, opinion or faith, and may or may not carry 

an emotional charge (Kotler et al, 1999). 

3.2.1.3 Functions of Attitudes 
Attitudes serve people's need to protect and enhance the image of themselves, and 

these are the motivational bases which shape and reinforce positive attitudes toward 

goal objects perceived as need-satisfying and/or negative attitudes towards other 

objects perceived as punishing or threatening (Loudon and Bitta, 1993). 

The major functions are: 

" Adjustment Function - directing people towards pleasurable objects and away 

from unpleasant ones (i. e. maximising reward and minimising punishment). 

" Ego-Defensive Function - to protect the self image from threats. 

" Value expressive Function - the expression of centrally held views 

" Knowledge Function - need for acquiring knowledge in a specific direction 

3.2.1.4 Attitude Theories and Models 

Models in attitude formation are concerned with how attitudes develop and change. 

They are founded on the general principle that `the human mind strives to maintain 
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harmony or consistency among currently perceived attitudes' (Loudon and Bitta, 

1993, p 428). It is argued that if the mind perceives an inconsistency within its 

attitude structure, mental tension develops to return the structure to a consistent state. 

Several theories have been developed, with Fishbein and Ajzen's (1980) Theory of 

Reasoned Action the most popular. Congruity Theory is based around positive 

reinforcement; it relates to developing a positive value association between the 

source and the object. 

Heider's Balance theory is based around the idea that a person perceives his or her 

environment in terms of triads. Putting it simply, people, ideas and things have 

either positive or negative relationships with each other. The model is balanced if 

there are at least two positives, and unbalanced if there are two negatives. If the 

relationship is balanced there will be tension; the consumer must either live with this 

tension or rationalise and change part of his or her attitude (Loudon and Bitta, 1993). 

Cognitive dissonance theory was developed by Festinger in 1957. Cognitive 

dissonance is a state which results when a person believes that two thoughts, both of 

which he or she believes to be true, are inconsistent with each other. Dissonance can 

result when a consumer recognises that alternative brands both have negative and 

positive characteristics (Loudon and Bitta, 1993 and Schiffman and Kanuk, 1994). 

In Fishbein and Ajzens' Theory of Reasoned Action Model, the basic tri-component 

attitude model is arranged in a different pattern (see Figure 3.3). A person's overall 

attitude toward some object is derived from his or her beliefs and feelings about 

various attributes of the object. Working backward from behaviour (e. g. the act of 

purchasing), the model suggests that the best predictor of behaviour is the intention 

to act. It is argued that attitudes are deeply held and the beliefs behind these need to 

be explored (Schiffman and Kanuk 1994). 
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Figure 3-3: The Theory of Reasoned Action 
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Source: Schiff nan and Kanuk (1994) 

The model recognises that attitudes have more than one dimension. This focuses 

attention on the factors that constribute to overall attitudes (product attributes, 

consequences of actions etc. ) and how they are evaluated by the consumers. 

Attitude towards a product will greatly influence a consumer's involvement in it. 

This theory is often used to explain high involvement in a product39. In the case of a 
local food, especially a PDO or PGI product, involvement may be high if the product 

is bought for a special occasion, e. g. a dinner, as a gift or for a festival. Consumption 

situations vary considerably, however, and this will influence the strength of the 

attitude-behaviour relationship. A local product may also be frequently purchased 

and involvement may be low (some PDO/PGI products may even be considered 

`poor people's food', see Tregear et al, 1997). The behaviour then becomes habitual 

with little conscious thought or formation of attitudes preceding behaviour. The 

consumer does not actively seek information in this situation but is a passive 

recipient. As the decision is not really involving the consumer, it is likely to 

satisfice. 

39 'Involvement is a state of motivation, arousal or interest. This state exists in a process. It is driven by current 
external variables (e. g. the situation, the product and the communications) and past internal variables (e. g. 
enduring ego or central values). Its consequences are types of searching, processing and decision making' 
(Rothschild, 1984 p217). 
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Recently there has been an effort to extend Fishbein and Ajzens' theory of reasoned 

action so that it can accommodate consumers' goals as expressed by their `trying to 

consume' (i. e. a goal that the consumer is trying or planning to accomplish). There 

are often personal impediments and/or environmental impediments that might 

prevent the desired action or outcome from occurring (i. e. wanting to buy a local 

product from another region, but none is available). The theory of trying is designed 

to account for the many cases where the action or outcome is not certain. It replaces 
`behaviour' with `trying to behave' as the variable to be explained or predicted 
(Schiffman and Kanuk, 1994). 

3.2.2 Motivation 
Motivation seeks to discern why people do the things they do (Kotler et al, 1999). 

Why do individuals buy protected origin products? Is it because of the region of 

origin of the product? Is it the brand? The price? Taste? What are consumers 

really seeking? What needs are they trying to satisfy? Motives are the inner states 

that mobilises and directs energy towards goal objects (Loudon and Bitta, 1993). 

A person has several needs at any time; some are biological, some physiological. A 

need becomes a motive when a person is aroused to a sufficient level of intensity to 

allow the person to act (Kotler et al, 1999). Motives can be triggered through 

physiological conditions, situation conditions and cognitive activity (Loudon and 

Bitta, 1993). Although the concept of tension is central to motive arousal, the 

primary goal of consumer is not always to reduce environmental stimulation. 

Rather, the optimal level of stimulation is not zero, but above. Consumers constantly 

search for products that make them sense, feel, think, act and relate. Consumers seek 

to decrease or increase stimulation levels - perhaps a curiosity factor (ibid. ). 

Several theories of motivation have been developed. Freud's suppressed and 

repressed motives and Maslow's `Hierarchy of Needs' are the two most popular. 

Others include Adler's striving for superiority, Fromm's Having and Being ideas, 

and Homey's belief that consumers constantly adapt to cope with anxiety developed 

at childhood. 
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Freud's Theory of Motivation suggests that people act in relation to their 

unconscious desires and repressed urges. A person does not fully understand his or 
her motivation (and attitudes as seen above). A consumer may purchase a product as 

a gift (e. g. a Stilton for Christmas) as a selfless gesture, but at a deeper level this may 
be to impress others. At a still deeper level, the consumer may be looking for love 

and acceptance. 

Maslow (1970) suggested that motives could be classified into five basic categories: 

physiological, safety, security and belonging, esteem and self-actualisation (in 

ascending order). Once one level has been satisfied individuals move to the next 
level which dominates their behaviour. If the consumer is capable of adequately 

satisfying each succeeding motive category, self-actualisation will finally tend to 

dominate behaviour (see figure 3.4). 

Source: Maslow (1970) 

A good example of a product showing how different levels of the need hierarchy can 

be at play at the same time is West Country Farmhouse Cheddar (a PDO product 

from Britain). This premium cheese could be bought by consumers seeking self- 

esteem and self-actualisation. They may achieve this by buying the vintage cheddar 

from an expensive delicatessen or drive into the countryside to find a farm producing 

the cheese. Others will buy the cheese for societal reasons, instead of a substitute, 

knowing that part of the money they are paying is going back to small scale farmers 

to help them survive in a wider mass-production environment. Others may be 
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nervous of buying a `good cheese' for a cheese board or a gift. They might buy the 

cheese to fill a social need but are unable to gauge quality. To be safe, they would 
buy the cheddar from a reputable retailer, or a brand legitimised by advertising. 

Maslow's theory is seen, by some academics, as limited as consumers are 

continually influenced by motives lower in the hierarchy (i. e. food safety is a major 

concern) (Loudon and Bitta, 1993). In addition, the hierarchy may not be in the right 

order for different consumers as needs differ. While consumers from Anglo-Saxon 

cultures tend to value self-actualisation and individuality above all else, in France, 

Spain, Portugal and other 'Latin' countries people are most motivated by the need for 

security and belonging (Kotler et al, 1999, Hofstede, 1984). Groups of consumers 

and individuals may also differ; for example, some consumers are inner directed, 

while for others products function as social markers, defining and expressing 
lifestyles (Elias, 1978, Bourdieu, 1984 and Gofton, 1992, Lewis and Bridger, 2000, 

Firat et al, 1997, among others). Cohen (1982) argues that belonging is of more 
importance to rural cultures than urban, so place of residence is also important. 

Engel et al (1990) add to Maslow's classification by separating esteem and self 

actualisation needs into: 

" Achievement -a basic desire for success in meeting personal goals. 

" Power -a desire to gain control over one's destiny as well as that of others. 

9 Self-expression - the need to develop freedom in self-expression and to be 

perceived by others as significant. 

" Order and understanding - the desire to achieve self-actualisation through 

knowing, understanding, systematising and constructing a system of values. 

" Variety seeking - maintenance of a preferred level of physiological arousal and 

stimulation often expressed as variety seeking. 

" Attribution of causality - estimation or attribution of the causality of events and 

actions. 

3.2.3 Consumer attitudes to attributes of local foods 

The choice of food involves a multitude of factors (Fearne, 1992, Warde, 1997). 

There are many attributes of local products that consumers will have feelings and 
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emotions towards i. e. physical characteristics (e. g. price, quality, season and food 

technology), which are related to social factors (such as religion, social class, 

nutrition education and advertising), physiological (allergy and acceptability) as well 

as psychological (sensory and physiological effects with socio-economic 

perceptions) (Conner, 1993 and Szybillo and Jacoby, 1974). This section attempts 

to draw together the consumer behaviour literature relating to attitudes and 

motivations with attributes specific to local food products and PDO/PGI products, 

such as origin, authenticity, aspects of quality, in addition to a couple of other factors 

that also may be of importance, such as foods safety and traceability, price and value 
for money and brand name. 

3.2.3.1 Country and Region of Origin 
Product attributes depend to an extent upon the origin of the product (see Bilkey and 
Nes, 1982, Han, 1989,1990,1988, Papadopoulos et al., 1987,1990). It is generally 

agreed by academics that origin is only one of several purchasing criteria when 
buying food, as other considerations are equal to or more essential such as 

40 uniqueness, price, quality or choice 

However, consumers' are increasingly relating place, product and modernity (Sack, 

1992, Yudkin, 1964, Harvey, 1990) and many consumers are very aware of the 

locality of products and food products in particular (Tregear et al, 1997, INAO, 

1995, Trognon, 1998). 

There are few studies identifying the reasons why consumers buy local food products 

specifically, although the relationship between origin and purchasing evaluations is 

one of the most researched aspects of consumer behaviour41. The majority of studies 

concentrate on COUNTRY of origin cues and the studies mainly relate to industrial 

products42. However, it is suggested that the general findings might have some 

relevance for teasing out some of the reasons for differences in attitude between 

consumers. The author has extended and updated the Al-Sulaiti and Baker (1997) 

40 Among others these include Loureiro and McCluskey, 1999, Liefield et al, 1996 and 1993, Thakor and 
Pacheco, 1997, Bailey and Gutierrez de Pineres, 1997, Ahmed and d'Astous, 1993,1995 and 1996 
41 Approximately 600 studies have been undertaken in the last three decades and at least one book (by 
Papadopoulos and Heslop, 1994) has been written on the subject. 
42 Specific products include spirits, vine and beer (Wall and Heslop, 1986, Morris and Hallaq, 1990), soft drinks 
(Schooler, 1965), canned items (Nagashima, 1970,1977), instant coffee and cooking oil (Hampton, 1977). 
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review of the literature, but will concentrate mainly on those studies related to food 

and drink, of which there are relatively few. Appendix 9.4 shows these studies in 

genealogical tabular form. 

Origin image is defined by Nagashima (1970 p68) as 'the picture, the reputation, the 

stereotype that businessmen and consumers attach to products' of a specific area. The 

image is created by the representative products, national/local characteristics, 

economic and political background, history and traditions associated with the origin. 

There is a consequential relationship between this general image and its product 
images (Niss, 1996). 

Janda and Rao (1997) have put forward a general conceptual model for origin effect. 

Origin effects are the outcome of a combination of cultural stereotypes and personal 

beliefs (see Figure 3.5). If the product is purchased and used, the resulting beliefs 

create a feedback loop which will affect the original personal beliefs about the 

product, people or area. The origin effect occurs in the evaluation of the product. 
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Figure 3-5. Conceptual Model for Origin Effect 
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There is little consensus about the degree of influence or the processes involved in 

the origin cue. There are two popular explanatory models of consumers' attitudes 

towards origin (Juric et al 996): the halo model and the summary construct model. 

Image may behave like a halo when consumers are totally unfamiliar with an area's 

products (Han, 1989)43 and secondly as consumers become acquainted with the 

products from a certain origin, the origin image may become a construct that 

summarises consumers' beliefs about product attributes and directly affects their 

attitudes toward the product (Nagashima 1970,1977). 

3.2.3.1.1 Origin Effect Studies 
The degree to which individuals recognise and value associations between places 

and foods is uncertain, but it is known that consumer perceptions of products vary 

according to the origin of the products. Academics have noted that tourists and 

travellers generally have a very different idea of a place compared to the local 

inhabitants and the producers of local products, but also those who have never 

43 See also Erickson, Johansson and Chao, 1984, Johansson, Douglas and Nonaka, 1985, Schooler. 1965,1971 
and Darling & Kraft, 1977, Maheswaran, 1994, Johansson, 1989, Thorelli eta! 1989. 
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visited the area. Each group will have differing ideas of the food available and the 

manner of consuming it. 

Some major 'non-food' studies indicate that the 'made in' label has a significant effect 

on consumers' attitudes and product evaluations and the majority of studies have 

found that the origin does affect evaluation44. Many authors have found a strong 

relationship between origin and consumers' perceptions of quality45. This has been 

found also for food and drink; the region of origin is often seen as a quality cue 46 

Ethnocentrism 47 is 'especially virulent' (Foxall, 1991) with respect to food 

preferences in establishing culturally appropriate ways of perceiving thinking and 
behaving. It is found to vary by country, socio-demographic and psychological 

consumer characteristics. There have been several food studies that have shown this 

to be the case (see Heslop et al, 1998, Niss, 1996, Keown and Casey, 1995 among 

others48). 

Significant demographic differences occur in relation to attitudes to origin. Females 

tend to show a more positive domestic origin bias than males as do older, lower 

income consumers with lower levels of education (Thakor and Pacheco, 1997). 

They are more likely to buy nationally made products on the basis of strictly 

nationalistic feelings (Han, 1988). In relation to food, among others, Becker (1999), 

Wall & Heslop (1986) and Wall et al (1991) found that men and women use 

different criteria when making product evaluations based on origin and rated 

products differently. 

as Siu and Chan, 1997, Peterson and Jolibert, 1995, Iyer and Kalita, 1997, Klenosky et al, 1996, Tse et al, 1996, 
1996, Festervand et al, 1985 among others. 
u Including Becker (1986), Chao (1998), Fisher (1993), Ghadir (1990), Khachaturian and Morganosky (1990), 
Rogers et al 1994, and Showers and Showers (1993). 
46 See Becker, 1999, Wilson, 1998, Trognon, 1998, Quagrainie et al, 1998, Skuras and Vakrou, 1999 for wine in 
Greece. 
47 Ethnocentrism is the phenomenon of a preference of one's `kind' and concomitant dislike of others' 
(Papadopoulos, 1993 p33). Shrimp and Sharma (1987 and 1995) use the term `consumer ethnocentrism' (an 
economic form of ethnocentrism) in relation to the appropriateness and morality of purchasing foreign made 
products. Foreign products are seen to hurt the domestic economy, cause unemployment and are seen as 
unpatriotic where the advantages of purchasing home-made products include: boosting the country's 
employment; helping the economy, easier after sales service; and maintaining national pride. 
48 Krishnakumar, 1974, Domoff et al, 1974, Papadopoulos et al, 1987, Wang and Lamb, 1983, Schooler, 1971, 
Wall and Heslop, 1986, Wall et al, 1989,1991, Sharma et al, 1995, Han, 1989 and Marcoux et al, 1997. 
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Shaffer and O'Hara (1995) found that perceptions of trust in relation to foreign 

products differed among people from nations characterised by high and low 

individualism, as did ethical perceptions. Perceived similarity of the consumer's 

culture appears to be a significant influence on product evaluation (Tongberg, 1972). 

Perceived risk effects relate strongly to product trial (Alden, 1993). It is suggested 

that the degree of knowledge a consumer has of a product, its origin and the people 
involved in the process will positively influence the image of the product. It is to 

these studies that we now turn. 

Consumers seem to instinctively want to buy local or 'domestic' i. e. national food 49 

Some consumers felt themselves personally linked to the area; others better taste; 

and others still talked of local heritage, community identity, the idea of naturalness 

and the assumption of maintaining jobs in the region. 

Consumers who know the local area intimately tend to have the best impressions of 

local specialities, though there is often interest in local products from those who have 

visited the area. This was found in the study by van Ittersum et al (1999); those 

living in the PDO region are more likely to purchase local products than those living 

outside the PDO region. 

Balling (1997) suggests that most consumers prefer food that is produced in the local 

region, but this depends on the type of product (e. g. positive associations for meat, 

eggs and milk), the level of consumption of the product and the reputation of the area 

in relation to local specialities. 

Skaggs et al (1996) argue that consumers world-wide have increasing access to a 

wide variety of food products from origins other than their own and the significance 

of product-origin images in influencing their behaviour is increasing. Several 

academics, including Niss (1996), have found significant (positive) origin effects for 

49 See, for example, Alavoine-Mornas, 1997 for France, Balling, 1997 for Germany, Berger, 1994 for Italy and 
Spain, Kaynak and Cavusgil, 1983 for Canada, Becker, 1999 and Lannon 1986 for the UK. Other studies 
showing positive domestic food attitudes include Peris et al (1993), Wall & Heslop (1986), Baker and Mitchie 
(1995), Becker (1999) and the NFU (1999). However, these tend to vary in intensity according to INRA (1999 
and Becker (1999) with the Southern European respondents more inclined to buy products from the local area or 
country as a whole. 
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local food products from outside the local area. Abram (1996) argues that the act of 

going to a farm and buying a local product is a defining feature of a holiday for 

tourists. In this section, local products from places other than the region of residence 

are discussed. 

Consumers who do not know the locality might have a view of the region that does 

not necessarily correspond to reality, whether this is negative or positive. This view 

will depend on a number of factors including politics, marketing and social 

communications in addition to the individual's perceptions. Several academics have 

researched the consumption of the 'rural idyll' (Newby, 1986,1987, Williams, 1973, 

Short, 1991, Laing, 1992 and Mingay, 1990). They argue that many consumers want 

to buy the 'image' of a product from a particular area that may or may not exist. 
Gray (2000) argues that people in different social locations express and understand 

rurality in different ways i. e. valued laden place-images of country life on one side to 

devalued images of rural backwardness and decay on the other. This is closely allied 

to the urban view of localities studied by Buttel et al (1990). 

Foreign food products are likely to be more acceptable if there is similarity in the 

consumers' culture (Schooler, 1971, Gaedeke, 1973 and Wang and Lamb, 1983). 

However, this will depend on which origin and the stereotypical image of the place 

and the actual product being purchased50. Keown and Casey (1995) found origin to 

be the most critical factor in the selection of wine in Northern Ireland for example. 

Negative stereotyping can be a problem; for example, French consumers have a 

negative attitude towards many German products and so there will be less motivation 

to buy local products from Germany (Berger, 1994). 

Niffenegger et al (1980) found that non-consumers generally had negative attitudes 

towards foreign products, whereas the heavier consumers of the product had very 

positive attitudes of the product despite having little knowledge of the area. 

Products from `well-known" regions have been found to be important in Southern 

Europe, France and Germany, but less so in most Northern European countries 

so See Eroglu & Machleit, 1989, Peris et al, 1993, Hugstad and Dun, 1986, Sharma, Shimp and Shin, 1995 and 
Niffenegger et al, 1980 
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(INRA, 1999). In terms of local products from abroad, Berger (1994) discovered 

that consumers in Germany and France have an interest in (foreign) speciality foods 

whereas in Italy, Spain and Great Britain there is less interest. It was found, in 

contrast to Berger's findings, that UK consumers were willing to try speciality foods 

from outside the area. Trognon et al (1999) found that Irish and UK consumers 

showed a wider knowledge of European regions and products than their European 

counterparts and French and UK consumers generally have the greatest knowledge 

of the wider set of quality products available. 

3.2.3.2 Labels: certification and brands 

A considerable number of academics and consultants have looked into consumers' 

attitudes to labels and brands51 and there has been considerable work recently 

undertaken to research the effects of origin and brands52. Some consumers are 

aware of brand origins and deem these important (Schleyerbach and Alvensleben, 

1998 and Smith, 1993). Origin cues are often subtly embedded within well-known 
brand names (such as Newcastle Brown Ale for example) (Thakor and Katsanis, 

1997 and Tse and Gorn, 1993). Arfini (1999) suggests that an origin label is 

important for some products but not others and consumers are likely to have 

differing views as to what the label suggests to them. `Local quality and origin labels 

are a suitable, effective and proven instrument for meeting the growing needs of 

consumers for certification of local origin' (Committee of Regions, 1996 p3). 

Consumers increasingly want to know that the products they buy are guaranteed by 

some form of label. Bell and Valentine (1997) argue that part of the quality stamp in 

certified local products is the guarantee of things which have NOT gone into the 

production process -a certification against adulteration. 

Branding and labelling can also have a detrimental effect and some groups of 

consumers may also lose faith in certificatory measures. Cowe and Williams (2001) 

argue that some consumers are conscientious, concerned about environment and 

equity but are not impressed by brand names. They are interested in the behaviour of 

s' Including Bowbrick, 1992, Baldinger and Rubinson, 1996 and de Chernatony and MacDonald, 1992, Jones 
and Morgan 1994, Aaker and Biel, 1990 and Kotler et al, 1991 and 1999. 
52 Thakor and Pacheco (1997), Siv and Chan (1997), Skaggs et al (1996), Hulland et al (1996), Ahmed, d'Astous 
and El Adraoui (1994), Leclerc, Schmitt and Dube (1994), Dubois and Paternault (1997), Ettenson (1993), 
Papadopoulos 1993 among others. 
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companies and will buy or avoid products because of companies' reputations. 

However, while these consumers wish for guarantees too many products contain too 

many promises and there is increasing evidence of `logo fatigue' (Law, 2000). 

Davies and Baines (1998), Hughes and Ray (1999) and Becker (1999) found that 

labels were not considered to be very helpful in general as the labels already on the 

market are too manifold and confusing for consumers. It is also thought that 

consumers often believe that labels have no real substance (Ventura and van der 

Meulen, 1994). 

In terms of the image of origin protection, it seems that the image of the Appellation 

of Origin label has slightly decreased in importance in consumers' minds in the last 

five years and the knowledge of its existence varies considerably across countries 

(INRA, 1999)53 

According to the INRA (1999) study, there are differing images as to what these 

labels are perceived to represent in different EU countries. For example, French 

consumers believe protection of local products to be concerned with place and 

quality, but in Britain it is simply a guarantee of place (See Table 3.1). Traditional 

character was frequently mentioned in France, but rarely in Britain. 

53 The concept of Appellation of Origin labelling was known by the majority of French consumers, by many in 
the other Southern European countries, but not really in Britain, the Scandinavian countries or Germany (INRA, 
1999). The three-letter abbreviation 'AOC' is known only to around 11 % of British consumers, in comparison to 
the French average of 61%. Only a third of British consumers had heard of Appellation of Origin products, 
which was considerably down on the EU average where over 50% had heard of them and over 40% bought them. 
In 1996, only 3% of British consumers had heard of 'PDO' and 'PGI', 4% of the longer Protected Geographical 
indication but 12% had heard of Protected Designation of Origin and identified the logo, in comparison to 18% 

of French consumers. The EU average was 13% (ibid. ). 

76 



Table 3-1. What is Protected Designation of Origin and Protected Geographical Indication? 
trnunded %_ 2 resnnnses maximum. Snontanenus resnnnses in italicsl 

France Greece Italy N'land UK 
PDO PGI PDO PGI PDO PGI PDO PGI PDO PGI 

A guarantee of quality? 37 23 39 25 30 19 15 9 10 7 
A guarantee of lace9 33 63 23 57 27 59 38 44 31 41 
A guarantee of method? 34 34 42 29 31 25 31 34 36 18 
A guarantee of tradition? 26 12 20 9 24 13 18 7 11 6 
A guarantee of taste? 13 6 5 4 9 5 7 5 3 4 
A promotional gimmick? 4 4 4 4 1 2 5 5 3 3 
No significance 2 2 1 1 0 0 1 1 5 5 
No confidence in the idea 0 1 1 1 1 1 0 1 1 0 
Other 1 0 1 0 1 1 1 1 2 1 

Source: adapted from INKA (1999) 

It is interesting to investigate the socio-demographic interest relating to image and 

evaluation of quality labels, protection and specifically the PDO/PGI labels. People 

particularly informed and confident about quality labels tend to be those between 40 

and 54 years old, better educated and professional (INRA, 1999). In relation to the 

knowledge of AOC and PDO/PGI, men tend to be slightly better informed and the 

most knowledgeable in terms of age group tend to be between 25-50, especially 

those who have been better educated (i. e. have remained in education until at least 

20). Professionals score highly in comparison to manual workers. Students and 

other young people have often heard of the protection but have never bought any of 

the products. Most confidence in European guarantees were given by professionals 

and the well educated and especially men between the ages of 25 and 54. 

When asked what the protection aimed to do, those between 25 and 54, the better- 

educated and professional thought it guaranteed place of manufacture and traditional 

character (INRA, 1999). Students thought it was a guarantee of quality. There was 

little difference in reaction in socio-demographic terms related to a guarantee of taste 

or solely promotional aspects. Those aged 40-54 were more disposed to paying a 

little extra for a good product, as were the better educated. Those less educated were 

more likely to place value on a label, especially in relation to cheese, cakes and jam. 

An interesting finding is that brands are important for British consumers when 

buying 'quality' products, considerably above the French and general EU average 

(INRA, 1999). 
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3.2.3.3 Quality 

Quality considerations were raised in Chapter 2 in relation to the production of 

protected origin products. PDO/PGI products are not necessarily quality products, 
but are often perceived to be so. For the consumer, protected origin products signify 

certain standards of quality and are often linked with artisanal principles of 
'craftsmanship' in production (Moran, 1993b). 

There is no generally agreed definition of a quality product and academics from 

several disciplines have studied the concept (see Nygard and Storstad, 1998 for a 

review). The perception of quality is subjective and individual. It is influenced by 

existing beliefs, attitudes and general environmental conditions (Landon and Smith, 

1997). 

The concept of quality is one which is contested, constructed and represented 

differently by diverse stakeholders operating within a variety of regulatory and 

market arenas (Ilbery and Kneafsey, 2000). Vastoia (1997) argues that quality most 

aptly corresponds to the satisfaction of consumer needs, whereas others argue it is 

consistent level of performance and taste (Rosen, 1984). Some consumers will judge 

quality by the production process itself (Nygard and Storstad, 1998) and others by 

the brand (Bowbrick, 1992). 

An INRA study (1996) asked consumers what was their image of a quality food 

product. For many Europeans, quality control was vital, the taste had to be good 

(and natural) and the product had to look appetising. The region or country of origin 

was of much lesser importance (see Table 3.2). 
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Table 3-2: What are the three main elements of a Qual rood Yroduct: 
Made in strict hygiene conditions 41%, 
Tasty, has a good taste 39% 
Appetising 35% 
Keeps its natural taste 35% 
Is checked by a public body 27% 
Carries a quality label 25% 
Is a well known, reputable brand 25% 
Made or produced in the home country 24% 
Made in specific countries or regions 15% 
It is more expensive than average 4% 

Source: INKA (1996) 

In terms of socio-demographics, women, those between 25-39, the most educated 

and students and professional white-collar workers rated the explanation for how a 

product is made the most important attribute for a quality product. The composition, 

the list of ingredients was mentioned by all groups, except for those above 55 and the 

pensioners. The place of production was mentioned most by those between 40 and 
54. The brand is a factor of reassurance for all groups (INRA, 1996). 

3.2.3.4 Price and value 

Several PDO/PGI researchers have turned to economics to try to explain why 

consumers might purchase expensive local speciality foods (see Belletti, 1999 for a 

review). However, it is argued that while price is one consideration other attributes 

are of equal or higher importance in product image and evaluation; this will depend 

on the individual consumer. 

Price does not necessarily mean the same things to different people. It relates to 

what the price represents to the buyer. The consumer assesses price in terms of the 

expected benefits of the product (i. e. functional, operational, financial, quality and 

personal benefits) (Brassington and Pettitt, 2000). Value for money includes prices 

and quantity, but also includes some of the following: subjective quality; level of 

wastage; country or region of origin; aesthetics; convenience; ability to provide 

variety; nutritional value (NFU, 1999). In addition to these considered aspects of 

choice, some products are bought simply on impulse ('like the look of it', 'just fancy 

a change', 'on special offer', 'extra loyalty points'). These factors will change 

according to the individual's attitude and might differ according to country, 

especially in terms of quality perception and personal outlook in relation to origin. 
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Prestige pricing is used by the consumer as a means of assessing quality. The high 

price attracts the status-conscious consumer, the discerning customer for whom price 

is no object (Brassington and Pettitt, 2000). Many protected origin products 

(including especially wines and champagne) can be considered Giffen goods. A 

Giffen good is a commodity for which demand increases at higher prices and falls at 

lower prices (often related to supply), related to substitution, income or 'snob value' 

as some consumers delight in paying for the knowledge that their possessions are 

expensive or exclusive. Bourdieu (1979) argued that food is a class marker, a 

distinctive sign, allowing the various stakeholders to identity one another and mark 

their lifestyles. Certainly it is argued that there is a group of relatively affluent, well 

educated `foodies' whose attitude towards local foods relates to the possession of 

cultural capital, good taste and sophistication (Ilbery and Kneafsey 2000, Bell and 

Valentine, 1997). 

Cowe and Williams (2001) argue that the majority of consumers are more 

preoccupied with the product and the price, not the principles behind the product. 

Around 90%, they suggest, remain preoccupied with value for money, convenience 

and well-known brands. They may purchase local regional foods but are buying 

them for different reasons to those who care about the issues involved. 

`Materialist' 54, or as they suggest `value-led', consumers are primarily concerned 

about economic security. Conventional product attributes - quality, value for money 

and service - dominate purchasing decisions for the majority of consumers but many 

find that other factors were important to them. 

It could be the case that the Northern Europeans (the local 'rationalists', who might 

buy products according to their function and price) might differ to the Southern 

Europeans (locally seen as the 'romantics' who might value the non-economic factors 

more highly) in their food purchasing behaviour. 

3.2.3.5 Sustainability 

Brassington and Pettitt (2000) note that there has been a subtle shift in many 

people's attitudes to what is acceptable in their lives and in their purchases. While 

sa Materialists give greater priority to inflation and order in society; post-materialists want great 
democracy and freedom of speech. 
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some consumers believe that international competition is seen as the way forward, 

that `shopping the world' (Lang 2001) is now an acceptable normal occurrence, and 

the liberalisation of trade and finance will create employment and raise the standard 

of living in rich and poor nations, the attitude of others is that the global marketplace 
is becoming increasingly vulnerable and volatile and that globalisation is a recipe for 

economic, environmental and cultural disaster (Nash, 1993 among others). The 

lengthening of food chains and the issue of food miles is becoming unacceptable to 

many, and there are increasing calls to rebuild national and local infrastructures 

(Lang 2001). Consumers' attitudes towards the importance of community, welfare 
(animal and farmers) and the environment are increasing. Consumers are more 

critical about the origin, content and manufacturing processes of the products they 

buy (Brassington and Pettitt, 2000). There are increasing calls by consumers for 

sustainable farming, and for the production of safe food in a way that is 

environmentally sensitive. This kind of farming is kind to livestock, good for 

producers (plenty of people securely employed in interesting jobs) and provides a 

countryside that is both rich and aesthetically pleasing and where the needs of 

wildlife are considered very important (Hines, 2000). 

Many consumers are therefore greatly influenced by ethical or environmental 

considerations when choosing products and services. Food is used by these 

consumers to make political statements (Hughes, 1998, Hughes and Bird, 1997), for 

example; the 'Green' credential (some consumers are worried about 'food miles'), 

compassion (support for the 'small trader' and 'fair trade' issues), consideration for 

animal welfare and concern for the disintegration of local community (a preference 

for local products). 

It is thought that at least a third of consumers are seriously concerned with ethical 

issues when shopping (Cowe and Williams 2001). A 1996 survey by Ogilvy and 

Mather showed that 67% of adults claimed to consider a company's ethical stance 

when buying a product. The UK Government's 1997 Social Trends survey showed 

that 36% of people chose one product over another because of its environmentally 

friendly formulation or packaging. 
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Ethical consumer groups are defined by their attitudes to and behaviour on ethical 

issues, not by standard socio-demographic criteria. It is estimated that 5% of the 

population are passionate about issues, going further than the rest of the population 

to pursue their values. These active consumers ('global watchdogs') cross most 

socio-political boundaries. Party political affiliations do not define them; nor does 

social class; nor age nor gender. In general, the most active consumers are the 

middle class and middle aged, but they also include many who are not in these 

categories. However, the majority of consumers are ready to buy and boycott 

products on ethical grounds if the issues are obvious, and the necessary information 

readily available (ibid. ). 

Lewis and Bridger (2000 p3) follow a similar line, arguing that there is 'an emerging 

and powerfully influential group of well-informed customers who reject mass 

production, mass-marketing and mass-consumption in favour of an independent, 

individualistic quest for authenticity in all their purchases'. Their 'new' consumers 

also transcend national boundaries, demographics and income levels55. They are 
'highly individualistic, willing to become involved in many aspects of production 

and delivery, independent minded and well informed about many aspects of 

consumption: not only those related to a particular product or service, but also more 

generally to issues of health, pollution and exploitation' (ibid. p 3). They have scarce 

time and attention, together with a marked absence of trust. New Consumers prefer 

to make up their own minds about purchasing decisions rather than being told what 

to buy. Table 3.3 shows the differences between the old and the new consumer. 

Table 3-3: Old and New Consumers Continuum 

Old Consumer Pole New Consumer Pole 
Seek convenience Seek authenticity 
Synchronised pp, Individual 
Less often involved Often involved 
Conformist Independent 
Less well informed Well informed 

Source: Lewis and Bridger (2000) 

ss The 'Old Consumer' on the other hand tends to be driven by habit when making purchases and tend to be less 
innovative, inquisitive and risk taking than are the new. They follow each other around in the market place and 
copy one another's purchases. They are more detached and accepting, trusting manufacturers and suppliers to 
provide them with goods and services that will live up to their expectations, without going into the matter in any 
great depth. 

82 



While a minority of consumers may spend most of their time at one or other end of 

this continuum, the majority is capable of migrating, to various degrees, towards 

either pole according to circumstance. What differentiates them is the preference for 

one end or the other of the continuum56 

A slightly different perception is the one posited by Hughes and Ray (1999) who 
believe that consumers have two distinct modes when it comes to consumption; 
'drudge' and 'leisure' mode. Shopping for leisure food is a social, self-development 

and entertainment pursuit (Hughes, 1998). Local products are generally in the 

leisure 'nice to buy' category (though they may be routine purchases in some places 

e. g. Feta cheese in Greece). In their leisure time, consumers are less concerned 

about price and, increasingly, are more sensitive about 'the environment, animal 

welfare, trading ethics and the romance associated with producing the ingredients 

and the preparation, presentation, and, as the apotheosis, the consumption of the 

meal' (Hughes and Ray, 1999 p2). They are much more involved with the buying of 
food items at this time and are likely to pay more attention to image considerations 

such as origin, authenticity, quality and traceability. This phenomenon can also be 

seen in the evidence that many consumers who are not necessarily `deep green' have 

allowed these issues to influence their attitudes and decision making, looking more 
favourably on CFC-free, recycled or non-animal tested products (Brassington and 

Pettitt, 2000). 

Consumer studies relating to local and especially PDO/PGI foods suggest that these 

issues are of importance. Wirthgen et al (1998) found that consumers were 

interested in political factors such as regional development and ecology and had a 

positive attitude to locally produced foods as a result. Alavoine-Mornas (1997) 

found consumers felt that their local heritage was threatened and Hamm et al (1997) 

found that the assumption of maintaining jobs in the region was a real issue in 

consumers' attitudes towards local foods. 

56 ̀ New' consumers were previously mentioned by Rodriguez Zufliga and Green 1992, cited in Ilbery and 
Kneafsey 1999. Their demand is also personalised, they aim for quality and want individualised added services 
to the detriment of features like price and quality. 
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3.2.3.6 Traceability and food safety 
Consumers are increasingly making demands about the way in which food is 

produced and demanding assurances by label that the food can be trusted (Lewis and 

Bridger 2000, Adriano, 1999, Latacz-Lohmann and Foster, 1997, Young and Morris, 

1997, Sellerberg, 1991). Trust in food has a decisive influence on whether a 

consumer will firstly buy and then continue to use a certain product (Sellerberg, 

1991). Lewis and Bridger (2000) argue that many consumers lack trust and so there 

is a tendency to place greater value on products which they can trust; that they can 

associate with a region or method of production (Gilg and Battershill, 1998,1996, 

Ilbery and Kneafsey, 1998,2000). Hughes (1992), Urry (1990,1992) and Mordue 

(1999) argue that as consumers are increasingly affected by global events outside 

their control they seek comfort and safety in national/local/local heritage, including 

food. Consumers' attitudes towards recent food scares is discussed further in the 

food culture section of this literature review. 

3.2.3.7 Authenticity and Tradition 

Authentic products and services (or the 'image' of authenticity) are thought to be 

deeply important to certain individuals who will actively seek out `authentic' 

experiences. Sociologists and philosophers have devoted considerable attention to 

authenticity57. The current 'postmodernity58 debate' focuses on globalisation and the 

search for novelty (and their counter-forces) where globalising and modernising 

forces often result in a consumer's search for authenticity, place and tradition, i. e. 

rootedness and self-identity59. Alavoine-Mornas (1997) found that consumers liked 

products from the locality as the area aroused a reassuring reference to the past, 

evoking traditions, origins, agricultural methods of the past and craft industry, as 

opposed to industrial manufacturing60. It is suggested that continuity between past 

and present creates a sense of sequence and, since change is inevitable, a stable 

5' See Cohen 1982, Shils 1981, Goff man 1969, Hobsbawm and Ranger 1983, Trevor-Roper 1983, Cannadine 
1983, Appadurai 1986, Berger 1973, Pearce and Moscardo 1986, Gof Tan 1969 among others. 
58 ̀An inordinate, pluri-cultural range of styles, techniques and technologies, but... also. an uncertainty and 
indeterminacy about their use and their authority.... (Dictionary of Modern Thought p671). Jameson (1991) 
suggests two metaphors that capture postmodernism: the first is pastiche (copies of copies of copies), the second 
a breakdown in meaning (i. e. lots of unrelated signifiers). 
59 See Warde 1997, Rozin 1990 and Pliner and Hobden 1992, Belk, et al 1981, Belk 1995, Hirschman, 1980, 
Nygard and Storstad, 1998, much of the post-modern literature, especially Bourdieu, 1984, Giddens, 1990,1991, 
Harvey, 1990, Bauman 1992among others. 
60 However, it was also found in the survey that a number of French consumers criticised the concept of PDO and 
PGI, believing it to be `fashionable, trite and without any real meaning', mainly because of the standardisation of 
agricultural practices. 
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system of ordered meaning enables consumers to cope with both innovation and 
decay. It is a truly modern value (Appadurai, 1986) and very much related to the 

sense of self (Harvey, 1990; Hewison, 1987). 

People are prepared to put themselves to considerable inconvenience, sometimes 

travelling far from the beaten track to obtain whatever product it is they are eager to 

buy, or `authentic' place they wish to experience (Lewis and Bridger, 2000). 

People's views as to what is authentic or not will differ according to their need and 

their standard of authenticity and some will allow themselves to believe something is 

authentic when it clearly is not to another (Goffman, 1969). Consumers are 

particularly interested in products with tales that are fascinating, important and 

personally relevant. Lewis and Bridger (2000) and Twivy (2000) argue that 

consumers recognise a difference between pseudo brands and 'passion' brands which 
have a 'recognisable core ideology' and unique brand behaviour that consumers 

perceive to be 'authentic'. 

There is evidence to suggest that authentic and local foods are becoming 'trendy' and 

popular amongst the affluent and adventurous middle classes. Rather than being 

seen as poor people's food, there is growing evidence that local and local foods are 

rapidly moving up the social scale and becoming positioned at the top end of the 

market as exclusive and sought after `authentic' local products (James, 1997 and 

Tregear et al., 1997). 

However, Hughes (1995) and Bell and Valentine (1997) suggest that authenticity 

may be a `red herring' and it has been noted by many academics that authenticity is a 

socially constructed and value laden concept (commencing with the Frankfurt School 

for e. g. Adorno, 1973 and most recently by Ilbery and Kneafsey, 2000). This 

nostalgia relates to the perception that there was a time that people ate real, 

wholesome foods (see Gilg and Battershill, 1998, Mennell, 1985,1997 among 

others). James (1997) argues that food nostalgia is important for consumers. Some 

consumers devote more time, effort and energy to closing the gap between their real 

and ideal selves than others and 'their quest for authenticity stems from this relentless 

striving for self-actualisation' (Lewis and Bridger 2000 p29). 
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3.3 Food Culture 

This section follows closely on from the previous one, but the emphasis changes 

somewhat. It is argued that attitudes towards local regional food products do not 
happen in a vacuum and that the culture in which an individual consumer is 

socialised and lives is of vital importance to those attitudes. Rather than focusing on 
individual attitudes, this section looks at local regional food products in historical 

and social terms. The late 20th and early 21St century has seen a returning interest in 

local speciality foods in Europe. This trend can be seen as a move away from 

standardised mass-produced products towards a relocalisation of food sourcing, 
furthered by supply considerations, as multiple retailers differentiate their offerings. 

3.3.1 Production 

3.3.1.1 Tenure 
Consumers' attitudes to local foods will be affected by the prevailing agricultural 

systems and land tenure; a countryside populated by small farmers or large-scale 

modern agri-businesses is likely to influence attitude towards locally produced food 

in distinctly different ways. 

Dodgshon (1987) argues that the period leading up to the sixteenth century in Europe 

was a time of unity. There were few fundamental differences between countries in 

relation to agricultural production, with obvious restrictions in what could be grown. 

However, a north/south divide had already developed by the seventeenth and 

eighteenth centuries. Britain (and to an extent other Northern European states) 

developed very different land tenure systems to the Southern European states 

including France (see Table 3.4). The abolition of feudal title deeds in France 

converted the peasantry into a secure, small free-holding class even more strongly 

attached to the pattern of fields and settlements. Farms were small and tended to 

grow more slowly due to the French equal inheritance laws. 
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Takle 3-4: Dominant forms of land occupation and style of farming c 1800 
Commercial, 
mercantile estates 
and farms 

Peasant small-holdings 
(owned or tenanted 

Mixed peasant 
smallholding and 
manorial 

Manorial 

England Belgium Austria Aline) Austria (not alpine) 
Scotland Germany western Denmark Germany (eastem) 

Italy northern France Italy southern 
Netherlands Ireland Portugal (southern 
Northern Ireland Portugal northern Spain southern 
Sweden Spain (northern) 

Source: Hoggart et al (1995) 

It is still possible to identify a North/South typology (European Commission, 1997). 

The `Southern European' countries (e. g. the majority of France, Greece, Italy, Spain 

and Portugal) tend to consist of very smallholdings (average 4-8 ha), run by older 

farmers many of whom belong to co-operatives. Northern Europe (Britain, the 

Netherlands, Ireland, Denmark and Northern France) generally lack a class of small 

farmers, and farms consist of much larger holdings run by younger farmers on a 

commercial scale (Cox et al, 1986). 

It can be seen that consumers in many southern European countries are used to small 

scale farming, whereas those in the north are not, although this is by no means the 

rule (there are lots of part time small farmers in The Netherlands and Belgium for 

example). 

3.3.1.2 Local Traditions Vs Mass Production 
A culture which retains emphasis on the rural, traditions and custom will have a 

profound effect on consumers' attitudes towards exactly those issues, in comparison 

to those who live in a culture where mass production dominates the scene, where 

consumers are most likely to consider standardised, uniform products as ̀ the norm'. 

Industrialisation, urbanisation and emigration to other areas of the country banished 

locality from many areas of Britain (Hoggart et al, 1995). The process of 

transformation from a rural to an industrial nation started in the 18th century and 

accelerated in the 19thCentury. Significantly, France was one of the last countries in 

Western Europe to adopt factory-based industrialisation and urbanisation (Buller and 

Lowe 1990) so this `may in itself have meant that it ruptured the continuity of folk 

knowledge, and cookery, less than was the case in England' (Mennell, 1985 p224). 
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France, therefore, retained its predominately rural character much later than did 

England. Production, marketing and exchange of labour and goods `took place 

within horizons that were limited by physical environment and codified by custom 

and tradition' (Davies, 1997 p9), with an interesting diversity between economic 

individualism and communal spirit. `Progress' in agriculture and industry was 

sporadic and seriously disrupted by the Revolution of 1789 (Lowe and Buller, 1990). 

Agriculture was not commercialised, progressive or market orientated. There were 

areas of capitalist agriculture (i. e. the Paris Basin and Northern France) but 

elsewhere there was little incentive, and less means, to effect any major changes 
(Sargent, 1982). Agriculture was characterised by low returns, traditional practices 

and limited involvement in the market economy. 

Britain was the first country in Europe to experience an early, unprotected and 

rigorous capitalist agricultural 'revolution'. There has been a general decline in 

importance of local foods ever since. Purists could argue that most British food has 

never been ̀ local', as the British way of naming foods is bizarre in comparison to the 

other European states (many products come from specific regions but do not 

specifically mention this in the name, see Mason, 1999 for further discussion). By 

the 1900s, only 12% of the total workforce were dependent on farming, whereas in 

France 40% of the population was dependent on agriculture (see Table 3.5). 

Table 3-5 Percentage of the population dependent on agriculture c 1900 
Country Percentage Country Percentage 
Austria 62 Ireland 45 
Belgium 25 Italy 59 
Denmark 46 Netherlands 24 
Finland 71 Portugal 65 
France 40 Spain 72 
Germany 43 Sweden 55 
Greece 46 UK 12 

Source: Urwin (1980p65) 

However, in the 20th Century, the agricultural sectors of most European states 

underwent considerable change in relation to mechanisation, specialisation, 

decreased labour inputs, heightened governmental intervention and increased direct 

corporate involvement (Munton, 1992, Marsden et al, 1993, Marsden, 1995,1998, 

Hoggart et al, 1995). 
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Mass market, intensive food production now dominates the British rural land base. 

Interactions tend to be national and global in character and are subject to 

technological changes demanding intensity of production and scale economies 
(Munton, 1992, Mellanby, 1975). Many of the most successful food firms in the UK 

became national early on in their development, losing their local geographical 

associations (Nicholls and Sargent, 1996). Mass production techniques have been 

applied to local foods and so the `authentic' product has continued to decline in 

importance to the present day (Tannahill, 1993). Many local products have been 

consequently and inadvertently eliminated. 

In France there are areas of capitalist agriculture (i. e. the Paris Basin and Northern 

France) so there are similarities with Britain. The North East of France now has a 
high proportion of large tenanted farms (Cleary, 1989). The farms specialise in 

large-scale agriculture (i. e. cereal and sugar beet using modem techniques and the 

workers are salaried. However, the peasant specialist farm remains the majority in 

France. Finally, physically isolated, family farms with mixed agriculture (peasant 

polycultures) are also important in number. Co-operatives are a widespread 

phenomenon in France as small producers work together (Chomel, 1995). 

