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EXECUTIVE SUMMARY

India enacted the Geographical Indications of Goods (Registration and Protection) Act in
1999 andas of March 2015, 228 products have received Gl (Geographical Indication)
registration. Programmes to promote the branding and marketing of Gl products in domestic
as well as international markets need to be designed and implemented for unlocking their
commerciapotential. The Foreign Trade Policy Statement for 2BA80 has identified this

as a key area for policy initiatives within one year. In this context, Department of Commerce
requested the Centre for WTO Studies at IIFT, to initiate a study for prontwanging and
marketing of Gl products.

The key objective of the Study is to assess the shortcomings and gaps in efforts made so far
for unlocking the commercial potential of selected Gl products, and recommend suitable
strategies for brand building and rketing of selected Gl products in Indian and
international markets.

Geogaphica indications are distinctive signs/names generally collectively own&dhich can

be used to differentiate goods on the basis of their unique characteristics and their
geographical origin. Protection and promotion of geographical indication products has a critical
role to play socially, economically as well as culturally. It helps nurture and strengthen key skills
and traditions while at the same time supporting and developiing eommunities.

An analysis of few successful Gl products in India and other international markets was
undertaken to identify key factors contributing to the success of their marketing strategy. These
factors included the following

1) Proper organizatiostructure and control

2) Well defined and monitored production process

3) Strict quality control and tracking

4) Creation of a strong brand identity for the Gl, in addition to individual brand names

5) Well recognized logos and symbols

6) Investment in brand buildingnd market expansion

7) Focus on building customer engagement and brand associations in addition to
awareness

8) Steps for legal protection

Before formulating a marketing strategy, it is important to understand the gaps and challenges
faced by producers/farmeastisans and traders in leveraging market opportunities. This was
done through extensive stakeholder consultations cadlation of questionnaire across
product categories in different regions of India. Some of the key marketing challenges and
Issues wee identified as follows

Gl status not exploited post registration

Limited Consumer Awareness of Gl

Lack of initiatives in building brands and visibility
Misuse of Gl name
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Lack of formal organization structures and/or control mechanisms
Lack of produer/artisan database

Low Share in value chain for producer

Uncertainty and price risk

Lack propemonitoringof qualityandcompliance

Identification of markets and information on market trends

Low level ofonline presenck-marketinginitiatives

Need forfinancialsupport for marketing

Limited production capacity

Requirement of support in form of space, equipment, R&D, Technical and Design
Inputs

=A== -0-0_--9="

Without some level of standardization, a uniform branding strategy cannot be implemented.
However, on the other hand, absolute standardization and rigid controls on all aspects,
besides being difficult to implement in a scenario of community ownership, can Kkill
incentives to innovate. Therefore, a middle path needs to be followed which allows all
authaized users of a particular Gl product to leverage a common identity for all authorized
usersalong with flexibility to differentiate within this common identity. For a common
identity to be developed and to have some meaning, it is imperative that kestaispects
related to the uniqueness and quality of the Gl product ought to be standardized and strictly
adhered to. The branding strategy which is recommended in such a scenario is to develop the
Gl brand as amndorser brandor the individual producbrands developed by each of the
authorized users. An endorser brand is one which provides credibility & substance to the
main brand.

For this strategy to work, it is important that the Gl brand be established as a credible and
preferred brand for the conmoed product category with unique and differentiated
positioning, as has been done by Darjeeling Tea and Kota Doria. First, a clear target segment
and the key value proposition of the Gl brand needs to be defined. Next, the name and visual
identity of thebrand needs to be developed and systems need to be put in place to ensure that
minimum specified standards are met by all products endorsed by this brand. The
differentiated positioning of this Gl brand, then needs to be communicated to customers and
invedments made in creating awareness for its visual identity and meaning.

