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Intended learning outcomes

•
•
•
•
•

Define geographical indications and terroir
Differentiate PGI and PDO
Understand the objectives of GI
Analyse the advantages and the limits of GI
Describe a French case of PDO cheese

Geographical Indications in the
European Union
• A geographical indication (GI) is a distinctive sign used to identify a product as originating
in a territory of a particular country, region or locality where its quality, reputation or other
characteristic is linked to its geographical origin.
• Benefits for producers and consumers
– Fraud detection
– Add value to protected products
– Preserve tradition
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Geographical Indications in the
European Union

PDO

PGI

Product must be produced
AND processed AND
prepared in the
geographical area

Quality or characteristics are
essentially due to that area

PDO means a name of a
region, an area or even a
country in exceptional cases

Product must be produced
OR processed OR
prepared in the
geographical area

Specific quality, reputation
or other characteristics are
attributable to that area

The geographical link is not a
core attribute but production
must take place in a defined
geographic area
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From Terroir to Geographical Indications
“Historically, terroir refers to an area or terrain, usually rather small, whose soil and microclimate
impart distinctive qualities to food products. The word is particularly closely associated with the
production of wine. A terroir can be identified, for example, as one that produces a grand cru, or
a particularly excellent wine. It can also be said that a certain wine has a taste of its particular
terroir.” (Barham 2003)

From Terroir to Geographical Indications
• First wine protected by a GI: Châteauneuf-du-Pape in 1935.
• First cheese protected by GI: Roquefort in 1955.

• Common features facilitate their recognition :
– Historical background which makes sense for consumers
– Shared know-how: the product is embedded in the local society.

PDO products in France
Turnover in 2015: more than 20 million €

THE FRENCH DAIRY PDOs

Dairy products
•

50 PDO dairy products (mainly cheeses)

Wines and spirits
•

330 PDO wines and spirits

Other food products
•

Fruits, vegetable, oils…: 50 PDO

Figure: CNIEL

Consumers expectations
According to opinion surveys, French
consumers that find PDO products are:
• More tasty : 73%
• Less industrially processed: 58%
• A memory from childhood, from holidays:
29%
• Healthy: 27%

Quality
Local
Economy

Taste

Good
looking
appearance

Nutritional
values and
health
Traditional
process of
production
Model: CREDOC
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An example of a PDO cheese:
Bleu du Vercors Sassenage
Logo: European Commission 2017

Vercors Regional Natural Park (middle mountains)
Cheese:
– Blue-veined, creamy and soft cheese
– Between 4 and 4,5 kg
– 35 litters of milk to make 1 cheese
Herd: around 1700 cows
– Three authorized breeds : Montbéliarde, Abondance and Villarde
– All feed comes from the PDO area
– Silage is prohibited
Production: 346 tons in 2015
– 296 tons by the cooperative Vercors Lait
– 50 tons by 9 small farmers

An example of a PDO cheese:
Bleu du Vercors Sassenage
Logo: European Commission 2017

The dairy cooperative “Vercors Lait”
–
–
–
–

Managed by farmers since 2003
62 milk producers
550 tons of cheese by year including 255 tons of Bleu du Vercors
Main strategies to control price and distribution channels
•

Boost local sales
– 3 stores
– Large variety of local cheeses
• Enhance the “Bleu du Vercors” notoriety
– Celebrations and events in the Vercors Natural Park
• Supply the products in France and abroad
– Internet sales
– Distribution in some larger supermarkets

An example of a PDO cheese:
Bleu du Vercors Sassenage
Logo: European Commission 2017

The dairy cooperative “Vercors Lait”
•

Turnover: €6.78 millions

•

Price paid to milk producers in 2015
– €385 / 1000L: higher than the average national market price (€340)
– This price premium remains fragile

•

Jobs : 34 employees

•

Investments
– €150 000 invested each year
– Subsidies from the municipalities

•

Tourism and rural development
– Extensive mountain agriculture operations mindful of protecting the environment
– Contribution to tourism in the Vercors Natural Park

What is expected from
Geographical Indications?
•

•

•
•
•
•

Reduce information asymmetries between consumers and producers
– Certify quality products to consumers
– Limit fraud and usurpation risks
Provide better incomes to producers
– Allocate premiums to producers compared to national and international rates
– Control the selling price of the final product
Create jobs
Promote local traditions and know-how
Great expectations
Contribute to rural development and tourism
facing challenging
Have a positive impact on the environment
realities
– Foster organic agriculture and extensive production
– Preserve plant and animal species

http://ec.europa.eu/agriculture/quality_en
http://ec.europa.eu/agriculture/quality_en
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