Imported industrial foodstuffs have become a great part of the food supply in Britain 

and, though other products are exported in quantity, a deficit remains (Hoggart et al, 

1995 and Buller and Lowe, 1990). France has become a massive exporter of 

industrial agricultural products and the French food industry has now a regulated, 

developed and mature structure. 

3.3.1.3 Retailing 

A supply side structure and food culture dominated by small-scale shops and 

markets is likely to result in a very different attitude to one dominated by 

supermarkets. 

An important development in Europe has been the decline in the number of specialist 

retail outlets for local products. Traditionally, delicatessens and merchant shops in 

towns were traditionally the dominant retailers of local speciality foods but in the 

20th century this trend has changed towards the national multiple retailers 
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(McGoldrick and Davies, 1995, Bell et al, 1997). This is especially the case in the 

UK, but it is also seen in France. The southern European countries still retain a large 

number of these smaller enterprises. It remains the case that small, local shops are 

still very much part of the landscape in France and the Mediterranean countries 

while not the case in the Northern countries. 

Food choice is made within the limits of what retailers make available (Marsden and 
Wrigley, 1995, Beharrell and Denison, 1991). In relation to local foods, the French 

retailers have tended to use locality to promote products. Protected origin products, 

or other local products, are considered to be of a superior quality to the substitute 

products stocked. The multiple retailers in the UK, however, have only lately come 

to use locality as a promotional tool and a differentiating factor. They vary in their 

interest in PDO/PGI and have not actively encouraged PDO/PGI labelling (Wilson 

and Fearne, 1997). 

3.3.1.4 Local Food Sector 
Despite the productivist agriculture model prevalent in the UK, a thriving local, 

speciality food sector has re-emerged. It represents 5% of total turnover and 10% of 

total employment in the UK food and drink industry (The Grocer, 2000). The UK 

speciality food and drink sector has grown over £0.6 billion since 1995, and is worth 

approximately £3.6 billion (The Grocer, 1999). In the UK there is a definite trend of 

producers taking control of their own marketing with the (re)emergence of farmer's 

markets and farm shops, home delivery, petrol mini-marts that are being increasingly 

used by local speciality craft producers (see Festing, 1995,1996, Shaw and Gibbs, 

1999). There are now 120 regular farmers' markets throughout the UK (The Grocer, 

1999). The catering, hospitality industry, tourist outlets and farm shops have 

become important, and direct selling via the internet is becoming increasingly 

popular. There seems also to be growing public disquiet at the difficulties of 

purchasing local foods in local supermarkets, which are increasingly serviced by 

centralised supply systems (Lang 2001). 

In France local food products have consistently been appreciated. Historically, the 

majority of the population produced and consumed products from the local area 

(Dunan, 1964). Production has remained much more local in France in comparison 
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to Britain. While the French food industry has modernised, many producers 

continue to produce quality, local foods. Many producers work through local 

cooperatives to sell their products (Chomel, 1995). In addition, the French have 

been extremely proactive in the marketing of products in terms of their local and 

national origin. France continues to retain a thriving speciality food sector although 

numbers in the chain are falling. Local speciality foods tend to have a good position 

on the market and with a price that is generally higher than for mass produced 

products. Speciality, vegetarian and organic markets in France have seen rapid 

growth in recent years (Bobon et al, 1997). 

It can be concluded that while there are similarities in the food production and 

supply cultures in France and the UK there are also great differences. While local 

food products were originally of importance, mass production has dominated great 

areas of both countries. However, the French have historically placed emphasis on 
local, non-standardised products. Agricultural modernisation, industrialisation and 

urbanisation came late, many small-scale farmers remain and tradition and custom 
have remained important in the system. Cooperatives are considerable in number. 

Britain on the other hand industrialised early; agriculture was modernised and 

became increasingly large-scale. The majority of local food products disappeared or 

became mass-produced by commercial producers. Co-operatives have been 

traditionally shunned in the UK. Both countries are now, however, seeing a re- 

emergence of local foods. 

3.3.2 Consumption 
The last century has seen major changes in food taste in Europe. These trends are 

well documented and there is an increasingly rich literature on the drivers of change 

in attitudes towards consumption in the food industries of Europe and North 

America (for example, Hughes and Ray, 1999, Henderson and Handy, 1993 and 

Lennernas et al, 1997). In this section, attitudes towards local food products will be 

investigated to discern similarities and differences between food consumption 

culture in France and Britain. 

In general terms, the British attitude to food has traditionally been dissimilar to that 

found in France: the British ate to live, unlike the French who, it is claimed, lived to 
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eat (Mennell, 1985,1997). Paxman (1998 p257) suggests that food in Britain came 

to be regarded more as a necessity than a pleasure and satisfaction was a matter of 

quantity (i. e. "delightful meal, I'm quite full"). 

The French food `culture' is well established (Mennell, 1985). French attitudes to 

food, however, have revolved around quality not quantity. The French generally 

think of food in terms of `cuisine' and pleasure (Rozin 1990, Tannahill, 1993 and 
Cleary, 1989). In addition, the French have traditionally been extremely nationalistic 
in their consumption habits and local wine and food have always been important. 

While attitudes to food have changed somewhat, some argue there is little sign of the 

emergence of a consolidated British culinary tradition or food culture. While Boxer 

(1991) claims that British food has been reduced to pastiched recipes brought out for 

tourists, in recent years the reputation of the best English food has soared (The 

Economist, 1998 and Odone 1996). The British have the most outward looking, 

international diet in Europe. 

However, Moran (1993b p269) suggests that particular foods e. g. cheeses, wine and 

even whole cuisines are attached to places and the idea of 'distinctive local and local 

products is embedded in some national and local cultures' (p 269). In the mind of the 

consumer are specific names, production methods or particular foods associated with 

the geographic areas from which they originate (Brown, 1993 and 1995). 

3.3.2.1 Local 
Consumption was local up until the 18th century when foods from other areas was 

made available. Local differences in consumption historically in Europe depended 

on the foods available (Yudkin, 1964, Drummond & Wilbraham, 1939 and Oddy and 

Miller, 1976). 

While there remain some geographical variations in popular taste in the UK, these 

are declining (Mason, 1999, Allen, 1976b, Warde, 1997). Local differences in diet 

are still relevant in France. The southern part of France generally follows a 

Mediterranean diet (simple basic ingredients) whereas the North have traditionally 

eaten more delicate, complex foods (Cleary, 1989). 
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3.3.2.2 Mass consumption 
Montanan (1994) argues that in many countries a delocalisation of consumption has 

occurred. Mass consumption of standardised, uniform products have become the 

norm, especially in the large urban centres in Europe where retailer choice is limited 

(see previous section). 

The majority of British local and farmhouse cookery had almost disappeared by the 

beginning of the 20th century and this worsened in war-time with standardisation 

and industrialisation of the diet (see Mennell, 1985,1997, Mennell et al, 1994, 

Black, 1993 and Mason, 1999 for more detail). 

In France too, much local cooking was lost, especially during the WWII, and there 

is, increasingly, an internationalisation of the diet with many similar consumption 

patterns to those found in the UK. However, local foods have traditionally been 

revered and localities have safeguarded many recipes especially for festivals and 

special occasions (Mennell, 1985). 

Social inequalities in the quantities of food consumed have declined, and differences 

between the seasons and between festive and everyday eating have diminished as 
have those between town and country in Europe. However, differences in 

consumption between socio-economic groups exist in both France and the UK 

(Odone, 1996 and Warde, 1997, Bourdieu, 1984 and Zeldin 1973,1977). 

Professionals are especially distinctive as they consume a greater range and variety 

of foodstuffs than any other group. Those in the lower socio-economic groupings 

tend to draw on experience, custom and their local connections, tending to have a 

more traditional diet in comparison to those higher up the social scale (Warde, 

1997). 

While local food is not `on the whole, the provenance of mass consumerism, family 

food purchasing or of large-scale supermarket shopping' (James, 1997 p80-81), as 

products become an accepted part of consumers' lives they turn from luxuries to 

necessities, from motivating factors (rewards) to a right. Hughes and Ray (1999) 

argue that this has occurred with wine and local speciality foods in the UK while 
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these have been `table' products in France and the southern European countries for 

many years, a significant difference. 

3.3.2.3 Towards localisation 
As in production, there has been a move to relocalise consumption in Europe in 

recent years. Food scares have caused alarm since the late 1980s and have now 
begun to merge with concern for animal welfare and environmentalism. Listeria, 

salmonella, e-coli and BSE have dented consumer faith in the food industry and 

especially factory farming, and conditions endured by battery chickens, veal calves 

and pigs have helped to turn people against mass-production methods. In any case, 

consumers seem to be more interested than ever before in local food products as an 

active choice, whether it is for political, health, safety or exclusivity reasons. 

Kinsey (1994), Firat et al (1997) and Lewis and Bridger (2000) argue that the 

fragmentation of consumption in the last few decades has led to increasing consumer 
demand for specialised and customised products in Europe. The mass marketing 

approach of the mid 20th century has been channelled towards one oriented towards 

the individual i. e. the niche character of speciality food markets (i. e. product and 

consumer uniqueness) in developed societies. 

While people are no longer eating products from their own localities, many are 
instead interested in eating traditional, simple and natural food as a lifestyle choice. 
Many local craft-based products remain and others have been re-introduced 
(Tannahill 1993), so while there is a willingness to try new foods it is as an extra and 

not in place of the old. Consumers are becoming more interested in and 
knowledgeable about the origins of food and the ensuing farming practices (Cook, 

1994, Cook and Crang, 1996). People are increasingly aware of the uprooting of 

activities and relationships from local origins and culture. A growing number of 

consumers in Europe are interested in `food miles'. Agricultural commodities are 

increasingly being transported long distances and processed and packaged to survive 

the journey. There are concerns about sacrificing quality and variety for durability 

and also the enormous inputs of energy used for the transport (Brassington and 

Pettitt, 2000). 
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It is interesting to note that, as in production, a cyclical trend in the last 150 years 

can be noted: from local to global and with some movement back to relocalisation 

(Twigg, 1981). Concern for environmental protection and local foods was first seen 
by the Victorian passion for the countryside and natural, craft foodstuffs (ibid and 
Cowe and Williams 2001). The next revival was in the 1930s (a highly politicised 

class issue as food was seen to be central in the larger `Condition of England' 

debate), which decreased in importance in wartime, rising in importance again in the 

1960's and 1970s, originating from the outcry about the dangers of pesticides and 

the need to act on environmental issues made public in Carson's (1962) Silent 

Spring. Consumerism has traditionally focused on customer rights, quality, safety 

and similar product issues. The Consumers Association in the UK built up a strong 

membership from the 1960s to the 1980s. The emphasis has been greatly on 
functionality. It was not until the 1970s that the Ecology movement became popular, 

with the rise of organisations such as Friends of the Earth and literature such as 
Schumacher's (1973) Small is Beautiful. A growing number of people claim to be 

concerned with what they personally can do on environmental issues, including 

choice of products. 

3.3.3 Policy and Institutional Arrangements 

Consumers are affected deeply by the impact of regulation. The potential for 

Governments to interfere with the food industry through legislation and regulation is 

considerable. Regulatory actions can show themselves through: 

" Agricultural and trade policy e. g. the CAP, GATT, WTO. 

" Food policy concerned with health and nutrition, hygiene and food safety, 

residues, additives, labelling, packaging, product standards and definitions, etc. 

9 Competition policy affecting pricing, company behaviour and industry structure, 

state aids, etc. 

" Intellectual property rights affecting trade descriptions and copyright on product 

design, brands, etc. 

" Taxation policy and aids to investment in capital or labour. 

(from Strak and Morgan, 1995). 

While other aspects are of importance, this section of the thesis will focus on the 

agricultural and trade policy aspects of the regulatory environment for the food 
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industry. Policy and institutional arrangements relating to protectionism, agriculture, 

communal or individual practices and supply chains will have a great impact on the 

way people perceive local food products. Institutional arrangements and 

protectionism have been much stronger in the southern European countries, whereas 
in the North there has been a preponderance of liberal free trade (or as Tim Lang 

2001 calls it, `empire trade'). Citizens and consumers of nation states will have 

some awareness of this policy background, even if they are not directly involved. 

3.3.3.1 Nationalism and Protectionism 

France has traditionally been much more nationalist, protectionist and proactive in 

relation to local development than has the UK. British policy makers have 

historically fostered nationalism (consciously away from regionalism) although 

policy has changed somewhat recently towards localism, as Brace (1999) and 

Bullock et al (1988) argued61. Protectionism was never prevalent in Britain. In 

terms of trade, free trade principles were established in the mid-nineteenth century, 

starting with the abolition of the Corn Laws which maintained the high price of 

wheat (repealed in 1846) (see Carlisle, 1996). Effective agricultural protection from 

foreign competition was denied in favour of cheaper prices for consumers and 

manufacturers (Mingay, 1976, Hoggart et al, 1995). Farms were exposed to global 

market competition and the ensuing commercial response ensured survival and the 

increased economic liberty brought increased prosperity (Dunan, 1964 and Schedvin, 

1990). Britain has always been the keenest supporter, with the Netherlands, of a 

liberal trading posture for the EU and much of the EU liberalisation programme is 

modelled on British legislation and practice. 

Nationalism, patriotism and protectionism have traditionally been stronger in France 

(Heath et al, 1999). The French (and other southern European countries) have 

traditionally viewed culture as their richest heritage, without which they have no 

roots, history or soul. Its value is other than monetary, they assert, and therefore to 

commodify it is to destroy it. Culture is not just another product like steel.... it 

needs to be protected and nurtured. France followed popular (or ethnic) nationalism, 

driven by mass support, creating an elaborate mythology where the `blood' of the 

61 see Davies, 1997, Cannadine, 1983, Nairn, 1997, John and Whitehead, 1997, Jones and MacLeod, 1999, 
Hobsbawn and Ranger. 1983 for in-depth discussions of British nationalism and regionalism. Sceptics include 
McAteer, 1997. 
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nation was inextricably mixed with the `soil' (or terroir) of the national territory 

(Davies, 1997). While political power was centralised, localism allowed delegation 

of authority downwards (Dunan, 1964). 

France remains, despite early entry into the EU, extremely patriotic. Protectionism 

remains, especially in agriculture (see Baeumer, 1989). Protectionism of agriculture 

against imports started early in France - from the early 1800s (Dunan, 1964). 

Throughout most of the 20th century the French were seen to be the nationalists of 

Europe, reluctant to let integrationist moves in the EU penetrate too far into the 

powers of the French state though recently there has been increased consensus about 

the commitment to the integration process, seeking to develop a more integrated 

approach to the agricultural, industrial, economic and social needs of the most 

disadvantages areas of the Community. 

3.3.3.2 State intervention in agriculture and The Common Agricultural Policy 

British politics have shared many rural and agricultural aspirations and policy goals 

with France and other southern European countries after WWII (i. e. state support for 

productivist agriculture, and a concern to redress imbalances in local economic 

growth) despite some fundamental differences. However, it is only recently that the 

two countries have been able to come together in the view that to protect local 

industries is important. The promotion of quality local products therefore 

corresponds neatly with bottom up strategies for rural development in the EU (see 

Keane, 1990, Bryden, 1994, Lowe and Bodiguel, 1990, Ray, 1996, Ilbery and 

Kneafsey, 1998). 

The United Kingdom has traditionally been the 'odd one out' as the scope for 

institutional involvement has traditionally been limited in comparison to southern 

European countries. 

French active state interventionism in agriculture was prevalent in the 20th century, 

with increasingly severe protectionist measures and intervention in the domestic 

market by government i. e. price control, quota systems, and centralised marketing 

and structural reform. There occurred a `labyrinth of private, official, economic and 
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political groups involved in the process of agricultural policy, marketing and 

implementation' (Cleary, 1989 p36). 

It is interesting to note that communal practices were originally not common in 

France (especially after the abolition of common pasture rights and the selling off of 

communal village lands in the 1880s). However, by the end of the nineteenth 

century these were instigated by policy makers and had begun to thrive (Cleary, 

1989) and there were instances of producers grouping together in upland areas and in 

specialist producer groups (see Sargent, 1982, Cleary, 1989 and Foxall, 1982). 

Communal practices remain an integral part of the administrative, economic and 

political structures of contemporary rural France (Cleary, 1989 and Epstein, 1997). 

Government courts the views of the agricultural lobby. 

The CAP was `uncongenial to Britain' (Franklin, 1990 p8) and has long been 

regarded as one of the worst features of the EU62. Accepted with great reluctance 
(except by the farmers) when Britain joined, it has been the aim of successive British 

governments to bring about reform of its worst features (i. e. the creation of 

expensive and unwanted surpluses and the imposition of heavy costs on both 

consumers and taxpayers). Some success was achieved and limits were put on the 

volume of production and on the amount of budgetary expenditure in the 1980s. 

Britain argued that subsidies created distortions for world trade. Although the EU 

has made reductions in agricultural subsides, on a multilateral basis, it has been 

unwilling to dismantle the CAP or expose the southern European farming (diverse 

and often small-scale and inefficient) to the world market, despite pressure to do so 
from Britain (Franklin, 1990). 

Significantly, the French have been beneficiaries of CAP. The CAP was originally 

nurtured by strong support from the French and the German government (see Hill, 

1984 for a discussion of the origins of the CAP). 

62 Britain has traditionally been wary and antagonistic towards the EU. This in part derives from the sense of loss 

of national sovereignty to the supranational institutions of the Community. Political power in Britain has been 
traditionally individualistic, belonging to the government of the day, not shared with anyone else (Franklin, 
1990). 
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3.3.3.3 Rural Policy -productivist Vs local quality 

British rural policy has had the emphasis on increasing farm output -a productivist 

agricultural model. Marsden (1998 p107) argues that this has now changed with the 

emphasis on relocalisation of some areas and `on reducing farm output, increasing 

food safety and quality and integrating agriculture within broader rural development 

objectives'. Ilbery and Kneafsey (1998) suggest the following characteristics are 

evident: 

"A reduction in food output and greater concern over food quality. 

" Progressive withdrawal of state subsidies for agriculture 

" The production of food within an increasingly competitive international market. 

" Growing environmental regulation of agriculture. 

" The creation of a more sustainable agricultural system. 

Contemporary French rural policy making has had two principal objectives: the 

diversification of the rural economy and the rational allocation of rural land use 
(Lowe and Buller, 1990). Rogers (1998) suggests that the role of the French regions 

in economic intervention has been of considerable significance. The diversity in the 

strategies adopted from one region to another indicates an increased capacity to 

shape policy initiatives according to their own priorities (see Naylor, 1994 for an 

interesting longer debate). As has been noted, policy makers in France have long 

realised the importance of local and local traditions (Cleary, 1989 and Lowe and 

Buller, 1990). 

3.3.3.4 Romantic countryside 

British institutional expression in amenity groups, preservationist societies and 

natural history organisations, initiated in the 1880s, came earlier in the UK than the 

rest of Europe (Howkins, 1986, Allen, 1976a, Lowe, 1989). The policy makers 

fuelled the symbolism of the romantic countryside (Williams, 1973). Promoting the 

countryside as wholesome, a national icon, helped to underscore imperialist 

expansion (Daniels, 1993) and helped to provide a foil over environmental and social 

despoilation coming from factory towns (Lowe, 1989). While the relative economic 

and social significance of the countryside has declined, it remains a powerful cultural 

symbol. 
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A powerful movement is seen to be developing in the UK, including consumers, 

sympathetic politicians, religious bodies, labour unions and environmental pressure 

groups (ISEC 2000). Alan Simpson MP (2001) calls the movement a `food 

revolution' of democratic, non violent and direct action. Much of this has been a 

result of campaigning by organisations such as Sustain, Friends of the Earth, the 

International Society for Ecology and Culture (ISEC), Communities against Poverty, 

UNISON, the Food Commission, the UK Public Health Alliance, Church Action on 
Poverty and some well known books written on the subject (Naomi Klein's `No 

Logo', Rachel Carson's `Silent Spring are two such examples). These movements 

are also occurring elsewhere (Hines, 2001). 

French rural dwellers had traditionally been seen as vital to national stability and 

strength, and the local and national government sought their opinions, mainly due to 

their sheer number (Duby and Wallon, 1976 p164), the widespread public support 

for the rural way of life (Tracy, 1989) and the renowned propensity for French 

farmers to engage in violent demonstration (Naylor, 1994). The `myth' of the 

virtues of peasant life was revived by policy makers (Cleary, 1989). The countryside 

and nature were considered very important (Green, 1990). French local foods have 

been celebrated as important since the beginning of the twentieth century, due to the 

`myth of the peasant as the cornerstone of France', which was then reinforced by 

policy makers and the two world wars (Cleary, 1989). 

3.3.3.5 Protecting Local Food Products 
As discussed in Chapter 2, brands have long been the local manner of protecting 

food products in the Northern European countries. These tend to be individual 

private brands, whereas collective branding strategies, such as the Label Rouge, have 

been the recourse of the French and Southern European states (Raynaud and Sauvee, 

1999). The countries of the Mediterranean have a centuries-old tradition of local 

food specialities, and the whole of the area is characterised by the highly fragmented 

structure of its food industry, with thousands of small companies being involved in 

the production of typical foods. A collective mark has traditionally been their only 

real possibility of acquiring market visibility. On the contrary, the "Northern" 

model. of industrial agricultural holdings, adversarial relationships and less co- 
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operation, has acquired a predominance of medium and large sized food 

manufacturers whose marketing policy has been to expand company trademarks 

(Ismea, 1999). There is also considerable difference in the attitude relating to food 

and branding at the present time due to the differing acceptance of retail own brands 

between countries. The UK has a high level of acceptance of own brands, whereas 
France and Southern European countries tend to be more manufacturer label 

conscious (Bontems et al, 1999, Omar, 1996). 

The extent to which consumers have knowledge or understand certification varies 

across Europe argue Ilbery and Kneafsey (1999). French consumers have a high 

awareness of French labelling systems such as AOC and label rouge, but consumers 
in the UK have a much lower awareness. In addition, they argue, many French 

consumers may not really understand what the certification means. They may invest 

a certain faith in the measures even though they do not know the criteria fulfilled to 

achieve certification. 

Producers and manufacturers in the UK have become increasingly discriminating in 

the use of identities of origin. Traditionally such an approach would have been 

regarded as an anathema; `the continuation of producing local products was 

perceived as outmoded and a residue of a tradition that was exercising a disruptive 

influence on the modernisation process' (Bertozzi, 1995, p 144). 

In the 1980s and 1990s, there was an increased use of origin identities by companies 

marketing their products. `Buy local' and `Made in' campaigns have become 

increasingly important in Britain in the last few years. These campaigns are 

frequently endorsed by manufacturers, trade unions and government officials who 

share a common concern about the protection of local jobs (Juric et al, 1999). 

Appellation of origin marks covered a wide range of products and geographical 

regions, especially as much of French production remained localised and these `well 

known products' became renowned, both domestically and for exports (Combaldieu, 

1988). However, Bordeaux and Burgundy wines and other products have been 

exported abroad and increasingly consumed by the rich as luxuries for several 
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centuries (Mennell, 1985). The French have been proactive in protecting their local 

products for many years. 

The French wine appellation (and arguably the PDO and PGI) is `a form of 

territorialisation devised to regulate and capture advantages to some of the 

participants in the industry (Moran, 1993a p694). While French legislation has long 

recognised the use of a geographical name to identify and present a product 
(Bienayme, 1991), the original measures were limited in time and confined to 

specific regions (Filhol, 1988). 

The Appellation d'Origine Controlee (AOC) system was extended after 1955 to all 

agricultural products and foodstuffs and, before regulation 2082/92, there were about 

thirty types of cheese, butter, milk-cream, poultry, walnuts, etc which were protected 

under French national law (Filhol, 1988). 

The French have been very successful at marketing their niche products. They have 

intelligent marketing concepts built on the foundation of `AOC' that they manage to 

pursue in both the domestic and international market (Moran, 1993a, Thiedig, 1996, 

Bienayme, 1991,1993). The protection of products has traditionally been intended 

to safeguard the reputation of French food and drink. It is considered to be not only a 
local concept but also a `quality' sign (see Bienayme, 1995 among others). 

It can be concluded that there are a great number of similarities and differences in 

the food cultures of Britain and France, with a tentative move towards integration of 

thought. The re-emphasis on the local has emerged as a dominant theme in 

production, consumption and policy making, from a more standardised outlook in 

the mid 20th century. In the next section, the aspects that are thought to be relevant 

for consumers in their attitudes to local food products will be investigated, having 

become aware of the cultural influences that affect the general society. 

3.3.3.6 Terroir 
An important concept in France and the southern European countries is the concept 

of `terroir', which carries with it a quality connotation. Terroir', at its most basic, is 

the French word for soil. In the context of food, it carries implications for 
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consumers of locality, cultural groups and the influence of trade and climate (Mason, 

1999)63. Many consumers believe that specific regions or places can comprise 

essential characteristics, many of which are quality related. These are due to a 

particular geographical environment with its inherent natural and human 

components. Products produced in these unique areas are thought to be (or promoted 

as) special and distinct. They are specific in relation to their production process but 

also typical because they depend on a place, have a link to the origin and are the 

result of production conditions that are located in a particular area (Barjolle et al, 
1998). Terroir in physical terms includes the plant, subsoil, siting, drainage and 

microclimate. Beyond the measurable ecosystem, there is an additional dimension - 
the 'spiritual aspect that recognises the joys, the heartbreaks, the pride, the sweat and 

the frustrations of its history' (Wilson, 1998 p55). It is, therefore, all the romance 

and passion surrounding the product. 

Specificity differentiates a product from others, but without reflecting the 'terroir'. 

The typicity gives the PDO product its core identity, the definition of what makes the 

product special and what differentiates it from imitation products (Bernard and 

Marchenay, 1995,1997). Typicity is not only the specific characteristics (i. e. the 

organoleptic properties due to the flora flavouring the milk) but also know-how and 

production methods (e. g. cheddaring by hand, or heating milk on a wood fire). It is 

therefore the basis of the product's identity and, it is argued, resistant to changes in 

technology. Dufour and de Roest (1999) attempted to present these constructs 

diagramatically (see Figure 3.7). 

63 There are many researchers in France looking at the physical, chemical, biological and agronomic link to the 
land thought these have been found to have imprecise and inconclusive findings. See Barjolle et a!, 1998 and 
Bosset et al, 1997. Terroir also includes social dimensions - the fmal quality of a product is the result of many 
technical phases relating to how the raw materials are treated and processed by the individuals. Much of the idea 

of terroir is about the `myth' (image, symbolism) surrounding each product. Whether this myth and the product's 
reputation actually gives a product `quality' characteristics is debatable. However, French and Swiss researchers 
argue that it is exactly the construction sociale which gives the products their `quality'. 
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Figure 3-6: T ici ,S ecifici and Characteristics of a PDO/PGI product 

Typicity 

Specificity 

Characteris 
of the product 

Source: Dufour and de Roest (1999) 

Traditionally, the concept of 'terroir', in a marketing context, was used for French 

wine (Wilson, 1998). Protected product specificity is thought to be important for 

consumers in France and other Southern European countries such as Spain (Sans et 

al, 1999). French consumers have an understanding of 'terroir' as it is part of their 

language: le goat du terroir. It is not an idea that the British are comfortable with 
(Mason, 1999). 'Typicity' and 'specificity' are difficult to translate directly and are 

not instinctively understood ways of looking at food in the Northern European 

countries. 

3.4 Towards a Conceptual Framework 

The food consumer is disparate and changes over time. The process of attitude 
formation therefore must also change over time and also according to country, 
demography and circumstance. The aim of this thesis is not to look at food 

preferences or behaviour in general, or even the local food product decision making 

process. Instead, it aims to understand consumers' attitudes towards locally 

produced foods, specifically PDO and PGI products. This process of attitude 

formation is important. 

Part of the framework developed has been based around Fishbein and Ajzens' 

Theory of Reasoned Action. A further section of the framework focuses on the 

specific element that is relative to the context of locally produced foods and the 

framework is designed to explain the attitudes of people who buy locally produced 

foods, not consumers in general. 

In linking the key factors that influence consumer attitude formation to these 

products, the framework can be broken down into three stages consistent with the 

Theory of Reasoned Action. Taking the key conceptual points from the previous 
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three sections, an original conceptual framework has been formed to show attitude 

formation with respect to locally produced foods. Figure 3.7 is an attempt to 

combine in a flow diagram the main concepts and links, building on those presented 
in the consumer behaviour section to incorporate elements of historical food culture 

and authenticity/quality among other attributes. 
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Figure 3-7: A conceptual framework of attitude formation with respect to locally produced foods 

Attitude Component 

Cognitive 

Food Culture: 

Production and Consumption 
0 Local 10 Global 10 Local 

Agricultural Policy 
0 CAP, protectionism, rural development 

ý. 
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Affective 

" Country/region of origin 
" Sustainability (community, welfare and environment) 
" Authenticity 
" Price/value for money 
" Brand name 
" PDO/PGI 
" Food safety 
" Traceability 
" Terroir 
" Quality 

ý. 0ý IF 
Conative 

Consumer as ethical 
citizen 

Will purchase local 
foods because they: 

" Sustain communities 
and environments 

" Retain indigenous 
knowledge (terroir) 

" Are safe 

Motives: 
" Altruism 

" Security and 
belonging 

" "Giving" 

Pragmatic citizen 

Will purchase local 
foods because they: 
" Taste better 

" Offer value for 
money 

" Are safe 
" Make a positive 

contribution 
" Are authentic 

Motives: 
" Pragmatism 

" Self-actualisation? 
" 'Give & Take' 

Consumer as 
individual 

Will purchase 
local foods 

because they: 
" Taste better 
" Offer value for 

money 
" Are exclusive 

Motives: 
" Hedonism 

" Esteem 

" "Taking" 

The conceptual framework of attitude formation with respect to locally produced 

food splits into three levels relating to the three attitude components of Schiffman 

and Kanuk (1994) and Fishbein and Ajzen (1980). The first level is food culture 
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(cognitive), the second level is specific product attributes (affective potentially with 

some cognitive) and the third level conceptualises three broad categories of 

consumer who are specifically interested in local food products (conative). This is 

obviously a dynamic process as people grow and mature. There are likely to be 

variances and movements within those groups, and potentially nations can be 

grouped according to these categories. 

The attitude component in the first level, food culture, is cognitive. This relates to 

the knowledge and perceptions that are acquired by a combination of direct 

experience related information from various sources. Consumer beliefs will be 

conditioned by who they are and what conditioning they have received in their 

development experiences, from childhood into adulthood, in specific cultural 

environments. It was seen that there are many aspects of local, regional, national 

and international food production, consumption and policy that may influence beliefs 

of consumers in different cultures. Research by Hoggart et al (1995), Davies (1997), 

Lowe and Butler (1990) among others shows that France and Britain production 

systems have traditionally been very different. Differences in consumption are also 

prevalent, as seen in the work by Tannahill (1993), Cleary (1989), Mennell (1985), 

Warde (1997). Policy and institutional arrangements have also been markedly 
disparate (see Franklin, 1990, Lowe and Buller, 1990 especially). If a consumer is 

raised in an environment with a greater number of small farms rather than large 

farms (Hoggart et al, 1995) local communities rather than cities (Davies, 1997), local 

boulangeries rather than supermarkets (Bell et al, 1997), a distinctive food culture 

(Paxman, 1998 and Mennell, 1985), protectionism and care for the environment and 

community rather than free trade and the `trickledown effect' (Clearly, 1989, 

Carlisle, 1996 and Lowe and Buller, 1990), such as the French and southern 

European populations, these will invariably affect general beliefs. What is 

particularly interesting is that there is some evidence to suggest the circular nature of 

this process, the re-emergence of trends (Twigg, 1981). 

The second level relates to the affective component of attitude formation. Emotions 

or feelings about specific product attributes oflocal foods, and PDO/PGI products are 

evaluated by the consumer. For some consumers, affective attitudes can overcome 

cognitive ones, so that those in Britain are increasingly sensitive to the environment 
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and community and will make decisions based on those feelings (Hughes and Bird, 

1997). Emotions are often felt by consumers about products coming from their own 

locality or one they have previously visited (or know about) as shown in the work by 

Foxall (1991), van Ittersum (1999) and Balling (1997). They may also have 

knowledge of the reputation of that country/region in relation to the product which 

may influence their intention to buy that product (Skaggs et al, 1996, Niss, 1996). 

Each consumer holds a different view of the rural (Gray, 2000) and attitudes may be 

related to a sense of a rural idyll (Newby, 1986, Williams, 1973, Short, 1991 and 
Mingay, 1990). Abram (1996) stresses the importance of buying local products as 

part of the holiday experience. Although region of origin is not necessarily 

synonymous with quality, it does imply `artisinal skill, purity of ingredients, 

environmental and employment benefits, and differentiation of products in terms of 

perceived authenticity' (Ilbery and Kneafsey, 1999 p2215). The concept of `terroir' 

is important for many southern European consumers, which is the link with the area, 

sustainability, authenticity and also has a quality connotation (Mason, 1999 and 
Wilson, 1998). 

Some consumers feel deeply about the need for sustainability in terms of 

community, animal and human welfare and the general environment (as can be seen 
in Brassington and Pettitt, 2000). Not merely related to retaining the `status quo', 

consumers actively try and change their world. A part of this is the maintenance of 

the rural idyll, perhaps, but the vision is one of the world with reduced inequality, 

improved basic provision of needs, and adequate protection of the environment 

(Hines, 2000). Many wish to make political statements about their purchases 

(Hughes and Bird, 1997). 

That a local food product is authentic, `the real thing', may be of great importance to 

some consumers but less so for others, who are more cynical and accepting of 

marketing gimmicks (as was seen in the work by Lewis and Bridger, 2000 and 

Goffman, 1969 among many others). Brand name (also including here packaging) 

for many evokes feelings of exclusivity and quality, while for others it may be less 

important than where it was made, who by and using what processes (Lewis and 

Bridger, 2000). Very much related is the whole concept of PDO/PGI and what this 

means to the consumer. For those buying local regional foods region of origin labels 
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may be a positive attribute, or they may feel these are unnecessary and that there are 

too many labels on the market already (logo fatigue was found to be the case by 

Law, 2000, Davies and Baines, 1998, Hughes and Ray, 19999 and Becker 1999). 

Regional foods may signify quality (Moran, 1993), authenticity (Lewis and Bridger, 

2000), traceability and safety, especially after the various food scares in Europe in 

the late 1990s and early 2000s (e. g. BSE and the foot and mouth epidemics). 

Consumers have different notions about price and value for money. What is value 
for money for one person may not be for another. What are the values that the 

individual feels to be important? For some, in buying a local food product this may 

relate to the price, taste and quantity, while for others it could be the knowledge it is 

doing good and it is authentic (see Brassington and Pettitt, 2000, Ilbery and 

Kneafsey, 2000, Bell and Valentine 1997). Cowe and Williams (2001) argue that 

90% of consumers are preoccupied with price and value for money. 

The attitude component of the third layer is the conative component which relates to 

the likelihood or tendency that an individual will undertake a specific action or 
behave in a certain way. The third level conceptualises three broad categories of 

consumer including their motivations. 

First, some consumers see themselves as caring ethical citizens. They will purchase 

local foods because their attitude is one which is motivated by the need to sustain 

communities and environments and allow for the retention of indigenous knowledge 

(terroir). The increasing demands of globalisation are seen as parasitic and 

encroaching (Nash, 1993 among many others). They wish to consume food products 

from the local environment as this reduces ̀ food miles' and represents food which is 

safe, traceable and fits with their ethics. Their motives are very much in line with 

their ethics which are socially altruistic. These consumers wish to retain the 

countryside and rural population as it is for future generations. They feel they are 

`giving' to society. They strive to attain security and belonging in relation to 

Maslow's motivation hierarchy, although it is argued that, because their ethics may 

be a conscious choice in their personal goal to become who they wish to be, their 

purchases could also represent self-actualisation. 
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Secondly, the consumer as individual is much more hedonistic, concerned less with 

society (from which he/she `takes'), and more with the immediate self and peer 

group. Local food will be purchased because it is convenient, available as a choice 

alongside a standardised product, tastes better, offers value for money and tends to 

be exclusive. These consumers strive to attain the `esteem' level in Maslow's 

motivation hierarchy as speciality local foods are often bought to impress. The 

individual consumer is unlikely to think about sustainability and is less likely to be a 
factor of motivation. 

Thirdly, the pragmatic citizen is a combination of these two categories. Local foods 

are bought because they taste better and offer value for money like the individual 

consumer, but the pragmatic consumer also needs to feel sure that these products are 

safe and traceable. They are most likely to buy the foods for special occasions, 

whilst they are in `leisure mode' rather than their general lifestyle choice. The 

consumer wishes to make a positive contribution to local environment, is ready to 

buy and boycott products on ethical grounds if the issues are obvious, and the 

necessary information readily available. He or she is aware of having a certain level 

of power in the market. However, this type of consumer is also preoccupied with 

value for money and does not feel guilty about buying unethical products. Activism 

is therefore muted and these consumers are not likely to discuss issues with friends. 

The pragmatic consumer has a give and take attitude to society and the concept of 

local foods and are the self-actualisors of Maslow's hierarchy. The pragmatic 

consumer may be triggered away from the consumer as individual by certification 

labels such as PDO/PGI label, or by other messages of conscience. 

This literature review has attempted to outline a new `inductive' model of consumer 

attitudes in relation to local/regional foods. The following chapters attempt to 

discern whether this new model is relevant for the consumers of regional food 

products. 
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4. Methodology 

4.1 Introduction 

The objective of this chapter is to describe and justify the choice of methodology. 

In this thesis, both qualitative and quantitative research have been undertaken. This 

has implications for the focus of the research problem, literature review, paradigm 

followed and the choice of methodology. Perry (1996) has defined these differences 

in tabular form (see Table 4.1). 

Table 4-1: the Differences between Oualitative and Ouantitative Research 
Qualitative research Quantitative research 

Research problem: How? Who (how many)? 
Why? What (how much)? 

Literature review: Exploratory - what are the variables Explanatory -what are the relationships 
involved? between the variables that have been 
Constructs are `messy' previously identified and measured? 
Research questions are developed Hypotheses are developed 

Paradigm: Phenomenological/interpretative Positivist 
Methodolo : Case study or action research Survey or experiment 

Source: Perry (1996) 

The differences between the two types of research are further explored in the 

following sections. In the qualitative research section, the methodology is explained 

and justified, with an introduction to focus group analysis. In the quantitative 

research section, there is discussion on questionnaire design, survey and sampling 

methods. The design of the PDO questionnaire, the implementation of the survey 

and the key statistical techniques used to draw inferences from the survey data are 

discussed. The methodological problems encountered in these research methods, 

and more specifically in the PDO/PGI project, are then highlighted. 

4.2 Qualitative Research 

Originally used in political science, sociology and urban studies (Creswell, 1998), 

qualitative methods are increasingly being used to examine food and eating (see 

Achterberg, 1988, Beardsworth and Kiel, 1993). 

The most commonly used qualitative techniques are group and individual interviews 

(Sampson, 1996). Discussions do not provide quantifiable results that can be 

generalised to the whole population. This is not their aim. Qualitative research is 
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primarily exploratory, aiming to discover what variables are involved in a particular 

topic. Instead of the pure `scientific' positivism often associated with quantitative 

research, a phenomenological64, interpretative logic is followed and constructs are 

often thought to be `messy' in comparison. Research methods developed allow 

participants to express their underlying thoughts and feelings and the outcome of the 

qualitative research is more impressionistic than definitive (Sampson, 1986). 

Qualitative research techniques allow informal dialogue, interactive conversations, 

permit flexibility and a realistic picture of behaviour (Countiss and Tilley, 1995). 

Qualitative research is multi-method in focus, involving an interpretative, naturalistic 

approach to its subject matter (Denzin and Lincoln, 1994 p2). In many instances, it is 

used prior to quantitative research to identify patterns in data and to bring to the fore 

ideas that help explain the existence of those patterns. The data obtained are rich, 
human, subtle and often very revealing (McDaniel, 1996). Research questions are 

generated rather than true `hypotheses' (Perry, 1996). The benefits are such that the 

researcher moves in analytical circles rather than using a fixed linear approach. 
Qualitative research can provide extremely valuable information and the reliability 

and validity of qualitative work have been established (see Miles and Huberman, 

1994 for a review). 

Traditional marketing research uses qualitative techniques solely as an exploratory 

tool to generate hypotheses. There are, however, models for predicting and 

explaining consumer behaviour based entirely on qualitative research. For differing 

objectives and techniques in qualitative research see Table 4.2. 

64 Phenomenology is concerned with the structures and workings of human consciousness and the presupposition 
that the world in which we live is created in the consciousness i. e. the outside world only has meaning through 

our consciousness of it, see the work by Berger and Luckman 1967, or Craib 1992 for further explanation of the 

philosophy 
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Table 4-2: Objectives and Main Techniques of Qualitative Research 
Objectives Techniques 
a) to obtain information when nothing is 1) the individual `depth' or intensive interview. It can give in-depth 
known about the problem area or product information. A disadvantage is the absence of other respondents 
field; which would allow opportunities for argument and discussion. 
b) concept identification and exploration 2) the group interview or group discussion, usually comprising 7 or 8 
c) to identify relevant or `salient' group members. Members are subjectively selected. They may 
behaviour patterns, beliefs, attitudes, represent different categories of people (e. g. age, socio-economic 
motivations etc.; class) from a target market. No direct questions are imposed, 
d) to establish priorities amongst interactive conversation is encouraged. The results are not used to 
categories of behaviour and psychological give quantitative conclusions and are not definitive. 
variables like beliefs, opinions and 3) the extended group discussion (6-7 hours! ) 
attitudes 4) the elicitation interview ('top of the mind' or salient product 
e) in a preliminary screening process, in attributes are identified which are relevant to purchase behaviour; 
order to reduce the number of possible these are then used for subsequent quantitative research). 
contenders (e. g. other brands in the market 5) the decision protocol interview (in-store consumer observation 
etc. ) and, then, interview 
f) when direct questioning should be 6)the repertory or "Kelly" grid technique (semantic differential scales 
avoided (e. g. embarrassing or personal are used and the results are afterwards analysed by using multivariate 
questions) then, projective questioning techniques) 
techniques (from psychology) can be used. 

Source: Sampson(1986). 

Critics claim that qualitative research is largely intuitive, soft and relativistic and that 

there is often a blurred line between fiction, journalism and scholarly study 
(Creswell, 1998). Limitations are especially due to the small sample sizes of this 

type of research, and their intrinsic subjectivity. In order to be effective, qualitative 

research should be relevant, timely, efficient, accurate and ethical (Aaker et al., 
1995). Worchester and Downman (1986) argue that bias can also be minimised by 

cross validation in a semi-quantitative method. They argue that if there are several 
focus groups (6+) or the researcher is dealing with 30+ interviewees there is much 
higher validity. In addition, to ensure as much objectivity as possible, there are a 

number of checks that can be used to avoid subjectivity. Creswell (1998) suggests 

that at least two should be followed: 

1. Triangulation of information. Multiple and different sources, methods, theories 

and other corroborating evidence are used to help to shed light on a theme. 

2. Clarifying researcher bias. Objectivity is almost impossible and so it is 

important to comment on past experiences, biases, prejudices and orientations 

that have likely shaped the interpretation and approach to the study. 

3. Member checks - to examine rough drafts and provide alternative language, 

critical observations or interpretations. 

4. External audit - to examine the process and product of the account 
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4.2.1 Focus Groups 
Focus group interview techniques were developed in the early 1940s and have been 

used extensively by social scientists. 

Focus groups are highly productive for generating data when little is known about 

the subject of interest. They have a large advantage over other data collection 

methods as they allow relevant information to be collected in a short time period and 

at a relatively low cost. They are also useful for finding out background information 

when undertaking a larger survey (Worchester and Downman, 1986). 

Each focus group consists of six to twelve participants who discuss a particular topic 

under the direction of a moderator. The role of the moderator is to ensure that the 

discussion remains on the topic and follows the pre-determined issues on a 

discussion guide in a semi-structured format (see Appendix 9.5 for the discussion 

guide for the PDO/PGI focus groups). A main aim is to stimulate creativity, free 

expression and discussion between participants and often results in generating ideas 

which a researcher could not have generated in any other alternative data collection 

or analytical method. 

Participants are told that the sessions are to be taped, but are assured of their 

anonymity and that no answer is necessarily right or wrong. The group discussions 

tend to be semi structured and the moderator is trained not to lead the questions. The 

focus groups last on average one to one and a half hours. The tape recordings of the 

group sessions are later transcribed for further exploration. The next stage of the 

analysis involves a review of the transcripts in search of words and phrases which 

might make up common trends in response patterns (Kotler et al, 1999). 

4.2.2 PDO/PGI Focus Groups 
Given the limited knowledge on PDO/PGI by consumers, focus groups were used to 

find out how traditional regional foods, and the concept of PDO and PGI, are 

perceived by consumers (i. e. does the value derive from the PDO-PGI classification 

or something else? ). The qualitative research attempted to identify: 

" Consumers' associations in relation to particular products 

" Consumption patterns and purchasing behaviour for particular products 
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" (Product) links with specific regions/places or with region/place of origin 

" Relation of region/place to consumers evaluation of products 

" Additional associations of PDO-PGI when communicated to consumers 

" Differences in the associations and in added value as a result of PDO-PGI status 

Three focus groups were undertaken for each product in each of the six countries 65 
. 

For each product, one group of respondents was recruited from the studied product's 

region; one group was recruited from a medium sized town outside the region and a 

third from a large city outside the region (see Wilson and Feame 1988 for the UK 

case, for an example). Participants were chosen on the grounds of being either 

responsible for the household purchases of food, or frequent food buyers. 

Participants were found by co-ordinators asking shoppers in the high street and 

outside supermarkets, by email networks and by response to requests on the radio 

and in local newspapers. Each group consisted of eight consumers, aged between 25 

and 55 in the BC I socio-economic classification. To fulfil the condition of 

heterogeneity, the participants were chosen according to their (different) levels of 

use of the products (several who consumed the product regularly, some who 

occasionally did and at least two who never did). 

Each partner made tape recordings of each of the group sessions which they later 

transcribed into text. Each partner translated the text into English. The reports were 

then distributed to all the other participants. It was extremely unfortunate that in the 

majority of focus groups, the anonymity of individuals was retained and so it was not 

possible to attribute quotes to specific people (for cameos or case studies). 

A review of the transcripts was then made by the author in search of words and 

phrases that might include common trends and differences in response. Each 

`subject area' was then tabulated with comments showing the similarities and the 

differences. Subject areas included the purchase place, the use and occasion of the 

product, the perceptions of the product, the perceptions of the region of origin, and 

the reaction to the certification. 

65 The focus groups were undertaken in France by Agnes Alessandrin. in Italy by Kees de Roest, Greece by 
Alexandra Vakrou, the Netherlands by Koert Van Ittersum and in Britain by Natasha Wilson. 
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4.3 Quantitative Research 

Quantitative research is explanatory research attempting to decipher the relationships 
between the variables that have been previously identified and measured. One of the 

major aims of this type of research is to test hypotheses. The overriding paradigm in 

this research is positivist (Perry, 1996). The qualitative analysis is used to generate 

the key hypotheses. 