Key recommendations for marketing initiatives to unlock the commercial potential of Gl
products include the following

Phase |

1. Classification of Gl products based on market potentidl@oduction capability

2. Setting up Gl enabler cell for each-Ghe Gl enablers could be an association
comprising representatives from producer groups, traders, government and NGOs or a
government body like tea board / NGO if they are the registeredigiap

3. Faster registration of authorised users

4. Creation of a common Gl seal across all Gl products

5. Product specific Gl logos for selected Gl products with moderate to high potential
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Setting up of a Market Development Fund
Mass Awareness campaign fmnsumers explaining why they need to look for Gl

seal/logo

8. Creation of a website for each GI product category
9. Celebration of 7th August to focus on handicrafts as welaadltoms

10.Gift Catalogue for MEA/PMO and others fasitors

11. Verification of Gl for exhibition participation

12. Sensitization on legal issues through government circulars, retailer workshops and leaflet
distribution

N o

\ Phase Il |

13. Quality Checks and Complianc8elf audit by producer groups + sample checks by
designated quality team. Repeat offenders on quality standards should stand to lose their
authorised user status.

14.Quality Enhancement throud@rechnology and equipment upgrading, visit by agricultural
scientsts and packaging experts, tie ups with empanelled designers/ design institutes, etc

15. Exposure to exhibitions and direct interactwith customers through haats, .etc

16. Technical inputs and innovation in packaging design

17.Common Facilities Centres in eachthe hubs for identified Gl products

18.Mass media campaign for building awareness for specific GI Products with moderate to
large market potential

19. Developing Brochures/catalogues for each Gl (printed/andigital)

20. Setting up of an bhbrella Gl Portailvhich links to all individual Gl portals

21.Creation of a Database and Tracking System

22.Promotional Activities for Building Awareness

23.Leveraging Public relations

24.Promoting Direct Buyer seller interaction through initiatives ke big Gl focused
exhibition pe year in every stat@dequate participation of existing Gl producers/
authorised users in key National Exhibitions, Haats/ craft bazaars for direct selling to
consumers should be set up in key cities in each state by respective state gotgernm

25.Tie up with offline retail shops, designers and organic brands to launch special lines.
Example, Khadi Gram Udyog, Dastkaar, Raw Mango, Horticorp, VFPCK, Milma Green
etc

26.Leveraging Ecommercdao enhance reach and reduce the layers of middlemen. The
producers could sell directly through their own portals, developed and managed by the Gl
enablers with support from the government,-poofit organizations or development
agencies. They could leverage State Emporia websites and tie up with other online
retailers.

27.Enforcement
1 Raids need to be conducted so that offenders are caught and warned or notices served

on them
1 Legal Celt a legal cell needs to be set up atribdallevel, to take up issues of
infringements

Phase llI

28.Shop in- shop conceptsfdel pr oducts called ATraditional
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29.Registration of Gl brand name and logo in key international markets for products with
high export potential

30. Foreign Trade experts as menttostraders/ producer organizations for28months to
make hem expoHready

31.Use of Crafts parks for organizing theme based events/ shows/ exhibitions/ workshops
and caralso be leveraged for tourism

32.Introduction of cours#projects on relevant Gl products inesgted Institutes/
Universities

The Way Forward

If a step by step approach is adopted with clear allocation of responsibilities and timelines, it
will not take long to create awareness for Gl brands and put in place the desired systems to
tap the market potential for these produc@®nsideringmany reommendabns require
coordination amongand joint action by, the State Governments, Dept. of Commerce, DIPP
and Ministry ofTextiles, theMinistry of Agriculture, DC Handicrafts/Handlooms and Export
Promotion Councils, the Central Government could congdtablishing a GI Nodal officer/
co-coordinatornin each of these bodies.

The other alternatives to appoint a Gl Development afRtomotion Bodybutit is important
to kep in mind that it does noteateduplicity and overlaps with other existing orgaaiions.
It may be better to strengthen existing mechanisms to provide special focus on Gl marketing.
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Chapter -1

Objectives and Methodology

India enacted the Geographical Indications of Goods (Registration and Protection) Act in
1999 and by March 2015, 228 products have received Gl (Geographical Indication)
registration However, smply getting Gl registered is not enough, effort needs to be made to
help the producers/ traders leverage Gl as a marketing tool. Most of the producers and
artisans of Gl products in India severely lack the wherewithal and the capacity to undertake
postregistration activities for marketing and brand building of their products.

The Gl registration has been awarded to several agricufttodiicts from specific regions
addition toproducts in the area of textiles and handicraftsmig with a few manufactured
items. The potential to enhance the branding and, thereby, the commercial value of such
products remains underutilized. Nor have exports of such products been adequately
incentivized.

