Building Origin Product Value
through Branding
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https://unsplash.com/@brandyturner?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/es/fotos/nZ37ifip5VM?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

Client and consumer
Benefits in Marketing

 Emotional Benefits
« Experience

The benefits of loyalty in * Sustainability

personal Relations

e Trust

 Commitment, Support
« Alignment of Values,
Integrity
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A Framework to Assess and Monitor the Contributions of
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Abstract: Geographical Indications (Gls) are widely considered as tools to contribute to sustainability
{The Food and Agriculture Organization of the United Nations—FAO, 2009; 2017), if established
and well managed. While the literature may not always agree on the positive effects of Gls in
all sustainability dimensions (e.g., economic, social, and environmental), there is evidence that
engaging Gl producers in a sustainability strategy can maximize their contribution to different
components of sustainable development. FAC and oriGIn developed the sustainability strategy
for GI (S5GI) to support Gl producers and their associations so that they could engage in a place-
based and participative approach in order to generate concrete progress and results. This paper
presents original research for building both a framework and database for the selection and use
of relevant sustainability indicators for Gls. A number of 55C1 principles have guided the work
throughout an iterative process for reviewing, selecting, and improving relevant indicators, while the
Sustainability Assessment of Food and Agriculture (SAFA) has provided the structure to align with
the Sustainable Development Goals (SDGs) and other widely used and recognized sustainability
frameworks. As a result of this work, a database of 372 robust sustainability indicators that are
relevant to Gls have been characterized to facilitate their use by practitioners. The discussion
highlights the importance of the place-based approach, and the participative, inclusive process that
represents the key to empowerment and the ability to develop alliances. It also focuses on action,
and the need to strengthen both internal and external communication.



The best source for Rational Consumer
Benefits are

the Gl Product Specifications

Designacion

EN

REPUBLIQUE .
FRANCAISE

FRANC — de calidad.
Egalivé DE L'ORIGINE ET DE

Fraternité LA QUALITE

s Una designacion unica
Y LAP S v mdxima.

1% o (8

Jamones y paletas DOP Jabugo + Pureza racial.
‘ﬁ‘ L'institut Les signes de qualité et d'origine Espace pro et outils Formations Textes officiels Publications son los que han alcanzado una
armonia en el conjunto de sus
cualidades organolépticas
destacando su riqueza aromética
Entrer dans une démarche sous Fiche produit consecuencia de las siguientes

+ Alimentacion durante el
engorde exclusivamente con
bellotas y pastos naturales
en libertad en la dehesa.

Accueil > Espace professionnel et outils > Rechercher un produit

sIQ0 caracteristicas: + Curacion muy lenta en las
Présentation < ; ici

Produire sous SIQO : droits et 5|ngulafes'c?nd|c10nes

obligations microclimaticas.

Produit : Roquefort

Mise a jour : 21 juillet 2022

Les procédures d'instruction pas

apas
* Statut FR : AOC - Appellation d'origine contrélée
AOP/AQC - IGP - IG
e Statut CE : AOP - Appellation d'origine protégée
Label rouge i B .
sTG #® Motsclés : Fromages - Pate persillés -

Appellation : Roguefort

Les organismes de défense et de
gestion

Dénomination : Roquefort

Description

Suivi des démarches
Le Roquefort est un fromage au lait de brebis, & pate persillée. La pate est de couleur blanche a ivoire persillée de
Procédures nationales

T T O G bleu de fagon réguliére

. . L
Projets d'aires géographiques ou Exralt sec : 55 % minimum, Elahﬂl‘acu)n.

Gras [ Sec : 52 % minimum

parcellaires

Procédures suropénnes - . T areen enffelio
e Historique Un proceso sofisticado
Avis des instancas Hn riiadin amenrn st Arinien ¥ paciente.

La primera persona que interviene es el ganadero que compagina su

WIPO FOR OFFICIAL USE O actividad con el cuidado de la dehesa.
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OR!GIN BRANPING PROCESS




Origin Product
Branding pathway

UNDERSTANDING
THE ORIGIN AND THE
PROPDUCT

B
UNDERSTANDING

THE CONSUMER /
CLIENT

COMPETITIVE

CONTEXT BRANDING
DEFINITION
AND
BRAND REASONS TO
ACTIVATION BELIEVE



The relationship
between climate and
taste of Azapa olives
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A\ |
The ashanica indigenous &
community s customs and |
how they communicate

ife balance in Kemito
cocoa (Peru)




The relationship between cotton fiber leng
and strength in different Sudanese coffor
growing regions
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Food pairing with

Colombian Coffee & ,
Colombian

and its diversity
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Characteristics
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In Sum.....

« Gl recognition does not automatically create collective brand value

 Any branding exercise requires clear objectives, long term commitment
and discipline

« Understanding (and communicating) the origin product and its consumer
benefits is the key to loyalty
- ﬁ-‘ - Ny | =
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Origin Content is

powerful

* Product’s unique qualities
relevant to people's lives

* Territory and Identity. It can
generate emotional
connection through
authenticity

* Product knowledge can
create conversations

e Sustainability benefits can
be universal, not just local ot Dot e
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