Quantitative research involves data collection by mail or personal interviews from a 

sufficient volume of customers to allow statistical analysis (Kotler et al, 1999). It is 

thought to be the best method for gathering large amounts of descriptive information, 

about people's knowledge, attitudes, preferences or buying behaviour by asking 

people directly. Structured surveys use formal lists of questions asked of all 

respondents in the same way. They are a relatively flexible data collection method 

as they can be used to obtain different types of information in many different 

marketing situations and can also provide information quickly and at a lower cost 

than other observational or experimental research. However, some people are unable 

to answer survey questions because they do not remember, or have never thought 

about what they did and why they did it. Others may be unwilling to respond to 

unknown interviewers or about things they consider private. Respondents may 

answer questions even when they do not know the answer, in order to appear smarter 

or more informed than they are, or may try to please the interviewer by giving 

pleasing answers (some of these considerations are also relevant for qualitative 

survey research). 

4.3.1 Questionnaire Design 
Questionnaire design is crucial to the overall market research process. Morton- 

Williams (1986) distinguishes six functions that the questionnaire should fulfil: 

maintaining the respondent's co-operation and involvement; communicating to the 

respondent; helping the respondent to work out his/her answers; and avoiding bias 

making the interviewer's task easy. Questionnaires are very flexible (as Kotler et al, 

1999, comment `there are many ways to ask questions'). Important considerations 

include what questions to ask, the wording and form of the questions, and the 

ordering of the questions. 

116 



Structured questionnaires are generally made up of behavioural and attitudinal 

questions, seeking to find out what people do, their motivations and therefore their 

likely buying habits. The information sought corresponds to factual information on 

what the respondent is, does or owns, and the frequency with which certain actions 

are carried out. Examples are: Have you ever...... ? When did you last.... ? Attitudes 

are sought using images, ratings of importance, and why they do things. Examples 

are What do you think of ..?. 
Why do you.... ? Do you agree or disagree........ ? 

The wording in the questionnaires should be simple, direct and unbiased. The 

ordering is also important; the first question should create interest. Difficult and 

personal questions should be asked last so that respondents do not become defensive. 

The form of the question can influence the response. Closed-end questions include 

all the possible answers and respondents make choices among them. They can be 

separated into dichotomous questions (those that ask the respondents to choose 
between two answers) and multiple choice questions (those that ask a respondent to 

choose among a list of more than two answers). Finally, scaled response questions 

are multiple choice questions in which the choices are designed to capture the 

intensity of the respondent's answer. Open-end questions on the contrary allow 

respondents to answer in their own words. The latter often reveal more than closed- 

end questions, but the former provide answers that are easier to interpret and analyse. 

Rating scales in closed-end questions have been developed to test consumers' 

attitudes towards products, e. g. rating some attribute from `poor' to 'excellent'. A 

semantic differential is a scale inscribed between two bipolar words, and the 

respondent selects the point that represents the direction and intensity of his or her 

feelings. An importance scale rates the attribute from `not at all important' to 

`extremely important'. The Likert Scale is one of the most commonly used scales 

for attitude measurement. It communicates interval properties to the respondent, and 

therefore produces data that can be assumed to be intervally scaled (Perry, 1996). It 

is a series of statements about an object to which the respondent is asked to indicate 

the level of agreement (i. e. strongly agree, agree, disagree or strongly disagree) 

(Kotler et al, 1999). 

117 



Semantic five point scales have been shown to be sufficiently reliable and valid, 
despite their drawbacks (see McDaniel and Gates, 1999). One of the major 
disadvantages of the semantic differential is the `halo' effect; the rating of a specific 
image component may be dominated by the respondent's overall impression of the 

concept being rated. Another problem is that the middle number is often 
disproportionately used and care must be taken in analysing the score. It is often the 

case that the respondent is either unable to relate the given pair of adjectives to the 

concept (they do not really know) or simply may be neutral or indifferent. This 

phenomenon tends to pull the profiles towards the neutral position, giving the 

profiles less clarity and little distinction (ibid. ). 

4.3.2 Measurement 
The aim of survey research is to collect quantitative information about people's 

attitudes, opinions and behaviour. The simplest way to represent the aggregate view 

is to express individual answers in a numeric form so that they can be analysed and 

summary statistics provided. A series of scales must therefore be generated to 

measure the characteristics in which the researcher is interested (Fearne et al, 1998). 

There are four basic levels/scales of measurement: nominal, ordinal, interval and 

ratio: 

1. Nominal scales partition data into categories that are mutually exclusive and 

collectively exhaustive. The numbers assigned are numerical but have no 

number meaning; the numbers are simply labels (e. g. in relation to sex, males 

could = I. females = 2, user =1, non-user = 2). 

2. Ordinal scales maintain the identification characteristics of nominal scales plus 

an ability to order data. They are used strictly to indicate rank order (e. g. is 

preferred to, is stronger than ... ) and are often used to rate various characteristics 

(e. g. very certain = 1, certain =2, neutral =3). This is controversial as there could 

be inequality of these intervals, though it is argued that `it is unlikely that 

researcher will be led seriously astray ... 
if they are careful' (Kerlinger, 1986 

p403). 

3. Interval scales contain all the features of ordinal scales with the added dimension 

that the intervals between the points of the scale are equal. It is possible to 

compute arithmetic mean, standard deviation, and correlation coefficients (see 
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section 4.2). The scale possesses order and difference but with an arbitrary zero 

point. 

4. Ratio scales have all the powers of the previous ones with the additional concept 

of an absolute zero which enables comparison of the magnitude of number and 

which reflects the actual amount of the variable. 

McDaniel and Gates (1999) and Poole (1999) give an explanation of these types. 

For a brief overview, see Table 4.3. 

Table 4-3: Levels of Management 
Alternative Data Type Example Typical Descriptive 
Typologies Statistics 
Non- Nominal Categories Classification: e. g. sex, location Frequency counts, 
metric percentages, modes 

Non- Ordinal Ranked categories Rankings/ratings e. g. preferences Median (mean and 
metric for brands variance metric) 
Metric Interval Ranked categories with Preferred measure of complex Mean/variance 

distinct properties concepts e. g. temperature scales, 
level of knowledge about brands 

Metric Ratio Ranked categories with When precision instruments are Geometric mean, and 
distance properties and a available (sales, age, number of variance 
meaningful zero point goods) 

Source: Based on Poole (1999) and McDaniel and Gates (1999) 

4.3.3 Survey Method 
The choice of interviewing methods is related to the place of interview (at home, in 

the street, outside shops, at work place etc. ), the method (face-to-face, mail, phone) 

and the time. The most appropriate method depends on the subject of the survey 

(sensitive issues are not discussed in public places! ), the respondents themselves, the 

social character of the environs (e. g. friendliness, crime levels), the length of the 

interview and the funds and technology available (Morton-Williams, 1986). 

Face-to-face, mail-out and telephone surveys are the three most popular types of 

survey research though none of the data collection methods is perfect. Although the 

face-to-face survey is the most lengthy and expensive of the three methods, the 

response rates and value of information received are higher than any other type of 

survey, thus offsetting its drawbacks (see Table 4.4). For a detailed discussion of the 

relative advantages and disadvantages, see Kotler et al (1999). 
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Tahle 4-4: Strengths and Weaknesses of the four contact methods 
Mail Telephone Personal Internet 

Flexibility Poor Good Excellent Fair 
Quantity of data collected Good Fair Excellent Good 
Control of interviewer effects Excellent Fair Poor Excellent 
Control of sample Fair Excellent Fair Fair 
Speed of data collection Poor Excellent Good Excellent 
Response rate Poor Good Good Poor 
Cost Good Fair Poor Excellent 
Sample frame Good Excellent Fair Poor 

Kotler et al (1999) 

4.3.4 Sampling Method and Size 

In order for a survey to be statistically valid, a representative sample design must be 

used. A sample is a smaller representation of a larger world (Miller, 1991,1995). It 

is representative if the analysis made on its sampling units obtain results similar to 

those that would be produced had the entire population been analysed (Frankfort- 

Nachmias, 1992). In some situations, however, this is difficult and judgement 

sampling must be used. 

There is no conventionally agreed sample size to be used in sample surveys (see 

Scheaffer et al, 1990). The final decision will depend on various factors, such as the 

amount of information the researcher wants to elicit from the questionnaire, the 

accuracy of the results required and resource constraints (e. g. time and money), 

market constraints (e. g. willingness to respond) and product constraints 

(seasonality). For more information see Bryman and Cramer (1997), Scheaffer et al 

(1990) and Morton-Williams (1986). 

4.3.5 Pilot Survey 

Pilot surveys are often conducted prior to the major survey. The pre-test is a small- 

scale implementation of the draft questionnaire. The pilot survey serves to ensure 

questionnaire clarity (the questions must be understood by the respondents), 

comprehensiveness and general acceptability. The questionnaire should be pre- 

tested extensively (and potentially and consequently changed). Each time about 10 

respondents per product are interviewed, with comments and feedback encouraged. 

4.3.6 PDO/PGI quantitative survey design 
The questionnaire and the interviewer guidelines can be seen in Appendix 9.5. 

Chapter 6 details the questions in some depth, so here only the methodological issues 

are discussed. 
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4.3.6.1 Survey method and Sampling 
For the PDO/PGI quantitative consumer survey, the telephone method was not 

acceptable due to the length and complexity of the questionnaires. The mail out 

method was not selected because the return rate for mail questionnaires is reported to 

be very low, most typically between 20% and 40% (Frankfort-Nachmias, 1992). The 

survey was not sensitive, but it was relatively long and complicated, the consumers 
difficult to identify and the funds limited. Consumers were therefore interviewed 

face-to-face in the street or in their homes. Protected origin products are not mass 

consumed products, so finding consumers was predicted to be, as a result, difficult. 

4.3.6.2 Survey objectives and resource constraints 
The objectives of the survey were well defined and precise and focused on 

identifying which attributes affect the evaluation of a protected regional product. It 

was decided to concentrate on the region of origin and the influence of a protection 

label (PDO/PGI) on the evaluation of the protected regional product. 

Resources consisted of funding provided by the sponsor (the EC) and manpower, i. e. 

the researchers in each country who carried out the interviews. Constraints were 

related mainly to the amount of money, the difficulties in discovering consumers of 

protected origin products and the reluctance of member of the public to be 

interviewed for such a long questionnaire. 

The size of the survey and the sample method were constrained financially due to the 

difficulties inherent in finding large numbers of respondents who had bought the 

product within the last year. For products such as West Country Farmhouse 

Cheddar, Comte, and Noord Hollandse Edammer, this was very difficult as the 

national percentage coverage is very low. There were fewer problems recruiting for 

Feta and Parmigiano Reggiano consumers! 

Unfortunately, the importance of sampling both within and without the region was 

not explicitly posited and therefore in 3 out of the 5 countries very few consumers in 

the region were interviewed. 

4.3.6.3 Questionnaire design 

A variety of scales, varying greatly in complexity, have been used in other studies to 
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measure country of origin effects. The original studies were demonstrational in 

nature, documenting the existence of the origin effect under a variety of 

circumstances. The major criticism was that they tended to be single cue studies. 
Since the early 1980s, methodologies and research designs have developed, yet multi 

cue studies have, on the whole, had conflicting and inconclusive results (Peterson 

and Jolibert, 1995). Johansson (1993) and Quester et al (1996) criticise the 

generaliseability and internal validity of testing the origin effect overall. They argue 

that other influences are present at all times and it is unrealistic to try to isolate origin 

effects from them. The questionnaire attempted to measure region of origin effect, 

the effect of the label and consumers' attitudes to the other purchasing factors. It was 
designed to be wider than a single cue study, and made allowances for brands and 

price differentials etc.. 

As mentioned previously, the questions were close-ended, mainly scaled, with a few 

dichotomous or other multiple response questions. A few questions were open such 

as estimates of the consumption of cheese per household. 

The questionnaire was split up into many different segments. These related to 

questions about the region of origin, product specific regional image, authenticity, 
knowledge of PDO, the influence of a geographical protection label, the 

attractiveness of the protection, attitude to the PDO product in comparison to its 

substitutes, quality perception, use satisfaction, regional product and category 

consumption, pricing questions, product experience, regional affinity, attitudes 

towards quality products and personal questions. Questions followed a logical 

sequence, from the simplest questions, through to the more difficult, with the most 

sensitive demographic questions last. 

Five point semantic scales were utilised throughout the questionnaire. Their end 

points were labelled with words such as `totally agree' - totally disagree', `not at all 

familiar' - `very familiar', etc. Questions were close ended, generally along the 

lines of how attractive do you find..., how do you feel about... and what is your 

overall opinion of the... (region/product/PDO protection/label) or `Compared to the 

[general product class], the [regional product] is.... '. 
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The questions that did not use a five-point scale were: 

Questions relating to Knowledge of Protected Designation of Origin: A dichotomous 

`yes' or `no' question. If the consumer had answered `Yes', a further question was 

asked: which of the following statements best describes what you understand by it? 

Three statements were then given with one correct answer. The respondents asked 

which of a list of products was a PDO product. Only one in the list was a registered 

product. This was a multiple response question as the respondent could give more 

than one response. 

Pricing Questions: Respondents were asked what price they thought they had to pay 

for the protected regional product and other cheeses. If they did not know, they were 

given a card with some suggested prices. Respondents were then given an average 

price of the PDO product and asked how much more they would be willing to pay 

for the product and the share of the products in total household consumption when 

the PDO product is sold at the same price, 10% and 20% higher than the price of 

other substitutes. 

Product Experience: Different questions were included relating to product 

experience measured by means of the consumption share of the regional product in 

the total consumption of the product category. 

Personal Questions: Various questions were included about where the respondents 

were born, how long they had lived in the region, where (regionally) the main 

income earner worked and how long he/or she had worked there. The final questions 

indicated socio-economic status (e. g. age of all household members, the occupation 

of the main income earner and the approximate total annual household income). 

4.3.6.4 Evaluation of the Questionnaire and approval 
The project team designed the questionnaire, with considerable input from the 

author. 

It was necessary to obtain comparable data across the countries so an accurate 

translation of the questionnaire was essential. The widely accepted back-translation 
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method was used. The English version of the questionnaire was translated into the 

domestic language, and then translated back into English again, executed by 

different people. Afterwards the back-translated version was compared critically 

with the original English version and adapted where necessary. 

4.3.6.5 Pre-testing and Revision 
The questionnaire was pre-tested extensively. Based on these tests and extensive 
discussions amongst the researchers in the project, the questionnaire was then 

adapted and re-tested. A great number of changes were made to the initial drafts of 

the questions, with a view to reducing the length of the questionnaire and removing 

ambiguities arising from the different languages. The final version of the 

questionnaire was then tested in the Netherlands, Italy, Greece and the United 

Kingdom. Each time about 10 respondents per product were interviewed. 

4.3.6.6 Implementation 
For each of the products studied, approximately 150 questionnaires were 

administered in each of the participating countries. Due to the budget constraint and 

the penetration of the products, not all products were studied (see Table 4.5). 

Table 4-5 : Products studied in quantitative consumer survey 
Product 
Types 

France Italy The Netherlands United 
Kingdom 

Greece 

Cheese Cantal Parmigiano Reggiano NH-Edammer WCFC Feta 
Comte 

Potatoes Opperdoezer Ronde Jersey Royals 
Dried ham Parma ham 
Fruit Zagora 

Apples 
Lamb Quercy lamb Scotch lamb 
Olive oil 

Respondents were asked a few screening questions about their purchase of particular 

products and, depending on their consumption habits, continued or ended the 

interview. Two main criteria were used to select consumers. First, the consumer 

had to be responsible for the majority of household food purchases; and second, the 

consumer had to have purchased the product at least once in the past year. 

Based on these criteria, approximately 150-200 consumers of each protected regional 

product were interviewed. As only consumers who consume the protected regional 

product were interviewed, the results relating to PDO/PGI awareness cannot be 
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generalised and the results relating to attitude are probably more favourable than one 

would expect. This is because consumers of a PDO/PGI protected product are more 

likely to have heard of the protection labels than non-users. 

4.3.7 Data Analysis 
One of the chief concerns of statistical testing is to establish causality. To say that 

something causes something else is not to suggest that the dependent variable (the 

effect) is totally influenced by the independent variable (the cause). The first stage 

requires us to establish whether there is an apparent relationship between two 

variables. It is then possible to find out whether the relationship is non-spurious and 

to establish that the cause precedes the effect (Fearne et al, 1998). The basic motive 
for making statistical inferences is to be able to generalise from sample results to 

population characteristics. This is explained in depth in McDaniel and Gates (1999), 

but most importantly for this thesis is the idea of managerially important differences. 

This is where the results or numbers are different to the extent that the difference 

would matter from a managerial perspective. They may be statistically significant 
(unlikely to have occurred through chance or sampling error) but this might not 

mean they are also managerially significant. 

The statistical analysis of the questionnaire attempts to explain, evaluate and 

measure the impact of PDO products firstly in relation to the country and region of 

residence, and also by income, occupation, and (PDO) cheese consumption, in order 

to understand consumers' familiarity with the region and the product and the 

attitudes to the concept. It attempts to detail the nature of relationships between 

different categories. Once the questionnaires were completed, the five-step process 

for data entry was undertaken before the analysis began. These steps include quality 

control checks, coding, data entry, machine cleaning and tabulation and statistical 

analysis. Firstly, those questionnaires which had not been completed properly were 

discarded and those remaining checked for validity. 

Data entry was then undertaken using the Statistical Package for the Social Sciences 

(SPSS). The data were entered directly from the questionnaires into SPSS using the 

numeric codes already assigned to the various responses on the questionnaire. The 

data set was relatively large; one line was reserved for each respondent, with 
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columns reserved for each question. The questionnaire and the guidelines for the 

interviewers are shown in Appendix 9.5. In brief, the data were cleaned, the author 

recoded some of the questions and calculated some new figures (the per capita 

consumption of cheese for example). 

Categories were then chosen related to the two hypotheses. From the literature 

review and from the personal questions, it was possible to break down the data set 
into more manageable groups. 

1. Country. The most obvious grouping is the country groups - to investigate the 

differences between countries and the differences within groups. 
2. Age was broken down into four manageable categories; those under 30, those 

between 30 and 45, those between 46 and 60 and then the oldest group, the over 
60s. 

3. Occupation was simplified from the personal questions into four categories; `C' 

included: clerical and manual (skilled and unskilled) workers, `M include 

middle and senior managers, farmers, the self-employed and professionals. `R' 

includes the retired and `0' or `others' meaning the unemployed, students and 

those who did not give a reply. 
4. Income was simplified into `low', `middle' and `high' from the individual 

country figures. These were calculated in response to OECD figures, but 

basically divided the categories into 3 more manageable ones. For example, in 

the UK, there were 8 categories which were then further divided into low (i. e. 

below £15,000 per annum), middle (between £15,000 and £30,000) and high 

(over £30,000) and the Greek sample were divided equally from 9 categories into 

low (130,000 Drch or below) middle (130,001 - 250 000 Drch) and high (above 

250001 Drch). 

5. Per capita cheese consumption was calculated by taking the figure from the 

question `What is, approximately, the total weekly consumption of cheese in 

your household? ' and dividing it by the number of people living in the household 

more than four days a week, but not including any children under the age of 566 

This was then, in consultation with the participants and from Mintel (1998) per 

66 It is argued that children under the age of 5 are unlikely to be given `adult' portions of the PDO cheese and are 
discluded for this reason. 
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country per capita estimates, further divided into `low', `middle' and `high' from 

the individual country figures. This calculation shows the importance of cheese 

to the individual that can be compared with official country statistics. 
6. Per capita PDO cheese consumption. Two measures were used. 

" Calculated: The first category was calculated using the proportion of the PDO 

product in the total household consumption of cheese. This figure is taken from 

the question `What is, approximately, the share of the following products in your 

total household consumption of cheese? ' (i. e. question 8a). The per capita 

consumption figure (above) was divided by this proportion to gain the figure for 

the amount of PDO product consumed per person in each household. This figure 

was then further divided into `low', `middle' and `high' from the individual 

country figures. This then shows that some products are more important than 

others in the respective country statistics (e. g. Comte and Cantal are not such 

important products for the French, whereas Parmigiano Reggiano is. Feta is an 

unusual case67. 

" Acknowledged: The second category is the actual acknowledged response by 

those interviewed as to percentage. The figure is again taken from question 8a 

i. e. `What is, approximately, the share of the following products in your total 

household consumption of cheese? '. The proportion relating to the PDO product 

was then divided into three equal groups of 33%: `light' (0-33%), `medium' (34- 

66%) and ̀ heavy' (67%+). 

One-way frequency tables were then calculated to indicate the number of 

respondents who give each possible answer to each question. It was possible to 

identify incorrect data entries, inaccurate responses and outliers. As inconsistencies 

were found, these were dealt with according to the proper procedures (e. g. recording 

the missing figures, but not including the answers in the final statistical analysis). 

The data were then ready for further statistical analysis. Data were initially analysed 

using descriptive techniques. The main trends in the data were first identified and 

communicated through frequency tables. The majority of the questionnaire was 

analysed by Analysis of Variance (ANOVA) and cross tabulation. Each question 

67 In simple terms Feta is produced all over Greece, and all over Europe, and it is possible to buy many different 

versions of Feta. The product has had its protection rescinded. 
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was run through SPSS in relation to the dependent variables of country, age, income, 

occupation, region of residence and per capita consumption. 

4.3.7.1 Bivariate analysis 
The bivariate analysis attempted to investigate the research questions, by analysing 

the data to test for significance. Frequencies are univariate (for example 25% had 

heard of PDO) whereas bivariate analysis is simply the associations of groups where 

two things are examined together (e. g. are PDO knowledge and country of origin 

related? Do older consumers buy PDO products? ). 

As noted previously, different techniques are used for different types of data, most 

particularly whether these data are metric or non-metric. ANOVA was used for 

numerical variables, whereas the chi-square test was used for categorical variables. 

4.3.7.1.1 The Analysis of Variance (ANOVA) 
The Analysis of Variance (ANOVA) is the test for the difference among the means 

of two or more variables. It is a statistical technique that permits the researcher to 

determine whether the variability among or across the sample means is greater than 

expected because of sampling error. The test involves calculating a variance ratio 

which can be compared with the critical value from the F distribution (the test of the 

probability that a particular calculated value could have been due to chance), based 

on the assumption that two (or more) variance estimates come from the same 

population (i. e. are taken from distributions with the same population mean). 

4.3.7.1.2 Cross tabulation and the Pearson chi-square statistic 
Cross tabulations are widely used for identifying what, if any, associations exist 

between variables measured on an ordinal scale (i. e. categorical data). The 

probability associated with the Pearson chi-square (x2) statistic is the probability that 

the two samples are drawn from the same population (McDaniel and Gates, 1999). It 

determines whether an observed pattern of frequencies corresponds to or fits an 

expected pattern, i. e. the `goodness of fit' of the observed distribution in relation to 

an expected distribution. 

Those questions not analysed by ANOVA statistics were tested using cross 

tabulations and chi-square analysis. The variables of country, age, income, 

occupation, region of residence and per capita consumption were cross tabulated by 
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the dichotomous question (i. e. yes or no), the pricing questions and the majority of 

the personal data (e. g. born in region, age, income). 

4.4 Methodological problems 

" There is an inherent difficulty in building guidelines common to six countries, 

especially when each consists of multi-disciplinary teams (i. e. economists, 

marketers, and rural geographers). 

" There were considerable semantic differences trying to work out the same 

meaning and significance of various concepts in the mind of each researcher, and 

then for the respondents in the various regions. 

" One of the major problems is the resemblance between the research stimuli and 

setting and real life. In an actual purchasing situation, there will be a wide array 

of promotional vehicles designed to influence consumers into purchasing 
different brands, such as temporary price reductions, point-of-purchase displays 

and retained product knowledge from advertisements. 

" The variables used do not cover all the likely factors affecting consumer 
behaviour. 

" Specifically, the major problem with the methodology employed was the lack of 
foresight, in that the anonymity of consumers was retained by several researchers 
(and therefore no stratification by age, gender or ethnicity) and therefore no 

cameos or case studies could be used and the region of origin was not considered 

an important consideration for testing in the quantitative survey. 

4.5 Conclusion 

The methodology chapter has given an overview of the qualitative and quantitative 

research, describing the design and administration of the focus groups and large- 

scale consumer surveys undertaken. The design of the PDO questionnaire, the 

implementation of the survey and the key statistical techniques used to draw 

inferences from the survey data have been discussed and the methodological 

problems identified. 
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5. Qualitative Research Results 
In this chapter the qualitative research results are presented. Firstly it is important to 

understand the products studied in context. 

5.1 The Products 

Focus groups were undertaken in relation to sixteen products from six countries. 
The following tables summarise some of the main characteristics of the products 

studied. The seven columns introduce the product and region, the product type, its 

PDO/PGI classification, scale of operation and market, the typicity and specificity 

and the institutional support given to the product and the producers. 

Column 1 denotes the region of production. It was shown in the literature review 

that certain areas produce a `halo' effect for consumers. The generic image that the 

region holds for the individual will have an influence on what the consumer thinks of 

the products from that region. Origin is thought to be an important attribute for 

many of the PDO products - consumers may particularly value a place because they 

live there, or have visited it, or may discern the area as a holiday destination. The 

British, Italian and Greek products are all produced in tourist areas, whereas the 

Dutch and French are not. 

The product type (column 3) will affect consumer involvement in the product. This 

relates to the extent to which consumers find the product important in their lives 

relating to the time spent choosing the product, how expensive it is for their budgets 

and what importance the product has relating to the meal occasion. For example, 

apples are likely to have a lower purchase involvement than cheese. Lamb is an 

expensive product and likely to be a centre point of a meal so consumers may take 

time in choosing the product. What is the extent to which different product 

categories evoke different responses in consumers? 

Whether the product is a PDO/PGI (column 4) could be of importance once 

consumers discern the difference between the classifications. It was explained in 

detail in Chapter 2 that a PDO product is a much more specific product, having 

characteristics which `are essentially or exclusively due to a particular geographical 
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environment'. The PDO is therefore a more rigorous classification than the PGI 

which relates to `quality, reputation or other characteristic'. 

The scale of production and overall market (column 5) is likely to make an important 

difference in the way consumers perceive particular PDO/PGI products. Not only 
does this relate to artisinal Vs industrial production (see the arguments of Lassault 

and Sylvander 1997a among others), but to issues about whether the product is 

branded or not, how far from the region distribution occurs. Local greengrocers and 

farm shops may be the extent of distribution for some products; others are sold on 

internationally through major retail multiples. 

The column relating to typicity and specificity (column 6) asks the question: how 

different is the product really? All the products have PDO or PGI classification, but 

it is thought that some products are considerably more specific than others. Feta, for 

example, is made all over Greece and produced all over Europe. It is made 

industrially and in small dairies. It is not specific (and therefore its protection was 

rescinded in March 1999). Parmigiano Reggiano is also sold internationally and 

copied elsewhere but the product is made according to very strict guidelines and the 

region of production is very clearly defined. 

The final column relates to institutional support surrounding the product and the 

producers. High institutional support for regional niche products has been given in 

France and Italy; however, this has not been the case in Britain and the 

Netherlands68. The degree of institutional support will particularly influence the 

degree of marketing and advertising of the products, and the policy surrounding 

regional niche products within the country concerned. 

68 A case study is provided in Appendix 9.3 of the institutional support in Britain and France. 

131 



5.1.1 Cheese 
Tahle 5-1 Summary Table of the Studied Products - Cheese 

Country/ Product Product PDO/ Scale of Typicity/ Institutional 
Area type PGI operation Specificity support 

/ market 
France (North Comte Cheese PDO Local/ High Hard cow's High - Comite 
East) Regional milk cheese with Interprofessional du 
The Jura Massif, pressed, cooked Gruyere de Comte 
Haute-Saone paste and scrubbed 

rind in the form of a 
wheel 

France (South Cantal Cheese PDO Regional Medium Cow's High -Comite 
West) milk cheese with Interprofessional 
Cantal and the pressed, uncooked des Fromages 
adjacent districts paste and dry crust produits dans le 

in the form of a department du 

slightly bulging Cantal 
wheel 

Greece (all over) Feta Cheese PDO Int'l Low Feta is a white High 
rescin soft sheep or goats' 
ded milk cheese that is 
March kept in brine 
1999 

Italy (North) Fontina Cheese PDO Local Medium Whole High - 
Valle d'Aosta cows' milk, semi- Consorzio 

cooked, medium- Produttori Fontina 
mature and 
cylindrical 

Italy (North) Parmigiano Cheese PDO Int'l High Cows' milk High - 
Reggio Emilia Reggiano cheese, fodder from Consorzio del 

polyphite or lucerne Formaggio 
meadows, half-fat, Parmigiano 
cooked, slow Reggiano 
maturing, 
cylindrical in shape 

The Netherlands Noord- Cheese PDO National Medium An Edam Medium - 
(North) Hollandse cheese prepared Co-operative 
Noord-Holland Edammer according to a Vereniging tot 

traditional recipe Exploitatie van 
Zuivelfabrieken "De 
Combinatie" 

United Kingdom West Cheese PDO National Medium Cylindrical Low- 
(South West) Country or block shaped Farmhouse 

Farmhouse firm cheese, creamy Cheesemakers Ltd 
Cheddar yellow in colour, 

made from cows 
milk. Natural 
maturing. 

Table 5.1 gives a summary view of the studied cheeses. In more detail: 

France has one of the greatest European per capita consumption figures and a great 

number of cheeses on the market. The market is therefore fiercely competitive. 

Comte and Cantal are not particularly important cheeses within the country. Both 

cheeses have been produced for several centuries. Comte is produced in north east 

France, a relatively industrial area not perceived as a popular tourist destination 
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except for the mountains to the East (classified as a Less Favoured Area). Cantal is 

produced in the South West which has more tourist activity. Both are made from 

milk produced by local breeds of cow and fed on forage from the region. They are 
both cheeses of variable quality, sold throughout France and occasionally abroad, but 

production is kept under quota to keep prices high (Bobon et al, 1997). Comte 

cheesemakers turn and scrub the cheese regularly. Cantal is based on a special 

manufacturing technique (double pressing). Institutional support for them both is 

great, not only with individual product support but the wider INAO, INRA and 

policy makers are strongly behind the registration. 

Feta and Parmigiano Reggiano are very important products in Greece and Italy 

respectively. They are both nationally consumed regularly (for many consumers 

consumption is daily) and are also exported in considerable quantities. Both cheeses 

are produced elsewhere (Feta is made industrially in the Netherlands, France and 
Germany for example, and American and Dutch manufacturers make `parmesan' 

cheese). PDO protection was about protecting the traditional production; however, 

the registration of Feta was rescinded in March 1999. Parmigiano Reggiano was 

originally made in medieval times in Benedictine abbeys, and is now one of the most 
important Italian cheeses. The product is very specific, milk coming from two milks, 

one of which is left to stand. The inspection process is very stringent and the 

institutional support is very strong. Specificity is therefore high (Antonello and De 

Roest 1997a). The mountains of the north of Italy are considered very beautiful and 

are tourist destinations, but there is also considerable industrial activity in the region. 

Feta is made in small scale dairies all over Greece but also in large industrial units. 

Specificity is very low, the major difference from foreign products is that the cheese 
is made of sheep and goats milk. Governmental support for the product is great and 

the acceptance of Feta as a PDO originally is evidence of this (Vakrou et al. 1997). 

Greece is considered an important tourist destination for European consumers in 

general. 

Fontina is produced in the whole of the Valle d'Aosta (including Parma, Reggio 

etc. ). A pretty alpine tourist destination, it contains some industrial areas. Fontina is 

produced in small quantities and is used fairly infrequently. There are many other 

competing cheeses on the market. It is a cheese produced from cows of a local 
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breed; production methods are traditional and the mountainous environment gives 

the flavour to the cheese. Production is both artisinal and industrial. Specificity and 

typicity is therefore medium. The product is distributed and consumed in Northern 

Italy. Institutional support is good, and the Italian state are very positive towards 

PDO products. 

Noord Holland is not considered a tourist destination, but it is known as an area of 

milk production. There are many other cheeses on the market, and it is not, as a 

category, an important cheese on the national market. Noord Hollandse Edammer is 

made by one large industrial co-operative, which also makes Noord Hollandse 

Gouda (PDO) and an Emmental cheese. Production uses traditional methods and 

traditional ingredients in an industrial setting. The cheeses are ripened on wooden 

planks under special humidity and temperature conditions. The price is much higher 

than the substitutes and the product is said to be distinctive in taste. Typicity and 

specificity are therefore present but not in great measure. Institutional support is 

present but the policy makers remain sceptical about the benefits of PDO protection 

(Van Ittersum and Candel 1997a). 

West Country Farmhouse Cheddar is a hand turned cheddar which is made in the 

West Country, traditionally a well known dairying area. It is an important tourist 

destination due to its mild climate in the South of Britain. Some of the production is 

very specific (traditional methods and ingredients, ancient know how) but some 

producers have very industrialised plants. Specificity is therefore judged as medium 

(Wilson and Fearne 1997a). Cheddar is the most popular British cheese and the 

product is generic. West Country Farmhouse Cheddar is mainly consumed locally, 

but cheese from the larger dairies is often sold through the major multiples 

nationally. Institutional support is good for the small number of producers within 

the Farmhouse Cheesemakers association but many producers are not part of this 

organisation. The institutional support from the state is slowly increasing (Wilson 

and Fearne 1999a). 
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5.1.2 Fresh Produce 
Takle 5-2 Summary Table of the Studied Products - Fresh Produce 

Country/ Product Product PDO/ Scale of Typicity/ Specificity Institutional 
Area type PGI operation support 

/ market 
Greece Pommes Apple PDO Local Low Starking Medium - 
(Eastern side Zagoras Piliou Delicious - large and The Zagora Pilios 
of Pilios). bobbin-shaped, firm Agricultural Co- 

and strongly red in operative 
colour 

The Opperdoezer Potato PDO Local Hiah Yellow/white- Medium - 
Netherlands Ronde. fleshed, somewhat Co-operative 
(South West) irregular in shape, Pootaardappelteeltv 
Around the oval to round, deep- ereriging "De 
village of eyed tuber with quite Opperdoezer 
Opperdoes, a low starch content Ronde" 

and a distinctive taste. 
United Jersey Royal Potato PDO National High First early Medium - 
Kingdom Potatoes variety characterised Agriculture & 
(South) by long oval tubers, Fisheries 
Island of yellow skin and firm Committee, Jersey 
Jersey texture once cooked. 

Seaweed is 
extensively used as a 
fertiliser. 

Zagora apples are not well known (or consumed) outside their region which is in the 

north of Greece, in the mountains, considered a poor but pretty region. Apples are 

not particularly popular in Greece. The area is mountainous and the apples are 

cultivated between 300-700 metres. Production is very precise and the co-operative 

has very modern facilities. The product has not been produced for long and its major 

claim for a PDO is that it is produced in the region and is `good quality' but 

quantities are low (Vakrou and Fotopoulos 1997). Specificity is therefore judged to 

be low and institutional support present but not particularly active. 

The Opperdoezer Ronde early potato is cultivated on poor, fairly light sandy clay 

soil and the taste is, as a result, very specific. Considerable care is taken with the 

potato and typicity is high. However the potato is not well known outside the 

region; it is a seasonal product, the market is the locality and the area is not 

considered a tourist destination (Van Ittersum and Candel 1997b). Institutional 

support is present but not particularly active; protection is not seen as necessary but 

could be an extra unique selling point when marketing the product outside the region 

(Wilson et al 1999). 
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Jersey Royal potatoes are well branded early potatoes with a good reputation across 

Britain. They have an important place in the early potato season and are a popular 

(if expensive) choice. They are grown on the island of Jersey, an important 

destination for British tourists. The delimitation of the area, the care taken with the 

potatoes (hand lifting etc) and the fertilisation of the soil with seaweed (vraic) gives 

the potatoes high typicity and specificity (Binet and Wilson, 1997 and Wilson and 

Fearne 1997b). The institutional support is high from the Jersey state itself but that 

from the UK state as a whole is only slowly increasing. 

5.1.3 Olive Oil 
Table 5-3 Summary Table of the Studied Products - Olive Oil 

Country/ 
Area 

Product Product 
type 

PDO/ 
PGI 

Scale of 
operation 
/ market 

Typicity/ Specificity Institutional 
support 

France (South) Huile Olive PDO Local High A heavy golden Medium - 
Vacuoles and d'olive Oil yellow finely scented Syndicat 
Drome de oil Interprofessionnel 

Nyons de I'Olive de 
Nyons et des 
Baronnies 

Greece (Crete) Peza Olive PDO Local High Extra virgin Medium - 
Iraklion Oil olive oil produced Union Of 
Crete from the Koroneiki Agricultural Co- 

variety, treated by operatives Of 
biological methods, or Peza 
not treated at all. 

Nyons olive oil is grown and sold in the south of France, a popular tourist 

destination. The market for olive oil is good in France though the product has a 

small share as many regions produce their own oil. Typicity and specificity can be 

considered high because of the traditional production process and knowledge of the 

producers (Lassault and Sylvander 1997b). Institutional support is present but not 

particularly active, though that for French PDO/PGI products as a whole is high. 

Peza olive oil is produced on the island of Crete, a well known tourist destination. 

Olive oil is a large market in Greece as it is consumed daily by the majority of the 

population. However, there are many other olive oils on the market at any one time. 

Peza olive oil is made using sustainable/organic methods and the variety has been 

traditionally cultivated for many years. Processing methods remain very traditional 

and the island is well demarcated (Vakrou et al 1997b). Typicity and specificity are 

therefore high. Institutional support is present but not particularly active, though that 

for Greek PDO/PGI products as a whole is high. 
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5.1.4 Meat 
Takle S-4 Summary Table of the Studied Products - Meat 

Country/ Product Product PDO/ Scale of Typicity/ Specificity Institutional 
Area type PGI operation support 

/ market 
France (South Agneau de Lamb PGI Local and Medium Lamb Medium - 
West) The natural Quercy Paris carcasses slaughtered Association des 
region of Quercy between 90 and 180 Eleveurs 
i. e. Lot days d'Agneau 

Fermirs du Lot 

Italy (North) Prosciutto Ham PDO Intl Medium Seasoned, High - 
Reggio Emilia di Parma dry-cured ham Consorzio del 

identified by a mark Prosciutto di 
established by law and Parma 
branded on the skin 

United Kingdom Scotch Lamb PGI Regional Low Lambs finished Medium - 
(Scotland) Lamb for a minimum period Scotch Quality 
Mainland of 2 months, Beef and Lamb 
including the slaughtered and dressed Association 
Islands in the designated area. 

Quercy lamb is a local product from the south west of France, a dry and and area. It 

is a PGI as it has a good reputation in the South West and apparently in Paris. Lamb 

has a good reputation in France, though there is much competition on the market. 
The (local breed) lambs are slaughtered very young and are exclusively fed on their 

mothers' milk. They are ̀ housed' lambs i. e. they are not allowed outside their sheds. 

Typicity and specificity is therefore medium as the main distinguishing feature is the 

local breed and distinctive taste (Sans and de Fontguyon 1997). Institional support is 

reasonable - there are many similar products in the area - and state support is very 

high. 

Parma Ham (Prosciutto di Parma) is a very well known product, considered a 

delicacy internationally, though there is much competition on the market. Dry cured 

ham is eaten regularly in Italy as an appetiser. The ham is well branded, 

specifications are tight and the institutional support is very high. However, there 

does seem to be a discrepancy in that the pigs can be bought in from other areas or 

countries (Brouwer 1991). Typicity and specificity are therefore judged as medium. 

Institutional support is very high (see the Asda court case in Chapter 2) and the area 

is considered a tourist destination (with industrial areas). 
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Scotch lamb is a PGI due to its reputation in Scotland (and apparently in the UK and 
beyond). Scotland is considered a tourist destination. Lamb is considered expensive 

and not eaten with great regularity in Britain. There is great competition on the 

market (especially from white meats and much cheaper New Zealand lamb). It can 
be produced anywhere in Scotland and the lambs can be born outside the area (the 

only requirement is that the lamb has to be finished in the `area' for at least 2 

months). Typicity and specificity is therefore low (Wilson and Fearne 1997c). 

Institutional support is good in Scotland as there is an understanding of the 

importance of branding the country; however, overall in the UK support is only 

slowly growing for the protection. 

5.2 The Qualitative Consumer Survey 

Across the six countries it seemed that consumers were generally favourable towards 

PDO and PGI protection labels, though considerable scepticism also existed. Most 

respondents thought the protection potentially added value to products, although 

their willingness to buy did not necessarily appear to increase! Respondents thought 

protection would bring guarantees of origin, traditional production methods and high 

quality products. Concern was expressed about the protection also resulting in 

higher prices. There were, however, some differences between countries, the most 
important being between those countries who have a history of protection labels and 

those who have not. 

Protection labels have long existed in France and Italy, while in the other countries 

the concept of protection was relatively new and not well understood. 

In this chapter key differences are highlighted by reference to a series of tables that 

summarise the views expressed in the groups. In the tables, the bold type represents 

comments made by the majority of the group. For each product, three focus groups 

were undertaken, one in the region of production (denoted as R), and two were 

outside the region of production (NR). As a result of two separate groups being 

merged into one category, there are occasionally seemingly conflicting bold-type 

statements, which are then explained in the text. 
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5.3 Important findings 

Possibly the most significant finding of the study was that considerable differences 

were prevalent between groups in and outside of the regions. Levels of 

consumption, knowledge about the product and region, and perceptions of its added 

value were generally higher for those living in the PDO region than for those living 

outside the PDO region. The need for localisation was a much stronger 

consideration in rural areas than in the cities. In contrast, those living outside the 

region had considerably less knowledge about the products and the area in general. 

Consumption, knowledge and trust tended to lessen the further away from the region 

the consumer lived. Non-regional consumers were also less interested in protection, 

more worried that protectionism could result in monopolies and higher prices. 
Stereotypes and romantic ideals of the area and the product were greater outside the 

PDO region. Non-regional consumers tended to be less critical of the protected 

product. Some of those living outside the PDO region were tempted by the label and 

mentioned they would `at least try the products' and be willing to pay a premium if 

they thought it justified it, though others were also more quality and price conscious 

than those living in the PDO region. 

`Nationally consumed' products (e. g. Feta, Parmigiano Reggiano, Jersey Royal 

potatoes) were perceived as unique products in all their respective focus groups. In 

contrast, smaller niche products were only generally important in their own areas, 

especially those products which were not greatly consumed outside the area, such as 

the olive oil from Nyon (in France) and Zagora apples (from Greece). 

A third distinct difference found was the difference in knowledge of the protection of 

origin products. Protection labels were well known to the respondents from France 

and Italy, and these were widely accepted. Many respondents were enthusiastic 

about the new protection, but others doubted its value. In both countries, ' it was 

argued that protecting the origin of a product does not necessarily guarantee good 

quality as was often seen with controlled origin wines. In Greece, the UK and the 

Netherlands the protection was new and not well understood. The majority of Greek 

participants were positive, while the reactions from the British and Dutch were more 

variable with both positive and negative comments made. 
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5.4 Product Usage 

A general question, `what do you use the product for? ', generated some wide- 

ranging answers. In general, some products were eaten regularly (i. e. Feta and 
Parmigiano Reggiano) whereas others were consumed less often (Cantal especially). 
Some products were considered treats and a luxury (the PDO potatoes, Nyons olive 

oil) and others were given as gifts (NH Edammer). The products were eaten at a 

variety of meal occasions including breakfast (NH Edammer), as a snack, often with 

a glass of wine (several of the cheeses) and as an appetiser (Parma ham). Some 

products were used in cooking (Peza olive oil, the PGI lambs), others were eaten raw 

(Zagora apple), and others could be used in a variety of ways. 

5.4.1 Cheese 
Table 5-5: For what occasion? Cheese 

France Greece Italy Netherlands UK 
R Cantal R Feta R Parmigiano R Edammer R WCFC 
" With parents " Regular " Daily/almost " For " For cooking 
" Not very often consumption " Grated on pasta breakfast " With biscuits 
" Eaten alone " Everyday with " Appetiser on bread " With wine 
" With bread/salad food and " Dessert " On pasta " Sandwiches 
" With red wine salads " Snack for dinner 

R Fontina " Never for 

" Regularly snacks 
" Ingredients " As a 
" As an appetiser present 

" Dessert 
NR NR NR PR NR NR 
" In bistros " Daily " Grated " For " Dinner 
" Not regularly " On its own " Served as a dish breakfast parties 
" In a sandwich " Salads " Ingredient on bread " For cooking 

" Cooking NR Fontina " On its own " Packed 

" Only occasionally lunches/soup 

The importance of the PDO cheese varies across the five countries (see Table 5.5). 

In relation to cheese, the French do not eat Cantal very regularly. Those in the 

region eat it on its own, with bread or salad, or `with a full-bodied red wine, full of 

tannin' ! Those outside `eat it in bistros run by those from the region' or 

`occasionally in sandwiches'. In contrast, Feta and Parmigiano were consumed 

regularly - almost daily - in Greece and Italy respectively. Feta was used everyday 

on its own, in cooking and in salads, whereas for Parmigiano it was generally `grated 

on pasta', served as an appetiser, a dessert or as an ingredient in other foods. West 

Country Farmhouse cheddar was used by some very regularly, and by others as a 

special treat for dinner parties. In the region it was used for cooking and sandwiches 

and enjoyed with a glass of wine, outside the region for packed and `soup and 
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cheese' lunches and for cooking. In the region Fontina was consumed regularly, 

whereas outside it was only used occasionally and was not recalled spontaneously as 

a cheese consumed in Italy. Fontina was used in roulades, pasta and other meals as 

an ingredient but also as a dessert or an appetiser. N-H Edammer was consumed 
fairly regularly, generally for breakfast on bread, on pasta for dinner or on its own. 
It was also given as a gift, by one respondent, with a red handkerchief wrapped 

around it! 

5.4.2 Other Products 

5.4.2.1 Fresh Produce 
Table 5-6: For what occasion? Other nroductc - fresh nrndiiet 

Greece Netherlands UK 
R Zagora Apples R Opperdoezer R Jersey Royals 
" Eating raw " For regular dinner " Boiled with mint 

" Special occasions " Fried in butter/steamed 
" For guests Salad 

NR NR NR 
" Eating raw " For regular supper " As a treat 

" For guests " Cold in salads 
" Boiled/Fried with mint 

Jersey Royals and Opperdoezer Ronde potatoes were both considered seasonal treats 

(see Table 5.6). In the Netherlands, respondents suggested they ate the potatoes for 

dinner, on special occasions and when they had guests around. In the UK, they were 

consumed in a variety of ways but the most popular was boiled with butter and mint 

with a special dinner. Zagora apples were eaten raw by all consumers. 

5.4.2.2 Olive Oil 
Table 5-7: For what occasion? Other products - oil 

France Greece 
R Nyons olive oil R Peza olive oil 
" Uncooked in salads " Main olive oil 
" With dishes i. e. rabbit " Cooking 
" Marinade " Salads 

" Not for cooked food " Frying 
" Consistent use 
NR NR 

" Uncooked in salads " Cooking 

" Season different dishes Salads 
" Frying 

Olive oil was used regularly by all consumers (because of its taste and its `health 

giving properties'). In both France and Greece olive oil was an ingredient in salads 

and some consumers used it for cooking (though some from Provence were adamant 
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that the oil should not be heated). The oil was regularly used in the regions of origin, 

but not outside as there were many other oils on the market (see Table 5.7). 