Programmes to promote the branding aratketing of Gl products in domestic as well as
international markets need to be designed and implemented for unlocking their commercial
potential. The Foreign Trade Policy Statement for 2BA80 has identified this as a key area

for policy initiatives wihin one year. In this context, Department of Commerce requested the
Centre for WTO Studies at IIFT, to initiate a study for promoting branding and marketing of
Gl products.

The key objectives of the study are as follows

(i) To undertake a review of literatufor identifying successful initiatives undertaken
in different countries for brand buily and marketing of GI products

(i) To undertake primary research to identify current best practices and innovations
adopted by producers and traders for enhansahes of selected Gl products

(iif) Based on the research, to assess the shortcomings and gaps in efforts made so far for
unlocking the commercial pential of selected Gl products

(iv) To recommend suitable strategies for brand building and marketing of selected Gl
products in India and international market$his should include
a. Specific recommendations for producers, consortium of producers,
Government, Export Promotion Councils etcfor promoting branding and
marketing strategies of selected Gl products idrand in international
markets
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b. Specific recommendations on institutional mechanisms and structures for
ensuring better marketing of Gl so that gains percolate significantly to the
producers;

Methodology

1) Literature Review and Exploratory Interviews

An extensive literature review was undertaken to study branding and marketing efforts for
Gl products from different parts of the world. The best practices followed by producers
/producer groupsand the strategies adopted to successfully market their psoduete
studied to extradessondor the Indian context.

Literature review wa also undeaken for Gl products registered in India till March 2015
This was supplemented by discussions with experts working in the area of Gl products,
and3 Gl productswereidentified where significant progress has beendman terms of
successful marketing and/or branding. These were

9 Chanderi Sarees

1 Kota Doria Sarees

91 Darjeeling Tea

The various categories and regions represented by the GI products registered in India
were studied antew states were selected for field visits/stakeholder meetings based on
the number and the type of Gls registered

Of the 228 products for which Gl haven been rteged tillMarch 2015, the top 4 states
in terms ofnumber of Gls registeredregiven below

Table 1: No. of GI Froduct Registrations- Top 12 States

STATE Gls

Karnataka 33
Tamil Nadu 24
Kerala 22
Uttar Pradesh 20
Odisha 15
Andhra Pradesh 13
Rajasthan 11
Maharashtra 10
Telangana 10
West Bengal 10
Gujarat 9
Madhya Pradesh 8
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It may be noted here that though the number of Gl registrations till March 2015 is 235,
some of these are registrations for logos a&td therefore number of products registered

is only 228. In terms of the categenyse profile of the registered products, handicrafts
lead with 143 registration$pllowed byagricultural productsvhich area distant second

with 61 registered products this category. The other products belong to the category of
food stuffs, manufactured products and natural goddsin the handicraft category a
large number is accounted for fabric based products involving weaving, printing,
embroidery, etc.

2) Field Visits, In-depth Interviews and Stakeholder Meetings

Stake holder meets and interviews with experts and producers/ artisans was the primary
mode of collection of dataOf the top P states,6 were selected fofield research,
keeping in mind the need &msure regional representation as well as coveragariety

of Gls. The North east states put together account for 16 Gls and so this region was also
included in addition to the 5 mentioned above.

The states included in the field research, were as fsellow

1) Keralain the South

2) Karnatakan the South

3) Uttar Pradesh in thorth

4) Rajasthan ifNorth West

5) West Bengal in th&ast

6) Madhya Pradesh i@entral India
7) North EasternStates

In the first part of the study field visits werendetaken to clusters o$elected Gl
products. These included, Chanderi, Kadgf, Sanganer and Bagru'he clusters
selected were of similar product categories, at different levels of developeirtg

these visits the researcher met various weavers/artisans, maaiars andraders and
understoodthe processes involved in the production and sales of these products, the
inter-linkages between different players, the issues faced by them and the marketing
initiatives undertaken so far.

Subsequentlyletailed discussi@were heldwith producers, traders and experien&dd
stakeholdes, at themeetings and workshops organidzgdthe Centre for WTO Studi@s
different cities across the identified statéBhe meetings and workshops were
instrumental ingainng insights into issues na challengesalong with initiating
discussion amongst the participamégardingthe way forward to exploit the market
potential for these products.