5.4.2.3 Meat 
Takle 5-R: For what occasion? Other nroducts - meats 

France Ital y UK 
R Quercy lamb R Parma Ham R Scotch lamb 
" Depends on desired cut " With melon, other fruit " Roast dinner 
" Holidays " With salad " Rarely - too expensive Roast/ chops 
" Oriental/exotic dishes " Appetiser " Moussaka 
" Traditional cooking " Stew 
NR NR NR 
" It's a seasonal product " Appetiser " Rarely -difficult to buy 
" Rarely/all year " Rich dishes " Sunday roast/stews 
" Oriental dishes/roast " Tortellini " Moussaka/lasagne 

The lambs are cooked products, the ham is generally eaten as an appetiser (see Table 

5.8). Lamb varies in its uses according to the type of cut. In both France and the UK 

it was used roasted and in oriental/exotic dishes (the former in Scotland especially, 

the latter in the Pyrenees). Some consumers eat it all year round, others seasonally 

and others rarely because it was considered too expensive. Scotch lamb was difficult 

to purchase outside Scotland, and therefore consumed very rarely outside the region. 

Parma ham was eaten as an appetiser, generally with melon. Some consumers use it 

in recipes such as with Tortellini. 

5.4.3 Overall 
The most interesting point about the usage of the product was less the difference 

between countries, but the usage of the particular products. Parmigiano and Feta 

were very important products in Italy and Greece and were consumed almost daily 

both in the region of origin and outside, whereas Fontina, Cantal, Scotch lamb and 

the two olive oils were not really consumed outside their region of origin. NH 

Edammer and West Country Farmhouse Cheddar were all consumed fairly regularly. 

Some products were celebrated because they were seasonal e. g. both the potatoes 

and the two lambs. 

According to the respondents, some products were used regularly for general 

cooking/eating purposes, whereas the majority of the products were considered as a 

treat, consumed with guests or at leisure with a glass of wine. Some of the products 

were given as gifts, emphasising their exclusive nature. 
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5.5 Perceptions of the product 
The products generally had positive associations for the majority of consumers. Not 

all respondents were regular consumers of the product - some were chosen because 

they did not purchase the product, or did not like it so there were a variety of answers 

relating to each product. The PDO products were generally seen in a positive light, 

usually related to a region, traditional methods and good organoleptic qualities. 
Negative characteristics included aspects such as an expensive price and variable 

quality. There were also differences between products. Parmigiano Reggiano, Parma 

Ham, Nyons olive oil and the PDO potatoes in particular were highly rated. Cantal 

cheese is not particularly well regarded in comparison to the other cheeses. 

Apart from physical descriptions of the product, comments related to use, 

affordability, references to production methods, reputation, brands and quality. 

5.5.1 Cheese 

5.5.1.1 France 
fable 5-9: Perceptions of the product -Cantal 

R NR 
" No brands or slogans " Yellow colour 
" Affordable " Brown rind 
" Fragile/can be kept " Atypical 
" Becomes rancid " Volume/ weight 
" Young and old types " Image of strength 
" Cantal is yellow with a thick rind " Inconsistent and sensitive to outside conditions 
" Round " Same cheese can never be found twice 
" Imposing weight " Farm-made 
" Farm smell - strong, earthy, spicy, delicate, " Exterior smooth and unvarying 

agreeable " Taste is astonishing 
" No particular smell " Too salty 
" Traditional character " Old fashioned 
" Symbol " Rustic/rural 
" Both good and bad " Craft doesn't guarantee quality 
" Working class 
" Fake cheese 
" Simple cheese 

Cantal was considered a yellow cheese with a thick rind, which could be bought 

either young or old (see Table 5.9). Many knew that it was made in large heavy 

rounds. Cantal was seen by some respondents to have traditional character; a symbol 

of the `rural region, the country' at a `certain time period'. It was considered a 

product which has `transcended the ages without becoming outdated' and `it holds its 

ground'. It was a `working class', `simple' cheese that was also a local or national 

product as `it wouldn't be eaten in Germany'. The majority opinion was that it had a 
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farm smell that was strong, earthy, spicy and delicate. Two respondents, however, 

stood out with their comments: `you really have to stick your nose in it in order to 

smell something' and `its smell gives the impression it is a weak cheese when if fact 

its taste is astonishing'. Negative connotations included the comment by one 

regional inhabitant that it was `a fake cheese, without soul, without character'. 
Outside the region, Cantal was seen as ̀ old fashioned', `traditional', rustic and rural. 

One respondent thought it `atypical' in comparison to other cheeses. There were 

comments about inconsistency of product as `the same cheese is never found twice'. 

This was seen by some as positive ('a little more can be discovered each time') but 

for others as a drawback as it was `too changeable a product'. Just because it is 

`craft' like does not guarantee quality, was a view shared by many. 

5.5.1.2 Greece 
Table 5-10: Yerceotions of the product -1+'eta 

R NR 
" White " Taste 
" Taste " White colour 
" Distinctive appearance " Hard/soft Feta good 
" If it is bad it is crumbly and it smells " Packaged Feta 
" Eat it everyday " Farmhouse Feta better 
" I prefer it hard " Farmhouse does not have a constant quality and taste 
" Soft Feta is fresher " Dodoni branded Feta 
" Good cheese " Traditional white cheese 
" Traditional " Greek cheese 
" Salty " Made from sheep and goat milk 
" Reluctant to buy farmhouse Feta as not Appearance 

guarantee for hygiene " Dense texture 
" Ask to be given a small piece to taste " Bad: it can be yellow, strong smell 
" If it is yellowish or it smells bad then won't " Buy and trust branded Feta as standard and constant 

buy it quality 
" Cannot be compared " If I buy it in bulk then I taste it first 
" Soft and smooth " Dodoni (brand) assures quality 

Feta was unanimously seen to be a `good cheese' with a traditional character (see 

Table 5.10). It was perceived to be definitely a Greek cheese, made from sheep and 

goat milk. Apart from the obvious physical aspects (white, salty, distinctive taste), 

there were differences in opinion as to whether soft, hard, farmhouse or industrial 

Feta was the best. This was because farmhouse Feta was not perceived to have a 

consistent quality and taste so a trusted industrial brand, such as Dodoni, was often 

preferred. `Bad' Feta was `crumbly', yellow and it smelt bad. 
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5.5.1.3 Italy 
Table 5-11: Perceptions of the product - Parmigiano Re22iano and Fontina 

R Parmigiano R Fontina 
" Unique product " Very ripe preferred 
" Belonging " Dairy has higher quality to supermarket 
" Visible presence of Consortium marks " Taste 

" Certain months the milk is not available " Sweetness, softness 
" Modern farming " Not too high a fat 
" Particular practices in processing " I buy both types (hard and soft) 
" If it doesn't respect qualifications it cannot be sold " Ripening 3-12 months 

with a mark " Buy it direct from dairy 
" Trust " Mark on the cheese 
" Only pasteurised milk and rennet " Local consumers notice as connoisseurs 
" Crunches under the teeth " Some restaurants sell Fontal as Fontina 
" Brand carved into the cheese 
" Buy directly 
" Visual and taste differences 
NR NR 
" Colour " Long ripening period 
" Milk comes from the area " Very ripe preferred 
" Milk comes from a different provenance " Colour 
" That kind of air allows the right quality characteristics " Valle D'Aosta mark 
" Can be split into two types - ripe and expensive, and " No tasting /visual recognisability 

one fresh and less expensive. " Organic cheese 
" Long ripened -2 -3 years " Artificial substances 
" Trust the seller " Consortium 
" Consortium mark " Different qualities exist 
" Market presence is the guarantee " Often imitated 
" Price and taste " Name on packaging 
" Expensive but also better and has more flavour " Label 
" Parmigiano spicier and tastier Has a darker and fatter " Rind 

paste " Similar cheeses 

Parmigiano Reggiano was perceived as being a unique product whereas Fontina, 

while reasonably well regarded, is not perceived with so much favour (Table 5.11). 

Few physical characteristics were given ('it crunches under the teeth' and `it has a 

darker and fatter paste' than Padano cheese). Those in the region mentioned the 

visible presence of consortium marks, and the production process (milk availability 

was seen by some to be seasonal, others not; particular production processes; no 

chemical additives; only pasteurised milk and rennet). It was asserted that `if the 

producers do not respect the stringent guidelines laid down by the Consortium then it 

cannot be sold with the mark'. Comments about `belonging' and `trust' were made. 

Those from outside the region, while sure that a Consortium existed, were less sure 

about the strictness of the production practices, though some commented on the 

special air of the region. Fontina cheese was well known to those from the area who 

agreed that it had a specific taste, softness and sweetness with `not too high a fat 

content'. Those outside the area noted the cheese for its long ripening period but had 

trouble recognising it by taste or visually. The very ripe product was preferred by all 
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consumers, though some consumers like hard, others soft, Fontina. The Valle 

D'Aosta mark was mentioned by a respondent outside the area and the idea that the 

cheese was organic was put forward. 

5.5.1.4 The Netherlands 
fable 5-12: Yerceatlons of the product - NH Edammer 

R. NR 
" Distinctive taste " Low fat content 
" Specific shape Ease of cutting 
" A rather soft taste, especially the old " Good keeping utilities 
" It is hygienic " Suitable as a present 
" Stored easily and for a long time " Plastic rind not nice 
" Dry and stiff cheese Weight is too much 
" Suitable as a present " Brand 
" Bad taste, too dry Taste/shape 
" I ask if I can taste " An Edammer is an Edammer, no? 
" A Blue-Red tape indicates it concerns the real Edammer 
" Buying a good brand 
" Asking and trusting salesman 
" Same store 

As seen in Table 5.12, North Holland Edammer has a `distinctive taste' and `a 

specific shape' which some consumers liked, and others did not ('taste is not good', 

`too dry', 'stiff, `too large'). It has `good keeping qualities', is `very hygienic' and 

is stored easily. It was sometimes given as a present. One respondent from the area 

commented that the older matured cheese had a specific soft taste that was much 

better than the mass-produced product. 

5.5.1.5 The UK 
I able 5-13: Yerce tions o1 t he roauct -W uu cneese 

R NR 

" Fat farmhouse wife " Tasty 

" Creamy but sharp " You buy an idea 

" Marketing ploy " Strong tasty cheese 
" Mass production " Medium to strong 
" Good " Clean modern production 
" Doesn't tempt " Posh 

" Too expensive " Organic, not mass produced 
" Tasty " Plump dairy maid 
" Creamy " Gimmick 

" Non rubbery cheese " Home made 
" Strength of flavour " Rinded cheese 
" Mature cheddar rather than strong " Small scale image 
" Old fashioned quality Home made feel " Mass production 
" Authentic " Large dairy maid, pails and collie dogs 

" Variety of others especially soft " Numbering vital 
" Deli purchase " Pick and mixes 
" Appearance " Price 

" Price " Fresh 
" Non pre-pack " Better quality 
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West Country Farmhouse Cheddar was relatively well regarded as shown in 5.13. 

However, UK consumers bought cheddar cheese from a wide variety of production 

areas, and many were unconcerned as to whether the cheese was creamery or 
farmhouse based. Many respondents looked for promotions and were very price 

conscious, while others were guided by the UK retailers' numbering system. Those 

buying cheese from the delicatessen often `try a slither' and decide on the cheese to 

buy related to advice and taste. West Country Farmhouse Cheddar was not known 

by that name by those in the area who knew the individual cheesemakers own cheese 

'brands'. As a result, there were comments about the name being a `marketing ploy' 

which suggested ̀ mass production', cheese that was too expensive and didn't tempt 

them at all. When probed about cheese from the area there was a much more 

enthusiastic response, with comments about the strength and maturity of the cheddar, 

that it was both `creamy' and `sharp', that it was very tasty and good. Those outside 

the region were more enthusiastic about the name. Physical characteristics suggested 

a `strong tasty cheese', or `medium to strong'. Respondents thought it sounded 
`home made', small scale, `more natural and organic rather than mass-produced'. 

There was discussion about `buying an idea' of the country side, with the 

`gimmicky' idea of a large plump dairy maid, milk pails and collie dogs' and several 

were sure that in contrast to the image of small farmhouses the cheese was mass 

produced in `clean modern buildings'. 

5.5.2 Fresh Produce 

5.5.2.1 Greece 
l apse 5-14: Yercentions of the product - Lagora ADDIes 

R Zagora Apples NR 
" Starkin Delicious " From Mount Pilion 
" Bright red " Hard 

" Hard Flesh " Nice smell 
" Nice flavour " Like Starkin apples 
" Taste " Crunchy 
" Flavour " Good flavour and taste 
" Hard " Bright red 
" Colour " Nice taste flavour 
" Juicy " Colour 
" Last longer than most " Can't find them easily 
" Distinct colour, flavour and smell " Harder 

" Superior quality as grown in Pilio " Full flavour 

" Sweet and juicy " Colour 

" Good reputation 
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Respondents gave Zagora apples mainly physical descriptions (red, Starkin variety, 

hard, good flavour and taste, juicy). Those not in the region said it was difficult to 

find them (see Table 5.14). 

5.5.2.2 The Netherlands 
Table 5-15: Perceptions of the produ ct -U erdoezer Ronde Potatoes 

R NR 
" Outstanding quality " Differences in the quality of the product, even 
" Taste (good and bad) within the region 
" Short cooking time " Tastes better than others 
" I don't like the deep-lying eyes " Smallest potatoes best 

" OR have a better taste " Long history 
" Has a long history " Very early potato 
" Differences in the quality of the product even in the " Good quality 

region " Taste (goodibad) 
" Soil is very important It has a good bite 
" First and smallest potatoes are the best. " No bad characteristics 
" Clear distinctive characteristics " I don't like the deep-lying eyes 
" Expensive at the beginning of the season " Laborious 

" Outstanding quality " Too stiff, firm 

" Proven to be disease resistant " Too small in the beginning 
" Buying direct " Very early potato 
" Better and more specific taste " I buy them from growers 
" I do not like them " It is written on the bag 
" Colour differs " You look at the deep-lying eyes and you know 

" Small and deep-lying eyes, more laborious " No other variety has comparable level of 
" More expensive quality and taste 

" It is an expensive potato 

Consumers of the Opperdoezer Ronde from the region were particularly impressed 

by the potato (see Table 5.15). Comments were generally very positive, relating to 

the `potato has an outstanding quality that cannot be compared to any other one', and 

`a specific taste which is better than other early potatoes'. It was thought that the 

potatoes have a long history. Several consumers thought that they were `of 

outstanding quality' due to the soil which is considered to be very important. The 

potatoes have `clear distinctive characteristics' which relate to the small and deep- 

lying eyes (which make cooking them more laborious though they are more 

recognisable), they are proven to be disease resistant. There is a variance in the 

potato however, in that the colour and the quality is considered to differ, `even 

within the region' (this is due to the potatoes being grown on inferior ground to bulk 

up quantity, it was claimed), and the smaller first potatoes are the best. The later 

ones are larger and of lesser quality'. The potatoes are considered expensive at the 

beginning of the season. 
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Those consumers who lived outside the PDO region had considerably less 

knowledge of the potatoes, though those that did know of the Opperdoezer Ronde 

had good things to say about it. Many comments were in line with those made by 

the regional inhabitants. 

5.5.2.3 The UK 

R 

S 

S 

S 

S 

S 

0 

fable 5-16: 

Quite small 
Kidney shaped 
White 
Very easy to rub clean 
Taste is great 
Slightly sweet 
Grown with Vraic 
Fresh 
Freshness 
Buying direct 
The bags 
Only true branded potato. 
Very well known. 

ons of the product - Jersey Koval Potatoes 
NR 
" Early potato 
" Small but get bigger 
" Kidney shaped 
" Loose, thin flaky skins 
" Creamy, yellow 
" Taste great 
" Brief season 
" Expensive 
" Earthy taste 
" Firm texture 
" Special -a treat 
" Effective advertising 
" Illegal to grow them in the UK 

Consumers said that Jersey Royals were very well known early potatoes, the only 

true branded potato on the market (see Table 5.16). Participants were, in general, 

familiar with Jersey Royal potatoes: some were quite heavy consumers while others 

bought the potatoes as a treat. The potato was bought because it was seen on the 

shelves, `the price was right' or because it was thought to be the 'best'. Jersey 

Royals were well known to those on the island who identified them as small, kidney 

shaped, fresh early potatoes. They thought they tasted great. A couple of 

respondents knew that they were grown with seaweed. Those not living in the 

region said they were early potatoes with loose, thin skins. One correctly said that at 

the beginning of the season they started small but got bigger, another commenting 

that they were not in season for long. It was said by the majority that they were 

expensive but tasted great; `very earthy'. 
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5.5.3 Olive Oil 

5.5.3.1 France 
Table 5-17: rerceations of Inc arouuct - Nvons Olive oil 

R NR 

" Pronounced taste and bouquet - It doesn't have a bad odour it doesn't go bad 

" Strong - Natural 

" Not fruity enough - Good for one's health 

" Expensive - From Provence and the Mediterranean 

" Strongly linked to tourism - Green and noble colour 

" The mill is important 

" Guarded secrets 
" Passed from generations 
" Variable quality from mill to mill 
" Soil and growing conditions secondary 

Nyons olive oil was thought by some to have a pronounced taste and bouquet; it was 

strong, with a `green and noble colour' (see Table 5.17). Those in the region said it 

was strongly linked to tourism, and made connections with the production processes 

- `the mill with the old stone' was seen to be very important, with `guarded secrets 

passed down from generation to generation'. One respondent commented that there 

was a variation in quality depending on the individual mill. As olive trees can grow 

almost anywhere, it was thought that soil and growing conditions were secondary to 

the processing of the oil. The older participants noted that younger growers try to 

obtain maximum yield `in the olden days we were told to wait 20 years before an 

olive tree would produce, now olives were picked after 10 years'. Clearing and 

pruning of olive trees were important to another respondent who quoted a proverb; 

`in order for an olive tree to produce, a swallow has to be able to fly through it when 

the pruning is being done'!. Those outside the area did not know of the product and 

commented on the importance of natural factors; they liked the packaging and linked 

olive oil to Provence and the Mediterranean. 
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5.5.3.2 Greece 
i aoie 3-i0: rerceuuvus UI UM VFUUUCL - reca vuve vu 

R NR 

" From Crete " Don't know it 

" Good quality " Very good olive oil 

" Extra virgin " Known 

" Known in Greece " Finest quality 

" Nice colour Glass bottle 

" Low acidity " Do not know the oil 

" Purity " Theoretically guarantee, produced by a co- 
Attractive packaging operative 

" Light/too rich " Co-operative guarantee 

" Smooth taste 
" Not so thick 
" Co-op guarantee 
" Trust it 
" Peza union famous for its wines 
" Differences between all olive oil in taste 
" Familiarity 

As seen in Table 5.18, Peza olive oil was known to those on the island as from Crete, 

a good quality extra virgin olive oil with low acidity; it was pure, with a light smooth 

taste (though one respondent thought it not thick enough, another thought it too rich). 

Those living in the PDO region knew that the oil was made by a long-established 

`famous agricultural co-operative'. It was said that it was well known in Greece; 

however, that finding was not substantiated outside the PDO region - one focus 

group did not know the oil at all! However, the other generally thought it was a very 

good olive oil, of the finest quality. 

5.5.4 Meat 

5.5.4.1 France 
Table 5-19: Perceptions of the product - Quercy lamb 

R NR 
" Little, tender " Sheep raising in France is inferior 

" Eaten during religious holidays " Symbolic representation 
" Colour - grey to pink " Freshness 
" Smell is peculiar " Religious connotations 
" Free range " We French are used to eating fatty products 
" Farm animal " Taste is good 
" Grazing in mountains " Fat content less important 

" Old fashioned way " Lamb clearer colour than mutton 
" Feed with a grass or plant base/straw/ granules 

and vitamins 

Quercy lamb, in the area, was thought to be an old fashioned product -a free range 

lamb, `grazing in the mountains and fed on natural products' (see Table 5.19). 

Those outside the area talked of lamb's `symbolic representation of liberty and 
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purity' and its `religious connotations'. One respondent thought that `sheep raising 
in France is inferior to other countries', specifically mentioning Ireland as a country 

thought to have superior practices. 

5.5.4.2 Italy 

R 

S 

S 

S 

S 

S 

l able 5-LU: Yercentions of the roüuct - Yarma Ham 
NR 

" Sweet 

" Good taste 
" Expensive 
" Prominent advertising 
" Trademarked 
" To be eaten with melon 
" Strong and salty taste 
" Not necessarily better 

" Prominent advertising 
" Sweeter/less sweet 
" Co-operative guarantee 

. 

Sweetness 
Firm 
Parma mark 
Tender pink, not yellow (better taste) 
Absence of fat veining 
Produced naturally 
Ripening at least 18 months 
Handmade 
Trust the consortium -reliable and guarantee 
Shape 
Taste is sweeter/less 
Difficulties in recognising ham without having seen 
the product 
Branded 

Parma ham was particularly well regarded and noted most for its sweetness and the 

presence of the Parma Mark (see Table 5.20). Within the region respondents 

commented on the long ripening process (18 months plus), the handmade, natural 

production and the trust held in the Consortium. Outside the area comments were 

made about its taste, the `prominent advertising' and trademark, and expensive price 

tag. 

5.5.4.3 The UK 
table 5-11: Yercentions o1 the Drociuct - Scotch Iamb 

R NR 

" Should be organic Sounds marvellous 
" QA is a marketing ploy " Welfare friendly 
" Tasty and should be worth more " Imagine quite meaty 
" Scotch lamb would tip the balance Free roaming 
" Always try to buy Scotch " Independent farmers 

" Political thing - good " Absenteeism 
" Local produce important " Romantic 
" Scotland lends itself to sheep production " Can't get it in England 

" Price more important " Taste the heather 

" Not heard of Scotch lamb 

Scotch lamb was not well known outside Scotland (see Table 5.21). When prompted 

to recall lamb and country of origin, the majority said Welsh, New Zealand and 

English and very few had heard of Scotch lamb. However, the Scots who bought 

Scotch lamb would not buy anything else if they could afford not to discriminate on 

price. Scotch lamb in Scotland was an important local product. Those interviewed 
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always tried to buy Scottish products where possible, several saying this was a 

`political' move. However, price was often more important, though if two products 

were the same price the Scottish one would always tip the balance (though one 

respondent argued it `should be worth more'! ). One respondent suggested that 

`Scotland lends itself to sheep production', though another argued that `cattle were 

the first inhabitants of the hills'. The product itself was said to be tasty and should 
be organic. Those outside the country thought Scotch lamb sounded marvellous, 

welfare friendly, meaty, free roaming and romantic. `You can almost taste the 

heather' it was suggested. They unanimously said though that it cannot be bought in 

England where British, Welsh and New Zealand lamb was the norm and many had 

not heard of Scotch lamb as a product. 

5.5.4.4 Overall 
In comparison to substitutes, it was generally suggested that trust in the brand, 

producer/co-operative or retailer ensures consumers that they get the product they 

ask for. Cheese consumers from all countries often ask to try a piece of the cheese to 

discern the taste and quality of the cheese. Feta was very distinctive and was unlike 

other cheeses sold in Greece. The Opperdoezer Ronde and Jersey Royal potatoes 

were distinctive in terms of taste, shape and deep lying eyes. There were very close 

substitutes to Parmigiano (Grana Padano), Parma Ham (other dried hams), West 

Country Farmhouse cheddar (farmhouse mature cheddars), Peza and Nyons olive oil 

(other olive oils). Self-confessed `connoisseurs' suggested that they could tell the 

difference between the close substitutes; others said they have no idea and they 

trusted the seller. Well known branding made the NH Edamer, Parmigiano and 

Feta cheeses more distinctive from substitutes. 

Knowledge about the product was greater in the region than outside for all three 

products studied in the UK. The respondents living in the West Country were 

considerably more knowledgeable in their cheese buying than the other two cheese 

groups. The former group bought cheeses from the delicatessen and were 

disparaging of the packaging of the cheese, whereas the latter group tended to buy 

cheese by the retailers' strength numbering system on pre-packed cheese and were 

delighted with the product. For those living outside the PDO region, images of the 

region were generally romanticised ideals (dairymaids, cider, country kitchens... ). 
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For them, the word `farmhouse' sounded `posh', `free-rangy' and almost organic, 

whereas the regional group talked about the `marketing man's dream and that 

`farmhouse is not what the image suggests'. The smaller area group were a little less 

sceptical ('its probably home-made' and `a lot of farms do make their own') but 

again had an idealistic view of the region ('rich creamy milk', `happy cows'). 

While the Jersey group was very knowledgeable about the protection those outside 

the region were not. Those living in the PDO region were all adamant that Jersey 

Royals were the best early potato and should only be grown in Jersey and would not 

taste the same from elsewhere. The non-regional respondents were more sceptical 
(but this was, by no means, universal, one women talking of a `unique island and 

soil'). The majority imagined Jersey farming to be highly commercialised and 

suggested that protection was an attempt to romanticise an image that probably did 

not exist. Non-regional respondents imagined Jersey to be hot with `lots of flowers' 

and ̀ fantastic soil'. 

The Scottish focus group respondents were very nationalistic in terms of buying 

Scottish products ('I always buy Scottish. ... I ... like the ability to be able to choose 

politically what I want to buy, rather than just on price'). They thought Scotch lamb 

tasty and argued that it should be worth more than other lamb. Some of them would 

not necessarily buy Scottish because they were much more price discriminatory. 

Non-regional groups remarked that it was difficult to buy Scotch lamb (some had 

never heard of it) and suggested that Welsh lamb was the superior (or most well 
known) product. They were adamant that the price and quality were more important 

than regionality when purchasing meat. Non-regional groups stereotyped Scotland 

as a place full of `men in kilts' and `hills and heather' with people ranging from 

`wonderful' or `dour' to `proud' and nationalistic. Both groups gave sheep farming a 

free-range romantic image and one respondent thought it was possible to `taste the 

heather' in the meat. One non-regional respondent thought that `Scotch' farmers 

were either English, primarily absent, or both. 

Similarly to Britain, in the five other countries studied, heavier consumption and 

greater knowledge tended to occur in the region of origin of the researched products. 

It was interesting to note that in France knowledge about AOC/PDO was not 

154 



automatically linked with heavy consumption. In Italy heavy consumers took for 

granted that quality varied, seemed to appreciate this lack of consistency and argued 

that this was inherent to its artisinal background. On the other hand, lighter 

consumers felt that this inconsistency was a problem. In Greece heavier consumers 

of the product were more willing to pay a premium, whereas light users thought they 

might be triggered by the label to try the product. However, willingness to buy was 

more difficult for heavier consumers as there was an upper limit relating to how 

much of the product they could consume! 

In general, and similarly to Britain, more value was attached to the product by 

regional respondents than by respondents from outside the region. The regional 

respondents often indicated that protection might help the local economy and 

guarantee the authenticity of the product and were generally positive about a 

guaranteed region of origin label. However, those living in the PDO region also saw 

more negative characteristics of protection labels and were less willing to buy more, 
if the product was protected, compared to respondents from outside the region 

(maybe a question of not being able to consume more then of not being willing to 

consume more). The influence of the associations with the region of origin appeared 

to decrease the further the respondent was from the region, while the perceived 

geographical area of the regional product increased: - respondents were less sure and 

specific as to where the region was situated and how large the area was. In all 

countries, those living inside the region consumed the product more frequently than 

those who did not, and their knowledge of the area, quality considerations, the 

production processes etc were higher. If consumption was high already, this was not 

likely to increase. 

5.6 Perception of the region of origin 
Differing emphasis was placed on these questions in the focus groups by the 

interviewers and the answers varied as a result. 

The areas were generally seen to be positive; rural landscapes, the great majority of 

which were important tourist destinations. There was, in general, good knowledge, 

especially by those living in the region, of where the products were linked. 

However, at least one respondent, from Italy and the Netherlands respectively, 
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thought that Parma Ham and North Holland Edammer cheese could be produced 

`anywhere in the world'. In Greece, Feta was known to be made all over, though the 

mountainous regions were thought by many to produce better cheese. 

5.6.1.1 France 
Table 5-22 Perception of the Region of Origin - France 

R Cantal R Quercy R Nyons olive oil 
" Central Massif mountains " The Basque countries " Provence 
" Volcanic landscape " Knowing where lamb " Olive trees planted in poor 
" Small valleys/hills comes from is not soils 
" Green /Rural important " Lots of water needed 
" Old fashioned farms " Pastures will directly " Trees are very strong 
" Winding roads influence the taste " Small traditional mills 
" Free range pasture " Some mills use industrial 
" Small farms or smalUmedium methods 

diaries 
NR NR NR 
" Made from cows milk " The Pyrenees " The region is not well known - 
" Graze in the Alps " Arid no precise geographical area of 
" Left out with nature " Rough region production 
" Farm made product " Rock and dry " Olive tree is wild and doesn't 

" Not industrial " Not much vegetation need a lot of attention in order 
" The farmer cheesemaker can " Strong beating sun to produce a good harvest 

still make his own " Touristy " Stone wheels that produce old 

" Cellar humidity " Very rural region fashioned oils using specific 

" Fabrication highly industrialised . Open range grazing 
knowledge 

" Special way of raising 
sheep in the Pyrenees 

In France the regions were also perceived in a positive light though, again, 

differences occurred (see Table 5.22). The region where Quercy lamb was produced 

was generally perceived as being positive; the product was reasonably well known 

and there does seem to be a link to the soil in the consumers' minds. The Quercy 

region had natural factors (landscape) which were perceived to be `appropriate for 

lamb production' though the area was not considered particularly favourably as a 

tourist destination. The area around Nyons (Provence) was seen in a very positive 

light, related to sunshine, the Mediterranean, hills, hot and dry temperatures, 

`holidays and gastronomy' and a strong link to the soil of which olive oil appears to 

be an important part. However, the product itself had little reputation outside the 

region. 
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5.6.1.2 Greece 
Tnhle 5-23 Perception of the Region of Origin - Greece 

R Feta R Peza R Zagora Apples 
" Strong links with place of origin " Crete " Mount Pilion and Zagora village 
" Mountainous regions Peza Union Not many knew 
" Epiros (1 of 3 biggest factories " Good weather " Confused the concept with plain origin 

based there) " Good soil labels 
" Don't ask for origin though " Confused the concept with branding 

retailers indicate region. " Good water 
NR NR NR 
" Strong links with place of origin " Crete " Mount Pilion and Zagora village 
" Epiros (one of 3 biggest factories) " No idea " Not many knew 
" Nobody asks for origin though " Positive, connotation with Feta 

retailers indicate region. " Not exactly sure 
" General concept for quality 
" Organic farming 

Generally, there were strong links and associations with the place of origin and many 

had links with local producers (see Table 5.23). The area around Peza was positive; 

`good weather and soil', well known for its famous and long established co- 

operatives. Zagora apples were also produced in a mountainous area, with `good 

water and soil' and the product was locally important. In Greece consumers confused 

the PDO/PGI labels with plain origin labels and suggested that the provenance does 

not necessarily correspond to quality products (as previously mentioned Feta cheese 

was made all over Greece though it was considered by many that the best cheese 

comes from the more mountainous areas). The consumers often mentioned that they 

preferred locally produced Feta, except for those living in the major cities who 

wanted strong brands. 
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5.6.1.3 Italy 
Table 5-24 Perception of the Region of Origin - Italy 

R Parmigiano R Fontina Cheese R Parma Ham 

" Precisely known.. Quality is related to local hay May be produced 
" Well known areas and air everywhere 
" In the plains and in the hills " Industrial dairies " All over the world 

and mountains " Mountain Fontina isn't " Ripening at least should be 
" Big modern ripening buildings done in the Parma district 

" Caves in the mountains for the quality of the air 
" Pigs may be raised, 

fattened and slaughtered 
elsewhere 

NR NR NR 
" Parma and Reggio Emilia " Valle d'Aosta " Parma and close-by 

provinces Alpine arch/North Italy provinces 
" Mountains and plains " Snow, sky, mountains " Parmigiano Reggiano 
" Good drink/food " Dairy farming " Fruit plantations 
" Well being/security " Not sure if reality corresponds to " Big co-operatives 
" Small/medium size images " Industrial development 
" Co-operatives " Local farming " Sophisticated equipment 
" (Non) local milk " Hand made traditional ripening, " Small artisinal firms 

" Cellars/caves small dairies 
" Big plants respecting " Consortium 

traditional methods with the " Natural/traditional 
help of modern technologies " Some innovations 

" Modern systems 

The area around Parma and the Valle d'Aosta (all three Italian products) was 

associated with well being, hills, mountains and plains, fresh air and good food (see 

Table 5.24). However, there were many comments (similarly to Britain) that 

provenance does not necessarily correspond to good quality products. It was 

considered a dairying area but also industrial - well known for producing motorbikes 

and luxury cars! Production was imagined by many as industrial with modern 

systems, but the majority thought production would be `big plants respecting 

traditional methods with the help of modern technologies'. 
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5.6.1.4 The Netherlands 
Takle 5-25 Pereention of the Region of Origin - the Netherlands 

R Edammer. R Opperdoezer 
" North Holland of course " Directly around Opperdoes and in the 
" I think they are... Wieringermeer 

" Green " Beautiful 
" Flat country 
" Close community 
" Gardens 
" Natural 

NR NR 
" North Holland " Opperdoes 
" Flat " Around Western Koggenland 
" Clean " Pretty 
" Dairy production " Orchards 

" Green 

Noord Holland was seen to be green, flat and clean: a good area for dairy production 
(see Table 5.25). The area around Opperdoes was considered good for the potato as 
it was very rural with dry soil. The North of Holland was flat, clean and suited for 

dairy production. The area around Opperdoes was seen to be one of close 

community and the landscape as flat and beautiful (by those in the region! ); a pretty, 
`natural' region with many orchards and gardens. Region seemed important for some 

of the respondents from the Netherlands, though others disagreed arguing that `place 

was not necessary'. 

5.6.1.5 The UK 
Table 5-26 Perception of the Region of Origin - the UK 

R WCFC R Scotch lamb R Jersey Royals 
" The West Country " Scotland " Jersey 
" Dairy area, small experimental " Wonderful " They can't be grown anywhere else 

businesses " Relaxed pace of life " Clean, healthy place 
" Conjure up picture " Nationalistic " Fresh 
" Farmhouses vary " Special 

" Need to get off it occasionally - has a 
hold 

" Good and bad points 
NR NR NR 
" The West Country " Scotland " Jersey 
" Rich creamy milk " People wonderful " Lots of flowers 
" Happy cows " Men in kilts " No VAT 
" Farmland " Beautiful scenery " Soil is fantastic 
" Milk " Hill sheep " Tomatoes 
" (Clotted) cream " Heather and hills " Warm/ hot 
" Scrumpy " Good food " Bergerac 
" Strong drink, strong cheese " Whiskey " Clean 

" Dour and stout " Jersey cows 
" Proud, nationalistic " Millionaires 

" Rich people 
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In the UK, the regions of the three protected origin products were perceived in a very 
favourable light (see Table 5.26). There were some negative characteristics 

mentioned, but these were few. There was divided opinion as to whether provenance 

gives products their specific quality, though it was felt that the products were related 

to their origin in terms of natural characteristics or historical reputation. Those not 
living in the West Country had a much more romantic image of the region (as 

previously mentioned, some respondents thought of `happy cows' when picturing the 

West Country! ) with strong associations to the food and drink of the area. Jersey 

was generally seen as a special place, warmer than the rest of the UK. It was seen as 

a holiday destination by those not on the island (`full of Jersey cows', `millionaires' 

and, as previously mentioned, `lots of flowers'). Scotland was also seen as a tourist 

destination, (beautiful scenery, `good food and drink', `heather and hills') and the 

Scots also think the country is `wonderful' with a relaxed pace of life. 

5.6.1.6 Overall 
There was an interesting divergence of opinion as to whether the products were 

made respecting traditional practices or whether modern production processes were 

more usual. They were generally seen to be traditional products, but this varied 

according to place and product. In the UK Scotch lamb was considered the most 

`traditional' of the three products studied - lambs running free on the hills etc. 

Respondents of the other two products generally said that, although they would like 

to think the products were produced in the traditional way, they felt that they were 

actually produced commercially. The view that modern methods were being used 

was mentioned by at least some respondents for the three French products, two of the 

three Italian products (excluding Fontina cheese) and one of the Greek products 

(Feta cheese). 

On the other hand, other respondents disagreed with this viewpoint. Cantal cheese 

(for some participants) was thought to be made in an old fashioned, traditional 

manner using small dairies and co-operatives. Quercy lamb was thought to be 

traditional free-range lamb69. Nyons olive oil was made from `wild trees' which 

need little attention, pressed in old-fashioned mills using artisinal methods and 

guarded secrets. While some Italian respondents thought Parmigiano was `made in 

69 It is not! See Wilson and Fearne, 1999. 
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modem mechanised factories', others thought it was `made with simple traditional 

technologies'. Fontina was seen to be `hand made in small dairies, using natural and 

traditional processing with minimal innovations'. Peza Oil and Zagora apples from 

Greece were thought to be produced in a traditional manner. 

Another interesting consideration was whether the product and the region went 

together. Respondents commented on the reality of the link of the product to the 

region. The majority of respondents were favourably inclined towards the British 

products (though the Jersey Royal illegal producer in England disagreed that a good 

potato could not be produced outside the area! ). The French respondents were 

region and product orientated too, for example, Cantal `can't be made in other 

regions because the weather conditions are not favourable' and `its been given the 

name Cantal, it is to remind us that it is made there'. Similar results were found in 

the Netherlands: `When grown outside Opperdoes, the potatoes are not so tasty'. 

One respondent maintains that the Opperdoezer Ronde was smuggled into Canada 

where `they were not special'. Another suggested that `the soil is very important for 

the special taste of the potato'. Consumers were less sure about NH Edammer as 

similar cheese is produced in other areas. In Italy participants disagreed with each 

other; some thought ripening had to be realised in the area because there exists `that 

kind of air' that allows the right quality characteristics, in another's opinion there are 

many other places with similar conditions. 

5.7 Reaction to PDO/PGI certification 

In general there was very little knowledge of PDO/PGI protection labels. In France 

and Italy there was widespread knowledge of origin protection labels, but again very 

little of the Regulation 2081/92. The majority of respondents were positive when an 

explanation was given though there were concerns that prices would rise and the 

quality could be compromised. 
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5.7.1.1 France 
Table 5-27: Percention of the PDO/PGI certification - France 

R Cantal R- Quercy R Nyons olive oil 
" PDO - No idea " AOC well known " AOC well known 
" AOC well known " No " No 
" PDO is just a sales argument. " Not sure exactly what it " Not sure exactly what it 
" Link between wine and PDO means means 
" Corresponds to an area of " Label is a synonym for " Olive oil is comparable to 

production and the way wine is confidence wine 
made within an area " It relates to rules " Oil merits a PDO label 

" It does not always insure quality regulating breeding and " Not sure if it will be 
" There should be a stricter selection feed effective 
" Different vintages of wine but not " Region of origin " Need to have a control book 

cheese " The Label Rouge " Disparities of quality and 
" A PDO logo has never been seen combines a good quality higher prices 
" The tradition is important meat coming from a pure 
" Savoir faire race with a certain type 

" Guarantee of production and quality of production 

" Avoid sales war 
NR NR NR 
" AOC well known " AOC well known " AOC well known 
" No idea of PDO " No idea of PDO " No 
" Not sure exactly what it means " Not sure exactly what it " Not sure exactly what it 
" Regulations means means 
" The region of origin " strict control regarding " Origin influence the quality 
" Traditional type of production conditions for breeding of the produce 

carefully guarded PDO is the same as a " No set rules as with wine 
" Wines label " Where the oil has been made 
" Abuses in this domain " Corresponds to a is not often given on the 
" RoquefortlCamembert production zone bottles or if it is in a very 
" All cheeses Means specifications fuzzy manner. 
" No communication (Cahier de charges) 

" Cheese cannot be compared to wine " ratio between animals to 

and its link to the soil land 

" Cantal should not have a label as " guarantee to preserve the 
PDO should be limited, well breed of sheep 
defined areas. 

In France the protection related to the Appellation d' Origin Controlee (AOC) and 

the Red Label mark (as shown in Table 5.27). The respondents associated AOC and 
DOC labels to wines and cheeses and Red Label marks to products such as `free 

range' poultry. The PDO protection was felt to be similar to the AOC label and the 

PGI felt to have significant similarities with the Red Label. Respondents mentioned 

that protection generally covers products of good quality, but not always. While the 

labels related to wines and cheese, respondents were less sure that they would apply 

for others such as oils, meat etc. Like the other countries, however, very few 

respondents had heard of PDO and PGI protection labels. 
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5.7.1.2 Greece 
Table 5-28: Perception of the PDO/PGI certification - Greece 

R Feta R Zagora R Peza 
" No idea of PDO " No idea what PDO " No 
" Not sure exactly what it means is " Not sure exactly what it means 
" No idea for which products it is " Not sure exactly " I have heard of it 

applicable what it means " Wine 
" 2 consumers had read about it " Good concept " PDO healthier 
" Feta is receiving protection(but they " Quality guarantee " Tastier 

did not related it to the protection of " Indifferent " Guarantee good quality 
origin of the product) " Quality guarantee? " Good idea 

" If standards are applied and there is Will help expand reputation 
monitoring and inspection then the " Good for producers 
quality will improve 

" Good for consumers 
" Protection and guarantee of quality " Help products achieve 

are important for dairy product international recognition 
" Needs enforcement and control " Monitoring mechanisms must 
" Needs a lot of attention by producer exist 

and the state " Quality and origin guarantee 
NR NR NR 
" No idea of PDO " No " No idea of PDO 
" Not sure exactly what it means " Not sure exactly " Not sure exactly what it means 
" I have heard of it what it means " Feta 
" Wine and cheese " Good concept " General concept about quality 
" Traditional products of the area, " Provided inspects for " Olive trees must be organic 

usually of a better quality compliance with " Must fulfil requirements 
" Good idea Regulation exist " Help products achieve 
" It is a good idea " Quality guarantee international recognition 
" Companies that make Feta already " Good for a product " Good for producers 

have an established reputation to have a label Good for consumers 
" Will provide ad assurance for " Good for Greek " Know what you get 

consumers products to be " Good for a product to have a 
" Will be for the benefit of producers protected label 
" Consumers will be assured of better " Good for Greek products to be 

quality protected 
" Will fraud really be avoided? 

In Greece, too, most participants were not familiar with the PDO concept; some had 

no idea what it represented and others confused it with a plain origin label (see Table 

5.28). Those who knew about the protection related it to Feta cheese, wine, quality. 

Several thought it was a good idea, for the producers, consumers and for Greece in 

general. It was argued that protection would help products achieve international 

recognition. 
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5.7.1.3 Italy 
Table 5-29: 

R Parmigiano 
" DOC well known 
" Not sure exactly what 

PDO/PGI means 
" Yes PDO has something to do 

with Parmigiano 
" Realised in a particular zone 
" Respecting certain rules and 

controls 
" No one had seen the mark 
" Origin guarantees 
" Processing 
" Genuineness 
" Better quality? 
" Selling prices higher 

" Those outside the area might 
be more attracted 

Perceation of the YOU/Mil certification - Ital 
R Parma Ham R Fontina Cheese 

" DOC well known " DOC is limited to win 
" PDO not known " DOC guarantees the 
" Not sure exactly what it provenance from a determined 

means production area 
" Parma Ham is a DOC " It gives trust to the consumers 
" Parma Ham is not a DOC " PDO guarantees provenance, 
" No one has ever seen the quality, health and respect of 

mark DOC on the Parma production processes 
ham " Better knowledge will bring 

" No identification exists with higher consumption as 
the mark consumers could recover as 

" Parma mark is so well abandoned because of quality 
known so indifferent decline 

" Control by impartial experts " PDO will make the price 
" Genuine article higher 

" Health " PDO better than PGI 

" History 
" Region of origin 
" DOC incurs high costs 

NR NR NR 
" DOC well known " Parma Ham is a DOC " PDO to known 
" Not sure exactly what it " I am not sure what it does " A DOC imitation? 

means " DOC guarantees origin and " Fontina is probably a DOC 
" Wines and cheese production processes product 
" PDO is unknown " Presence of controls and " DOC concerns wines 
" DOC is attributed to quality characteristics that " Cheese (NO) 

Parmigiano Reggiano and GP don't change over time " PDO has been granted to 
" DOC guarantees a good " Doubt the effective presence different Italian cheeses 

quality of a mark on the ham " I have not seen the logo 
" Provenance from the " PDO is not known " Producers market 

determined area " Likely to be positive " Provenance 
" Healthy product " Selling price would increase " Guarantee 
" Quality variability but might decrease Protected fauna 
" A higher price consumption " Provenance does not 
" PDO/PGI not very different " Wines yes, doubtful about correspond to quality 

from each other salami and pork " It will increase prices 
" Guarantees region of origin " DOC is a quality guarantee " Positive 
" Organoleptic quality " both good and bad products " PDO is better than PGI 
" Hygiene/security are protected 
" Traditional production " Geographical guarantees less 

important 

In Italy, the PDO protection was felt to be similar to the Denominazione di Origine 

Controllata (DOC) label (see Table 5.29). Consumers mentioned that protection 

generally covers products of good quality, but not always. It was thought that the 

DOC and therefore the PDO/PGI protection related to wines but not for others such 

as salamis, oils, meat etc. Like the other countries, however, very few respondents 
had heard of PDO and PGI protection labels. Consumers were both positive and 

negative about the protection. 
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5.7.1.4 The Netherlands 
Table 5-30! Percention of the PDO/PGI certification - The Netherlands 

R Opperdoezer R Edammer 

" No idea of PDO " No I have not heard of it 
" Not sure exactly what it means " Not sure exactly what it means 
" Yes I know it exists for cheese and wine " Does it mean that the product can only be made in 
" I think it has something to do with a product a certain place? 

that must originate from a particular region " (Suggestions of regional products not protected) 
" Its good/Fine " I think it is a good thing 
" Important part of local economy " It will remain a regional product 
" It would ruin the reputation of the potatoes if " It will be good for the quality of the cheese 

they grow it elsewhere " If you do not protect your product you barter away 
" Keep it a speciality your inheritance 
" Its very exclusive, you can't find that in any " A better quality inspection will be executed 

other place of the world The specific taste can be preserved 
" I'm not aware of any negative aspects " But extra bureaucracy 

" Maybe certain conditions or demands 

NR NR 
" No idea of PDO " No idea of PDO 

" Not sure exactly what it means Region of origin of the product 
" It is EU protection " Production method? 
" I read about it in the paper but I'm not sure what " Taste is more important 

it means " Good idea 
" Its good " Preservation of quality 
" It is fine " Protection of good characteristics 
" The protection will avoid fading away of " Guarantee authenticity 

quality, taste and exclusivity " Higher income for producers 
" The product will remain pure " Protect local interests 
" The exclusivity is maintained " Good for employment 
" We will have to pay more money " Regional identity 
" No inspection so quality differences will appear " Higher prices? 

" Potential increase in fraud? 

" Not a guarantee 
" Lesser taste or quality as monopolistic position 

and might increase the production to earn more 
money 

In the Netherlands a few respondents knew about the concept of AOC, but the great 

majority had not heard of PDO or PGI (see Table 5.30). Consumers were aware of 

Dutch cheeses, French wines and cheeses etc. The Dutch were very cynical of what 

the protection could entail and what it really guaranteed, but there were positive 

comments made. 
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5.7.1.5 The UK 
Table 5-31: Perception of the PDO/PGI certification - the UK 

R WCFC R Scotch lamb R Jersey Royals 

" No idea of PDO " No idea what PDO is " Yes 

" Not sure exactly what it means " Not sure exactly what it " They're special 

" It comes from where it says it 
means " Its a quality thing 

does . Protecting a niche " No-one else can use the name 

" Made in a farmhouse market " Yes, a good idea 

" Own milk . Price differential Benefits the farmers 

" Not clear 
" Euro nutter idea " Benefits the consumer 

" Region . Authentic " Assurance of origin 

" Their own product " Trust " They are a treat so OK to price 

" Wine/ Sherry/Pastis 
Marketing boost for higher 

" roduce of France Produce producers " Problem in poor crop year 

" Appellation Contrölee . Aimed at the producer 

" Wary " Cheddar 

" No difference " Yorkshire pudding 

" Giving enough in subsides 
anyway 

" It could be protectionist 
NR NR NR 

" No idea of PDO " No " No idea what PDO is, but is 
" Not sure exactly what it means " Not sure exactly what it it like: 

" Handmade on the farm means " Camembert/ 

" Guaranteed genuine " Forgotten " Champagne 

" Registered name " Consistency of taste " Not sure exactly what it means 
" Comes from where it says it does " Original authentic " Kiwi Fruit 

" Standards retained " Daft " Does it mean lifted in Jersey 

" Certain farms Born and bred in " Sherry debate 

" Good earner Scotland " You know what you're getting 
" Trade description " Butchered there " French cheese 
" Truth " Carcass stamping " Cheddar from Wells 

" Competition Consumers rights " Yes a good idea 

" Meat/ham " Quality mark " Taste is more important 

" Champagne " Trust " Unless you are a connoisseur 
" Whiskey Marketing boost for does it matter? 
" Camembert small producers Mexican . Benefits the growers 
" EEC ruling Tequila " Premium pricing 
" Tracing " Prawn cocktail crisps " Marketing ploy 
" Protectionism Champagne/ Brie " Retains quality 
" If the same, it doesn't matter " Cheddar/ Apples " Seasonal product 
" Benefits the consumer " Important to support local 

" Patent industries 

" Benefits the producer 
" Justified if real 
" Taste important 

There seemed to be very little known in the UK about Protected Origin products, as 

shown in Table 5.31. When the respondents were asked whether they had heard of 

Protected Designation of Origin (PDO), it was clear that very few had70, though 

several asked whether it was like the Appellation Controlee mark. A proportion of 

consumers know that `Champagne had to come from Champagne' and (prompted) 

70 In Jersey, however, the respondents did know of the protection and were aware that Jersey Royals had been 

protected. 
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most had seen the Appellation Controlee marks on bottles of French wine, French 

cheeses etc. Some mentioned patents and the Trade Descriptions Act. Most people 

then tried to formulate what protection might be (i. e. a link between the product and 

the region, `is it like the sherry/Yorkshire Pudding/tequila debate? '). A number of 

products were suggested as potential specialities or products that might have a 

geographical indication (ranging from Aberdeen Angus beef to Devon toffees). 

Many UK respondents thought protection was a good thing (but this was, by no 

means, universal). `It obviously does (matter), to people who want to buy from a 

certain area' as regionality was seen by some as important. Several respondents 

were positive about the benefits to the consumer: - products were more likely to be 

genuine and the quality standards would necessarily be high. It guaranteed an 

original authentic product and was a way of protecting a niche market. Some 

respondents were willing to pay more for products that were acknowledged to be the 

best and seen as superior, but these were generally not things they would buy every 

day. Several respondents thought protection was mainly related to a `marketing boost 

for small producers', protecting a local product and `stopping others using their good 

name' which could bring positive benefits to the area. The participants thought that 

the protection conveyed honesty (especially those who were sceptical about the 

truthfulness of promises made by retailers and manufacturers). Generally it was 

thought to retain quality and benefit both farmers and consumers. 

5.7.1.6 Overall 
Some of the respondents from all countries thought that the protection guaranteed 

high quality. This was certainly the case for many of the respondents from both 

France and Italy, though others associated it with traditional production methods and 

yet others as an indicator of the actual region of origin. In Italy, for example, it was 

generally agreed ̀ it is in the producer's interest to process and to select its produce in 

an honest and severe way' and `to have the mark, the product has to pass a quality 

evaluation performed by experts'. It was thought that the label `could give 

consumers confidence in that it guarantees certain criteria such as strict controls'. 

Italian respondents also added taste, authenticity, history and healthy products to the 

list. The Dutch consumers, in addition to quality, talked about regional identity, 

exclusivity and a guarantee of authenticity. 
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There was considerable negativity found within the different groups and across all 

countries. This mainly related to price but other concerns were raised. In the UK, 

many of the participants thought the concept of PDO/PGI was merely `a marketing 

ploy which will artificially keep prices high' and it was `a way of promoting 

snobbism in eating' ('unless the consumer is a connoisseur, does it matter that the 

specifications are so tight? '). Taste, and quality of the product, was perceived to be 

more important than protecting the origin of the product. If the substitute product 

was identical, would it matter? Quite a few respondents did not see how it could 

benefit the consumer but instead the producer (who several thought earned enough in 

subsidies anyway! ). Several thought it conveyed `protectionism for little reason'. 

Similarly to the British, the Italians and Dutch all mentioned their concerns that the 

protection would lead to higher prices. Many said that if this was the case they might 

not choose the PDO product (e. g. a respondent from Rome said `I would look for the 

cheapest one'). Dutch participants, in addition, voiced the concern that `a 

monopolistic position might lead not only to higher prices but also to lower quality'. 

French and Italian consumers were worried that the protection might lead to a 

standardisation of taste as specifications tightened. French participants were 

concerned that the European Union contributes to product standardisation by 

`imposing certain norms and taking off customs barriers'. Examples included 

`chocolate with 20% cocoa', German beer and unpastuerised Camembert. `It would 

be dangerous to do the same thing to all cheeses' as standardisation was seen as an 

`identity loss' and `death of our heritage'. 

As previously mentioned, the Italians and French mentioned their concerns as to 

whether the protection was related to quality and a few French consumers felt it was 

merely `a sales argument'. The Greeks, Dutch and Italian respondents were sceptical 

about how difficult it would be to deceive the system and sell fraudulent products as 

PDO. A respondent from Italy commented `today there exist sophisticated 

techniques able to deceive the consumer, who imagines a particular production 

system which has no correspondence with reality'. 
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Like the British respondents, consumers from the Netherlands specifically said that 

quality and taste were more important than protecting products. The French and 

Italians said that it was important to guarantee the region of origin and the `terroir' 

aspects. 

The most important finding was that the majority of respondents were not willing to 

consume more or pay more for a Protected Origin label unless it assured a really 

special product? 1. Protected origin products were already expensive and few were 

willing to consume or pay more for a labelled product, unless they were much better 

quality ('only if it warrants it' said a British consumer). Specifically, Parmigiano 

consumers recognised the brand and the guarantee already and were therefore 

unwilling to pay more. Dutch consumers would not buy more or pay more for 

labelled products ('you either like them or not and a label doesn't change anything' 

and `you are talking to Dutch consumers, no of course not - the quality was always 

good so what is the use? '). One regional consumer said she was willing to pay a 
little more for Opperdoezer Ronde PDO labelled potatoes but only `if my wallet 

enables me'. NH Edammer consumers thought the cheese had already proven itself 

in the market and queried why they should pay more ('the real fans know which 

cheese to buy' and `the )White, red, blue paper indicates the real product as it is'). 

Greek consumers of Feta would not consume more nor pay more for the label, as it 

was felt to be expensive enough and some consumers based their decision purely on 

price. One consumer said that if there was an assurance of quality and the product 

satisfied her then she would be willing to pay more. This was a similar situation for 

Peza oil, though several said they would consume and pay more for a local product 

of good quality; this would `depend on the actual price and only if it fulfilled all the 

production, processing and packaging specifications'. One non-regional consumer 

said that if she tried the oil and found it satisfied her taste and if the price was right, 

then she would buy more and pay more for the labelled product. Another agreed but 

only if it was a quality product and there was an assurance for this. The majority of 

Greek consumers of Zagora apples thought they might be persuaded to consume 

more and pay more for a product with a label though other consumers doubted this 

would happen. 

71 Unfortunately these questions were not asked in France 
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In terms of regional/non regional users, differences were striking. Specifically, 

Dutch consumers from the region were generally positive about the protection. They 

felt prices could be kept up which would help producers and the heritage of the 

region. In line with the British regional groups, French regional consumers tended to 

be more critical and nostalgic than non-regional consumers, though they thought that 

PDO/PGI labels would be less useful in the region than outside (this was also the 

case in Italy). One French respondent argued that the freshness of products from 

regions situated far away would be less than for products from the local area. Those 

living in the PDO region in Italy thought that the PDO added little value to an 

already strong trademark, though they thought the protection would be useful outside 

the region of production. Greek consumers tended to prefer local products and some 

were willing to pay a premium for protected products. Consumers in France and 

Italy, however, were not. Those living in the PDO region in Britain and the 

Netherlands were worried that the labelling scheme was protectionist, and it would 

stop surrounding regions from producing the product. 

5.8 Conclusion 

The framework developed in Chapter 3 seems to have relevance for those who 

participated in the focus groups. It seems that attitudes towards the products are 

widely disparaging and depend to a great extent on the environment in which the 

participant is raised. There seems to be evidence of different types of consumers of 

local foods, in particular the PDO/PGI products; some of whom are driven by price, 

others a consideration of the region, the people and the need for sustainability. 

Quality and a guarantee of region were extremely important to all groups. 

Few respondents in the six countries had heard of PDO or PGI, but the majority were 

fairly enthusiastic towards the concept once it was explained. The French and Italian 

consumers had a much deeper understanding of the meaning of the protection and 

were, in general, most positive about the registrations. 

Quality, traditional production methods and a guarantee of region were seen to be the 

most important factors of the protection by the majority of participants across the 

countries and products studied. However, there was considerable confusion relating 
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to the difference between a PDO/PGI product and a plain origin label in all countries 

apart from France and Italy. 

The British and Dutch were the most cynical of the protection in comparison to the 

rest of the studied countries. The majority of respondents were not willing to 

consume more or pay more for a Protected Origin label unless it really did assure a 

really special product, though this finding cannot include France (as the question was 

not asked). 

The group of products with enormous reputation and well-known marks (consisting 

of Parma ham, Parmigiano Reggiano, Feta cheese) were perceived differently by 

consumers, in comparison to all the other products. On many occasions, respondents 

reasoned that the reputation and the presence of these marks make PDO protection 

label superfluous. 

With reference to the literature, consumers were particularly consistent with much of 

the origin cue literature. Consumers do indeed see a link between products and 

places which support the ideas of Brown (1993 and 1995), Bell and Valentine 

(1997), Moran (1993a), Trognon (1999), Tregear et al (1997) and Delamont (1995). 

Janda and Rao's model was found to be applicable (in terms of stereotyping etc. ), 

though other attributes occasionally were of greater importance (e. g. taste, quality, 

authenticity). 

Those living in the PDO region generally have higher consumption levels and 

knowledge of the regional local products. Many actively support the locality and 

buy locally produced goods. Consistent with Hamm et al (1997) and Wirthgen et al 

(1998), consumers buy (local) regional foods for a variety of reasons including the 

association with better taste, the idea of naturalness and the assumption of 

maintaining jobs in the region and political factors such as regional development or 

ecology. The findings upheld the findings of Berger (1994) and Quagrainie et al 

(1998) in that some consumers are willing to pay a higher price for local regional 

speciality products. The community identity concept expressed by Lantz and Loeb 

(1998) and Brown and Mussell (1984) was supported by the respondents, especially 

those living in the region or who have had some connection with the area. Those 
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living in the PDO region are more likely to purchase regional products than those 

living outside the PDO region as Becker (1999), Balling (1997) and (Peris et al, 
1993), among others, suggest. Region of origin is, as Becker (1999) and Siu and 
Chan (1997) argued, often used as a quality cue. 

Outsiders (i. e. those living outside the PDO region) seem to rate the quality and price 

attributes as more important than protecting the heritage of the area. Many of those 

living outside the PDO region are sceptical about the idea of protection, though 

many argue it was good to protect heritage in general. Consistent with the rural idyll 

literature, non-regional consumers tend to have a perception of the locality that was 

often not located in reality - romanticised images of farming and rural life. 

Trust was found to be very important (traceability, hygiene and safety were 

explicitly mentioned), consistent with the findings of Sellerberg (1999) among 

others. Consistent with the branding and labelling literature, some respondents were 
distrustful of the promises of the retailers, and of some of the promises of 

producers/manufacturers. 

In terms of the framework suggested by the author in relation to the 3 categories of 

consumer, there seems to be some agreement with the findings. 

There was certainly a group of respondents who were most interested in price and a 

guarantee that the product was authentic. A well-known, collective or private brand 

was often used as a guarantee of authenticity. Some respondents were also interested 

in product authenticity for certain occasions (such as a special dinner or if the 

product was to be given as a gift). Local food products were often bought by 

consumers as special treats for friends or family. Many consumers looked for 

convenience and value for money in their shopping for local food products. Price 

was important to many respondents, as was uniqueness, choice, taste, brands and 

quality, supporting the ideas of Thakor and Pacheco (1997) among others. 

There is evidence to suggest that a `pragmatic' consumer exists. Many respondents 

enjoyed the story behind the products, getting involved with the product by learning 

about its manufacturing process. Several were prepared to travel to track down the 
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authentic product (supporting Hughes, 1998). They sought out and enjoyed receiving 
information and advice from knowledgeable salespeople. Many products are 

admittedly bought from the delicatessen where there was a more personal interaction 

(evidence to support the ideas of `drudge and leisure' modes of shopping put forward 

by Hughes and Ray, 1999). 

There were some respondents who actively chose to support the local. These can be 

comfortably placed in the consumer as citizen category. Some respondents are 

averse to mass-produced goods and marketing, using political statements about 

`active choice', rural depopulation, social exclusion, and the need for sustainable 
farming. Many local inhabitants, and those living in rural areas, fell into this group. 

It was noticeable that those from the major cities rarely formed views pertaining to 

this group. 

It can therefore be concluded that, for some consumers, image cues such as origin, 

tradition, authenticity, quality, value and protection (of heritage, of the product's 

characteristics) are important considerations when evaluating PDO/PGI products. 

Origin especially can be a core attribute for some, while for others it is not. Regional 

consumers will buy local products; those outside the region like the stories and 

authentication guarantees. Other aspects are also applicable, such as the frequency 

of and desired use of the product and the purchase surroundings and trust in the 

store. While it seems that there are country specific differences, the major 

differences are between regional and non-regional consumers of the product and also 
between those who buy mainly for convenience and value and those who buy in a 

quest for authenticity. 

The qualitative consumer survey explored many of the general issues and variables 

relating to PDO and PGI products, certification and region. To attempt to explain 

these relationships, the results of the quantitative research need to be examined. 

While several different food categories were examined in the qualitative survey, only 

cheese will be used in the next chapter for ease of comparison and because it was the 

only product type tested across all countries. 
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6. Quantitative Research Results 

6.1 Introduction 

The quantitative consumer survey was focused on identifying which attributes affect 
the evaluation of a protected regional product. It was decided to concentrate on the 

region of origin and the influence of the protection label (PDO/PGI) on the 

evaluation of the protected regional product. The questions attempted to discover 

respondents' attitudes towards the protected origin product; the effects of protection, 

origin and other attributes on product image 

The chapter is divided into several sections corresponding, in the main, to those 
found in the literature review. Initially there is a short section profiling the sample. 
The first is the awareness and attitudes of respondents to the concept of PDO 

legislation and protection, looking at the knowledge of the PDO, the influence of a 

geographical protection label and the attractiveness of the protection. The second 

section focuses on the respondents' attitudes to the specific region and the PDO 

product, investigating respondents' regional affinity, attitudes towards quality 

production, the region of origin, the product specific regional image and the beliefs 

relating to the authenticity of the product. The third section investigates 

respondents' attitudes towards the product with a PDO protection label especially in 

relation to its quality perception, whether it is an authentic product and what 
influence the price has on willingness to buy the product or not. 

Each section of results will be explained in three parts. The first part looks at the 

sample as a whole, first concentrating on between country differences and then on 

`other significant differences' from the whole sample. The second part focuses on 

the within country differences. Both of these parts commence with a `summary 

table' of the results which are then explained in the text. The third part summarises 

the results and comments are made attempting to explain some of the results, 

especially when anomalies occur. In these results, only differences or answers that 

are managerially significant are discussed, and only those results with statistical 

significance of 5% and below are presented. 
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6.2 Sample Statistics 

6.2.1 Sample profile 
Interviewers were not requested to find a specific sample of people. The main 

requirements were that the respondents had to have consumed the cheese within the 

last year and were the major purchasers of food in their households. 

Overall the sample was mainly made up of middle aged (31-45) women living 

outside the PDO region. Many of the sample were in clerical/manual or 

professional/management occupations with `medium' incomes (or rather, these were 

the occupations of the `head of household'). The per capita cheese consumption was 

generally average, but there was a high number of respondents with low per capita 

consumption of the PDO regional product. These figures vary considerably across 

countries (see Table 6.1). It is particularly important to note that there were not 

enough regional inhabitants in France, Italy and Greece to make the statistics 

relevant. 
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Greater numbers of older people were interviewed in France and the Netherlands, 

and more younger people in Greece and the UK. The 31-45 age group was fairly 

consistent, however. In terms of income, the Dutch sample included fewer low- 

income respondents than the average, and the French sample fewer of those in the 

high-income category. 

Occupationally, the majority of the Italian sample was taken from the manual 

workers group, whereas this figure was particularly low in the Netherlands (at just 

over 15%). Very few `others' (e. g. the unemployed, students) were interviewed in 

Italy. There were very few retired people interviewed in Italy and the UK, in 

comparison to over a quarter of the respondents in the Netherlands and France. The 

region of residence was again not specified in the interview guidelines and as a result 

very few consumers from within the PDO region were interviewed in France, Italy or 
Greece, in comparison to a considerable proportion in the Netherlands and the UK. 

The consumption figures were again significant. Nearly half of the respondents 

classified themselves as light consumers of the PDO product, i. e. less than 33% of 

their consumption of cheese was the regional product. Just over a quarter of 

respondents ate between a third and two thirds of the PDO product, and the final 

quarter were heavy consumers, with over 60% of their cheese consumption being of 

the regional product. In terms of age, the heavy consumers were in general the 

middle aged groups, especially the 30-45 age group. The oldest and youngest 

respondents consumed least. 

Cheese Consumption in eneral: The results were significant in that only Italy had a 

balance between light, medium and heavy consumers of cheese. In France, Greece 

and the Netherlands, around 50% of the respondents were medium consumers. The 

British sample consume more cheese than the national average (40% were `heavy' 

cheese consumers). 

Calculated cheese consumption: The results were significant in that for all countries 

there was a disproportionate amount of consumers calculated to be low volume 

consumers of the PDO cheese. 
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Admitted cheese consumption: The results were significant, in that the French and 
Dutch sample was made up of many low volume consumers (73% and 66% 

respectively) while the Italians were generally heavy consumers (69%). 

6.3 Awareness and Attitudes to the concept of PDO 
legislation and protection 

6.3.1 Knowledge of Protected Designation of Origin 
Knowledge of Protected Designation of Origin or PDO was investigated by asking 

respondents whether they had heard of the legislation. There are likely to be 

differences between countries because of the existing legislation relating to AOC, the 

advertising of the legislation within the various countries and the attentiveness of the 

respondents in relation to their food product purchases. From the findings of the 

qualitative consumer survey and the literature review, it is thought that the Southern 

European countries will be most knowledgeable. There are likely to be within 

country differences too: potentially the older, richer and more educated respondents 

will be more knowledgeable as will the heaviest consumers of cheese in general and 

the PDO product itself. 

If the respondent answered ̀ Yes' to the question about knowledge of the legislation, 

a further question was asked: which of the following statements best describes what 

you understand by it? Three statements were then given (with the option of `don't 

know', `can't remember'): 

" EU legislation which protects the poorer parts of the European Union 

" EU legislation which protects regionally branded foods 

" EU legislation which protects products which are unique to a particular region of 

the EU 

The third question was the correct answer. The question was designed to investigate 

whether those who said they knew the answer actually did. It is thought that there 

might be cross-country differences due to differing legislation, which may have 

given respondents clues as to what the designation may mean. 
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6.3.1.1 Results 
Table 6-2 Have you ever heard of Protected Designation of Origin or PDO? 

- Countrv Differences (nercentaael 
Total France Italy Greece N'lands UK Sig. 

Yes 31.2 33.6 43.4 36.2 17.1 32.6 ** 
No 68.8 66.4 56.6 73.8 82.9 67.4 
protects the poorer parts of the European 
Union 

2.7 1.4 0 3.8 2.7 10.6 

protects regionally branded foods 33.9 33.1 33.0 42.3 37.8 25.5 
protects products unique to a particular 
region 

63.4 65.5 67.0 53.8 59.5 63.8 

*= sig. of 5% level 
**= sig. of <5% level 

It can be seen in Table 6.2 that a great majority of respondents had not heard of 

Protected Designation of Origin or PDO. Overall, only 31.2% knew of the 

protection. Of those who said they knew what it meant, two thirds answered 

correctly, saying it protects products unique to a particular region. A third thought it 

protects regionally branded foods and a very small minority thought it was 

legislation that protects the poorer parts of the European Union. 

There were differences between countries (with 43.4% of the Italians claiming to 

know of the protection in comparison to only 17.1% of the Dutch). The Italian 

respondents were most correct in their answers, with 67% answering that it protected 

unique products. 

The heavy PDO cheese consumers (acknowledged) were more likely to have heard 

of the Regulation. 37.3% of the heavy consumers had heard of the protection, in 

comparison to 27.2% of the lightest consumers. In addition, 69% of this group knew 

that the Regulation protected products from certain regions in comparison to the 

mean of 63.4%. The answers were statistically significant. 

Significant results were found within all countries apart from France, as can be seen 

in Table 6.3. 
Table 6-3 Have you ever heard of Protected Designation of Origin or PDO? 

within Cnunty differences 

Age Occu Income Where Per capita PDO PDO 

pation living consumption cheese. con. 
Calc. Ackn. 

Have you ever heard of *UK *Italy *Greece *Greece 
Protected Designation of *N'land *UK 
Origin or PDO? 
What is it? *N'land *Italy *Italy 
*= sig. of 5% level 
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Overall, the Italians, Greeks and French respondents were more knowledgeable than 

the respondents from the two Northern European countries. In addition, those who 

consume large quantities of cheese and the regional product were considerably more 

knowledgeable. 

Within country differences were also significant, with the results suggesting that 

those most knowledgeable about the Regulation are the older groups, either retired or 

professional, with higher incomes. 

The results were particularly interesting, as the respondents are consumers of 

products which are protected. Only 19.8% of the respondents who buy protected 

origin cheese know of the legislation and understand what it means. 

6.3.2 The influence of a geographical protection label 
The next part of the questionnaire focused on determining the influence of a 

geographical protection label (PDO/PGI) on the evaluation of the protected regional 

product. It was seen in Chapter 3 that protection labelling is important for some 

consumers in their evaluation of products. Beliefs relating to the protection labels 

were taken from the focus group discussions and it was thought that the label might: 

" protect the authenticity of the product 
" fully guarantee the region of origin of the product 
" guarantee a hand crafted product 
" lead to more employment in the region of origin 
" reduce the likelihood of fraudulent copy cat products 
" preserve a higher product quality 
" guarantee a constant product quality 
" lead to higher product prices 
" lead to higher farmer incomes 

" preserve the exclusivity of the product 
" guarantee the product is produced in a traditional way 

Respondents were asked their opinions in relation to these beliefs using a five-point 

scale, with the end points `totally disagree' and `totally agree'. It is thought that 

those who understand the idea of protection, potentially because of knowledge 

within their own country or due to AOC wine or cheese purchases, will be more 

positive about some of the statements. 
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It is expected that the Southern European respondents will have a higher score in 

relation to the influence of a geographical protection label. Within countries those 

living in the region and those who have a high consumption of the local cheese will 

be more positively inclined than those who live outside the region and eat less 

cheese. It is expected that the attitudes towards the protection label will influence 

the use satisfaction and attitude to the protected regional product. 

6.3.2.1 Results 
Table 6-4 The influence of a PDO protection label 

- Country Differences (mean scare) 
Total France Italy Greece N'lands UK Sig. 

Guarantee consistent product quality 4.10 4.08 4.33 4.37 3.86 3.72 ** 
Lead to higher product prices 3.73 3.79 3.70 3.97 3.53 3.56 
Protect the authenticity of the product 4.35 4.29 4.6 4.50 4.13 4.28 ** 
Fully guarantee the region of origin of 
the roduct 

4.30 4.23 4.61 4.51 3.93 4.24 ** 

Guarantee a hand crafted product 3.73 3.82 4.02 3.93 3.51 3.04 ** 
Lead to more employment in the region 
of origin 

3.48 3.03 3.81 4.35 3.20 3.49 ** 

Reduce the likelihood of fraudulent 
`co cat' products 

4.09 3.99 4.29 4.39 3.89 3.92 ** 

Maintain a higher quality product 4.14 4.07 4.51 4.48 3.83 3.79 ** 
Lead to higher farmer incomes 3.40 3.02 3.95 4.18 2.95 3.28 ** 
Preserve the exclusivity of the product 4.23 4.08 4.55 4.53 4.07 3.99 ** 
Guarantee the product is produced in a 
traditional way 

4.02 4.08 4.18 4.36 3.80 3.44 ** 

*= sig. of 5% level 
**= sig. of <5% level 

Generally, the results were very positive, as can be seen in Table 6.4. Out of the 

eleven questions, seven had an average mean of over 4 and all were above 3. 

Respondents were most positive that the protection label would protect the region of 

origin of the product, its authenticity and exclusivity. Slightly lower averages related 

to the protection maintaining a higher quality product, guaranteeing it is produced in 

a traditional way and reducing the likelihood of fraudulent products. Respondents 

were positive, but least so, in relation to the protection leading to higher product 

prices or farmers' prices, more employment in the region or guaranteeing a hand 

crafted product. 

The Greek and Italian respondents consistently scored the highest. The Dutch and 

British scored lowest again, with the French respondents varying depending on the 

question. 
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Looking at other significant results, the heavy PDO cheese consumers 

(acknowledged) thought that the label would bring many positive benefits. The 

respondents who consumed the PDO product the least scored, significantly and 

consistently, the lowest average as can be seen in Table 6.5. 
Table 6-5. Acknowledged PDO cheese Consumption (mean scores) 

Low Middle High Sig. 
Guarantee consistent product quality 3.98 4.13 4.27 ** 
Lead to higher product prices 3.73 
Protect the authenticity of the product 4.25 4.39 4.49 ** 
Fully guarantee the region of origin of the product 4.20 4.31 4.46 ** 
Guarantee a hand crafted product 3.63 3.80 3.83 ** 
Lead to more employment in the region of origin 3.21 3.71 3.75 ** 
Reduce the likelihood of fraudulent 'copy cat' products 3.99 4.05 4.31 ** 
Maintain a higher quality product 4.00 4.19 4.37 ** 
Lead to higher farmer incomes 3.15 3.52 3.75 ** 
Preserve the exclusivity of the product 4.09 4.28 4.43 ** 
Guarantee the product is produced in a traditional way 3.92 4.06 4.18 
*= sig. of 5% level 
**= sig. of <5% level 

It is interesting to note that those outside the region were surer than those inside that 

the product would be handcrafted and guarantee traditional production practices than 

those in the region. 

Positive responses were also found for the over 60s. The under 30s were most 

sceptical. 

The retired were generally the most positive especially in terms of tradition and 

believing that the label would guarantee a handcrafted product. Professionals were 

least likely to agree the label would guarantee higher farmer incomes. 

Significant results were found within all countries as can be seen in Table 6.6. 
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Table 6-6. The influence of the PDO protection label 

- within County differences 
Age Occup. Income Where Per capita PDO PDO 

living cheese cheese. con. 
consumption Calc. Ackn. 

Guarantee consistent *N'land 
product quality *UK 
Lead to higher product *UK *UK *Greece *Italy 
prices *N'land 
Protect the authenticity of *UK *N'land 
the product 
Fully guarantee the region *France *UK *N'land 
of origin of the product 
Guarantee a hand crafted *France *UK **UK *N'land 
product 
Lead to more employment *France *Italy 
in the region of origin *UK 
Reduce the likelihood of *France *Italy *N'land 
fraudulent `copy cat' *UK 
products 
Maintain a higher quality *France *France *N'land *UK 
product *UK 
Lead to higher farmer *France *UK *UK 
incomes 
Preserve the exclusivity of *France *N'land 
the product *UK 
Guarantee the product is *France *UK *UK *Greece *N'land 
produced in a traditional *UK 
way 
*= sig. of 5% level 
**= sig. of <5% level 

Overall it can be concluded that the PDO protection label was seen as very positive. 

The average mean for seven of the questions was over 4. 

The Southern countries respondents were more enthusiastic than the Northern 

European countries. Greek and Italian respondents scored very highly and the Dutch 

and British respondents recorded a much lower mean. The French scores were 

inconsistent. 

The heavy PDO cheese consumers (acknowledged) were most enthusiastic in 

relation to the protection label and the results were statistically significant. Regional 

residents were also very positive, though the `rural idyll' concept was supported in 

that those outside the region were significantly more positive in relation to the 

protection label guaranteeing a handcrafted traditional product. In general, the over 

60s and the retired respondents were most enthusiastic about the guarantees a 

regional protection label might bring. 

Within country differences were also found to be important. In France, the older 

respondents, the retired and professionals scored the highest means. The youngest 
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were the least sure. The respondents who ate most cheese in Greece and the heavy 

PDO cheese consumers (calculated) from the Netherlands were most enthusiastic in 

relation to the potential guarantees of the protection label. Italian regional 

consumers thought the protection would stop copy cats but evidence for the rural 
idyll were discovered as those outside the region thought it might lead to more 

employment in the region. Within country differences were particularly significant 
in Britain where the oldest respondents, the retired and the professionals were most 

positive about the guarantees the protection label might bring. Similarly to Italy, 

those in the region were positive about some aspects but less sure that the protection 

would guarantee the product is produced in a traditional way or guarantee a 
handcrafted product. 

The results for France are ambiguous. The majority of the sample was taken from 

the Northern part of France which is considerably more industrial and `globalised' in 

comparison to the Southern half of France. It is thought that consumers are more 

price and value orientated in an increasingly global market. 

6.3.3 The attractiveness of the protection 
Questions about the attractiveness of the protection were then put forward to gauge 

the reactions of the respondents as to whether or not they had had previous 

experience with the concept or not. This question attempts to discover the attitude 

towards the label. It is thought that if the respondents are positive towards the label 

they might be more positive about the product. 

Once again five point scales were used with the end points labelled `very 

unattractive' and `very attractive, `really dislike it' and `really like it' and `very bad' 

and `very good'. Questions were respectively how attractive do you find, how do 

you feel about and what is your overall opinion about the idea of PDO protection? 
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6.3.3.1 Results 
Table 6-7. The attractiveness of the protection 

- Conntrv Differences (mean scores) 
Total France Italy Greece N'lands UK Sig. 

How attractive do you find the idea of 4.08 3.81 4.44 4.48 3.91 4.03 

the PDO-protection? 
How do you feel about the idea of the 4.14 3.88 4.50 4.54 3.97 4.02 ** 
PDO-protection? 
What is your overall opinion about the 4.12 3.97 4.31 4.60 3.82 4.04 ** 
idea of the PDO- rotection? 
**= sig. of <5% level 

Generally positive, average means were between 4.08 and 4.14 and there were no 

negative responses (see Table 6.7). Country differences were significant and 

reflected in a similar manner for the three questions. The Italians and Greeks were 

consistently enthusiastic, with the Greeks particularly so. The British respondents 

followed, with the French averaging the lowest means for two out of the three 

questions. 

The heavy PDO cheese consumers (acknowledged) found the idea of the PDO 

protection most attractive, felt most positively and had the best overall opinion. In 

all three cases, those who consumed the product the least scored the lowest mean 

(see Table 6.8). 
Table 6-8. Attitudes towards the Idea of PDO Protection 

-Acknnwledued PDO Cnnsumntion (mean scores) 
Light Medium Heavy Sig. 

How attractive do you find the idea of the PDO-protection? 3.87 4.19 4.35 ** 

How do you feel about the idea of the PDO-protection? 3.93 4.24 4.42 ** 
What is your overall opinion about the idea of the PDO-protection? 3.93 4.22 4.37 ** 
**= sig. of <5% level 

No other significant differences were found. No differences were found within 

countries in relation to age, occupation, income or per capita cheese consumption as 

can be seen from Table 6.9. 
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Table 6-9. Attitudes towards the Idea of PDO Protection 

-within County differences 

Age Occup. Income Where Per PDO PDO 
living capita cheese. con. 

cons. Calc. Ackn. 
How attractive do you find *Italy *UK 

the idea of PDO-protection? *UK 

How do you feel about the *Italy *Italy 
idea of the PDO-protection? *UK *UK 

What is your overall opinion *Italy *France **UK 
about the idea of the PDO- 
protection? 

*= sig. of 5% level 
**= sig. of <5% level 

Overall, it can be concluded that respondents found the idea of PDO protection very 

attractive; they feel good about it and have a high overall opinion of the concept. 

The Greek and Italian were considerably more enthusiastic than the Dutch 

respondents. However, the French and British showed much less significant results. 

The French found the idea of protection the least attractive of the five countries. 

The heavy PDO cheese consumers (acknowledged) were significantly more 

enthusiastic about the concept than those respondents who consumed less. This was 

also the case within countries, especially for France, Italy and the UK. Other within 

country differences were present, but not many; notably, the Italian respondents 

living in the region were more enthusiastic than those living outside. 

For the French to find PDO/PGI protection the least attractive of the 5 countries is 

contrary to expectations. The reason behind this could be that the French already use 

the AOC label. They may be experiencing `logo fatigue', or may not realise the 

difference between the AOC and the AOP (the French equivalent of PDO). The 

sample contains a disproportionate number of the over 60s age group who may be 

more resistant to change. In addition, there are very few of those living in the PDO 

region, so respondents may not feel particular region affinity to which we turn in the 

following section. 
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6.4 Attitude to specific region and PDO product 

6.4.1 Regional Affinity 
Respondents were then asked about their regional affinity. These questions were 

included to understand how the respondents felt about their local region. In the 

qualitative consumer survey (and also the literature review), it was discovered that 

those living in a region may feel closely related to the area, though it was also 

suggested that our food supply is becoming increasingly global along with society's 

view of the world - two dichotomous views. The a priori expectation is that the 

Southern European respondents will have a greater affinity to their region than the 

Northern countries. Respondents who live in a region where speciality products are 

made might have a higher propensity to believe that `locals' should buy local 

products. It is thought that these consumers would have a higher preference for PDO 

products made in the region. Respondents were asked to state the extent to which 

they agreed or disagreed with statements about how `real inhabitants' of their local 

region should behave. A five-point scale was used with end points labelled `totally 

disagree and totally agree'. 

188 



6.4.1.1 Results 
Table 6-10. Regional Affinity 

- Country Differences (mean scores) 
Total France Italy Greece N'lands UK Sig. 

A real inhabitant of [the region] 2.50 2.16 2.62 3.68 1.69 2.78 ** 
should always buy food products 
made in [the region]. 
should not buy food products made 2.26 1.88 2.28 3.51 1.66 2.43 ** 
outside because this hurts local 
business & causes unemployment. 
We should buy food products made 2.37 1.98 2.19 3.64 1.84 2.75 ** 
in [the region] instead of letting 
other regions get rich off us. 
**= sig. of <5% level 

The results of the three questions were generally negative - respondents did not 

agree with the statements (see Table 6.10). The average ranged from 2.26 (a real 

inhabitant should not buy food products made outside the region because this hurts 

local business and causes unemployment), through 2.3 7 (we should buy food 

products made in the region instead of letting other regions get rich off us) to 2.50 (a 

real inhabitant should always buy food products made in the region). 

The Greeks were the only respondents who tended to agree with the statements. 

While relatively non-committal, the Italians followed, with the British third. The 

Dutch were consistently the most opposed to the questions. 

The lightest PDO cheese consumers (acknowledged) were least in agreement with 

the statements, with lower means than the average as can be seen in Table 6.11. 

Tahle 6_11 Reainnal Affinity - Aeknnwled¢ed PDO Consumption (mean scores) 
Light Medium Heavy Sig. 

A real inhabitant of [the region] should always buy 2.16 2.88 2.74 ** 
food products made in [the region]. 

... should not buy food products made outside 1.95 2.56 2.54 ** 
because this hurts local business & causes 
unemployment. 
We should buy food products made in [the region] 2.09 2.68 2.58 ** 
instead of letting other regions get rich off us. 
**= sig. of <5% level 

Professionals were most in disagreement with the three questions, with the other 

employment categories much closer together in their estimations. The highest 

income respondents were most in disagreement with the three questions. The within 

country results were particularly significant for France as can be seen in Table 6.12. 

189 



Table 6-12. Regional Affinity 

within County differences 

Age Occupation Income Where Per capita PDO PDO 
living Cheese con cheese. con. 

Calc. Ackn. 
A real inhabitant should **France **France *France *France *France 
always buy local food *Greece 
products *Italy 

... should not buy food *France *France *France *N'land *France *France *France 
products made outside *Greece 
because this hurts local 
business & causes 
unemployment. 
We should buy food *France *France *France *N'land *France *France 
products made in [the *Greece *N'land 
region] instead of letting 
other regions get rich off 
us. 

**= sig. of <5% level 

Overall, responses were negative - respondents were not in agreement that a real 

inhabitant should always buy local food products, nor should they not buy products 

made outside because it would hurt local business and cause unemployment. They 

disagreed that they should buy food products made in the region instead of letting 

other regions reap the benefits. 

Greek respondents were found to have the greatest affinity for their local area. 

Italian respondents were generally non-committal. The Dutch were found to have 

the least affinity, followed by the French, then the British. The Southern Europeans 

were more positive about their local area than the Northern, but once again the 

French respondents were more aligned to the Northern countries. 

The medium consumers of the regional product were most regionally aware - this 

makes no `managerial' sense despite being statistically significant. However, the 

lightest consumers of the regional product had the least affinity to their local area 

which is more relevant. Those with the highest incomes were most in disagreement 

- low-income consumers buy local products. 

Within country differences were relevant, especially in relation to France where age, 

occupation, income and per capita consumption of cheese and the PDO product were 

all found to be significant. Generally, the younger, professional, high-income 

consumers who ate the least amount of cheese were not in favour of buying locally. 
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The age of consumers from Greece was also statistically significant where the 

youngest were least in agreement. The Dutch respondents outside the region and 

those with high incomes felt little regional affinity. 

An interesting dichotomy emerges here. While it was discovered in the literature 

that many of the PDO products are speciality products consumed by higher income, 

middle aged, professional consumers, it is also the case that regional affinity is not 
felt by this group. It was the lower income, manual workers in the study that felt 

greatest affinity to the local region. This was found also in the study by Thakor and 

Pacheco (1997). 

It was suggested in the literature that the Southern European consumers are least 

affected by globalisation and have a clearer preference for regional food products, in 

comparison to the internationalisation of the Northern European diet. Certainly in 

the qualitative consumer survey it was found that respondents from Italy and Greece 

were regionally aware. Once again the French result is that of the Northern 'model'. 

6.4.2 Region of Origin 
Firstly, it was decided to search out relative knowledge of the region of origin of 

each product. As was discovered in Chapter 3, an important determinant of the 

attitude to the protected regional product is potentially the attitude to the region of 

origin. The three questions were aimed at finding out how well the respondents knew 

the region in order to understand whether their affinity to the product came from this 

knowledge or something else. From the findings of the qualitative consumer survey 

and the literature review, it is thought that those who know the region of production 

will be more interested in the product than those who do not. There are likely to be 

cross-country differences due to the size of each country and whether the region is 

considered an important holiday destination. Within country differences might also 

be important, especially in relation to those living in the area in comparisons to those 

outside. 

Familiarity, knowledge and experience were measured by three 5-point semantic 

differential scales with the end poles labelled respectively `not at all familiar' - `very 
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familiar', `no knowledge at all'- `very good knowledge' and finally `no experience 

at all' - `a lot of experience'. 

Closely related are the questions relating to the attitudes towards the region. It is 

thought that people who have a favourable attitude to the region may have a more 
favourable attitude to the protected origin product. Even if respondents had not been 

to the region, they may have views about it, as seen in many of the country of origin 

effect studies. Those living outside the area may have a disproportionately positive 

view (a rural idyll) or be non-committal due to the fact they have not visited the area 

or really have any knowledge. It is expected that there will generally be a positive 

response to this question as the majority of PDO products are produced in regions 
that are often seen as tourist destinations. 

Attitudes towards the region were measured by three 5-point semantic differential 

scales with the end poles labelled by respectively `really dislike it' - `really like it', 

`very bad' - `very good', and `very unattractive'- `very attractive'. Questions 

included `How do you feel about [the region]' and `What is your overall opinion 

about [the region] ' and `How attractive do you find [the region]'. 

6.4.2.1 Results 
Table 6-13. Regional Knowledge and Attitude 

- Country Differences (mean ccnrec) 
Total France Italy Greece N'lands UK Sig. 

How familiar are you with the region? 2.65 1.91 2.85 2.89 3.25 3.4 ** 
How knowledgeable are you about the 
region? 

2.49 1.93 2.61 2.87 2.72 3.17 ** 

How much experience do you have of 
the region? 

2.52 1.87 2.46 2.80 2.87 3.65 ** 

How attractive do you find the region? 3.87 3.59 4.09 4.1 3.6 4.38 ** 
How do you feel about the region? 3.90 3.61 4.29 4.09 3.72 4.2 ** 
What is your overall opinion about the 
region? 

3.91 3.61 4.2 4.21 3.68 4.23 ** 

**= sig. of <5% level 

In general, respondents were not familiar, knowledgeable or experienced with the 

region. Mean scores ranged between 2.49 and 2.65 as can be seen in Table 6.13. 

British and Dutch respondents scored the highest means. 

In relation to how attractive respondents found the regions, the answers were mostly 

positive (average scores were 3.87-3.91). The Greeks, Italians and British responded 
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most favourably in terms of how attractive they found the region to be. The French 

had the lowest opinion of the region. 

The lightest consumers of the PDO product were least knowledgeable and familiar 

with the region. They also found it least attractive. The heavier cheese consumers, 
however, were most positive in their feelings about the region. The differences were 

statistically significant as can be seen in Table 6.14. 

Table 6-14. Regional Knowledge and Attitude 
- Acknowledued PDO Cnncumntinn ! mean crnrpcl 

Light Medium Heavy Sig. 
How familiar are you with the region? 2.34 2.83 3.05 ** 
How knowledgeable are you about the region? 2.21 2.63 2.88 ** 
How much experience do you have of the region? 2.26 2.68 2.85 ** 
How attractive do you find the region? 3.69 3.95 4.12 ** 
How do you feel about the region? 3.66 4.06 4.21 
What is our overall opinion about the region? 3.65 4.07 4.22 
"'= sig. of <5% level 

Those inside the region were very positive about the region (averaging above 4 for 

familiarity and experience) but more modest in their knowledge of the region. Those 

with a higher per capita income were more experienced, familiar and knowledgeable 

than the lower income groups. 

Those living in the region were very enthusiastic about their feelings towards, 

overall opinion and findings of attractiveness. Their scores were much higher than 

those living outside the region who liked the region, found it attractive and had 

generally positive feelings but not to the same extent. These figures were also 

statistically significant, see Table 6.15. 

Table 6-15. Regional Knowledge and Attitude 

- Region of Residence (mean scores) 
Inside the PDO 
region 

Outside the 
PDO region 

Sig. 

How familiar are you with the region? 4.28 2.47 ** 
How knowledgeable are you about the region? 3.86 2.34 ** 
How much experience do you have of the region? 4.22 2.33 ** 
How attractive do you find the region? 4.48 3.80 
How do you feel about the region? 4.50 3.84 ** 
What is your overall opinion about the region? 4.43 3.85 ** 
**= sig. of <5% level 
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Significant results were found within countries, especially in relation to region of 

residence, though age, income, occupation and consumption of cheese and the PDO 

product were also of significance (see Table 6.16). 

Table 6-16. Regional Knowledge and Attitude 

- within County differences (mean ccnrecl 
Age Occup. Income Where Per PDO PDO 

living capita cheese. con. 
con. Calc. Ackn. 

How familiar are you *Italy *Italy **France *UK *France **Italy 
with the region? *Greece **UK 

**Italy 
*N'land 
**UK 

How knowledgeable are *France *Italy **Italy **France *UK *France *Italy 
you about the region? *Italy *Greece *UK 

**Italy 
*N'land 
**UK 

How much experience *France *France *Italy **France *France **Italy 
do you have of the *Italy *Greece *UK 
region? (e. g. spent a **Italy 
holiday or visited the *N'land 
region, live(d) there) **UK 
How attractive do you *France **France *Greece *N'land *Italy 
find the region? *Greece 

*Italy 
*N'land 
**UK 

How do you feel about *France *UK *Italy **France *France *France **UK 
the region? *Greece *Greece *N'land 

*Italy 
*N'land 
**UK 

What is your overall *France *France *Italy *France *France *France *Italy 
opinion about the *Greece *Greece *Greece 
region? *Italy **UK 

*N' land 
**UK 

*= sig. of 5% level 
**= sig. of <5% level 

Generally, for all countries, those living in the region were significantly more 

positive than those outside the region (see Table 6.17 below for particular figures). 

Respondents from the region found the region more attractive and had better feelings 

towards it - the Greeks had a mean score of 5! 
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Table 6-17. Region of Origin - knowledge and attitude 

- Rpoinn of residence (mean scores) 
France Italy Greece Netherlands UK 

How familiar are you with ** ** * * ** 
the region? 13.78 14.95 14.80 I 3.88 I 4.65 

O 1.87 02.64 02.84 0 3.01 0 3.05 
How knowledgeable are you ** ** * * ** 
about the region? I 3.44 14.84 14.60 I 3.27 I 4.32 

0 1.90 02.39 02.83 02.50 0 2.85 
How much experience do you ** ** * * ** 
have of the region? 13.89 14.89 14.80 I 3.70 I 4.77 

01.83 02.22 02.75 02.55 0 3.35 
How attractive do you find 
the region? 14.78 14.86 15.00 I 4.09 I 4.90 

03.57 04.04 04.08 0 3.41 0 4.24 
How do you feel about the ** * * * ** 

region? 14.78 14.84 15.00 I 4.18 I 4.71 
03.59 04.23 04.07 03.55 04.06 

What is your overall opinion * * * * ** 

about the region? 14.44 14.79 15.00 I 4.13 I 4.68 
03.59 04.15 04.19 03.50 0 4.11 

*= sig. of 5% level 
**= sig. of <5% level 

In general, respondents were not knowledgeable about, familiar or experienced with 

the region, but found the region attractive, pleasant and had a good overall 

impression. 