12



3) Conduct of survey through administration of questionnaire

Based on literature review and discussions with experts associated with different Gl

products, a broad understanding of the issutesandwas developedA questionnaire

was preparedto gain insights from producers, producer groups and government
organizéions who were eitheregisteredoroprietorsor authorized users for Gl products
in India.

The questionnaire was testddring the first field visit in Chanderi and subsequently

rolled out toregisteredproprietorsand authorized users of Gl produckdost of the

guestionnairewerecirculated amonggtroducers and traders in sté®el and regional
workshops,organized by the Centre for WTO Studieghile othes were administered
through email and post.

Table 2: Field Visits and Workshops Conducted

S.No. Cluster Visited/ Product Date of Visit
Workshop Venue
1. | Chanderi, Madhya Chanderi Sarees 28-29 April, 2015
Pradesh

2. | Bagru, Rajasthan Bagru Hand Block Print | 11 May, 2015

3. | Sanganer, Rajasthan Sanganeri Hand Block | 11 May, 2015
Print

4. | Kaithoon Rajasthan Kota Doria 12 May, 2015

5. | Trivandrum, Kerala Gl Products from Kerala| 26 May, 2015

6. | Bengaluru, Karnataka Gl Products from 11 June, 2015
Karnataka

7. | Lucknow, Uttar Pradesh | Gl Products from Uttar | 22 June, 2015
Pradesh

8. | Kolkata, West Bengal Gl Products from West | 25 June, 2015
Bengal

9. | Guwahati, Assam Gl products from North | 16 July, 2015
East states
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Table 3: Product Categories coveredn the survey

No. of

Category

responses
Handicraft
(textile 16+3
related)
Handicraft
(others) 10+2
Agricultural
& food 12+9
Products
Total 52

More than 50esponses were received from producers/producers groups/traders and these
respondents between them represented more than 6000 producers.

4) Compilation and analysis of key insights

During the coursef the studyinsights based omuantitative survey angualitativein-

depth interviewswere compiled and analyzet identify key issues and challenges as
well possibleareas for future action. Basegon the analysis of the gaps and the areas
critical for exploiting the marketing potential, recommendations have been made
covering different aspects of branding and marketing strategy for Gl productghin
Indian and International Markets.

Time lines

TheTimeline followed for the Research Study is given below:

S.No.| Item Date
1. | Commencement of the study 20 April 2015
2. | Literature Review 20 April to 31 July
2015
3. | Filed Visits, Workshops and Survey 28 April to 15 July
2015
4. | Submission of the draft report 10 August 2015

5. | Presentation of Draft report and collation of suggestiol 26 September 2015
andcomments

6. | Submission of the final reparicorporating 23 October 2015
suggestions/comments
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Chapter -2

Background on Geographical Indication Products

A geographical indication is another subset of the global intellectual property regime
functioning within the realm of the TRIP&greement. Accordingly, in order to ensure
compliance withTRIPs commitments, India enacted the Geographical Indications of Goods
(Registration and Protection) Act, 1999.

Geographicaindications are signs that aid in the identification of a particular product coming
from a specific geographical location possessing certain unique qualities or reputation due to
such origin. The regation, quality or characteristic af Gl product is essentially attributable

to its geographical origin. These special characteristics can be due to various factors that are
specific to that particular place of origimanging from specifi@agro-climatic conditions, soil

type or any environmental peculiarity specific to that place. Factors may also include special
manufacturing mechanismand human skillswhich are exclusively used in that place
possibly brought about by years of traditional knowledge amtain quality of the product.
Another facet could be identifiable concentration of similar businesses in the same region
creating specialization towards production of a particular prodaquiring a reputation

linked with the region To put it simply, ageographical indication is born when the
connection between the place and the product becomes an identifier pateived as

point of reference for the common consumer. Some tend to explain Gls by terming them as
fia unique opportunity for producerst def i ne the standarfds of pro

Il n I ndi a, 6geographical i ndicationd is defi
Indications of Goods (Registration and Protection) Act 1999 (hereinafter the Act) and the
definition encapsulates the afor emfebeing oned
classified asgeographical indications are understood to mean any agricultural, natural or
manufactured goods or any goods of handicraft or of industry inclusive of food Stuf.

t er m Al nndhe coatéxt obgeagraphical indication ifided under Section 2(1)(g) of

the Act as any name, geographical or figurative representation or combination of the same
which conveys or suggests the geographical origin of goods to which it appfies.
registration of Gl is valid for a period of 10 ysavhich can be renewed from time to time.

The indication to the country, region or locality may be express or implied. The product
might be directly named after the country, region or locality or may indirectly refer to the
area as long as the reputatminthe product is said to pertain to a specific geographical area.
However, it has to be understood that the geographical indication is not a plain reference to
the place of origin of the product but the qualitative link between the product and thefplace o

! Monique NGO Bagal and & Massimo VittorRractical Manual on Geographical Indications for ACP
Countries Organization for an International Geogragtimdications Network (oriGIn{2011).

2 Section 2 (1)(f), The Geographical Indications of Goods (Registration and Protection) Act 1999
15



origin. For example 6émade in Indiad is a m
reference to the quality or characteristic
geographical indication signifying the qualitative link between the productrengdlace. A

consumer buying a Gl product is assured of the quality of the product and authenticity
provided by the GI.

Gls can have geographical names or any traditionalgeographical names which have
acquired geographical significance over time. Balipg tea, Kancheepuram Silk, Banaras
Brocades and Sarees, Pashmina Shawls, Hyderabad Haleem, Scotch whiskey etc, make a
direct reference to the place of origin thus assuring certain quality of the product. However,
Nakshi Kantha form of embroidery fronné Birbhum district in West Bengal is an irett
geographical indicatiorindirect geographical indications are terms whichsaiggestive of a
geographical origin but are not in themselves place names.

Process of Gl Registration

I filing an application l

S Q
. ppartunity
[examination s
acceptance
advertised in
the GI journal q,
opposition, Allowed or appeal
if any refused to IPAB
Acceptance
> LA Particulars of regd.

enmered in the ) Gl entered in Part A
G | register of the register

¢ Particulars of regd.
registration authorised user entered
certificate issued in Part B of the register

Enactment of a law pertaining to protection of geographical indications was an obligation
arising out of the broaddfRIPS Agreement of the new order brought in place by the World

Trade Organization set up in 1995. Section 3 of Part Il ofTlREPs Agreenent defines
geographical i ndications i n Aagbddedoegn&i@ . 1 as

*TRIPS: Agreement on TradRelated Aspects of Intellectudtroperty Rights, Apr. 15, 1994, Marrakesh
Agreement Establishing the World Trade Organization, Annex 1C, THE LEGAL TEXTS: THE RESULTS OF
THE URUGUAY ROUND OF MULTILATERAL TRADE NEGOTIATIONS 320 (1999), 1869 U.N.T.S. 299,

33 I.L.M. 1197 (1994) [hereinaftadiRIPS Agreement].
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in the territory of a Membeor a region or locality in that territory where a given quality,
reputation or other characteristic of the good is egdbntttributable to its geographical
o r i Yndian. l@v hasprovided for strong Gl protectiom line with themandate of the
TRIPs Agreement by extending the definitiobeyond just agricultural productsto
manufactured goods well

Gls are valuablentellectual property and cater to the needs of the indigenous and local
communitiesprominently comprisingf farmers and artisans. They are based on collective
traditions brought about by generations from the geographical area to which they belong. The
protection of such Gls is a way of rewarding the traditions and making wathdar
continued evolution. Glgannot be assigned from one person to another and reflect the
culture, traditions and the human efforts of a particular place thereby making their protection
imperative. Howeverjn the Indian contextthe community right encapsulated within a
geographichindication is made actionable at the level ofdividuals by providing for
registration o f AndaathotiZed wser zie distinat srent thed registered
proprietor of a Gl wherein the latter registers the concerned product as a Gl in thladest

The GI Registry situated at Chennai having all India jurisdiction deals with applications for
both registering a Gl and authorised users and the entry into the Register maintained by the
Registrar. It is also important to mention that the Registenaintained is divided into Part

A and Part B wherein the former contains the information about the registered proprietor and
the registered GI, while the latter carries the information about the authorised users after
completion of their registration. ©@a the registration is complete, the authorised user can
exercise his exclusive right to use the registered Gl and to independently pursue cases of
infringementqua Section 21 of the GI At