British and Dutch respondents were most knowledgeable about the region. It is 

interesting to note that those respondents who were heaviest consumers of the PDO 

product were significantly more positive in all questions in comparison the 

respondents who consumed less, in both percentage and volume terms. In addition, 

to the general results, the middle aged and older respondents and the retired were 

more positive. 

Those who lived in the region from France, Italy and the UK were particularly 

enthusiastic about the region. Older French respondents, the retired and the 

professional workers were most knowledgeable and experienced, while the under 

30s were least enthusiastic. Manual workers and the retired were most positive in 

their feelings towards the region. Heavy consumers of the PDO product, from 

France, Greece, Italy and the UK especially, were more positive in their feelings 

towards the region. The Italian 30-45 age group were the most experienced, while 

the professionals and retired respondents the most knowledgeable. Those with the 

highest incomes were most enthusiastic. British manual workers and retired 

respondents were more positive in their feelings towards the region. 
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The results show an obvious bias in relation to region of residence. The Dutch and 
British sample contain many more regional residents in comparison to the other 

countries, in particular France. Another reason that the Dutch and British 

respondents are so knowledgeable is potentially because of the size of the countries 

concerned - Britain and The Netherlands are much smaller countries than the other 

three studied. In addition, the West Country is a popular holiday destination for 

Britons. This is not so much the case for the other 4 countries. 

6.4.3 Knowledge of the Product's Origin 

To retain PDO protection, the product must only be produced in the region so this 

question is a general test of the respondents' knowledge of the product and its origin, 
heritage and basic labelling regulations. It is an investigation of awareness and 

attitude to the legislation and protection, in addition to the attitude to the product. It 

is thought that greater knowledge and awareness of the Regulation, in addition to the 

importance of regional food, will result in higher scores from the Southern European 

countries in comparison to the Northern countries. Within country differences could 

also be relevant, in terms of the age, education or per capita consumption 
determining respondents' knowledge of the legislation. 

The Italians and French have long had origin certification, whereas the Northern 

European countries have very strong labelling regulations, as was shown in Chapter 

2. Product differences may skew the results, as some products are better known than 

others and the region of origin is clearly marked on the product. Most notably, Feta 

is produced in many other countries and can be made all over Greece, and 

respondents are generally familiar with this kind of cheese. 

6.4.3.1 Results 

Table 6-18. Where do you think the PDO product is produced? 
- Country Differences (nercentages) 

Total France Italy Greece Netherlands UK Sig. 
Can be outside the region 89.8 99.5 99.1 100 99 20.1 ** 
Inside the region only 10.2 0.5 0.9 0 1 79.9 
**= sig. of <5% level 

Table 6.18 gives a clear indication that the majority of respondents thought that the 

Protected Origin product could be made outside the region. Overall, 89.8% of 
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respondents thought that the PDO product could be made outside the region. Only 

10.2% did not. 

The overall figure disguises the remarkable differences between the British response 

and the four remaining countries. In France, Greece, Italy and the Netherlands, 

either 99 or 100% of the respondents believe that the PDO product can be made in 

more than one region. 

Those respondents who were heaviest consumers of the PDO product were more 
inclined than the lightest consumers to believe that the product could only be made 
in the region. Only 3.5% of the heaviest users thought it could only be produced in 

the region, in comparison to 13.2% of the lightest users (statistically significant). 

Those living in the region of production were more inclined than those outside to 

believe that the product was only made in the region (23.3% of those living in the 

region thought it could only be produced there, in comparison to the 8.7% who live 

outside). 

The under 30s were most inclined to think the PDO product could only be made 
inside the region. Managers and those in the `Other' employment category were 

slightly more inclined to think that the product could only be produced in the region. 

No significant results were found for France, Greece, Italy or the Netherlands, as can 

be seen from Table 6.19. However, there were 2 significant responses, both from the 

British respondents. The majority of heavy consumers of the PDO product 

(calculated) believed that it could only be made in the region. The British low- 

income respondents were also more inclined to believe this (100%) in comparison to 

only 64.5% of high-income respondents. 

Table 6-19. Where is the PDO product produced? 
- within County differences 

Age Occup. Income Where Con. PDO PDO con. 
living Cheese cheese. Ackn. 

Calc. 
Where do you * UK *UK 
think xxx is 
produced? 
*= sig. of 5% level 
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Overall, the results are of particular interest when the knowledge of AOC legislation 

is taken into account. The respondents from those countries with previous 
legislation were still inclined to believe the products could be made in more than one 

region. This can be excused in the case of Greece as Feta is made all over the 

country, but for France and Italy these results were not anticipated. The results from 

Britain, a country with very little knowledge of the AOC legislation, are also 

contrary to expectations as large numbers of respondents believed the product could 

only be made in the region. The results might be explained by the fact that the 

overall sample contained few respondents who lived in the region, especially from 

France and Greece. In addition, the Italian sample contained many manual workers 

and very few professionals who are potentially more knowledgeable about the 

legislation. 

6.4.4 Product Specific Regional Image 

The influence of the product-specific regional image was examined as this might 
have an indirect influence on the attitude towards the protected regional product, 

through quality perception. Respondents were asked the extent to which they 

believed the region of origin was suited to the production of the product, again using 

a five-point scale. The question commenced, `For the production of a high quality 

cheese, the (PDO) region has.. ' and the statements included: 

" .. a suitable natural environment "a sufficiently clean environment 
" the appropriate climate " ... the appropriate type of soil 
"a strong tradition " ... peoPle with sufficient professional skills 
" the right people " ... people with the appropriate knowledge 

It is thought that the Southern Europeans will have a more positive attitude to the 

region, its climate, landscape and other aspects, in addition to the producers of the 

products. Within countries age, occupation and possibly consumption of cheese/the 

PDO product could also be important. These questions are related to use satisfaction 

and attitude. It is thought that there will be a positive relationship between the 

product specific regional image and the product. Respondents who perceive the 

region of origin to be very suited to the production of the product may have a more 

favourable perception of the quality of the protected regional product compared to 

the quality of the general product. These questions relate to the French concept of 

`Terroir', and are a combination of origin effect and the authenticity/tradition effect. 
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If respondents have a positive view of the region's people, soil, climate and tradition, 

there is conceivably an argument for the existence of `terroir' in the purchase of 

regional speciality foods. 

6.4.4.1 Results 
Table 6-20. Regional Attributes 

- Country Differences (mean scores) 
Total France Italy Greece N'Iands UK Sig. 

A suitable natural environment 4.18 4.19 4.39 4.55 3.67 4.03 ** 
A sufficiently clean environment 4.00 3.93 4.25 4.56 3.43 3.82 ** 
People with sufficient skills 4.11 3.98 4.62 4.18 4.04 3.78 ** 
The appropriate type of soil 3.90 3.91 4.24 4.06 3.54 3.67 ** 
A strop tradition 4.45 4.39 4.79 4.74 4.13 4.16 ** 
The appropriate climate 4.12 4.1 4.45 4.58 3.63 3.74 ** 
The right people 4.03 3.94 4.44 4.35 3.74 3.65 ** 
People with the appropriate knowledge 4.29 4.23 4.66 4.5 3.97 4.09 ** 

**= sig. of <5% level 

In general, the product specific regional image was very positive (see Table 6.20). 

For seven out of the eight questions the respondents were very sure (i. e. scored 4.0 or 

more). Respondents were less sure in relation to the question about the region 

having the appropriate type of soil for the production of a high quality cheese. They 

were most enthusiastic about the region having a strong tradition (4.45) and people 

with the appropriate knowledge (4.29). The highest scores came from the Greek and 

Italian respondents. The lowest scores came from the Netherlands and Britain. The 

French respondents varied considerably (with high scores especially relating to 

strong tradition and appropriate climate). 

It is particularly interesting to note that the heaviest consumers of the regional 

product (volume and percentage) were consistently and significantly more positive in 

their responses than the lightest consumers. In five of the questions the respondents 

who were the lightest consumers of the PDO product scored less than 4, as can be 

seen in Table 6.21. 

Tahla f_21 RPainnal Affrihntec - Aeknnwip. dued PDO Consumntion (mean scores) 

Light Medium Heavy Sig. 
A suitable natural environment 4.04 4.28 4.34 ** 
A sufficiently clean environment 3.83 4.10 4.20 ** 

... People with sufficient professional skills 3.93 4.17 4.41 ** 

... The appropriate type of soil 3.78 4.00 4.04 ** 

... A strong tradition 4.28 4.56 4.66 ** 

... 
The appropriate climate 3.99 4.19 4.30 ** 

... The right people 3.84 4.12 4.30 ** 

... People with the appropriate knowledge 4.11 4.37 4.56 ** 
**= sig. of <5% level 
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It is interesting to note that those living outside the region were more positively 
inclined to the questions! Those inside the region averaged 3.78 and those outside 

4.02 for the region having a sufficiently clean environment for the production of a 

high quality cheese -a statistically significant result. 

The highest means came in the two 30-60 age groups. The lowest means came from 

the under 30s. Within country differences were also significant, as can be seen in 

Table 6.22. 

Table 6-22. Regional Attributes 

- within County differences 
Age Occup. Income Where Per capita PDO PDO 

living consumption con. con. 
Calc. Ackn. 

A suitable natural *France *France *France *France *France 
environment *Italy 
A sufficiently clean *France *Italy *N'land 
environment 
People with sufficient *France *France *N'land *Greece *UK 

professional skills *Italy 
*UK 

The appropriate type of **France *UK **UK 
soil 
A strong tradition *France *France *France *France **UK 

*N'land 
The appropriate climate *France *France 

*N'land 
The right people *France **France *Italy *UK 

*Italy 
People with the *France *Greece 

appropriate knowledge **UK 

*= sig. of 5% level 
**= sig. of <5% level 

It can be concluded that overall respondents have a very positive, product specific 

regional image. Only for one question, relating to soil, was the mean (just) under 4. 

The Greek and Italian respondents, once again, were most enthusiastic about the 

product specific regional image. The Dutch and British were generally last, with 

France varying considerably with high scores especially relating to strong tradition 

and appropriate climate. Again, of great significance, the heavy PDO cheese 

consumers (acknowledged) were most positive about the regional image surrounding 

the product. Those in the region were also very positive, but again the rural idyll 

concept can be applied in that those outside the region gave a higher score to the 

region having a sufficiently clean environment than those living in the region. 
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Within country differences were also significant. In France, the under 30s were the 

least positive, while the middle aged, professionals and the retired, those on high 

incomes, living in the region and heavy cheese consumers were all very positive. 

British and Greek heavy consumers of the PDO product were particularly 

enthusiastic. Italian retired respondents and those living in the region were much 

more positive, with the younger, manual workers least interested. Younger 

respondents from Britain were also the least interested. 

6.5 Attitudes towards the product itself 

6.5.1 Authenticity 

How sure are respondents about buying the authentic product and not an imitation? 

Another 5-point scale was used, with the end points `not sure at all' and `very sure' 

to investigate authenticity. This question was an attempt to discover the importance 

of authenticity and trust in consumers' purchases of the product. For some 

respondents the authentic product is very important, for others having a guarantee is 

of lesser importance. It is possible that those who are sure that the product they 

purchase is the real product will be more positively inclined towards the product 

itself and the PDO label. This question is likely to have cross-country differences 

due to the differing regulations about product labelling and origin certification 

similar to the considerations shown in the first question. 
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6.5.1.1 Results 
Table 6-23. Authenticity 

- Country Differences (mean scores) 
Total France Italy Greece N'lands UK Sig. 

how sure are you that you are buying the 3.52 3.11 4.47 3.82 3.32 3.18 ** 
authentic PDO product and not an 
imitation? 
**= sig. of <5% level 

The Italian respondents were very sure that they bought the authentic PDO product, 

with a mean of 4.47, which is much higher than the other countries. The French and 

British were least sure as can be seen in Table 6.23. 

The heaviest consumers of the PDO product were most sure that they are purchasing 

the authentic product. Those heavy PDO cheese consumers (acknowledged) were 

particularly sure, with a mean score of 4.10, in comparison to those who consume 

between a third and two thirds with a mean of 3.70 and the lightest of 3.11. 

The respondents who buy most cheese were also sure that they purchased the 

authentic product. The older age groups were also more sure, as were manual 

workers and the retired, than others in their categories. Significant results were found 

within four out of the five studied countries (see Table 6.24). 
Table 6-24. Authenticity 

- within County differences 
Age Occupa Income Where Per capita PDO PDO 

tion living consumption cheese. con. 
Calc. Ackn. 

How sure are you that **France *France *Greece *France *France 

you are buying *UK *Italy *Italy 
authentic the PDO *UK 
product and not an 
imitation? 
**= sig. of <5% level 

In general, the majority of respondents were relatively sure that they were buying the 

authentic product. The Italians were most sure of the product's authenticity; the 

Greeks were next. The French, British and Dutch were less confident. Once again 

the French followed the Northern European `model'. 

The heaviest consumers of the PDO product and cheese in general were most sure of 

the products' authenticity, as were those living in the region, the older age groups, 

the manual workers and the retired. 
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In terms of within country differences, significant results were found. French 

manual workers, contrary to the overall sample, were not sure they were buying the 

authentic product, neither were the youngest respondents. However, the over 60s, 

the retired, the greater cheese and PDO product consumers were most sure that they 

were buying the authentic product. Greek, Italian and British respondents from the 

region were most sure of the authenticity. Those consuming the PDO product more 

than any other cheese in Italy were most sure too. 

Parmigiano Reggiano has authenticity guarantees stamped on the cheese, which is 

generally bought `loose' rather than pre-packed; this could explain the very high 

mean from Italian respondents. The low scores from French respondents may be in 

part due to the fact that Comte and Cantal are not `important' cheeses in France and 

are not well regarded (it was seen in the qualitative consumer survey that the cheeses 

often have negative connotations) and potentially the respondents have knowledge of 

occasions when the AOC system has `failed', allowing `fraudulent' or inferior 

products to be marketed. 

6.5.2 Quality products 
Respondents were asked about their attitudes towards quality products. The 

questions were an attempt to understand the importance of the concept of quality in 

relation to food purchases. Although PDO products are not necessarily `quality' 

products, they are often perceived as such, so this question has implications for the 

purchase of the products. The Southern Europeans have emphasised ̀ quality' foods 

much more than the industrial North, as discussed in Chapter 3. The results will be 

interesting as this has changed in recent years with consumers Europe-wide insisting 

on quality and value for money. It is thought that age, income and education will 

also be important factors in the decisions relating to quality. Those respondents who 

have high scores for these questions are potentially more interested in the PDO 

products, in relation to their quality. The respondents were asked to state the extent 

to which they agreed or disagreed with statements about whether they aimed at 

quality and how important quality was in the purchase of products and for 

wholesome nutrition. A five-point scale was used with end points labelled `totally 

disagree and totally agree'. 

203 



6.5.2.1 Results 
Table 6-25. Quality products 

- Cmnntrv Differences (mean ccnrecl 
Total France Italy Greece N'lands UK Sig. 

I am willing to pay more for a 4.17 4.11 4.17 4.49 3.77 4.48 ** 
product of better quality. 
Quality is decisive for me when 4.32 4.23 4.42 4.60 3.92 4.60 ** 
buying food products. 
I always aim for the best quality. 3.95 3.76 4.03 4.66 3.29 4.35 ** 
For me, wholesome nutrition 4.30 4.31 4.28 4.65 3.84 4.47 ** 
begins with the purchase of foods 
of high quality 
**= sig. of <: )o level 

There was considerable agreement with the statements relating to quality and food 

purchase (see Table 6.25). Respondents were very willing to pay more for a product 

of better quality; quality was decisive for them when buying food products and in the 

belief that `wholesome nutrition begins with the purchase of food of high quality'. 
There was also agreement (with a slightly lower mean, just under 4) that respondents 
`always aim for the best quality'. 

The Italian, Greek and British respondents strongly believed that quality was very 
important in their purchases - in all four questions the average score was above 4. 

The French respondents varied in their responses, with a high mean for the 

wholesome nutrition question (higher than the Italians! ) and a low mean when 

aiming for the best quality. The Dutch were consistently the least sure, with an 

average of between 3.29 (aiming for the best quality) to 3.92 (quality is decisive). 

Those respondents who claimed they consume more of the PDO product than any 

other cheese were also most positive in terms of buying and paying for quality food, 

as can be seen in Table 6.26. 

Table 6-26. Oualitv nroducts- Acknowledged PDO Consumntion (mean scores) 
Light Medium Heavy Sig. 

I am willing to pay more for a product of better quality. 4.04 4.26 4.34 ** 
Quality is decisive for me when buying food products. 4.20 4.36 4.52 ** 
I always aim for the best quality. 3.71 4.10 4.27 ** 
For me, wholesome nutrition begins with the purchase 
of foods of high quality 

4.19 4.37 4.45 ** 

**= sig. of <5% level 

Professionals and the retired were generally the most positive, as were the older 

middle age respondents. Within country differences were also significant (see Table 

6.27). 
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Table 6-27. Quality Products 

- within County differences 
Age Occup. Income Where Per capita PDO PDO con. 

living con. cheese. Ackn. 
Calc. 

I am willing to pay more *France *Greece *Italy 
for a product of better *Greece 
quality 
Quality is decisive for *France *France *France **Italy 
me when buying food *Greece 
products 
I always aim for the best **France *France **Italy 
quality *Italy *Greece 
Wholesome nutrition **France *France *Italy *Italy 
begins with the purchase *Italy *Greece 
of foods of high quality 
*= sig. of 5% level 
**= sig. of <5% level 

Overall respondents were very positive in their attitude towards quality products. In 

particular, the Italian, Greek, British respondents maintained that quality was an 

important consideration in their purchase of goods. The Dutch were least sure. 

French respondents varied in their responses. As a result, it can be said that there is 

some discrepancies in the responses. 

Once again, the heavy PDO cheese consumers (acknowledged) were most 

enthusiastic about the purchase of quality products. The group most interested were 

professionals, the retired and the older respondents. 

Within country differences were not statistically present for the Dutch or British 

respondents. Occupation, income and age were particularly important for the 

French, in that the older group, the retired and those with a higher income were more 

enthusiastic than the younger, manual workers on a low income. Those consumers 

who ate more of the PDO product than any other from Italy and Greece were 

particularly positive they bought and aimed for quality. Italian middle aged 

respondents and those living in the region were also most quality conscious. 

European consumers are increasingly concerned with issues of food quality. This 

has been shown in the very positive response in relation to the questions. Quality is 

an individual notion and its interpretation will vary across countries. British 

consumers are very concerned about quality, which is interesting if the history of 

food in Britain is examined as quantity rather than quality was considered more 
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important. The slightly lower French result is, again, surprising and could be due to 

sample bias (many over 60s) or differences in response to the question i. e. less 

enthusiastic in comparison to the `passionate' Italians and Greeks. Differing 

responses according to `national' character could be of considerable importance for 

the results in general. British, Dutch and French respondents could be more reticent 
in using the ends of the scales in comparison to the more flamboyant Southern 

European responses. 

6.5.3 Attitudes to the PDO Product in comparison to the substitute 

To understand how respondents felt about the PDO products, use satisfaction was 

measured by asking respondents similar questions about the extent to which they 

agreed that they were more satisfied, confident or had a better feeling when buying 

the PDO product in comparison to the substitute product. 

The attitude construct was measured on three 5-point semantic differential scales 

with the end poles labelled by respectively `of much poorer quality' - `of much 
better quality', `much more unattractive' - `much more attractive' and `much more 

unpleasant' - `much more pleasant', `much worse - much better' and finally `totally 

disagree' - `totally agree'. Questions followed the format: `Compared to the 

[general product class], the [regional product] is.... '. The average score represents 

their relative attitude towards the protected regional product. Questions related to the 

quality of the product being better, easier to judge or more consistent than that of the 

general product, with the final question being `the likelihood of purchasing high 

quality cheese is greater with (the PDO product) than other (non PDO) cheeses'. 

It was thought that the more satisfied respondents were with the use of the product 

the more favourable their attitude towards the regional product. 
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6.5.3.1 Results 
Table 6-28. The PDO product compared to similar cheese 

- Country Differences (mean scores) 
Total France Italy Greece N'lands UK Sig. 

Poorer/better quality 4.00 3.72 4.57 4.36 3.60 4.06 ** 
Less/more attractive 3.85 3.54 4.58 4.23 3.52 3.67 ** 
Much more unpleasant/pleasant 3.96 3.59 4.69 4.33 3.53 4.10 ** 
Worse/better 3.95 3.58 4.67 4.38 3.50 4.03 ** 
Quality easier to judge 3.59 3.28 4.30 4.17 3.09 3.35 ** 
Consistent quality 3.80 3.53 4.48 4.26 3.39 3.58 ** 
The quality is better 3.72 3.25 4.69 4.24 3.30 3.59 ** 
The likelihood of purchasing high 
quality cheese is eater 

3.69 3.15 4.5 4.28 3.46 3.59 ** 

I am more satisfied with the PDO 3.62 3.04 4.52 4.33 3.26 3.56 ** 
I am more confident about buying the 
PDO product 

3.68 3.03 4.67 4.35 3.32 3.76 ** 

I feel better about buying the PDO 
product 

3.62 2.99 4.58 4.34 3.21 3.65 

*= sig. of 5% level 
**= sig. of <5% level 

Respondents were generally of the opinion that the PDO product was of better 

quality, more attractive, more pleasant and better than the substitute (see Table 6.28). 

It was thought that the PDO product is easier to judge, has a more consistent quality 

and is better than that of other similar cheeses. It is thought that the likelihood of 

purchasing a high quality product is greater with the PDO product than the 

substitutes. 

The Italians and Greeks were strongly positive for the questions with averages over 4 

for all questions. The British were also positive but less so. The French averaged 

the lowest means for the last five questions (and in one question disagreeing with the 

statement - respondents do not feel better about the product in comparison to similar 

cheeses) with the Dutch lowest for the first five. 
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The respondents with the heaviest consumption of the PDO product in both volume 

and percentage terms were very enthusiastic in relation to all questions. The mean 
for the former was consistently over 4. The lightest per capita consumption group 

average was much lower. The results for the percentage consumption can be seen in 

Table 6.29. 
Table 6-29 The PDO product Compared to similar cheese - Acknowledged PDO Consumption 

(mean senresl 
Light Medium Heavy Sig. 

Pooreribetter quality 3.62 4.23 4.50 ** 
Less/more attractive 3.51 3.97 4.38 ** 
Much more unpleasant/pleasant 3.53 4.15 4.58 ** 
Worse/better 3.53 4.15 4.54 ** 
The quality is easier to judge 3.20 3.72 4.19 ** 
The PDO product has a more consistent quality 3.38 4.04 4.36 ** 
The quality of the PDO product is better 3.21 3.93 4.48 ** 
The likelihood of purchasing high quality cheese is greater 3.24 3.84 4.38 ** 
I am more satisfied with the PDO product 3.00 3.91 4.50 ** 
I am more confident about buying the PDO product 3.07 3.99 4.53 
I feel better about buying the PDO product 2.99 3.87 4.54 ** 
*= sig. of 5% level 
**= sig. of <5% level 

Those respondents who consumed the most cheese were also consistently more 

positive about the product in comparison to other types of similar cheese. 

The respondents living in the region were found to be most confident. 

Manual workers tended to score more highly than others did in their respective 

categories. In terms of the PDO product quality being better than substitutes, the 

results were statistically significant. The oldest respondents were not in agreement - 
the average mean was considerably below that of the middle aged groups. This was 

also the case in the overall feeling and confidence in the product. Significant results 

were found within all countries, mainly relating to per capita and percentage 

consumption of the PDO product (see Table 6.30). 
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Table 6-3OThe PDO product compared to similar cheese 

- within County differences 
Age Occup. Income Where Per PDO PDO con. 

living capita cheese. Ackn. 
con. Calc. 

Poorer/better quality *France *France *Italy 
*Greece *Greece **Greece 

*N'land **N'land 
*UK **UK 

Less/more attractive *France *France *Italy 
*Greece **Greece 
*Italy **N'land 
*N'land 

Much more *UK *France *France **France 
unpleasant/pleasant *Greece **Italy 

*N'land **Greece 
*UK **N'land 

**UK 
Worse/better *Italy *UK *France *France *France **France 

*Italy *Greece **Italy 
*Italy **Greece 
*N'land *N'land 

*UK 
The quality of the PDO *France *France *France *France 
product is easier to judge *N'land *Greece *Italy 

*Italy **Greece 
*N'land **UK 

The PDO product has a *UK *UK *UK *France *France **France 
more consistent quality *Greece **Italy 

*N'land **Greece 
*UK **UK 

The quality of the PDO *UK *France *France *France *France 
product is better *Greece **Italy 

*Italy **Greece 
*N'land **UK 

The likelihood of *UK *France *France **Italy 
purchasing high quality is *Greece **Greece 
greater with the PDO *Italy *UK 
product *N' land 
I am more satisfied with *France *N'land *France *France **France 
the PDO product *Greece **Italy 

*Italy **Greece 
*N'land **N'lands 
*UK **UK 

I am more confident *France *France *France **France 

about buying the PDO *Greece **Italy 
product *Italy **Greece 

*N'land **UK 
*UK 

I feel better about buying *N'land *N'land *France *France *France **France 
the PDO product *UK *Greece **Italy 

*Italy **Greece 
*N'land *N'lands 
*UK **UK 

*= sig. of 5% level 
**= sig. of <5% level 

Overall, in comparison to similar cheeses, the respondents generally found that the 

PDO product was better quality, more attractive, pleasant and better overall. They 
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found that the quality was easier to judge, that it was more consistent and better. The 

likelihood of purchasing high quality cheese was felt to be greater. Respondents 

were more satisfied and confident about the PDO product and felt better buying it 

over other similar cheeses. 

Respondents from the Northern European countries had an average mean which was 
lower than those from the Southern European countries. 

In addition, the heaviest consumers of the PDO product (in both volume and 

percentage terms) were significantly more positive than the lighter consumers. 

Manual workers and the oldest consumers were least enthusiastic, while the middle- 

aged groups were very positive. 

Within country differences were also relevant. Young and older French consumers, 

those from the region and on the lowest incomes were most sure of the quality of the 

PDO product in comparison to the substitutes. Older respondents were also the most 

enthusiastic in Italy, Britain and the Netherlands. The retired and those from the 

region gave the highest means from Britain and the Netherlands. Those on high 

incomes from Britain were also more conscious of the quality of the product. 

Cheese is very important in French culture and there are many different varieties on 

the market, many of which are AOC cheeses. The question relating to the product 

being better or having a higher quality than similar cheeses is therefore almost 

meaningless in France as there are so many other excellent cheeses on the market. It 

was seen in the qualitative consumer survey that these cheeses are not well regarded, 

and in fact are felt by some to have negative connotations attached to them. 

Parmigiano Reggiano and Feta are renowned products in Italy and Greece 

respectively. In the Netherlands and Britain, there are many different types of 

Edammer and cheddar and therefore the product is potentially less `special' except 

for experts or those who search out authentic products. 
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6.5.4 Price 
To determine what extent a regional indication and a PDO/PGI protection label add 

value to a product, a number of questions were included: the willingness to pay and 

the willingness to buy. 

6.5.4.1 Cost 
Respondents were asked what price they thought they had to pay for the protected 

regional product. If they did not know, they were given a card with some suggested 

prices. This was then repeated for other cheeses. This question was to discern how 

aware respondents were of the price of their cheese purchases. 

6.5.4.2 Results 
Table 6-31. Consumers' Estimate of the Price of the PDO nroduct (percentages) 

Total France Italy Greece N'lands UK Si . 
Too low 21.4 14.3 29.2 14.9 29.1 29.2 ** 
Correct 34.3 20.6 42.5 45.5 41.2 38.2 
Too high 20.7 36.9 17.0 12.9 7.0 7.6 
Don't know 23.6 28.3 11.3 26.7 22.6 25.0 
*= sig. of 5% level 

**= sig. of <5% level 

It can be seen in Table 6.31 that approximately a third of the sample were correct in 

their response (within 10% of the correct purchase price of the PDO product). 21% 

were too low and 21% were too high in their estimation. 24% did not know or did 

not think any of the products were PDO products. 

Between countries, 45% of the Greek sample were correct in their answers, followed 

by 42% of Italians and 41 % of Dutch respondents. Only 21 % of French respondents, 

however, were correct and 37% of the French sample estimated the products were 

more expensive than they actually were in comparison to less than 10% of the Dutch 

and British samples who estimated too high. 

Those living in the region were more likely to estimate a lower figure than those 

outside the region (35.8% in comparison to 19.7%). In relation to age, the over 60s 

were least knowledgeable about the cost. The 46-60 age group were most inclined to 

be correct in their answers with over 40% answering correctly. Those respondents 

who ate more of the PDO cheese than any other in percentage terms were most likely 

to be correct in their estimations of price (41%). While 30% still were correct, many 

of the lightest consumers did not know (26%) the price in comparison to the heavier 
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(18%). It can be seen from Table 6.32 that there are few significant differences 

within countries. 
Table 6-32_ Cost of the Pon cheese - an estimation - within rnuntrv riifforanrac 

Age Occupation Income Where living Per capita cheese PDO cheese. PDO 
consumption Calc. con. 

Ackn. 
*Italy *France 
T= sig. or ro ievei 

It can be concluded that some respondents are more aware of the price of cheese than 

others. This was particularly the case between countries and between cheese 

consumers. Of great significance, those living in the region often gave the wrong 

answer - approximating a lower price than the average. This is potentially because 

the price in the locality is often less than outside the area. 

6.5.5 Willingness to pay 

Respondents were asked to indicate approximately what the share of the following 

products would be in their total household consumption of cheese when the PDO 

product is sold at the same price, 10% and 20% higher than the price of other 

substitutes. These questions were included to discern respondents' willingness to 

pay a higher price for the PDO product in comparison to substitutes. 

6.5.5.1 Results 

Table 6-33. How much extra? (nercentages) 
Share at same price Share at 10% more Share at 20% more 

0 NA 9.5 31.0 
1-9 4.0 4.8 9.1 
10-49 26.5 35.3 33.1 
50-99 37.2 31.9 18.9 
100 32.4 18.5 7.9 

Table 6.33 shows that, as expected, the majority was willing to consume a relatively 
large share of the product if it is the same price as the substitute products, but as the 

price goes up the share of the PDO product decreases. It is important to note, 

however, that only 31 % of consumers are NOT willing to pay a price premium of 

20% for the PDO product. Only 8% remain 100% loyal at this level, but added to 

the 19% with consumption levels of over 50% this is a considerable and significant 

figure. 

Between countries, the results are statistically significant (see Table 6.34). 
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Table 6-34. How much extra? 
Country Differences (aercenta2es) 

France Ital Greece Netherlands Britain 
% 0 10 20 0 10 20 0 10 20 0 10 20 0 10 20 
0 Na 7 23 N 

a 
5 27 N 

a 
5 30 Na 25 49 Na 8 36 

1-9 8 9 15 1 1 5 1 1 4 5 6 11 2 4 4 
10-49 58 58 46 6 18 33 5 22 25 7 22 15 22 31 33 
50-99 30 23 15 29 41 21 37 33 23 47 32 19 58 42 22 
100 5 3 2 65 35 14 56 40 18 42 15 7 19 15 5 
Sig. ** ** ** ** ** 

Looking at the percentage of consumers who claim they will eat 100% of the 

regional product, at the same price this figure is only 5% for France, in comparison 

to Italy at 65%, Greek at 56%, the Dutch at 42% and the British at 19%. At 20% 

extra these figures have reduced considerably. The Dutch seem to be the most price 

sensitive, followed by the British. At 20% more expensive, nearly half of the Dutch 

and over a third of the British would consume none of the regional product in 

comparison of only 23% of the French. Although there is a reduction in 

consumption for the Southern European countries, they do not seem to be as price 

sensitive. 
Table 6-35. How much extra? Region of residence (nercentage) 

Same price 10% more 20% more 
0 NA I15 I41 

O9 O 30 
1-9 14 16 I7 

O4 O5 O9 
10-49 I9 I 19 1 21 

O 28 O 37 034 
50-99 I 42 I 36 1 20 

O 37 O 31 O 19 
100 I 45 1 24 I 12 

031 O 18 O 7.5 
Sig. ** * 
*= sig. of 5% level 
**= sig. of <5% level 

While there seemed to be little socio-economic significance in price, there was a 

clear result relating to the region of residence (see Table 6.35). If the price of the 

product is 10% more than the substitutes, 15% of those living in the region will not 

buy the product. If the price goes up to 20% more, then the figure rises to 41% in 

comparison to 30% of those living outside the region. However, those inside the 

region are more likely than those outside to eat more than 50% of the product at the 

same price, at 10% more and at 20% more. 
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Table 6-36. How much eYtra? Cheese and PDO cheese consumption (nercentaQel 
Cheese consump tion PDO Volume PDO Percentage 
Same 10% 20% Same 10 % 20 % Same 10% 20% 
price more more price more more price more more 

0 Na L 10 L 33 Na L 12 L 35 Na L 15 L 39 
M 9 M 30 M 6 M 26 M 6 M 25 
H 10 H 28 H 3 H 19 H 2 H 23 

1-9 L6 L 7 L 12 L6 L 7 L 12 L8 L 10 L 16 
M3 M 4 M 9 M0 M 0.5 M 2 M1 M 1 M 3 
H2 H 2 H 6 H0 H 0 H 4 H0 H 0 H 2 

10-49 L 36 L 45 L 35 L 35 L 45 L 35 L 49 L 57 L 36 
M23 M 31 M 32 M7 M 14 M 27 M11 M 25 M 37 
H 19 H 30 H 32 H8 H 16 H 31 H1 H 5 H 24 

50-99 L 30 L 24 L 13 L 37 L 27 L 14 L 32 L 15 L 7 
M 38 M 35 M 21 M 33 M 38 M 30 M 60 M 51 M 28 
H44 H 36 H 23 H43 H 48 H 30 H24 H 43 H 31 

100 L28 L 15 L 7 L22 L 10 L 4 L 12 L 3 L 2 
M36 M 21 M 8 M59 M 40 M 15 M29 M 17 M 6 
H 36 H 22 H 11 H 50 H 33 H 17 H 75 H 49 H2O 

Sig. ** ** * ** ** ** ** ** ** 
*= sig. of 5% level 
**= sig. of <5% level 

Cheese consumption and PDO cheese consumption was found to be very relevant to 

price sensitivity (see Table 6.36). There is an obvious trend, for all three sets of 
figures in general. This relates to the fact that the lightest consumers are most likely 

to stop consuming the product if the price rises. Across all three, the lightest groups 

are to be found in the under 50% categories. Cheese consumers in general will 

change to substitutes earlier than the consumers of the regional product specifically. 

Looking at the admitted consumption figures, 75% said they would consume 100% 

PDO product if it were the same price, though this figure reduced quickly to 49% 

with a 10% price rise and to 20% with at 20% price rise. These figures are 

particularly important when considering the pricing structure for PDO/PGI products 

in comparison to their immediate substitutes. 

As Table 6.37 shows, there was considerable significance in relation to PDO cheese 

consumption within countries. 
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Tahle 6_37_ Anw much eytrn? Within Country nifferenrpc 

Age Occupation Income Where Per capita PDO % PDO 
living cheese cheese 

consumption %whole 
Same price *France **France **France 

**Italy **Italy 
**Greece **Greece 

*N'land 
*UK 

+10% * France **France **France 
**Italy **Italy 
**Greece **Greece 
*N'land **N'land 

**UK 
+20% **France **France 

**Italy **Italy 
*Greece **Greece 
*N'land *N'land 

*UK 
= sig. of J% level 

**= sig. of <5% level 

6.5.5.2 Price Elasticity 

A price elasticity estimation was undertaken to realise how respondents related to 

price and PDO products. Elasticity is a measure of responsiveness (i. e. how much 

one thing changes when something else that affects it is changed). The elasticity of 
demand tells one how much the quantity demanded changes when the price changes. 
The adjective form, "elastic, " means something is highly responsive to changes in 

something else. For example, elastic demand means that the quantity demanded 

changes a lot when the price changes. Inelastic demand means that the quantity 
demanded does not change much when the price changes. Table 6.3 8 shows the 

price elasticity of respondents in the quantitative consumer survey in relation to the 

PDO product being 20% more than the average product. 

Table 6-38 Price elasticity at 20% more 
All inhabitants All in the PDO region Consumers from outside the 

PDO region 
All -0.14 -0.19 -0.13 
France -0.57 0 -0.06 
Greece -0.16 -0.3 -0.16 
Italy -0.36 -0.46 -0.35 
The Netherlands -0.59 -0.15 -0.02 
The UK -0.14 -0.13 -0.14 

It is seen that for the PDO cheeses, demand is inelastic. This is what one would 

expect for a luxury niche product OR for a commodity. It is particularly interesting 

to note that the French and Dutch response is much higher than the other responses. 

This can, possibly, be explained by the fact that the products are not `important' 

cheeses due to the great competition on the market. If the price is too high, 
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consumers will choose a substitute. In Greece and the UK, the figures are much 
lower. This suggests that consumers understand that the product is special and 

specific (see the product description in Chapter 5). 

6.6 Conclusion 

Differences in consumers' attitudes, perceptions and preferences towards local 

foods, specifically PDO/PGI products, are found between countries and within 

countries. Many of the findings have been consistent with much of the literature 

discussed in Chapter 3 and with the qualitative consumer survey in Chapter 5. 

Origin was found to be only one of several purchasing criteria when buying food and 

the local food product in particular. 

Before examining the results in detail, it is important to first place some aspects of 

the survey in context. In particular, it is extremely important to look at the response 

to the individual cheeses relating to their own reference markets. To restate, cheese 

is very important in French culture and there are many different varieties on the 

market, many of which are AOC cheeses. In addition, as was found in the 

qualitative consumer survey, the French cheeses studied are not particularly well 

regarded. The results are likely to be significantly different if a French PDO product 

such as Roquefort was investigated. It can be seen that Parmigiano Reggiano and 

Feta are renowned products in Italy and Greece respectively. In the Netherlands and 

Britain, there are many different types of Edammer and cheddar. 

Italy and Greece are indisputably Southern European countries and the UK and the 

Netherlands are Northern. France is geographically both a Mediterranean and a 

Northern European country and has traditionally been, in terms of cuisine and 

legislation, aligned with the South. As has been discovered in this chapter, 

consumers do not respond accordingly when asked about regional traditional food 

products. This could be because much of the sample was taken from respondents 

living in the Northern half of France. In addition, only 2.5% of the French sample 

was from the region in comparison to around a quarter of Dutch and British 

respondents. The French already use the AOC label and may be experiencing `logo 

fatigue' (Law 2000, Becker, 1999), or may not realise the difference between the 
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AOC and the AOP (the French equivalent of PDO). They also may have less 

regional affinity than the tourist boards and policy makers suggest. 

Finally, it is argued that there is potential bias relating to national character when 

answering interview questions. Consistently the Italian and Greek response was 

more extreme than the Dutch and British responses were. This confirms a stereotype 

of the flamboyant Southerner and the more reserved Northerner. British, Dutch and 

French respondents could be more reticent in using the ends of the scales in 

comparison to the more flamboyant Southern European responses. 

In terms of the protection label, the Protected Designation of Origin or PDO is not 

well known by consumers but attitudes are generally positive. Knowledge is greater 

in the Southern European countries. The survey supports the claims by Arfini (1999) 

that consumers will have differing views as to what the label suggests. 

In terms of the origin cue, the results are seen to be fairly consistent with the 

literature. This was also found in the qualitative consumer survey. Origin image did 

affect evaluation, especially in relation to quality cues (consistent with Siu and Chan, 

1997, Becker, 1999, Trognon, 1998, Peterson and Jolibert, 1995 among others). 

Origin is important for many consumers, but other attributes are also relevant if not 

more so. Consistent with the work of Loureiro and McCluskey (1999) and Liefield et 

al (1996), many respondents did not know the origin of their food products. 

It was thought that those living in a region may feel closely related to their area and 

make a conscious effort to buy products from the local area, but this was not 

generally found to be the case. Community identity, such as that put forward by 

Lantz and Loeb (1998) and Brown and Mussell (1984), may be relevant for some 

products but was shown not to be the case for the majority of respondents from Italy, 

France, the Netherlands and the UK. 

In terms of other attributes in the evaluation of the product, in general the majority of 

respondents were relatively sure that they were buying the authentic product. 

Consistent with the literature, and also the qualitative consumer survey, authenticity 

is important for some consumers as suggested by Lewis and Bridger (2000), Metter 
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(1988) and others. Relating the label and the concept of authenticity together, 

consumers were very sure that the PDO protection would protect and guarantee the 

authenticity and tradition of the product. 

In relation to quality, overall respondents were very positive in their attitude towards 

local food products. The results were consistent both with the literature and with the 

qualitative consumer survey. In comparison to similar cheeses, the respondents 

generally found that the PDO product was better quality, more attractive, pleasant 

and better overall. 

In terms of price, as found in the literature by Berger (1994), Guerrero et al (1998) 

among others, some consumers are willing to pay a higher price for regional 

speciality products. Many respondents were willing to pay a higher price - some 
10% more and others 20% more for the regional product. In the qualitative 

consumer survey, consumers were ambivalent as to whether they would pay a higher 

price - some argued they would, others disagreed. 

There do seem to be country differences and within certain groups, suggesting that 

Gofton (1992) is correct in surmising that tastes are socially transmitted. Southern 

European respondents were in general more knowledgeable and particularly more 

enthused about the PDO protection label in both the qualitative and quantitative 

consumer surveys. Also consistent with the findings by Becker (1999), Southern 

European respondents showed a higher preference for local products in comparison 

to the Northern Europeans. 

In relation to region of residence, regional respondents were most enthusiastic about 

the concept of protection. Those living in the PDO region were particularly positive 

about the region itself and the product specific regional image. Interestingly, there 

was a stronger response from those outside the region for some questions, evidence 

of a rural idyll (see Newby, 1987, Williams, 1973 among many others). Those living 

in the region were most sure of the products' authenticity and quality. 

In terms of the consumption of cheese, those who consume large quantities of cheese 

and the regional product were most knowledgeable and most enthusiastic about the 
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concept of PDO protection. Many of the largest volume and percentage consumers 

of the regional product were inhabitants of the region. 

Socio-demographic factors were also found to be important. Older, retired and 

professional consumers with higher incomes were most knowledgeable about the 

concept of PDO protection. The over 60s and the retired respondents were most 

positive about it. 

In conclusion, the results have suggested that in general the consumers of PDO 

products are generally enthusiastic about the protection, have a positive product- 

specific regional image and believe they are buying an authentic product. They think 

the PDO product is of good quality and comparatively better than its substitutes. 

Many do not, however, have a need to buy products from the local area. Those who 

eat large quantities of the cheese and who are those living in the PDO region of the 

area are more enthusiastic to the attributes of protection, origin and authenticity. The 

general framework for local food products suggested in Chapter 3 has been shown to 

be applicable in many cases; there do seem to be a large consumers more interested 

in price and guarantees than in the citizenship concepts of sustainability and terroir, 

though others who are concerned by a more holistic overview. 
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7. Conclusion 

This chapter provides an evaluation of the empirical findings of the thesis in relation 

to the developed conceptual framework and Regulation 2081/92 itself. The thesis has 

attempted to uncover some of the consumer attitudes towards local food products in 

the European Union. It has also investigated the legislation regarding Protected 

Designation of Origin (PDO) and Protected Geographical Indication (PGI) products, 

cutting across contemporary debates in the realm of food quality, cultural geography, 

comparative politics and rural development. The Chapter is divided into three 

sections. The first details the main findings from the thesis and discusses their 

relation to the original aims of the work and also in the context of previous research. 

The conceptual framework outlined in Chapter 3 is then revisited to discern whether 

this framework needs to be changed in the light of research findings. The second 

section looks at Regulation 2081/92 to suggest ways in which the Regulation could 

be strengthened. The third section provides directions for further research and 

suggests three key areas in which current research could be further developed. 

7.1 Main Research Findings 

7.1.1 Overall Findings 
The main research findings suggest that most consumers of PDO/PGI products are 

not aware of the protection surrounding them but are enthusiastic when they know 

the protection exists. Consumers vary considerably in their attitudes towards 

regional food products and their choice involves a multitude of factors. The origin 

cue is one such important factor as is quality and the notion of sustainability. It is 

thought that three broad groups of regional food consumers exist. 

The legislation surrounding Protected Origin food products is not well known. Only 

a small minority of respondent had heard of Protected Designation of Origin or 

Protected Geographical Indication - and these were consumers who actually bought 

the products! However, when consumers were told about the protection the majority 

were positive about the idea of protecting local food products. Protection of small 
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scale farmers and rural landscapes were part of some respondent's vocabularies, 

while others were more cynical, suggesting that the protection was a marketing ploy. 

Consumers vary considerably in their attitudes towards regional food products and 

their choice involves a multitude of factors. It is not sufficient to treat the consumer 

as a `rational economic being' or a brand conscious materialist in relation to these 

products as socially constructed knowledge and emotion bring a very important 

bearing to their choice. It is important to therefore take into consideration 

environmental considerations such as country and region of origin, both objective 

attributes e. g. origin, price, specification, value for money as well as subjective 

criteria relating to status and fit with self image (e. g. citizenship, hedonism). Three 

groups of consumers of regional traditional food products can be discerned: the 

citizens - global watchdogs who strongly believe in sustainability and local 

environments, the hedonists - rational beings who buy similar products but are more 

concerned with the product and its functions, and the pragmatic consumers - who 

may be aware of many of the issues surrounding the product but who are also price 

and product conscious. 

The origin cue was found to be relevant in terms of regional food products and so a 

`region of origin cue' is now possible. However, following the findings of 

academics such as Elliott and Caneson (1994) and Fischer and Byron (1997), the 

origin cue is only one of several product attributes when buying products. Regional 

traditional food product cues may also be: quality, notions of sustainability and 

authenticity, label or brand, price and value for money. 

There seems to be a differential in attitude towards Protected Origin food products 

depending on country of origin. Northern European consumers are less 

knowledgeable about protecting local regional food products and are less interested 

in the product specific attributes relating to the local environment than is the case in 

some European states. Their interest revolves more around price. However, this 

must be taken with some caution as there are consumers who are passionate about 

regional traditional products in the Northern countries. In general consumers of 

regional traditional products tended to be older, richer consumers who seek out 
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authentic food products. They search out products that mean something personally 

to them. 

7.1.2 Aims of the thesis 
The aim of the thesis was to discern if and how the impact of Regulation 2081/92 

differs according to country of origin or individual circumstance. It aimed to 

discover if the historical, political and social environment of a country has a role to 

play in determining consumers' attitudes towards regional traditional food products 
(using specifically PDO/PGI products as a case study). It also aimed to look at the 

product specific attributes involved in consumer choice relating to PDO/PGI 

products and whether these differ according to nation, region or other (e. g. type of 

consumer). Country of origin and individual circumstance were both found to be of 

relevance in the evaluation of regional traditional food products, which was found 

both in the literature and in the qualitative and quantitative consumer surveys. 

The aim of the literature was to identify theoretical insights into consumer attitudes 

towards local food products - specifically PDO/PGI products. The literature relating 

to the relocalisation of food supply systems remains limited so the review aimed to 

uncover the motivations behind consumers' interest in these food products, 

specifically the product specific attributes. 

One of the most important aspects of the thesis has been the wide-ranging, multi- 

disciplinary nature of the current literature review. The relocalisation of food has 

rarely been studied in terms of consumers and the historical overview gives a 

dimension that has not previously been prioritised in this type of study. It was found 

both in the literature and in the research results that the culture of an area may 

explain the similarities and differences in attitudes between consumers of local 

foods. It was discovered that in each country and region there are different 

gastronomic customs, institutional, internal and external environments and support 

mechanisms which influence consumer attitudes in relation to local regional 

products. 
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Many other findings have been consistent with the literature discussed in Chapter 3. 

This is to be expected to an extent as there were a number of contrasting views 

posited in the review. For example, country of origin cue was seen as very important 

by several academics (Siu and Chan, 1997, Peterson and Jolibert 1995 among others) 

yet less so by others (Loureiro and McCluskey 1999 for example). Similarly, in the 

thesis, some consumers put region of origin high in their list of priorities, while 

others felt that price, quality and brand name were more important. The conceptual 

model, which was informed by the literature, brings the differing opinions together 

by suggesting some consumers will rate sustainability, authenticity and origin as the 

main reasons for purchasing a product and others will feel that economic 

considerations take priority. 

7.1.3 Conceptual Framework Revisited 
It is necessary to revisit the conceptual framework in detail to discern if the diagram 

now needs to be changed in the light of the research findings. The three main 

attitude components of `cognitive', `affective' and `conative' are discussed in 

relation to food culture, specific product attributes and the groups of consumers 

using the results from the quantitative and qualitative consumer surveys. 

Cognition relates to knowledge, perception and intuition. Socially conditioned 

knowledge can be complete or partial and is vulnerable to challenge. The food 

culture in which a consumer is raised, lives and has visited (where production and 

consumption tends to `local' or `global') and the regulatory environment (for 

example, relating to social policy, protectionism and rural development) leads to 

core personal knowledge about the social, political and economic environment. This 

individual holds perceptions about what food to eat, what attitudes to hold towards 

brands, nation states and certain sectors of society, and what behaviour is appropriate 

in certain social situations. This `knowledge', being socially constructed, can 

obviously then become an affective attitude where the emotions are involved; the 

distinction can become blurred. 

Respondents in both the quantitative and qualitative consumer surveys exhibited 

`knowledge' of their food and regulatory environments in addition to the region of 
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origin. These perceptions were often true. For example, it was known to the 

majority of respondents in the British focus groups that Jersey was an island situated 

off the South coast of England, that the climate was better than in the rest of Britain 

and that potatoes, golf, millionaires and flowers were products, activities and people 
to be found there. Many of the consumers know about `EEC rulings' to stop others 

using the name of products and many had the perception that this was protectionist. 
French respondents, similarly knowledgeable but with a different perception, talked 

of the food culture in France and were enthusiastic about the protection of small- 

scale industries. Many knew about the geography of the regions to which they were 

ascribed. It was interesting in the qualitative consumer survey how few French 

consumers then knew of the Protected Designation of Origin Regulation. The 

suggested Conceptual Framework remains unchanged at this point. 

The second attitude component relates to the emotional effects that people, places 

and things hold for the individual. Specifically relating to regional products, due to 

their upbringing and personal circumstances, consumers will have cognitive 
`knowledge' of the individual product or the area in which the product is produced 

and is likely to have a feeling relating to it. For example it may be a negative 

response of dislike or a positive feeling of warmth and liking. The individual may 
feel positively towards the regional product because it is of good quality, it is 

`authentic', it is made in a safe manner and has a known brand name. Relating to the 

region of origin, the individual may have emotional attachments (either positive or 

negative) concerning that region or country having visited the area, lived there or 

having received a `perception' from the media. Affective attitudes make the 

consumer ̀ feel' a certain way about a product. 

Affective attitudes were comprehensively researched in both the quantitative and 

qualitative consumer surveys. Respondents showed emotions of like and dislike - 

though in some cases indifference - towards country and region of origin, 

sustainability, authenticity, price and value for money, brand name, Regulation 

2081/92. The wording of the questions in the quantitative consumer survey led the 

respondents to form affective attitudes towards the issues questioned, however in the 

focus groups many verbs relating to liking, disliking, feeling positive/negative were 

found. It was discovered that those living in the region were particularly positive 
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about the regional products yet also had the least romanticised image of the region 

which suggests a certain realism. Consumers are likely to have a positive image of 
the region of origin, whether they have visited or not. Of interest, respondents in the 

quantitative consumer survey were not found to be emotionally involved with their 

own regions - they were not particularly regionally patriotic nor was community 
identity seen to be important while in the qualitative survey the opposite was found. 

Consumers were positive about product quality, taste, value for money, authenticity 

and safety which suggests an overall rational utilitarian purchase outlook held by 

many respondents. 

The results suggest that the conceptual framework in the second section holds true 

also relating to the arrow from specific product attributes towards cognitive as many 

of the respondent's. comments, it is argued, were perceptions rather than emotions. 

Finally, the third attitude component relates to the link with behaviour. It is the 

volition or desire to perform a certain action, for example to purchase a specific 

product. Intuitively this is difficult to predict or control as so many things can 

prevent behaviour from taking place, for example, while consumers may wish to 

purchase a regional traditional product they may not be able to afford it. 

It is suggested in the conceptual framework that consumers can be broadly 

positioned in three different categories which predicts their desire to perform the 

action of purchasing a regional traditional food product. Some consumers of 

regional food products are buying these products as an active choice over and above 

price and brand. This viewpoint came out particularly strongly in the focus group 

interviews where the viewpoint that it was important to support local industries and 

small producers was often reiterated. These consumers are particularly drawn to the 

issues surrounding this choice and will buy products to sustain communities and 

environments - they purchase as citizens. 

A second group are more hedonistic - they are interested in the product in terms of 

its utilitarian value, conferring material satisfactions. Value for money, status and 

esteem, taste and perceptions of quality are important product attributes to this 

group. 
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A third group will be somewhere in between, they are the most `pragmatic', with a 

volition to purchase regional traditional food products for the benefit they bring in 

consumption in addition to the benefits they concur to the producer and society as a 

whole It is thought that consumers of regional food products tend to be citizen-like, 
hedonistic or pragmatic. 

There is little doubt from the quantitative and qualitative consumer surveys, in 

addition to the literature review that many consumers are seriously concerned with 
`issues' when shopping. so that while many consumers are aware of their power in 

the market, few go out of their way to make this point. They may buy regional foods 

as a positive compromise - they are purchasing an authentic, delicious and safe food 

product. 

Finally, the surveys did indicate that there is a number of consumers of regional 

traditional food products who purchase local foods for product itself and its attributes 

- its price, value for money and brand. They are not interested in the social 

implications of the products. It was interesting to note that the `light' consumers 

were not prepared to pay more for the product whereas those consumers who already 

purchased great quantities 

It is possible to tentatively outline a new `inductive' model of consumer behaviour in 

relation to local/regional foods. The model does not need to be changed from the 

original posited in Chapter 3. 
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Figure 7-1: A conceptual framework of attitude formation with respect to locally produced foods 

Attitude Component 

Cognitive 

Food Culture: 

Production and Consumption 
" Local 10 Global 10 Local 

Agricultural Policy 
0 CAP, protectionism, rural development 

Specific product attributes 

Affective 

" Country/region of origin 
" Sustainability (community, welfare and environment) 
" Authenticity 

" Price/value for money 
" Brand name 
" PDO/PGI 

" Food safety 
" Traceability 
" Terroir 
" Quality 

ý. . 1- IF 
Conative 

Consumer as ethical 
citizen 

Will purchase local 
foods because they: 

" Sustain communities 
and environments 

" Retain indigenous 
knowledge (terroir) 

" Are safe 

Motives: 
" Altruism 

" Security and 
belonging 

" "Giving" 

Pragmatic citizen 

Will purchase local 
foods because they: 
" Taste better 

" Offer value for 
money 

" Are safe 
" Make a positive 

contribution 
" Are authentic 

Motives: 
" Pragmatism 
" Self-actualisation? 
" 'Give & Take' 

Consumer as 
individual 

Will purchase 
local foods 

because they: 
" Taste better 

" Offer value for 
money 

" Are exclusive 

Motives: 
" Hedonism 

" Esteem 

" "Taking" 
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7.2 Future strategy 
The findings from Chapters 2 and 3 suggest that the Regulation 2081/92 aims to 

achieve several major objectives relating to protection of consumers and producers 

and revitalising local environments. There have been several minor modifications to 

the Regulation since 1992 (see Appendix 9.1). It is suggested that Regulation 

2081/92 should further modified rather than significantly revised or withdrawn. This 

section first highlights the positive elements of the Regulation before suggesting 

specific amendments to achieve a strengthened, more desirable and fairer 

Regulation. 

Regulation 2081/92, if seen in the light of the more general move to relocalise the 

food supply system, is extremely useful. It raises questions and draws to political, 

retail and consumer discourse the importance or otherwise of regional food products. 

The Regulation has the possibility to address a few of the problems facing 

agriculture. The protection element aims to protect consumers and producers and 

benefit the rural economy. The Regulation aims to encourage the diversification of 

agricultural production and to promote products particularly in less favoured or 

remote areas, improving the incomes of farmers and retaining the rural population. 

The rights of countries to privilege sustainable local production over and above 

production of commodities for world markets is important and necessary. It also 

aims to give consumers clear and succinct information regarding the information of a 

product. The Regulation allows for national flexibility that is advantageous 

considering that the range and severity of challenges of rural development differ 

between and within countries especially in LDAs. 

There are however some suggested amendments. Whichever modifications are made 

to the Regulation, there is little possibility of pleasing all parties. The Regulation is 

thought by many to be protectionist, that it results in monopolies and is without true 

value. The amendments suggested here only go part of the way to addressing these 

fears, for the emphasis outlined above needs to be maintained. 

The Regulation is grounded in intellectual property rights and the interaction 

between intellectual property rights, the Lisbon Agreement, TRIPS and agriculture is 
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complex. The Regulation 2081/92 should move towards TRIPS taking into 

consideration the possibilities of perverse effects undermining food security and 
indigenous knowledge. 

Firstly, while three extra product groups have been added in recent years, there 

should be an extension of products eligible for protection beyond those already 

registered. This would be more inclusive to localities where specialities include 

products such as puddings, confectionery, aromatics, condiments and flours. The 

inclusion of crafted goods (carvings, soaps, weavings etc. ) could extend the 

protection from food to a wider selection of artisinal non-food products. 

The Regulation gives an overly expansive definition of a PGI which provides greater 

protection for products which are questionable. Romanticism cannot have a part to 

play in the Regulation if it is to be taken seriously and at present PGI products can be 

accepted on very romantic and spurious grounds. Either the PGI is removed entirely, 

which would be a loss, or the criteria for PGI products must be tightened with the 

addition of a list of objective criteria to assess concepts such as `oral tradition'. In 

addition, `quality' is socially constructed and therefore that this word should be 

modified in the definition of a PGI to `characteristics inherent'. 

The Regulation as it stands falls short of achieving a balance between protection for 

legitimate trademarks and legitimate geographical indications. Trademarks and 

protected products should be able to work together in co-existence as these address 

different aims of organisations. A business producing a PDO should be able to 

trademark its major brands - as often the recipes allow for variances (e. g. cheeses 

with different herbs, beers with different tastes/textures). 

A new section needs to be added to the Regulation to suggest procedural remedies to 

address infringements. There have been some important cases in recent years where 

companies have been alleged to infringe the PDO/PGI. There are no guidelines to 

assist the lawyers in their deliberations. 

In addition, the application process remains difficult and there is little understanding 

of why certain products are accepted or rejected. The procedure needs to be made 
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more transparent. Producers and consumers must be able to access details on 

policies and be aware of how, and under what circumstances these may change. The 

goal should be that the Regulation and the procedures for policing it are clear, well 
defined, accessible and predictable. 

Finally, it is suggested that in those countries which do not currently fund an 

organisation overseeing the basket of PDO/PGI/AOC goods then one is set up. At 

present in countries such as the UK and the Netherlands there is no such body and 
therefore the label of PDO/PGI remains unknown. In countries where the protection 
is taken more seriously the mark is advertised to increase consumer awareness. 
Rather than a subsidiary within a Government department it is thought that a post 

should be developed in each currently non-participating country, funded by a small 
levy by all PDO/PGI producers, to organise joint promotional activity to educate and 
inform the interested public. This levy could be in the form of a percentage of sales 

using the community mark, for example 1% on each product sold to go towards 

marketing. The levy in those countries where a body exists could be used to work 

with producers who have yet to register their products but who are eligible. 

7.3 Directions for Further Research 

The current research could be further developed in three or four key areas. 

The research framework seems applicable to a range of product categories and more 

research on the matter is desirable. The empirical research concentrates on 
PDO/PGI products - and local regional food products in general and attempts to 

place consumers into broad groupings depending on their attitudes. Firstly, it would 
be interesting to involve consumers who were not frequent purchasers of PDO/PGI 

products to see whether knowledge and attitudes are different in these consumers. 

Many of the consumers interviewed had felt strongly about the regional products so 

it would be interesting to discern how these consumers react to products they are less 

passionate about. 

Secondly, research into other food products, such as organic products or non 

protected local food products, could be advantageous to discern whether the broad 

consumer groupings can be generalised. It can be concluded that the examination of 
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the conceptual framework in other product categories may increase the 

generalisability of the conclusions and it would also extend the insights into the 

product-specific effect of the region of origin, quality and sustainability cues. 

More research is required on testing the conceptual framework in relation to 

industrial products. It seems unlikely that the product specific regional image of 
industrial products contains a sustainability image, a natural environment or a 

climatic dimension. Investigating the effect of this may reveal the boundaries of the 

framework in terms of what regional means. 

The research is mainly based on data from 5 European countries. The replication 

and extension of the research in other countries may reveal stronger/weaker effects 

of some of the variables. As was discovered in the literature review consumer 

ethnocentrism varies significantly between countries and it would be interesting to 

see if this region-centric behaviour also varies considerably. More detailed insights 

in to the effect of consumer awareness of and associations with the region of origin 

can be obtained. 

Finally, future research can address the effect of PDO/PGI protection labels in more 

depth. The effect of PDO protection labels was examined amongst experienced 

consumers (those who have bought the product at least once in the past year). 

Although this provided interesting and useful insights, examination of the effect of 

these kinds of protection labels during first trial purchase would be interesting. 

PDO/PGI protection labels may increase consumers trust in the unknown regional 

product and reinforce perceived product values which may in turn stimulate 

consumers intention to purchase the product. Additional research may provide more 

insight into the quality dimension. 

Possible directions for future research on regional foods, food supply chains etc. are 

numerous. Of particular interest would be research which explores more deeply the 

relationship of Regulation 2081/92 to the localisation movement in terms of 

(re)creating sustainable communities. Regulation 2081/92 stands apart from Agenda 

21 yet there are many similarities and. It would be interesting to discern the 

relevance of this model to countries, both within and without Europe, to explore 
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possibilities for cross fertilisation and work especially in terms of exporting the 

model to developing countries. 
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9. Appendices 

9.1 Intellectual Property 

This appendix includes details relating to geographical indications/designations of 
origin from the Council Regulation (EEC) No 2081/92 of 14 July 1992, Lisbon 
Agreement, TRIPS and an introduction to Trademarks and Passing Off. The 
majority of the information comes from the individual treaties, the WIPO and the 
Patent Office website (see Bibliography) and the work of Firth (1997), Groves 
(1997), Phillips and Firth (1996), Bainbridge (1996), Sodipo (1994) and Cook 
(1993). 

The second part of the Appendix explains how to apply for a PDO/PGI registration, 
gives a list of those products that have been protected and shows the community 
symbols. 

9.1.1 COUNCIL REGULATION (EEC) No 2081/92 of 14 July 1992 
The regulation is written out in full: 

COUNCIL REGULATION (EEC) No 2081/92 of 14 July 1992 on the protection of geographical 
indications and designations of origin for agricultural products and foodstuffs 

THE COUNCIL OF THE EUROPEAN COMMUNITIES, 
Having regard to the Treaty establishing the European Economic Community, and in particular 
Article 43, 
Having regard to the proposal from the Commission (1), 
Having regard to the opinion of the European Parliament (2), 
Having regard to the opinion of the Economic and Social Committee (3), 

Whereas the production, manufacture and distribution of agricultural products and foodstuffs play an 
important role in the Community economy; 

Whereas, as part of the adjustment of the common agricultural policy the diversification of 
agricultural production should be encouraged so as to achieve a better balance between supply and 
demand on the markets; whereas the promotion of products having certain characteristics could be of 
considerable benefit to the rural economy, in particular to less-favoured or remote areas, by improving 
the incomes of farmers and by retaining the rural population in these areas; 

Whereas, moreover, it has been observed in recent years that consumers are tending to attach greater 
importance to the quality of foodstuffs rather than to quantity; whereas this quest for specific products 
generates a growing demand for agricultural products or foodstuffs with an identifiable geographical 
origin; 

Whereas in view of the wide variety of products marketed and of the abundance of information 
concerning them provided, consumers must, in order to be able to make the best choice, be given clear 
and succinct information regarding the origin of the product; 

Whereas the labelling of agricultural products and foodstuffs is subject to the general rules laid down 
in Council Directive 79/112/EEC of 18 December 1978 on the approximation of the laws of the 
Member States relating to the labelling, presentation and advertising of foodstuffs (4); whereas, in 
view of their specific nature, additional special provisions should be adopted for agricultural products 
and foodstuffs from a specified geographical area; 

Whereas the desire to protect agricultural products or foodstuffs which have an identifiable 
geographical origin has led certain Member States to introduce 'registered designations of origin'; 
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whereas these have proved successful with producers, who have secured higher incomes in return for 
a genuine effort to improve quality, and with consumers, who can purchase high quality products with 
guarantees as to the method of production and origin; 

Whereas, however, there is diversity in the national practices for implementing registered 
designations or origin and geographical indications; whereas a Community approach should be 
envisaged; whereas a framework of Community rules on protection will permit the development of 
geographical indications and designations of origin since, by providing a more uniform approach, 
such a framework will ensure fair competition between the producers of products bearing such 
indications and enhance the credibility of the products in the consumers' eyes; 

Whereas the planned rules should take account of existing Community legislation on wines and spirit 
drinks, which provide for a higher level of protection; 

Whereas the scope of this Regulation is limited to certain agricultural products and foodstuffs for 
which a link between product or foodstuff characteristics and geographical origin exists; whereas, 
however, this scope could be enlarged to encompass other products or foodstuffs; 

Whereas existing practices make it appropriate to define two different types of geographical 
description, namely protected geographical indications and protected designations of origin; 

Whereas an agricultural product or foodstuff bearing such an indication must meet certain conditions 
set out in a specification; 

Whereas to enjoy protection in every Member State geographical indications and designations of 
origin must be registered at Community level; whereas entry in a register should also provide 
information to those involved in trade and to consumers; 

Whereas the registration procedure should enable any person individually and directly concerned in a 
Member State to exercise his rights by notifying the Commission of his opposition; 

Whereas there should be procedures to permit amendment of the specification, after registration, in 
the light of technological progress or withdrawal from the register of the geographical indication or 
designation of origin of an agricultural product or foodstuff if that product or foodstuff ceases to 
conform to the specification on the basis of which the geographical indication or designation of origin 
was granted; 

Whereas provision should be made for trade with third countries offering equivalent guarantees for 
the issue and inspection of geographical indications or designations of origin granted on their 
territory; 

Whereas provision should be made for a procedure establishing close cooperation between the 
Member States and the Commission through a Regulatory Committee set up for that purpose, 

HAS ADOPTED THIS REGULATION: 

Article 1 
1. This Regulation lays down rules on the protection of designations of origin and geographical 
indications of agricultural products intended for human consumption referred to in Annex II to the 
Treaty and of the foodstuffs referred to in Annex I to this Regulation and agricultural products listed 
in Annex II to this Regulation. 

However, this Regulation shall not apply to wine products or to spirit drinks. 

Annex I may be amended in accordance with the procedure set out in Article 15. 

2. This Regulation shall apply without prejudice to other specific Community provisions. 
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3. Council Directive 83/189/EEC of 28 March 1983 laying down a procedure for the provision of 
information in the field of technical standards and regulations (5) shall not apply to the designations 
of origin and geographical indications covered by this Regulation. 

Article 2 
1. Community protection of designations of origin and of geographical indications of agricultural 
products and foodstuffs shall be obtained in accordance with this Regulation. 

2. For the purposes of this Regulation: 
(a) designation of origin: means the name of a region, a specific place or, in exceptional cases, a 

country, used to describe an agricultural product or a foodstuff- 
- originating in that region, specific place or country, and 
- the quality or characteristics of which are essentially or exclusively due to a particular geographical 

environment with its inherent natural and human factors, and the production, processing and 
preparation of which take place in the defined geographical area; 

(b) geographical indication: means the name of a region, a specific place or, in exceptional cases, a 
country, used to describe an agricultural product or a foodstuff- 
- originating in that region, specific place or country, and 
- which possesses a specific quality, reputation or other characteristics attributable to that 

geographical origin and the production and/or processing and/or preparation of which take place in 
the defined geographical area. 

3. Certain traditional geographical or non-geographical names designating an agricultural product or a 
foodstuff originating in a region or a specific place, which fulfil the conditions referred to in the 
second indent of paragraph 2 (a) shall also be considered as designations of origin. 

4. By way of derogation from Article 2 (a), certain geographical designations shall be treated as 
designations of origin where the raw materials of the products concerned come from a geographical 
area larger than or different from the processing area, provided that: 
- the production area of the raw materials is limited, 
- special conditions for the production of the raw materials exist, and 
- there are inspection arrangements to ensure that those conditions are adhered to. 

5. For the purposes of paragraph 4, only live animals, meat and milk may be considered as raw 
materials. Use of other raw materials may be authorized in accordance with the procedure laid down 
in Article 15. 

6. In order to be eligible for the derogation provided for in paragraph 4, the designations in question 
may be or have already been recognized as designations of origin with national protection by the 
Member State concerned, or, if no such scheme exists, have a proven, traditional character and an 
exceptional reputation and renown. 

7. In order to be eligible for the derogation provided for in paragraph 4, applications for registration 
must be lodged within two years of the entry into force of this Regulation. 

Article 3 
1. Names that have become generic may not be registered. 

For the purposes of this Regulation, a 'name that has become generic' means the name of an 
agricultural product or a foodstuff which, although it relates to the place or the region where this 
product or foodstuff was originally produced or marketed, has become the common name of an 
agricultural product or a foodstuff. 

To establish whether or not a name has become generic, account shall be taken of all factors, in 
particular: 
- the existing situation in the Member State in which the name originates and in areas of 

consumption, 
- the existing situation in other Member States, 

- the relevant national or Community laws. 
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Where, following the procedure laid down in Articles 6 and 7, an application of registration is rejected 
because a name has become generic, the Commission shall publish that decision in the Official 
Journal of the European Communities. 

2. A name may not be registered as a designation of origin or a geographical indication where it 
conflicts with the name of a plant variety or an animal breed and as a result is likely to mislead the 
public as to the true origin of the product. 

3. Before the entry into force of this Regulation, the Council, acting by a qualified majority on a 
proposal from the Commission, shall draw up and publish in the Official Journal of the European 
Communities a non-exhaustive, indicative list of the names of agricultural products or foodstuffs 
which are within the scope of this Regulation and are regarded under the terms of paragraph 1 as 
being generic and thus not able to be registered under this Regulation. 

Article 4 
1. To be eligible to use a protected designation of origin (PDO) or a protected geographical indication 
(PGI) an agricultural product or foodstuff must comply with a specification. 
2. The product specification shall include at least: 
(a) the name of the agricultural product or foodstuffs, including the designation of origin or the 
geographical indication; 
(b) a description of the agricultural product or foodstuff including the raw materials, if appropriate, 
and principal physical, chemical, microbiological and/or organoleptic characteristics of the product or 
the foodstuff; 
(c) the definition of the geographical area and, if appropriate, details indicating compliance with the 
requirements in Article 2 (4); 
(d) evidence that the agricultural product or the foodstuff originates in the geographical area, within 
the meaning of Article 2 (2) (a) or (b), whichever is applicable; 
(e) a description of the method of obtaining the agricultural product or foodstuff and, if appropriate, 
the authentic and unvarying local methods; 
(f) the details bearing out the link with the geographical environment or the geographical origin 
within the meaning of Article 2 (2) (a) or (b), whichever is applicable; 
(g) details of the inspection structures provided for in Article 10; 
(h) the specific labelling details relating to the indication PDO or PGI, whichever is applicable, or the 
equivalent traditional national indications; 
(i) any requirements laid down by Community and/or national provisions. 

Article 5 
1. Only a group or, subject to certain conditions to be laid down in accordance with the procedure 
provided for in Article 15, a natural or legal person, shall be entitled to apply for registration. For the 
purposes of this Article, 'Group' means any association, irrespective of its legal form or composition, 
of producers and/or processors working with the same agricultural product or foodstuff. Other 
interested parties may participate in the group. 
2. A group or a natural or legal person may apply for registration only in respect of agricultural 
products or foodstuffs which it produces or obtains within the meaning of Article 2 (2) (a) or (b). 
3. The application for registration shall include the product specification referred to in Article 4. 
4. The application shall be sent to the Member State in which the geographical area is located. 
5. The Member State shall check that the application is justified and shall forward the application, 
including the product specification referred to in Article 4 and other documents on which it has based 
its decision, to the Commission, if it considers that it satisfies the requirements of this Regulation. If 
the application concerns a name indicating a geographical area situated in another Member State also, 
that Member State shall be consulted before any decision is taken. 
6. Member States shall introduce the laws, regulations and administrative provisions necessary to 
comply with this Article. 

Article 6 
1. Within a period of six months the Commission shall verify, by means of a formal investigation, 
whether the registration application includes all the particulars provided for in Article 4. The 
Commission shall inform the Member State concerned of its findings. 
2. If, after taking account of paragraph 1, the Commission concludes that the name qualifies for 

protection, it shall publish in the Official Journal of the European Communities the name and address 
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of the applicant, the name of the product, the main points of the application, the references to national 
provisions governing the preparation, production or manufacture of the product and, if necessary, the 
grounds for its conclusions. 
3. If no statement of objections is notified to the Commission in accordance with Article 7, the name 
shall be entered in a register kept by the Commission entitled 'Register of protected designations of 
origin and protected geographical indications', which shall contain the names of the groups and the 
inspection bodies concerned. 
4. The Commission shall publish in the Official Journal of the European Communities: 
- the names entered in the Register, 
- amendments to the Register made in accordance with Article 9 and 11. 

5. If, in the light of the investigation provided for in paragraph 1, the Commission concludes that the 
name does not qualify for protection, it shall decide, in accordance with the procedure provided for in 
Article 15, not to proceed with the publication provided for in paragraph 2 of this Article. Before 
publication as provided for in paragraphs 2 and 4 and registration as provided for in paragraph 3, the 
Commission may request the opinion of the Committee provided for in Article 15. 

Article 7 
1. Within six months of the date of publication in the Official Journal of the European Communities 
referred to in Article 6 (2), any Member State may object to the registration. 
2. The competent authorities of the Member States shall ensure that all persons who can demonstrate 
a legitimate economic interest are authorized to consult the application. In addition and in accordance 
with the existing situation in the Member States, the Member States may provide access to other 
parties with a legitimate interest. 
3. Any legitimately concerned natural or legal person may object to the proposed registration by 
sending a duly substantiated statement to the competent authority of the Member State in which he 
resides or is established. The competent authority shall take the necessary measures to consider these 
comments or objection within the deadlines laid down. 
4. A statement of objection shall be admissible only if it: 
- either shows non-compliance with the conditions referred to in Article 2, 
- or shows that the proposed registration of a name would jeopardize the existence of an entirely or 

partly identical name or trade mark or the existence of products which are legally on the market at the 
time of publication of this regulation in the Official Journal of the European Communities, 

- or indicates the features which demonstrate that the name whose registration is applied for is 
generic in nature. 

5. Where an objection is admissible within the meaning of paragraph 4, the Commission shall ask 
the Member States concerned to seek agreement among themselves in accordance with their internal 
procedures within three months. If: 
(a) agreement is reached, the Member States in question shall communicate to the Commission all the 
factors which made agreement possible together with the applicant's opinion and that of the objector. 
Where there has been no change to the information received under Article 5, the Commission shall 
proceed in accordance with Article 6 (4). If there has been a change, it shall again initiate the 
procedure laid down in Article 7; 
(b) no agreement is reached, the Commission shall take a decision in accordance with the procedure 
laid down in Article 15, having regard to traditional fair practice and of the actual likelihood of 
confusion. Should it decide to proceed with registration, the Commission shall carry out publication in 
accordance with Article 6 (4). 

Article 8 
The indications PDO, PGI or equivalent traditional national indications may appear only on 
agricultural products and foodstuffs that comply with this Regulation. 

Article 9 
The Member State concerned may request the amendment of a specification, in particular to take 
account of developments in scientific and technical knowledge or to redefine the geographical area. 
The Article 6 procedure shall apply mutatis mutandis. The Commission may, however, decide, under 
the procedure laid down in Article 15, not to apply the Article 6 procedure in the case of a minor 
amendment. 

Article 10 

265 



1. Member States shall ensure that not later than six months after the entry into force of this 
Regulation inspection structures are in place, the function of which shall be to ensure that agricultural 
products and foodstuffs bearing a protected name meet the requirements laid down in the 
specifications. 
2. An inspection structure may comprise one or more designated inspection authorities and/or private 
bodies approved for that purpose by the Member State. Member States shall send the Commission 
lists of the authorities and/or bodies approved and their respective powers. The Commission shall 
publish those particulars in the Official Journal of the European Communities. 
3. Designated inspection authorities and/or approved private bodies must offer adequate guarantees of 
objectivity and impartiality with regard to all producers or processors subject to their control and have 
permanently at their disposal the qualified staff and resources necessary to carry out inspection of 
agricultural products and foodstuffs bearing a protected name. If an inspection structure uses the 
services of another body for some inspections, that body must offer the same guarantees. In that event 
the designated inspection authorities and/or approved private bodies shall, however, continue to be 
responsible vis-ä-vis the Member State for all inspections. As from 1 January 1998, in order to be 
approved by the Member States for the purpose of this Regulation, private bodies must fulfil the 
requirements laid down in standard EN 45011 of 26 June 1989. 
4. If a designated inspection authority and/or private body in a Member State establishes that an 
agricultural product or a foodstuff bearing a protected name of origin in that Member State does not 
meet the criteria of the specification, they shall take the steps necessary to ensure that this Regulation 
is complied with. They shall inform the Member State of the measures taken in carrying out their 
inspections. The parties concerned must be notified of all decisions taken. 
5. A Member State must withdraw approval from an inspection body where the criteria referred to in 

paragraphs 2 and 3 are no longer fulfilled. It shall inform the Commission, which shall publish in the 
Official Journal of the European Communities a revised list of approved bodies. 
6. The Member States shall adopt the measures necessary to ensure that a producer who complies 
with this Regulation has access to the inspection system. 
7. The costs of inspections provided for under this Regulation shall be borne by the producers using 
the protected name. 

Article 11 
1. Any Member State may submit that a condition laid down in the product specification of an 
agricultural product or foodstuff covered by a protected name has not been met. 
2. The Member State referred to in paragraph 1 shall make its submission to the Member State 

concerned. The Member State concerned shall examine the complaint and inform the other Member 
State of its findings and of any measures taken. 
3. In the event of repeated irregularities and the failure of the Member States concerned to come to an 
agreement, a duly substantiated application must be sent to the Commission. 
4. The Commission shall examine the application by consulting the Member States concerned. Where 

appropriate, having consulted the committee referred to in Article 15, the Commission shall take the 

necessary steps. These may include cancellation of the registration. 

Article 12 
1. Without prejudice to international agreements, this Regulation may apply to an agricultural product 
or foodstuff from a third country provided that: 

- the third country is able to give guarantees identical or equivalent to those referred to in Article 4, 

- the third country concerned has inspection arrangements equivalent to those laid down in Article 
10, 

- the third country concerned is prepared to provide protection equivalent to that available in the 
Community to corresponding agricultural products for foodstuffs coming from the Community. 
2. If a protected name of a third country is identical to a Community protected name, registration shall 
be granted with due regard for local and traditional usage and the practical risks of confusion. Use of 

such names shall be authorized only if the country of origin of the product is clearly and visibly 
indicated on the label. 

Article 13 
1. Registered names shall be protected against: 
(a) any direct or indirect commercial use of a name registered in respect of products not covered by 

the registration in so far as those products are comparable to the products registered under that name 

or insofar as using the name exploits the reputation of the protected name; 
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(b) any misuse, imitation or evocation, even if the true origin of the product is indicated or if the 
protected name is translated or accompanied by an expression such as 'style', 'type', 'method', 'as 
produced in', 'imitation' or similar; 
(c) any other false or misleading indication as to the provenance, origin, nature or essential qualities 
of the product, on the inner or outer packaging, advertising material or documents relating to the 
product concerned, and the packing of the product in a container liable to convey a false impression as 
to its origin; 
(d) any other practice liable to mislead the public as to the true origin of the product. 
Where a registered name contains within it the name of an agricultural product or foodstuff which is 
considered generic, the use of that generic name on the appropriate agricultural product or foodstuff 
shall not be considered to be contrary to (a) or (b) in the first subparagraph. 
2. However, Member States may maintain national measures authorizing the use of the expressions 
referred to in paragraph 1 (b) for a period of not more than five years after the date of publication of 
this Regulation, provided that: 

- the products have been marketed legally using such expressions for at least five years before the 
date of publication of this Regulation, 
- the labelling clearly indicates the true origin of the product. 

However, this exception may not lead to the marketing of products freely on the territory of a Member 
State where such expressions are prohibited. 
3. Protected names may not become generic. 

Article 14 
1. Where a designation of origin or geographical indication is registered in accordance with this 
Regulation, the application for registration of a trade mark corresponding to one of the situations 
referred to in Article 13 and relating to the same type of product shall be refused, provided that the 
application for registration of the trade mark was submitted after the date of the publication provided 
for in Article 6 (2). Trade marks registered in breach of the first subparagraph shall be declared 
invalid. This paragraph shall also apply where the application for registration of a trade mark was 
lodged before the date of publication of the application for registration provided for in Article 6 (2), 
provided that that publication occurred before the trade mark was registered. 
2. With due regard for Community law, use of a trade mark corresponding to one of the situations 
referred to in Article 13 which was registered in good faith before the date on which application for 
registration of a designation of origin or geographical indication was lodged may continue 
notwithstanding the registration of a designation of origin or geographical indication, where there are 
no grounds for invalidity or revocation of the trade mark as provided respectively by Article 3 (1) (c) 
and (g) and Article 12 (2) (b) of First Council Directive 89/104/EEC of 21 December 1988 to 
approximate the laws of the Member States relating to trade marks (6) 

3. A designation of origin or geographical indication shall not be registered where, in the light of a 
trade mark's reputation and renown and the length of time it has been used, registration is liable to 
mislead the consumer as to the true identity of the product. 

Article 15 
The Commission shall be assisted by a committee composed of the representatives of the Member 
States and chaired by the representative of the Commission. The representative of the Commission 
shall submit to the committee a draft of the measures to be taken. The committee shall deliver its 
opinion on the draft within a time limit which the chairman may lay down according to the urgency of 
the matter. The opinion shall be delivered by the majority laid down in Article 148 (2) of the Treaty in 
the case of decisions which the Council is required to adopt on a proposal from the Commission. The 
votes of the representatives of the Member States within the committee shall be weighted in the 
manner set out in that Article. The chairman shall not vote. The Commission shall adopt the measures 
envisaged if they are in accordance with the opinion of the committee. If the measures envisaged are 
not in accordance with the opinion of the committee, or if no opinion is delivered, the Commission 
shall, without delay, submit to the Council a proposal relating to the measures to be taken. The 
Council shall act by a qualified majority. If, on the expiry of a period of three months from the date of 
referral to the Council, the Council has not acted, the proposed measures shall be adopted by the 
Commission. 

Article 16 
Detailed rules for applying this Regulation shall be adopted in accordance with the procedure laid 
down in Article 15. 
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Article 17 
1. Within six months of the entry into force of the Regulation, Member States shall inform the 
Commission which of their legally protected names or, in those Member States where there is no 
protection system, which of their names established by usage they wish to register pursuant to this 
Regulation. 
2. In accordance with the procedure laid down in Article 15, the Commission shall register the names 
referred to in paragraph 1 which comply with Articles 2 and 4. Article 7 shall not apply. However, 
generic names shall not be added. 
3. Member States may maintain national protection of the names communicated in accordance with 
paragraph 1 until such time as a decision on registration has been taken. 

Article 18 
This Regulation shall enter into force twelve months after the date of its publication in the Official 
Journal of the European Communities. 

This Regulation shall be binding in its entirety and directly applicable in all Member States. 
Done at Brussels, 14 July 1992. 
For the Council 
The President 
J. GUMNIER 

(1) OJ No C 30,6.2.1991, p. 9 and OJ No C 69,18.3.1992, p. 15. 
(2) OJ No C 326,16.12.1991, p. 35. 
(3) OJ No C 269,14.10.1991, p, 62. 
(4) OJ No L 33,8.2.1979, p. 1. Last amended by Directive 91/72/EEC (OJ No L 42,15.2.1991, p. 
27). 
(5) OJ No L 109,26.4.1983, p. 8. Last amended by Decision 90/230/EEC (OJ No L 128,18.5.1990, 

p. 15). 
(6) OJ No L 40,11.2.1989, p. 1. Amended by Decision 92/10/EEC (OJ No L 6,11.1.1992, p. 35). 

ANNEXI 
Foodstuffs referred to in Article 1 (1) 

- Beer, 

- Natural mineral waters and spring waters, 
- Beverages made from plant extracts, 
- Bread, pastry, cakes, confectionery, biscuits and other baker's wares, 
- Natural gums and resins. 

ANNEX II 
Agricultural products referred to in Article 1 (1) 

- Hay 
- Essential oils. 

9.1.2 Supplementary Legislation: 
EC Regulation 1107/96 - On the registration of geographical indications and designations of origin for 

agricultural products and foodstuffs 
EC Regulation 1263/96 - Supplementing the Annex to Regulation (EC) No 1107/96 
EC Regulation 123/97 - Supplementing the Annex to Regulation (EC) No 1107/96 
EC Regulation 1065/97 - Supplementing the Annex to Regulation (EC) No 1107/96 
EC Regulation 2325/97 - Supplementing the Annex to Regulation (EC) No 1107/96 
EC Regulation 134/98 - Supplementing the Annex to Regulation (EC) No 1107/96 
EC Regulation 644/98 - Supplementing the Annex to Regulation (EC) No 1107/96 
EC Regulation 1549/98 - Supplementing the Annex to Regulation (EC) No 1107/96 
EC Regulation 2400/96 - On the entry of certain names in the "Register of protected 
designation of Origin and protected geographical indicators" for agricultural products and foodstuffs 

EC Regulation 1875/97 - Supplementing the Annex to Regulation (EC) No 2400/96 
EC Regulation 2396/97 - Supplementing the Annex to Regulation (EC) No 2400/96 
EC Regulation 195/98 - Supplementing the Annex to Regulation (EC) No 2400/96 

EC Regulation 1265/98 - Supplementing the Annex to Regulation (EC) No 2400/96 
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EC Regulation 1576/98 - Supplementing the Annex to Regulation (EC) No 2400/96 
EC Regulation 2139/98 - Supplementing the Annex to Regulation (EC) No 2400/96 
EC Regulation 2082/92 - On certificates of specific character for agricultural products and foodstuffs 
(CGI) 
EC Regulation 2301/97 - On the entry of names in the 'Register of certificates of specific character' 
provided for in Council Regulation (EEC) No 2082/92 
EC Regulation 2527/98 - Supplementing the Annex to Regulation (EC) No 2301/97 

9.1.3 Additions 
95/1/EC 
In the case of Austria, Finland, and Sweden, the above period shall begin from the date of their 
accession. 

535/97 
The Member State may, on a transitional basis only, grant on the national level protection in the 
sense of the present Regulation to the name forwarded in the manner prescribed, and, where 
appropriate, an adjustment period, as from the date of such forwarding; these may also be granted 
transitionally subject to the same conditions in connection with an application for the amendment of 
the product specification. 

Such transitional national protection shall cease on the date on which a decision on registration under 
this Regulation is taken. When that decision is taken, a period of up to five years may be allowed for 
adjustment, on condition that undertakinsg concerned have legally marketed the products in question, 
using the names concerned continuously, for at least five years prior to the date of the publication 
provided or in Article 6 (2). 

The consequences of such national protection, where a name is not registered under this Regulation, 
shall be the sole responsibility of the Member State concerned. 

The measures taken by Member States under the second subparagraph shall produce effects at 
national level only; they shall no effect on intra-Community trade. 

535/97 
4 

- shows that the registration of the name proposed would j eopardise the existence of an entirely or 
partly identical name or of a mark or the existence of products which have been legally on the market 
for at least five years preceding the date of the publication provided for in Article 6 (2). 

535/97 
2 
By way of derogation from paragraph 1 (a) and (b), Member States may maintain national systems 
that permit the use of names registered under Article 17 for a period of not more than five years after 
the date of publication of registration, provided that: 

- the products have been marketed legally using such names for at least five years before the date of 
publication of this Regulation, 

- the undertakings have legally marketed the products concerned using those names continuously 
during the period referred to in the first indent, 

- the labelling clearly indicates the true origin of the product. 

However, this derogation may not lead to the marketing of products freely within the territory of a 
Member State where such names were prohibited. 

535/97 
4 
In the case of names, for which registration has been applied for under Article 5, provision may be 

made for a transitional period of up to five years under Article 7 (5) (b), solely where a statement of 
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objection has been declared admissible on the grounds that registration of the proposed name would 
jeopardise the existence of an entirely or partly identical name or the existence of products which 
have been legally on the market for at least five years proceeding the date of the publication provided for in Article 6 (2). 

1068/97 
-cork 
-cochineal 
-ornamental plants and flowers. 

9.1.4 Introduction to Trademarks and Intellectual Property72 
At the most basic level: 
" Patents are concerned with the technical and functional aspects of products and processes; 
" Designs relate to the visual appearance of products; 
" Trade Marks identify the products or services of particular traders; and 
" Copyright arises from the creation of certain categories of original work. 

9.1.4.1 Trade Marks 
A Trademark is any sign that can distinguish the goods and services of one trader from the goods or 
services of another; can be represented graphically. A sign includes words, devices, three- 
dimensional shapes and sometimes sounds and smells. A Trademark is used as a marketing tool so 
that customers can recognise the product of a particular trader. To be registrable a Trademark must: 

1. Be distinctive. 
2. Not be deceptive. 
3. Not conflict with other marks. 

A trademark is therefore a "badge" of trade origin (see Cook 1993 for a deeper discussion). It is 
considered as a marketing tool so that customers can recognise the product of a particular trader. 

As well as "ordinary" trade marks there are also two special types of marks that can be registered. 
Both collective and certification marks cost £200 and must be renewed every ten years. 

Certification marks are used alongside "ordinary" trademarks. The fundamental difference between 
the two marks is that one serves to identify the individual trader, while the other serves to guarantee 
some characteristic of the goods or services. This can be in respect of geographical origin, material, 
method of manufacture of goods, standard of performance of services, quality, accuracy, or other 
characteristics. It is therefore very similar to a PDO or a PGI. Any person, or organisation, who 
authorises, or will authorise, traders to use it in relation to certain goods or services (which the 
proprietor himself must not trade in) and who certifies, or will certify, that those goods or services 
possess certain characteristics. A certification mark must, in the first instance, meet the acceptance 
requirements for "ordinary" trademarks, apart from geographical origin. Use of a certification mark 
will be permitted by the owner of the mark to anyone who complies with the regulations and produces 
goods, or supplies services, which have the certified characteristics. 

Collective marks, on the other hand, indicate origin in members of an association rather than origin in 
just one trader. The association that owns the collective mark may set its own standards that its 
members must meet when using the mark, but, unlike the position with a certification mark, it does 
not have to set any such standards. So collective marks occupy the middle ground between 
certification marks and ordinary trade marks. A collective mark is a mark distinguishing the goods or 
services of members of the association that owns the mark from those of other undertakings. Any 
association which authorises, or will authorise, its members to use it in relation to certain goods or 
services. Use of a collective mark is limited to members of the association that owns the mark. 

72 From Firth (1997), Groves (1997), Phillips and Firth (1996), Bainbridge (1996), Sodipo (1994) and Cook 
(1993). 
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Anyone else who is not a member of that association does not have any right to use the mark, 
regardless of the quality or characteristics of the goods or services that they supply. 

These trademarks are not applicable only in the UK. Proprietors of trademarks can gain protection in 
the EU or world-wide by several different methods. One way is to apply for a Community Trade 
Mark that covers all the EU member states. The downside to this is that there is a high cost. 

Trademarks, therefore, can be used in the same way as PDO or PGI protection but the cost is much 
higher, and the registration has to be renewed every 10 years. 

Redress under common law through 'passing off is possible, but this is a more complex process. A 
passing-off action means that `no-one is entitled to pass off his goods as those of another' (Todd, 
1993 p198). While the protection of consumers from deception is an ancillary effect, the primary 
purpose of the action against passing off is to protect the name, reputation and goodwill of traders and 
producers against those who try to benefit from their reputation. The trader often suffers damage by a 
shortfall in trade and may have his goodwill and reputation affected if the buying public associate the 
other's (poorer quality) goods with him. It is argued that the harm may be even subtler and result in a 
gradual degradation of the trader's name or `get-up' as an indicator of origin or quality. This is a 
continuing concern for traders dealing with high quality goods. 

This area of law is wider than trademark law in terms of the scope of marks, signs etc. and it can 
protect unregistrable business name, unregistered trade marks, advertising and general `get-up' in fact 
anything that is distinctive to the plaintiffs goods, services or business. It may overlap with other 
rights, especially trademarks and copyright. In many cases an action for passing off and a trade mark 
infringement action can run parallel in the same proceedings. This is because the statutory 
registration of a mark, name or other badge does not preclude its proprietor from suing in passing off 
as well as, or instead of, instituting trade mark proceedings. 

It is up to the person whose rights have been infringed to take action. Passing off actions are usually 
brought in respect of an unregistered trade mark, as a result of ignorance or inertia on the part of the 
owner of the mark, or because the mark fails to satisfy trademark registration specifications 
(Bainbridge, 1996). Compensation is often given for the losses suffered as is an order preventing 
further infringements of rights in the future. It was created by the courts during the early part of the 
nineteenth century due to the expansion in mass production and distribution of goods which prompted 
the unscrupulous to imitate the marks or trade dress of their more successful competitors (Todd, 
1993). The trade mark concept grew out of passing off. 

9.1.4.2 Lisbon Agreement 
Lisbon Agreement for the Protection of Appellations of Origin and their 
International Registration as amended September 28,1979 
Article 1 

[Establishment of the Union; Protection of Appellations of Origin Registered at the International 
Bureau]73 

1. The countries to which this Agreement applies constitute a Special Union within the framework of 
the Union for the Protection of Industrial Property. 