Prior to 1999, there was no law for the protection of such gpbgral indications which

could safeguard the rights of the producers or creators of such products. As mentioned
previously, the Gl Act was enacted in 1999 and came into force from September 2003 to
honour | ndi ads TRIASIto ayail tthe mthesbenefits cexdended to WTO
members. Internationally, there has been no historic uniformity regarding the approach to
protection of Gls. It started with the Paris Convention in 1883 and most recenilirRlRe
Agreement which provides a standard definition &ls and some outlines for protection of

the same within the WTO member states. Certain elements of protection of Gls are contained
in various international agreements such as Paris Convention for the Protection of Industrial
Property (1883), Madrid Agement for the Repression of False or Deceptive Indications of
Source on Goods (1891), General Agreement on Tariffs and Trade (GATT) (1947), Lisbon
Agreement for the Protection of Appellations of Origin and their International Registration
(1958) and Agreeent on TradeRelated Aspects of Intellectual Property RighiRIPS
Agreement) (19949 .Various multilateral and bilateral agreements have been entered into by

* TRIPS https://www.wto.org/english/docs_e/legal_elRIPs_04b_e.htm

®Section 17The Geographical Indications of Goods (Registration and Protection) Act 1999

®Draft Manual of Geographical Indications Practice and Procedure, The 6fi@entroller General of Patents,
Designs and Trade Marks.

" http://lwww.inta.org/TrademarkBasics/FactSheets/Pages/GeographicallndicationsFactSheet.aspx
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different countries to ensure protection of Gls in foreign territories, the best example being
that of NAFTA.

The purpose for protection of Gls is to exclude unauthorized persons from gaining wrongful
advantage and to protect the consumers by assuring them of the authenticity of the product
and making sure they are not deceived by persons pass$igganfsunrelated to the said
geographical area. Gls essentially perform a triumvirate of funciitrey authenticate a
gualitative link between the product and the place of origin; they assure the consumers that
the product comes from a particular placel possess a certain quality which is attributable

to that place; anthstly they provide protection of economic rights and commercial benefit to
the producer. The producer can enforce his rights and use the GI for promoting his product
and cashing the galwill created by the Gl easily if he is registered as an authorised user.

From on economic point of viewGls create monopoly barriers to anyone who does not
gualify for the use of the Gl therelshielding it fromcompetition on the face of it. In the
event of infringement, Section 39 of the Act provides for a sentence of imprisonment for a
term between six months to six years and a fine between Rs. 50,000 and&802 Gls

put in placecommunity oriented rigts and are not granted to one specific person but to the
community as a whole. It can be used by all the members of the community involved in the
production of the good.

Further, Gls contribute to soeeronomic development of the area to which theyrglo

They strategically create employment opportunities for the community as a whole ensuring
economic prosperity. They also play an important role in protecting the heritage and culture

of the region concerned. They boost tourism and exports as the i@puofathe Gl precedes

the product itself. In an international market, the price fetched by a Gl product is much more

as they are sold under AfAexot Fuwther,Gilsthavmmthe cr e a't
inherent potential to advance sustainable deratnt.

The Act read along with the GI Rules 2000 provides for registration of the Gls (section 8),
the grounds for refusal of registration (9), the application procedure and the acceptance of the
same (section 11), opposition to registration (section reg)stration as an authorized user
(section 17), the effects of registration (section 21) and the offences and the penalties of such
offences (section 37)Consideringthat the TRIPs mandate covers Gls, it follows that
adequate protection guaranteednat mational levepavesthe way for the product to achieve
similar international status by registering in foreign jurisdictions whidiirn ought taesult

in expansion of business and opening of newer business ayemaptiallyaccruing greater
economic benefitHowever, it is seen that it has been difficult to attain the same level of
protectioninternationally
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Protection of Geographical Indications in other Jurisdictions
EU

Before the European Union was established; eadividual country hadts own unique

set of laws governing Gls. Following its creation, the EU passed a series of regulations
which addresssthe treatment of Gls. Gls enjoy a double layer of protection in Europe:
they are protected by the BdMide systemof Gl protection and also by Gl laws in
individual countries.

1. Commission Directive 70/50/EEC.
This prohibits the use of names that might constitute measures restricting trade
bet ween Member St at es: Ameasures which
names which are neither designations of

2. 1978 Directive No 79/112.
Article 2(a) (1) ay s d o wnabeing antd methods esed must not be such as
could mislead the purchaser to a material degree, particulaitythe characteristics
of the foodstuff and, in particular, as to its nature, identity, properties, composition,
origin or provenanceo.

3. 1988 First Council Directive relating to trade marks.
This prohibits the registration of trademarks liable to mished public as to the
origin of goods or services.

The institutions involved in the protection of Gls in EU include producers and/or processors,
who must form a group in order to be entitled to apply for registration; the competent
authority in the countrgoncerned (which may vary depending on the Member State); the

European Commission, which registers certificates of specific charactethenpeocedure

has been completethe committee composed of representatives of Member States, which
assists and defers opinions to the Commission; and the inspection structures and authorities
set up at the national level.

Further, Member States must ensure that inspection structures are in place to ensure that
products carrying a certificate of specific character tntee criteria laid down in the
specifications. Each Member State must designate one or more inspection authorities and/or
private bodies approved for that purpose. These authorities and bodies must offer adequate
guarantees of impartiality and have theawrces necessary to carry out inspection.

us

The United States did not enact any new legislation specific to Gls in order to comply with
TRIPS except for one provision applying to wine and spirits Gls i.e. denying trademark
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registrdion to inaccurate wie and spirg Gl. This is because the United States has taken the
position thatTRIPSlevel protection already existed for Gls under the Trademark Lanham
Act of 1946, accordingly, U.S. does not require the use of new kind of IP protection to
maintain thedistinctness of region specific products. As a result, the United States uses
existing intellectual property protections such as tiadeks for protecting geographical
indications.

Following the NAFTA Agreement, the North American Free Trade Agreement
Implementation Act was approved in 1993 and came into force in January 1994. It revised
Section 2 of the Trademark Act regarding geographical indications prohibiting registration in
either the Principal Register or the Supplemental Register of a mark whpmimiarily
geographically deceptively misdescriptive of the goods or services named in the apglication.

Further,the Lanham Act now authorizes the registration of trademarks (and certification
marks) on the basis of intention to use. A certification nsr&ny word, name, symbol, or

device used by a party or parties other than the owner of the mark to certify some aspect of
the third partiesd goods/ services. There are
1) regional or other origin; 2) nmeial, mode of manufacture, quality, accuracy or other
characteristics of the goods/services; or 3) that the work or labour on the goods/services was
performed by a member of a union or other organization.

Section 43(a) of the Lanham Act allows a civiliadtn t o be brought by &
believes that he or she is or is I|ikely to I
connection with any goods or serviceso or i
trademark or certification markotbe protected under Section 43(a) it must have been
registered at federal level.

In the context of wine, the United States Government in thel®irds, via the Bureau of

Alcohol, Tobacco and Firearms (BATF), proposed for the first time draft regulations t
introduce a system of identification and delimitation of specific vgreving areas. The

purpose of the BATF regulations is to inform consumers about the origins of wine and
prevent consumer deception. Section 4.25a of Title 27 of the U.S. Code ofalFeder
Regulations defines the conditions under which wine may qualify to be labelled with an
appellation of origin. An American wine is entitled to an appellation of origin (other than a
multicounty or multistate appellation, or viticulture area) if at |&&sper cent of the wine

derives from grapes grown in the appellation area indicated; there is no legal obligation to
provide evidence of the specificity of the a

The other safeguarding means for Gl marks prevalent in US areto@lenarksi Col | ect i v e
mark is not owned by any individual manufacturer or member of the association. It is
collectively owned and possessed by the association of persons, which could be in the form of

815 U.S.C. 81052(e)(3)
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an incorporated company, a society registered urtherS o c i e t. yobey are fuighly
analogous to trademarks, however, unlike trademarks, they cannot be owned by an individual
producer; rather they are the collective property of a group or association of producers.
However, besides this, collective maiks a protectionool perform the similar function as
trademarks perform.