2. They undertake to protect on their territories, in accordance with the terms of the Agreement, the 

appellations of origin of products of the other countries of the Special Union, recognized and 
protected as such in the country of origin and registered at the International Bureau of Intellectual 
Property (hereinafter designated as "the International Bureau" or "the Bureau") referred to in the 
Convention establishing the World Intellectual Property Organization (hereinafter designated as "the 
Organization"). 
Article 2 

[Definition of Notions of Appellation of Origin and Country of Origin] 

1. In this Agreement, "appellation of origin" means the geographical name of a country, region, or 
locality, which serves to designate a product originating therein, the quality and characteristics of 

73 Articles have been given titles to facilitate their identification. There are no titles in the signed French text. 
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which are due exclusively or essentially to the geographical environment, including natural and 
human factors. 
2. The country of origin is the country whose name or the country in which is situated the region or 
locality whose name constitutes the appellation of origin which has given the product its reputation. 
Article 3 

[Content of Protection] 
Protection shall be ensured against any usurpation or imitation, even if the true origin of the product is 
indicated or if the appellation is used in translated form or accompanied by terms such as "kind, " 
"type, " "make, " "imitation, " or the like. 
Article 4 

[Protection by virtue of Other Texts] 
The provisions of this Agreement shall in no way exclude the protection already granted to 
appellations of origin in each of the countries of the Special Union by virtue of other international 
instruments, such as the Paris Convention of March 20,1883, for the Protection of Industrial Property 
and its subsequent revisions, and the Madrid Agreement of April 14,1981, for the Repression of 
False or Deceptive Indications of Source on Goods and its subsequent revisions, or by virtue of 
national legislation or court decisions. 
Article 5 
[International Registration; Refusal and Opposition to Refusal; Notifications; Use Tolerated for a 
Fixed Period] 
1. The registration of appellations of origin shall be effected at the International Bureau, at the request 
of the Offices of the countries of the Special Union, in the name of any natural persons or legal 
entities, public or private, having, according to their national legislation, a right to use such 
appellations. 
2. The International Bureau shall, without delay, notify the Offices of the various countries of the 
Special Union of such registrations, and shall publish them in a periodical. 
3. The Office of any country may declare that it cannot ensure the protection of an appellation of 
origin whose registration has been notified to it, but only in so far as its declaration is notified to the 
International Bureau, together with an indication of the grounds therefore, within a period of one year 
from the receipt of the notification of registration and provided that such declaration is not 
detrimental, in the country concerned, to the other forms of protection of the appellation which the 
owner thereof may be entitled to claim under Article 4, above. 
4. Such declaration may not be opposed by the Offices of the countries of the Union after the 
expiration of the period of one year provided for in the foregoing paragraph. 
5. The International Bureau shall, as soon as possible, notify the Office of the country of origin of any 
declaration made under the terms of paragraph (3) by the Office of another country. The interested 
party, when informed by his national Office of the declaration made by another country, may resort, 
in that other country, to all the judicial and administrative remedies open to the nationals of that 
country. 
6. If an appellation which has been granted protection in a given country pursuant to notification of its 
international registration has already been used by third parties in that country from a date prior to 
such notification, the competent Office of the said country shall have the right to grant to such third 
parties a period not exceeding two years to terminate such use, on condition that it advise the 
International Bureau accordingly during the three months following the expiration of the period of 
one year provided for in paragraph (3), above. 

Article 6 
[Generic Appellations] 

An appellation which has been granted protection in one of the countries of the Special Union 

pursuant to the procedure under Article 5 cannot, in that country, be deemed to have become generic, 
as long as it is protected as an appellation of origin in the country of origin. 
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Article 7 

[Period of Validity of Registration; Fee] 
1. Registration effected at the International Bureau in conformity with Article 5 shall ensure, without 
renewal, protection for the whole of the period referred to in the foregoing Article. 
2. A single fee shall be paid for the registration of each appellation of origin. 

9.1.4.3 The TRIPS Agreement 
The Agreement on Trade-Related Aspects of Intellectual Property Rights (TRIPS), which came into 
effect on 1 January, 1995, is to date the most comprehensive multilateral agreement on intellectual 
property. The areas of intellectual property that it covers are: copyright and related rights (i. e. the 
rights of performers, producers of sound recordings and broadcasting organisations); trademarks 
including service marks; geographical indications including appellations of origin; industrial designs; 
patents including the protection of new varieties of plants; the layout-designs of integrated circuits; 
and undisclosed information including trade secrets and test data. 

9.1.4.4 Geographical indications in the TRIPS agreement 
Geographical indications are defined, for the purposes of the Agreement, as indications which 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 (Article 22.1). Thus, this definition specifies that the quality, reputation or other 
characteristics of a good can each be a sufficient basis for eligibility as a geographical indication, 
where they are essentially attributable to the geographical origin of the good. In respect of all 
geographical indications, interested parties must have legal means to prevent use of indications which 
mislead the public as to the geographical origin of the good, and use which constitutes an act of unfair 
competition within the meaning of Article I Obis of the Paris Convention (Article 22.2). 

The registration of a trademark which uses a geographical indication in a way that misleads the public 
as to the true place of origin must be refused or invalidated ex officio if the legislation so permits or at 
the request of an interested party (Article 22.3). 

Article 23 provides that interested parties must have the legal means to prevent the use of a 
geographical indication identifying wines for wines not originating in the place indicated by the 
geographical indication. This applies even where the public is not being misled, there is no unfair 
competition and the true origin of the good is indicated or the geographical indication is accompanied 
be expressions such as "kind", "type", "style", "imitation" or the like. Similar protection must be given 
to geographical indications identifying spirits when used on spirits. Protection against registration of a 
trademark must be provided accordingly. 

Article 24 contains a number of exceptions to the protection of geographical indications. These 
exceptions are of particular relevance in respect of the additional protection for geographical 
indications for wines and spirits. For example, Members are not obliged to bring a geographical 
indication under protection, where it has become a generic term for describing the product in question 
(paragraph 6). Measures to implement these provisions shall not prejudice prior trademark rights that 
have been acquired in good faith (paragraph 5). Under certain circumstances, continued use of a 
geographical indication for wines or spirits may be allowed on a scale and nature as before (paragraph 
4). Members availing themselves of the use of these exceptions must be willing to enter into 
negotiations about their continued application to individual geographical indications (paragraph 1). 
The exceptions cannot be used to diminish the protection of geographical indications that existed prior 
to the entry into force of the TRIPS Agreement (paragraph 3). The TRIPS Council shall keep under 
review the application of the provisions on the protection of geographical indications (paragraph 2). 

9.1.5 Procedure to obtain PDO/PGI protection 
The procedure to obtain the registration for PDO or PGI is established in Articles 5,6 and 7 of 
Regulation (EEC) No. 2081/92. 

Applications for the designations must be put forward by groups of producers. Such groups may 
include other interested parties. However, individuals can put forward applications if. 

" local and traditional methods and practices are used; and 
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" the geographical area has characteristics which differ from neighbouring areas; or 
" the product has characteristics which are different to those of similar products. 

Producers who are not part of the original applicant group, but who can show that their product 
conforms fully to the registered specification, may use the registered name. 

The group of producers must prepare a "product specification" complying with the conditions 
provided for in Article 4 (i. e. name, description, justification of a link and inspection system). The 
applicant then sends the application to the competent authority of the Member State in which the 
geographical area to which the PGI or PDO relates is located. This is then sent to the Advisory 
Committee (composed of representatives of the Member States and chaired by a representative of the 
Commission) which, along with the Commission at a later date, may lay down more specific rules 
concerning the product specification. The application is then forwarded to the other member States 
and the Commission. If the Commission is satisfied it publishes a summary of the application in the 
Official Journal. This first publication confers to any person (legitimately concerned) the possibility 
of objecting to this registration. 

Within three months from the date of publication anyone may object to the registration by sending a 
substantiated statement of objection to the Commission, via their Member State. In this event, the 
Commission decides whether registration should take place. 

If no objections are notified the product is then entered in the Community `Register of Protected 
Geographical Indications and Protected Designations of Origin'. In order to ensure compliance by 

producers with the prescribed product specification, the Member States are obliged to appoint an 
inspection body. This body must be nominated in the application for registration. 

Member states cannot register a trade mark which conflicts with an already advertised appellation of 
origin or the trade mark registration would be declared invalid.. 
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9.1.6 The Community Symbols 
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For more information see the Official Journal publication on the subject (L 224, Vol. 41 of 11 August 
1998). 
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9.1.7 Full list of all PDO and PGI products 

9.1.7.1 Austria 
Cheeses Gailtaier Almkase PDO Tiroler Graukaese PDO 

Tiroler Almkase PDO Vorarlberger Alpkase PDO 
Tiroler Alpkase PDO Vorarlberger Bergkase PDO 
Tiroler Bergkase PDO 

Fruit, vegetables and cereals Marchfelds ar el PGI Waldviertier Graumohn PDO 
Wachauer Marille PDO 

Meat-based products Tiroler Speck PGI 
Oils and fats Steierisches 

Kuerbiskemoel 
PGI 

9.1.7.2 Belgium 
Cheese Froma e de Herve PDO 
Meat-based products Jambon d'Ardenne PGI 
Oils and fats Beurre d'Ardenne PDO 

9.1.7.3 Denmark 
Cheese Danablu PGI 

Esrom PGI 
Fruit, vegetables and cereals Lammefjord Carrot PGI 

9.1.7.4 Finland 
Fruit, vegetables and cereal Lain Puikula PGI 

9.1.7.5 France 
Bread, ast cakes, etc Ber amote s de Nancy PGI 

Cheese Abondance PDO Langres PDO 
Beaufort PDO Livarot PDO 
Bleu d'Auvergne PDO Maroilles ou Marolles PDO 
Bleu des Causses PDO Mont d'or ou Vacherin du Haut 

Doubs 
PDO 

Bleu du Haut Jura, de 
Gex, de Septmoncel 

PDO Munster ou Munster gerome PDO 

Brie de Meaux PDO Neufchatel PDO 
Brie de Melun PDO Ossau Iraty Brebis P enges PDO 
Brocciu Corse ou 
brocciu 

PDO Picodon de l'Ardeche ou Picodon 
de la Dröme 

PDO 

Camembert de 
Normandie 

PDO Pont l'Eveque PDO 

Cantal ou fourme de 
Cantal ou cantalet 

PDO Pouligny Saint Pierre PDO 

Chabichou du Poitou PDO Reblochon ou Reblochon de 
Savoie 

PDO 

Chaource PDO Rocamadour PDO 
Comte PDO Roquefort PDO 
Crottin de Chavignol ou 
chavi of 

PDO Saint Nectaire PDO 

Emmental de Savoie PGI Sainte Maure de Touraine PDO 
Emmental francais est 
central 

PGI Salers PDO 

Epoisses de Bourgogne PDO Selles sur Cher PDO 
Fourme d'Ambert or 
Fourme de Montbrison 

PDO Tomme de Savoie PGI 

La uiole PDO Tomme des P enges PGI 
Ciders Cornouaille PDO Pas d'Auge PDO 

Essential oils Huile essentielle de PDO 
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lavande de Haute 
Provence 

Fres h fish, molluscs etc Coquille Saint-Jacques PGI 
des Cotes-D'Armour 

Fresh meat and offal Agneau de I'Aveyron PGI Volailles de Janze PGI 
Agneau du Bourbonnais PGI Volailles de 1'Ain PGI 
Agneau du Quercy PGI Volailles de l'Orleanais PGI 
Boeuf charolais du 
Bourbonnais 

PGI Volailles de la Champagne PGI 

Boeuf de Chalosse PGI Volailles de la Dröme PGI 
Boeuf du Maine PGI Volailles de Licques PGI 
binde de Bresse PDO Volailles de Loud PGI 
Porc du Limousin PGI Volailles de Normandie PGI 
Porc de Normandie PGI Volailles de Vendee PGI 
Porc de la Sarthe PGI Volailles des Landes PGI 
Porc de Vendee PGI Volailles du Beare PGI 
Veau de 1'Aveyron et du 

d gala 
PGI Volailles du Berry PGI 

Veau du Limousin PGI Volailles du Charolais PGI 
Volailles d'Alsace PGI Volailles du Forez PGI 
Volailles d'Ancenis PGI Volailles du Gatinais PGI 
Volailles d'Auvergne PGI Volailles du Gers PGI 
Volailles de Bourgogne PGI Volailles du Languedoc PGI 
Volailles de Bresse PDO Volailles du Lauragais PGI 
Volailles de Bretagne PGI Volailles du Maine PGI 
Volailles de Challans PGI Volailles du plateau de Langres PGI 
Volailles de Cholet PGI Volailles du Val de Sevres PGI 
Volailles de Gascogne PGI Volailles du Velay PGI 
Volailles de Houdan PGI 

Fruit, vegetables and cereals Ail rose de Lautrec PGI Olives cassees de la Vallee des PDO 
Baux de Provence 

Chasselas de Moissac PDO Olives noires de Nyons PDO 
Lentille verte du Berry PGI Olives noires de la Vallee des 

Baux de Provence 
PDO 

Lentille verte du Puy PDO Pommes de terre de Merville PGI 
Melon du Haut-Poitou PGI Pommes et oires de Savoie PGI 
Mirabelles de Lorraine PGI Poireaux de Creances PGI 
Noix de Grenoble PDO 

Meat products Jambon de Bayonne PGI 
Oils and fats Beurre Charentes 

Poitou 
PDO Beurre des Deux Sevres PDO 

Beurre d'Isigny PDO Huile d'olive de Nyons PDO 
Beurre des Charentes PDO 

Other Agricultural roducts Foin de Crau PDO Creme fraiche fluide d'Alsace PGI 
Creme d'Isigny PDO Miel de Sa in des Vosges PDO 

9.1.7.6 Germany 

Beer Bremer Bier PGI Mainfranken Bier PGI 
Dortmunder Bier PGI Munchner Bier PGI 
Go in er Bier PGI Reuther Bier PGI 
Hofer Bier PGI Rieser Weizenbier PGI 
Kolsch PGI Wernes ner Bier PGI 
Kulmbacher Bier PGI 

Bread, pastry, etc Aachener Printen PGI Number er Lubkuchen PGI 
Luebecker Marzipan PGI 

Cheeses Allauer Bergkase PDO Altenburger Ziegenkase PDO 
Allauer Emmentaler PDO Odenwalder Fruhstuckskase PDO 

Fresh fish etc Scwartzwaldforelle PGI 
Fresh meat and offal Diepholzer 

Moorschnucke 
PDO Schwabisch Hallisches 

Qualitatsschweinefleisch 
PGI 

Luneburger 
Heidschnucke 

PDO 

Fruit, vegetables and cereals Ammeriander PGI Ammeriander Schinken PGI 

277 



Dieienrauchschinken 
Meat-based products Ammeriander 

Katenschinken 
PGI Greubener Salami PGI 

Ammeriander 
Knochenschihken 

PGI Schwarzwalder Schinken PGI 

Natural mineral waters and 
spring waters 

Bad Hersfelder 
Naturquelle 

PDO Rilchinger Amandus Quelle PDO 

Bad Pyrmonter PDO Rilchinger Graefin Mariannen 
Quelle 

PDO 

Birresborner PDO Sie sdorfer Petrus quelle PDO 
Bissinger Auerquelle PDO Teinacher Mineralquellen PDO 
Caldener 
Mineralbrunnen 

PDO UEberkinger Mineralquelle PDO 

Ensinger Mineralwasser PDO Vesalia Quelle PDO 
Felsenquelle 
Beisefoerth 

PDO Bad Niederhauer Quelle PDO 

Gemminger 
Mineralquelle 

PDO Goeppinger Quelle PDO 

Graf Meinhard Quelle 
Giessen 

PDO Hoellen Sprudel PDO 

Haaner Felsen quelle PDO Lieler Quelle PDO 
Haltern Quelle PDO Schwollener Sprudel PDO 
Katlenburger 
Bur ber uelle 

PDO Steinsieker Mineralwasser PDO 

Kisslegger 
Mineralquelle 

PDO Blankenburger Wiesenquelle PDO 

Leisslinger 
Mineralbrunnen 

PDO Wernigeroeder Mineralbrunnen PDO 

Loewensteiner 
Mineralquelle 

PDO Wildenrath Quelle PDO 

Rhenser 
Mineralbrunnen 

PDO 

Oils and Fats Lausitzer Leinol PGI 

9.1.7.7 Greece 

Bread, pasjjy, Cretan biscotte PGI 
Cheese Anevato PDO Kefalograviera PDO 

Batzos PDO Kopanisti PDO 
Formaella Arachovas 
Parnassou 

PDO Ladotyri Mytilinis PDO 

Galotyri PDO Manouri PDO 
Graviera Agrafon PDO Metsovone PDO 
Graviera Kritis PDO Pichtogalo Chanion PDO 
Graviera Naxou PDO San Michali PDO 
Kalathaki Lymnou PDO Sfela PDO 
Kasseri PDO X om zithra Kritis PDO 
Katiki Domokou PDO 

Essential Oils Khios Mastic oil PDO 
Oils and fats Archanes Iraklion Crete PDO Petrina Lakonia PDO 

Apokoronas Chania 
Crete 

PDO Peza Iraklion Crete PDO 

Chania Crete PGI Preveza PGI 
Hania Crete PGI Olympia PGI 
Kalamata PGI Rhodes PGI 
Kefallonia PGI Sitia Lasithi Crete PDO 
Kolymvari Hanion 
Kritis 

PGI Sitia Lassithi Crete PDO 

Kranidi Argolidas PDO Samos PGI 
Krokees Lakonia PDO Thassos PGI 
Lakonia PGI Viannos Iraklion Crete PDO 
Lesbos PGI Vorios Mylopotamos Rethymno 

Crete 
PDO 

Lygourio Asklipiou PDO Zakynthos PGI 
Fresh fish, etc Mesolongi Botargo PDO 
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Fruit. vegetables and cereals Aubergine tsakonique PDO Korinthiaki Stafida Vostitsa PDO 
de Ldonidio 
Aegina pistachios PDO Kumquat de Corfou PGI 
Fasolina Gigantes 
Elefantes Prespon 
Florinas 

PGI Maleme Khania Crete oranges PDO 

Fasolina Plake 
Megalosperma (Prespon 
Florinas) 

PGI Megaron pistachios PDO 

Fassolia Gigantes 
Elefantes de Kato 
Nevrokopi 

PGI Mila Delicious Pilafa de Tripoli PDO 

Fassolia Koina 
Mesoperma de Kato 
Nevrokopi 

PGI Olive de Kalamata PDO 

Figues seches de Kimi PDO Pistache de Phtiotida PDO 
Fthiotida pistachios PDO Pommes Zagoras Piliou PDO 
Kerasia Tranaga 
Rodochoriou 

PDO Rodakina de Naoussa PDO 

Kiwi Sperchiou PDO Vravronas Markopoulou 
Mesogion figs 

PGI 

Table olives Konservolia Amfissis PDO Konservolia Stylidas PDO 
Konservolia Artas PGI Throumba Thassou PDO 
Konservolia Atalantis PDO Throumba Chiou PDO 
Konservolia Piliou 
Volou 

PDO Throumba Abadias Rethymnis 
Crete 

PDO 

Konservolia Rovion PDO 
Natural ums and resins Masticha Chiou PDO Khios mastic PDO 

Khios chewing gum PDO Tsikla Chiou PDO 
Other a icultural roducts Krokos Kozanis PDO Menalou Vanilia fir honey PDO 

9.1.7.8 Ireland 
No food names recorded 

9.1.7.9 Italy 
Bread, pastry, etc Pane casareccio di 

Genzano 
PGI 

Cheese Asia o PDO Parmigiano Reggiano PDO 
Bitto PDO Pecorino Romano PDO 
Bra PDO Pecorino Sardo PDO 
Caciocavallo Silano PDO Pecorino Siciliano PDO 
Caciotta d'Urbino PDO Pecorino Toscano PDO 
Canestrato Pugliese PDO Provolone Valpadana PDO 
Castelmagno PDO Quartirolo Lombardo PDO 
Fiore Sardo PDO Ragusano PDO 
Fontina PDO Raschera PDO 
Formai de Mut Dell'alta 
Valle Brembana 

PDO Robiola di Roccaverano PDO 

Gorgonzola PDO Taleggio PDO 
Grana Padano PDO Toma Piemontese PDO 
Monte Veronese PDO Valle d'Aosta Fromadzo PDO 
Mozzarella di Bufala 
Campana 

PDO Valtellina Casera PDO 

Murazzano PDO 
Fresh meat and offal Cotechino Modena PGI Vitellone Bianco dell'Appennino 

Centrale 
PGI 

Mortadella Bologna PGI Zam one Modena PGI 
Fruit, vegetables and cereals Arancia Rossa di Sicilia PGI Nocciola del Piemonte PGI 

Cappero di Pantelleria PGI Nocellara del Belice PDO 
Castagna di Montella PGI Peperone di Senise PGI 
Clementine di Calabria PGI Pera dell'Emilia Romagna PGI 
Fagiolo di Lamon della 
Vallata Bellunese 

PGI Pera Montavana PGI 

279 



Fagiolo di Sarconi PGI Pesca e Nettarina di Romagna PGI 
Farro della Garfagnana PGI Pomodoro S. Marzano dell'Agro 

Sarnese Nocerino 
PDO 

Fun go di Borgotaro PGI Radicchio Rosso di Treviso PGI 
Lenticchia di 
Castelluccio di Norcia 

PGI Radicchio Variegato di 
Castelfranco 

PGI 

Marrone del Mugello PGI Scalogno di Romagna PGI 
Marrone di Castel del 
Rio 

PGI Riso Nano Vialone Veronese PGI 

Nocciola di Giffoni PGI Uva da Tavola di Canicatti PGI 
Meat-based products Bresaola della 

Valtellina 
PGI Prosciutto di Modena PDO 

Capocollo di Calabria PDO Prosciutto Veneto Berico- 
Euganeo 

PDO 

Co ppa Piacentina PDO Salame Brianza PDO 
Culatello di Zibello PDO Salame di Varzi PDO 
Pancetta di Calabria PDO Salame Piacentino PDO 
Pancetta Piacentina PDO Salsiccia di Calabria PDO 
Prosciutto di Cea PDO Soppressata di Calabria PDO 
Prosciutto di Parma PDO Speck dell'Alto Adige PGI 
Prosciutto di S. Daniele PDO Valle d'Aosta Jambon de Bosses PDO 
Prosciutto di Norcia PDO Valle d'Aosta Lard d'Arnad PDO 
Prosciutto Toscano PDO 

Oils and fats Aprutino Pescarese PDO Laghi Lombardi PDO 
Brisi ella PDO Monti Iblei PDO 
Bruzio PDO Penisola Sorrentina PDO 
Canino PDO Riviera Ligure PDO 
Cilento PDO Sabina PDO 
Collina di Brindisi PDO Terra di Bari PDO 
Colline Salemitane PDO Terra d'Otranto PDO 
Colline Teatine PDO Toscano PGI 
Dauno PDO Umbria PDO 
Garda PDO Valli trapanesi PDO 

9.1.7.10 Luxembourg 
Fresh meat and offal Viande de porc, marque nationale and duche de Luxembourg PGI 
Meat-based products Salaisons fumees, marque nationale Grand-Duche de Luxembourg PGI 

Oils and fats Beurre rose de marque nationale and-duche de Luxembourg PDO 
Other products of animal 

origin 
Miel luxembourgeois de marque nationale PDO 

9.1.7.11 Netherlands 
Cheese Boeren Leidse met sleutels PDO 

Noord Hollandse Edammer PDO 
Noord Hollandse Gouda PDO 

Fruit, vegetables and cereals Opperdoezer Ronde PDO 

9.1.7.12 Portugal 
Cheese Queijo Amarelo da 

Beira Baixa 
PDO Queijo Picante da Beira Baixa PDO 

Queijo de Azeitao PDO Queijo do Pico PDO 
Queijo da Beira Baixa PDO Queijo Raba al PDO 
Queijo de Cabra 
Transmontano 

PDO Queijo de Sao Jorge PDO 

Queijo de Castelo 
Branco 

PDO Queijo Serpa PDO 

Queijo de Evora PDO Queijo Serra da Estrela PDO 
Queijo de Nisa PDO Queijo Terrincho PDO 

Fresh meat and offal Borrego do Baixo PGI Came Maronesa PDO 
Alente'o 
Bonego da Beira PGI Came Mertolenga PDO 
Borrego da Serra da PDO Came Mirandesa PDO 
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Estrela 
Borrego Terrincho PDO Cabrito da Beira PGI 
Borrego de Montemor- 
o-Novo 

PGI Cabrito da Gralheira PGI 

Cabrito Transmontano PDO Cabrito das Terras Altas do 
Minho 

PGI 

Came Alentejana PDO Cabrito do Barroso PGI 
Came Arou uesa PDO Cordeiro Bra anano PDO 
Came Barrosa PDO Vitela de Lafoes PGI 
Came Marinhoa PDO 

Fruit, vegetables and cereals Amendoa do Douro PDO Cereja de Sao Juliao Portale re PDO 
Ameixa d'Elvas PDO Cere'a da Cova da Beira PGI 
Ananas dos Acores/Sao 
Miguel 

PDO Maca de Portalegre PGI 

Azeitona de conserva 
Negrinha de Freixo 

PDO Maca da Beira Alta PGI 

Castanha dos Soutos da 
La pa 

PDO Mara Bravo de Esmolfe PDO 

Castanha Marvao 
Portalegre 

PDO Maca da Cova da Beira PGI 

Castanha de Pradela PDO Maca de Alcobaca PGI 
Castanha da Terra Fria PDO Maracuja de Sao Mi uel/A ores PDO 
Citrinos do Algarve PGI Pesse o da Cova da Beira PGI 

Meat-based products Presunto do Barroso PGI Lombo Branco de Portalegre PGI 
Cacholeira de 
Portalegre 

PGI Lomo Enguitado de Portalegre PGI 

Chourica de Came de 
Vinhais 

PGI Morcela de Assar de Potalegre PGI 

Linguica de Vinhais PGI Morcela de Cozer de Portalegre PGI 
Chourico Moruro de 
Portalegre 

PGI Painho de Portalegre PGI 

Chourico de Portalegre PGI Presento de Barrancos PDO 
Farinheira de Portalegre PGI Salpicao de Vinhais PGI 
Linguica de Portalegre PGI 

Oils and fats Azeite da Beira Interior PDO Azeite de Tras os Montes PDO 
Azeite da Beira Alta PDO Azeites do Norte Alente'ano PDO 
Azeite da Beira Baixa PDO Azeite do Ribatejo PDO 
Azeite de Moura PDO 

Other products of animal Mel da Serra da Lousa PDO Mel do Barroso PDO 
orb 

Mel da Serra de 
Monchi ue 

PDO Mel do Parque de Montezinho PDO 

Mel da Terra Quente PDO Mel do Ribatejo Norte (Serra 
d'Aire, Albufeira do Castelo do 
Bode, Bairro, Alto Nabao) 

PDO 

Mel das Terras Altas do 
Minho 

PDO Mel dos Acores PDO 

Mel do Alentejo PDO 

9.1.7.13 Spain 
Bread, asetc Turron de Alicante PGI Turron de Jijona PGI 

Cheese Cabrales PDO Queso Majorero PDO 
Idiazabal PDO Queso Manche go PDO 
Mahon PDO Queso Tetilla PDO 
Picon Bees Tresviso PDO Queso Zamorano PDO 
Queso de Cantabria PDO Quesucos de Liebana PDO 
Queso de La Serena PDO Roncal PDO 

Fresh meat and offal Came de Avila PGI Pollo Capon del Prat PGI 
Came de Morucha de 
Salamanca 

PGI Ternasco de Aragon PGI 

Cordero Manche go PGI Ternera Gallega PGI 

Fruit vegetables and cereals Arroz del Delta del PGI Faba Asturiana PGI 
Ebro 
Avellana de Reus PDO Judias de El Barco de Avila PGI 

281 



Berenjena de Almagro PGI Lente'a de La Armufla PGI 
Calasparra PDO Nis eros Callosa d'En Sarria PDO 
Cerezas de la Montana 
de Alicante 

PGI Pimientos del Piquillo de Lodosa PDO 

Chufa de Valencia PDO Uva de mesa 
embolsada'Vinalopo' 

PDO 

Es arr o de Navarra PGI 
Meat-based products Cecina de Leon PGI Jamon de Huelva PDO 

Dehesa de Extremadura PDO Jamon de Teruel PDO 
Guijuelo PDO Sobrasada de Mallorca PGI 

Oils and fats Baena PDO Sierra de Segura PDO 
Les Garrigues PDO Siurana PDO 

Other products of animal 
on in 

Miel de La Alcarria PDO 

9.1.7.14 Sweden 
Cheese Svecia PDO 

9.1.7.15 United Kingdom 
Beer Newcastle brown ale PGI Kentish strong ale PGI 

Kentish ale PGI Rutland bitter PGI 
Cheeses Beacon Fell traditional 

Lancashire cheese 
PDO Swaledale cheese/ Swaledale 

ewes' cheese 
PDO 

Bonchester cheese PDO Teviotdale cheese PGI 
Buxton blue PDO White Stilton cheese/ Blue Stilton 

cheese 
PDO 

Dovedale cheese PDO West Country farmhouse Cheddar 
cheese 

PDO 

Single Gloucester PDO 
Ciders Gloucestershire 

cider/perry 
PGI Worcestershire cider/perry PGI 

Herefordshire 
cider/perry 

PGI 

Fresh fish, molluscs etc Whitstable Oysters PGI 

Fresh meat and offal Orkney beef PDO Scotch beef PGI 

rkney lamb PDO Shetland lamb PDO 
Scotch lamb PGI 

Fruit, vegetables and cereals Jersey Royal potatoes PDO 
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9.2 Map of Europe showing Less Favoured Areas 
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9.3 Maps of Europe showing where PDO and PGI products 
are situated (from Ilbery et al 2000) 
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9.5 The Consumer Surveys 

9.5.1 The Qualitative Survey 

Discussion guide for the Qualitative Groups 
[Introductory talk. An example. ] 

Good morning/afternoon/evening ladies and gentlemen. Thank you for coming here to today. Today 
we will talk about and also taste a particular product:...... [mention product]. You will be asked 
several questions. Please feel free to give your opinion on the matters raised. There are no right or 
wrong answers. Only your personal opinion matters. The discussion will be recorded. We assume that 
you agree with this. The data that we get from these recordings will be processed anonymously. Does 
anybody still have any questions? If not, then we will continue with the first question. 

[List of questions] 
(1) Where did you buy the (specific) product (i. e. West Country Farmhouse 

Cheddar) last time? [purchase occasion] 
(2) For what occasion did you buy the product last time? [consumption occasion] 
(3) Can you say something about the product? 
(4) In what respect does the product differ from other products in the category 

(i. e. cheese)? 
(5) What are the good characteristics of this product? 

What are the bad characteristics of this product? 
(6) When buying the product, how do you know that this product will give you 

what you want? 
(7) Could you indicate to which area the product is linked? Where is the 

region/place located? What do you think of this region/place? 

[If the product is a PDO product, continue with question (8), otherwise continue with 
question (10)] 
(8) Have you heard of food products with a "Protected Designation of Origin"? 

[If some of the respondents have] What do you know about it? 
What do you think? 

[If none of the respondents has] What do you think that it means? 

(9) [Read the following aloud to the group; maybe it should also presented 
visually to the group] 
On the basis of an EC regulation, the product (e. g., West Country Farmhouse 
Cheddar) has recently been classified as a product with a protected designation of 
origin. Products with a protected designation of origin are products of which the 
name refers to the area where the production, processing and preparation occur. 
Only these products are allowed to carry this name, since the quality of these 
products can be attributed to the region denoted by the name. Specialised institutes 
will regularly check whether the products satisfy the criteria for receiving this 
protection. 

(a) What do you think about the product receiving such a protection of its 
designation of origin? 
(b) What are the good characteristics of such a protection of the product's name? 
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(c) What are the bad characteristics of such a protection of the product's name? 
(d) [For non-consumers] Do you think you would want to try this product? 

[For consumers] Do you think you would consume this product more often? 
(e) Would you be willing to pay more for this product? 

[Skip to question (12)] 

[If the product is a PGI product, continue with the question in (10)] 
(10) Have you heard of food products with a "Protected Geographical 
Indication"? 

[If some of the respondents have] 

[If none of the respondents has] 

What do you know about it? 
What do you think? 
What do you think that it means? 

(11) [Read the following aloud to the group; maybe it should also presented 
visually to the group] 
On the basis of an EC regulation, the product (i. e.......... ) has recently been 
classified as a product with a protected geographical indication. 
Products with a protected geographical indication are products of which the name 
refers to the area where the production or processing or preparation occur. Only 
these products are allowed to carry this name because the fame or some other 
quality of the product may be attributed to the region denoted by the name. 
Specialised institutes will regularly check whether the products satisfy the criteria 
for receiving this protection. 

(a) What do you think of the product receiving such a protection of its 
geographical indication? 
(b) What are the good characteristics of such a protection of the product's name? 
(c) What are the bad characteristics of such a protection of the product's name? 
(d) [For non-consumers] Do you think you would want to try this product? 

or consumers] Do you think you would consume this product more often? 
(e) Would you be willing to pay more for this product? 

(12) Presentation and tasting of the product: 
The product can be tasted, and it should also be presented as shown to the consumer 
in a store. 

(a) What do you think of the product's taste? 
(b) How does the product's taste differ from other products in the category (say 

cheeses)? 
(c) What do you think of the product's appearance? 

[Closing talk. An example. ] 
This is the end of the discussion. We again would like to thank you for coming here 

today and for actively participating in the discussions. 

Are there still any questions? If not, then I wish you a good trip home. 
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9.5.2 Quantitative Survey 

9.5.2.1 Questionnaire 

WEST COUNTRY FARMHOUSE CHEDDAR 

Respondent number: 
[] male [] female 

Area of Residence (Enter City or County) ................................................................ 

1 What is, approximately, the total weekly consumption of cheese in your 
household? 

± ........... kg cheese per week/month/year (show sample pack and convert accordingly) 

2 Where do you think West Country Farmhouse Cheddar is produced? (One 
answer only) 

[] Only in one region in the United Kingdom, namely ............................... ] [] In several regions in the United Kingdom, namely ................................. ] 
[] All over the United Kingdom 
[] All over Europe 
[] All over the world 
3 Although these questions may seem rather similar, please consider each of them 
carefully. (Circle appropriate number, on the scale from -2 to +2). 

not at all 
familiar 

very 
familiar 

How familiar are you with the West Country? -2 -1 0 +1 +2 

no 
knowledge very good 

at all knowledge 

How knowledgeable are you about the West -2 -1 0 +1 +2 
Country? 

no 
experience a lot of 

at all experience 

How much experience do you have of the -2 -1 0 +1 +2 
West Country? (e. g. spent a holiday or visited 
the region, live(d) there) 

How attractive do you find the West Country? 

neither 
Very unattractive very 
attractive nor attractive attractive 

-2 -1 0 +1 +2 
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neither 
Really dislike nor really 

dislike it like it like it 
How do you feel about the West Country? -2 -1 0 +1 +2 

Very neither bad very 
Bad nor good good 

What is your overall opinion about the West -2 -1 0 +1 +2 
Country? 

4 Please indicate the extent to which you agree or disagree with the following 
statements. (Circle appropriate number, on the scale from -2 to +3). 
For the production of a high quality West Country Farmhouse Cheddar, the West Country 
has.. 

totally 
disagree 

neither 
agree 
nor 

disagree 

totally 
agree 

... a suitable natural environment -2 -1 0 +1 +2 

... a sufficiently clean environment -2 -1 0 +1 +2 

... people with sufficient professional skills -2 -1 0 +1 +2 

... the appropriate type of soil -2 -1 0 +1 +2 

... a strong tradition -2 -1 0 +1 +2 

... the appropriate climate -2 -1 0 +1 +2 

... the right people -2 -1 0 +1 +2 

... people with the appropriate knowledge -2 -1 0 +1 +2 

I 
don't 
know 

+3 

+3 

+3 

+3 

+3 

+3 

+3 

+3 

5 When you buy West Country Farmhouse Cheddar, how sure are you that you are 
buying authentic West Country Farmhouse Cheddar and not an imitation? (Circle 
appropriate number, on the scale from -2 to +2). 

Not sure at all Quite sure Very sure 

-2 -1 0 +1 +2 

Here is a short description of what Protected Designation of Origin or PDO means. 

On the basis of a recent EC regulation, it is possible to classify certain foods as products with 
a protected designation of origin. These products are produced, processed and prepared in the 
specified region. Only these products are allowed to carry the specified name, since the 
quality of these products can be attributed to the region denoted by the name. 

5a Which of the following Farmhouse cheddar cheeses do you think are PDO products? 

[] Davidstow cheddar cheese 
[] West Country farmhouse cheddar cheese 
[] Cathedral City cheddar cheese 
[] Orkney Farmhouse cheddar cheese 

[] None of these 
[] I don't know 
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5b Please indicate the extent to which you agree or disagree with the following 
statements. (Circle appropriate number, on the scale from -2 to +2). 

The PDO-protection will..... 

totally 
disagree 

neither 
agree nor 
disagree 

totally 
agree 

Guarantee consistent product quality -2 -1 0 +1 +2 
Lead to higher product prices -2 -1 0 +1 +2 
Protect the authenticity of the product -2 -1 0 +1 +2 
Fully guarantee the region of origin of the product 

-2 -1 0 +1 +2 
Guarantee a hand crafted product -2 -1 0 +1 +2 
Lead to more employment in the region of ori gin 

-2 -1 0 +1 +2 
Reduce the likelihood of fraudulent `copy cat' products 

-2 -1 0 +1 +2 
Maintain a higher quality product -2 -1 0 +1 +2 
Lead to higher farmer incomes 

-2 -1 0 +1 +2 
Preserve the exclusivity of the product -2 -1 0 +1 +2 
Guarantee the product is produced in a traditional way 

-2 -1 0 +1 +2 

5c The following questions may seem similar, but please consider each of them 
carefully. (Circle appropriate number, on the scale from -2 to +2). 

neither 
very unattractive very 
ttractive nor attractive attractive 

How attractive do you find the idea of the 
0 

PDO-protection? -2 -1 +1 +2 

neither 
really dislike it nor really 

dislike it like it like it 

How do you feel about the idea of the 
PDO-protection? -2 -1 0+1 +2 

very neither bad very 
bad nor good good 

What is your overall opinion about the idea 
-2 -1 0 +1 +2 

of the Pno-protection? 

The following questions are concerned with your opinion about West Country Farmhouse 
Cheddar (which is guaranteed by a PDO protection label), compared to other types of 
Farmhouse Cheddar cheese which are not guaranteed by a PDO protection label. They may 

seem similar, but please answer each one in turn (Circle appropriate number, on the scale 
from -2 to +3). 
6a Compared to other types of Farmhouse Cheddar West Country Farmhouse Cheddar 
I I. 
IJ. 

of much of neither poorer nor of much 
poorer quality better quality better quality 

-2 -1 0 +1 +2 

I don't know 

+3 
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6b 
Much 

Less attractive 
neither more nor less 

attractive 
much 

more attractive 

-2 -1 0 +1 +2 

Much 
More unpleasant 

neither more nor less 
pleasant 

much 
more pleasant 

-2 -1 0 +1 +2 

Much worse neither worse 
nor better 

much better 

-2 -1 0 +1 +2 

I don't know 

+3 

I don't know 

+3 

I don't know 

+3 

7a Please indicate the extent to which you agree or disagree with the following 
statements. (Circle appropriate number, on the scale from -2 to +2). 

neither 
totally agree totally 

disagree nor agree 
disagree 

The quality of West Country Farmhouse Cheddar is easier to 
-2 -1 0 +1 +2 

judge than that of other farmhouse cheddars 

West Country Farmhouse Cheddar has a more consistent quality -2 -1 0 +1 +2 
than that of other farmhouse cheddars 

The quality of West Country Farmhouse Cheddar is better than -2 -1 0 +1 +2 
that of other farmhouse cheddars 

The likelihood of purchasing high quality Farmhouse Cheddar is 
-2 -1 0 +1 +2 

greater with West Country Farmhouse Cheddar than other 
farmhouse cheddars 

neither 
totally disagree totally 

ree ee 

I am more satisfied with West Country Farmhouse Cheddar than -2 -1 0 +1 +2 
r types of farmhouse cheddars 

I am more confident about buying West Country Farmhouse -2 -1 0 +1 +2 
than other farmhouse cheddars 

I feel better about buying West Country Farmhouse Cheddar -2 -1 0 +1 +2 
r types of farmhouse cheddar. 

8a What is, approximately, the share of the following products in your total household 

consumption of cheese? (total must add to 100%) 

West Country Farmhouse Cheddar 
Other types of Farmhouse Cheddar 
Other types of cheese .............. 

100% 
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8b What is, approximately, the average price you have to pay for West Country 
Farmhouse cheddar? 

0£................. per kg. [] £................. per lb. [] Don't know 

If you do not know the average price you have to pay for West Country Fannhouse Cheddar 
cheese, which of the following prices do you think is closest to the true price? 

[J £ 5.00 per kg. [] £ 7.00 per kg. [] £ 9.00 per kg. 
[] £ 5.50 per kg. [] £ 7.50 per kg. [] £ 9.50 per kg. 
[] £ 6.00 per kg. [] £ 8.00 per kg. [] £ 10.00 per kg. 
[] £ 6.50 per kg. [] £ 8.50 per kg. [] £ 10.50 per kg. [] No idea at all 

8c What is, approximately, the average price you have to pay for other types of 
farmhouse cheddar that are not guaranteed by a PDO protection label? 

[] £.......... per kg. [] £ ................. per lb. [] Don't know 

[] Don't buy any other farmhouse cheddar cheese (Go to question 9a) 

If you don't know the average price which of the following prices do you think is closest? 

[] £ 5.00 per kg. [] £ 7.00 per kg. [] £ 9.00 per kg. 
[] £ 5.50 per kg. [] £ 7.50 per kg. [] £ 9.50 per kg. 
[] £ 6.00 per kg. [] £ 8.00 per kg. [] £ 10.00 per kg. 
[] £ 6.50 per kg. [] £ 8.50 per kg. [] £ 10.50 per kg. [] No idea at all 

9a Assuming the average price is £7.50 per kg, how much more would you be willing 
to pay for West Country Farmhouse Cheddar? (Enter a number or percentage between 0 and 
100) 

£......... per kg. more or ............. 
% more 

9b Please indicate approximately what the share of the following products would be in 
your total household consumption of Farmhouse Cheddar, when.... (enter %, total must add 
up to 100%) 

West Country Farmhouse Cheddar, guaranteed by a PDO protection label, is sold at the 
same price as the price of other types of Farmhouse Cheddar 

West Country Farmhouse Cheddar .............. 
Other types of Farmhouse Cheddar .............. 

100% 

West Country Farmhouse Cheddar cheese, guaranteed by a PDO protection label, is sold at 
£0 75 per kg. (i. e. 10%) higher than the price of other types of Farmhouse Cheddar 

West Country Farmhouse Cheddar 

Other types of Farmhouse Cheddar .............. 
100% 

West Country Farmhouse Cheddar cheese, guaranteed by a PDO protection label, is sold at 
Q. 50 per k higher (i. e. 20%) than the price of other types of Farmhouse Cheddar 
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West Country Farmhouse Cheddar 
.............. Other types of Farmhouse Cheddar 
.............. 
100% 

10 Please indicate the extent to which you agree or disagree with the following 
statements 

neither 
totally agree totally 

disagree nor agree 
di ee 

A real inhabitant of [the region] should always buy food products 
-2 -1 0 +1 +2 

made in [the region]. 
Inhabitants of [the region] should not buy food products made +1 +2 
outside [the region] because this hurts local business and causes -2 -1 0 
unemployment. 
We should buy food products made in [the region] instead of 

-2 -1 0 +1 +2 
letting other regions get rich off us. 
I am willing to pay more for a product of better quality. 

-2 -1 0 +1 +2 
Quality is decisive for me when buying food products. -2 -1 0 +1 +2 
I always aim for the best quality. -2 -1 0 +1 +2 
For me, wholesome nutrition begins with the purchase of foods of 

-2 -1 0 + +2 high quality. 

11 PERSONAL INFORMATION 

Were you born in the region you currently live in? 
[] Yes [] No, I was born in ..................................... 

How long have you lived in the region you currently live in? ..................... years 

Where have you lived for the majority of your life? .................................... 
How long did you live there? .............................................. years 

In which region does the Main Income Earner in your household work? ............................ 
How long has the Main Income Earner worked in this region? ................... years 

Please indicate the age of all household members (tick the appropriate box) 
Please include all persons that live in your household at least four days per week including 

yourself 

<5 yrs 6-11 yrs 12-19 yrs 20-30 yrs 31-45 yrs 46-60 yrs > 60 
s 

Self 
Partner 
Other 
Other 
Other 
Other 
Other 
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What is the of the Mai 
[] Manual (unskilled) [J Self-employed/managing director (< 10 staff) 
[] Manual (skilled) [J Self-employed/managing director (> 10 sch 
[] Clerical [J Student 
[J Middle management [] Unemployed 
[J Senior management [] Retired 
[J Farmer [] Otherwise (please specify) ........................ Professionale. 

. lawyer, doctor, artist) 

What is, approximately, Id income before taxation? 
[] Less than £5,000 [] Between £25,000 and £30,000 
[] Between £5,000 and £10,000 [] Between £30,000 and £35,000 
[] Between £10,000 and £15,000 [] Over £35,000 
[] Between £ 15,000 and £20,000 [] I don't know/I don't want to say 
[] Between £20,000 and £25,000 
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Description of Thesis 

Name of Candidate: Natasha Wilson 

Title of Thesis: Consumer attitudes towards Regional Foods -a case study of 
Protected Designation of Origin (PDO) and Protected Geographical Indication (PGI) 
products 

TEXT 

The thesis attempts to discover the variables involved in consumer choice relating to 
Protected Designation of Origin (PDO) and Protected Geographical Indication (PGI) 
products in the European Union. Protecting certain listed foods or drinks against 
imitation throughout the European Union, Regulation 2081/92 aims to benefit 
consumers, producers and the rural economy. There were 535 PDO and PGI 
products listed in 1999,80% of which were from five Southern European countries. 
While protected regional foodstuffs are thought to be a `south' European 
phenomenon, there is evidence of interest emerging amongst northern European 
countries. The thesis has as its theoretical core marketing and consumer behaviour, 
yet the context of the research - regional speciality foods and the protection of origin 
- draws on literature from numerous disciplines. The `relocalisation' of food supply 
systems is an extremely important focus of multidisplinary research activities and the 
thesis makes an important contribution by concentrating on the consumer end of the 
`quality' food supply system. The main research findings suggest that most 
consumers of PDO/PGI products are not aware of the protection surrounding them 
but are enthusiastic when they know the protection exists. Consumers vary 
considerably in their attitudes towards regional food products and their choice 
involves a multitude of factors. The origin cue is one such important factor as is 
quality and the notion of sustainability. A new `inductive' model of consumer 
behaviour is outlined in relation to local/regional foods. It is thought that three broad 
groups of regional food consumers exist. Some consumers of local foods will be 

particularly drawn to the issues surrounding this choice, others are more interested in 
the product and a third group will be somewhere in between. Regulation 2081/92 

needs to be somewhat modified in certain areas and tightened in relation to 
trademark duplication. 
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