Protection of Gls in International Markets

Since not every geographical indication is protected and geographitighation rights are
territorial. These rights are limited to tlw®untrywhere the protection is grant€dThus, the

legal protection ofa Gl across the globe becomes a-prquisite for the marketing of Gl
product, in the absence of which there could be misuse of these marks by producing
worthless and imitated product®r by incorporating diluted quality standards in the
production of goods. The extent of trade malpractices in case of Gl products is alarmingly
high in light of the statistical datregarding international trade of Gl products. For example,

in a WIPO Syrposium on Geographical Indications held in $Faanciscoin 2003, the then
President of Organisation for an International Geographical Indications Netexekéd

that 50 million pound of Antiguan coffee is traded across the world whereas Antigua
produces only 6 million pounds. Similar statistical figures exist for the trade of Darjeeling
tea, where the corresponding figusesre pegged a40,000 and 10,000 tonssgectivey.*

Thus, in absence of legal protection to GlI, there is a high probability that there would be
damage to the goodwill of GI products as it would be difficult to distinguish between the
original products and the duplicate ones. This propositaanbieen reiterated in the landmark
case ofWineworths Group Ltd. v. Comite Inter professionel du Vin de Champadyezein

the judgeobserved h &€hampiagne is a geographical name] [goodwill will be damaged

if someone else uses the name in relatmratproduct in such a manner as to deceive
purchasers into believing the product has the characteristics of products normally associated
with the name when it does nolf

Conclusively, legal protection of IGe nsur es 6aut henticitgald and
protection only would promote marketing by ensuring that the negative factor pulling down

the market demand (the problem of product duplication, or adulteration of product, or non
compliance with quality standardst ¢ f act ors accompanied by 6m
of GI 6) of a product are taken care of.

°Amarjit Singh The Role Of Collective Marks, Certification Marks And Geogreadhilndications 3,
www.wipo.int/edocs/mdocs/wipo_smes_lhe 07 _www_814.1dc, last seen on 25/04/2015.

% requently Asked Questions: Geographical Indicatiosrld Intellectual Property Organisation (WIPO),
http://www.wipo.int/geo_indications/en/faq_geographicalindications.,Hast seen on 25/04/2015.

" Dwijen RangnekariThe Socieeconomics of Geographical IndicationsReview of Empirical Evidence from
Europel (I nt 6l Ctr. for Trade & Sustainable Dev. Project
Paper No. 8, 2004), available at http://ictsd.net/downloads/2008/07/a.pdf

2Comitélnterprofessionel du Vin déhampagne. Wineworths Groupltd., [1991] 2 N.Z.L.R. 432 (H.C.).
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However, the kind of protection extended tes Gl different from that accorded to trademark

or brand names. Unlike trademankbere the mark is only indicavof the quality of the
product in case of Gl, knowledge regarding unique production methods or techniques is
made available in the public domdwr products using the Gimaking the product a class
apart. Moreover no institution or entity can exercigxclusive monopoly rights over the
knowledge imbibed imanufacturing and processing®f products.

In as much as Gls amvered bythe TRIPS Agreement, it is pertinent to elucidate how the
agreement treats the sarBeing a provision for protection against misleading and incorrect
usage,Article 22 of the TRIPS Agreement deals with Gls at a general.lé&vrétle 23,
however, offers an additional level of protection to wine and spirit Gls. Additional level
means thamember states are to protect against incorrect usage of the relevant Gl even
without the requirement of deception and confusiricle 23 stipulates thahegotiations

shall be undertaken at the TRIPS Courtmhcerning the establishment of a multilateral
system of notification and registration of geographical indications for wines eligible for
protection in those Members patrticipating in the systEne Doha Declaration reconfied

this mandate along with providing scope for negotiations to extend pooteftgeographical
indication to products other than wine and spitscordingly, there is a long history of
discussions at the TRIPS Council about the bifurcated protection provided to wines and
spirits on one hand and other products on the other.mbau of countries want the same
level of protection for other products as TRIPs offers no explanation for such bifurddteon.
multilateral system of registration, being pressed for by EU, is pending due to various
disagreements betweenembercountries. Such a register is not useful #ocountrylike

India whose area of expertise is artisanal products and handicrafts. However, given that the
Doha Declaration also provides for negotiations to extend protection of geographical
indication to prducts other than wine and spirits, it is of particular importance to India in
protecting its special variety of RiteMangoed®, Darjeeling tea and other such products.

It is pertinent to mention thattlter than the Lisbon agreemenhete is no multilatel
registration for the Gls in different countrie&s India is not a member dhe samethis
agreement does not apply to@enerallya Gl protected here if used outside India, cannot be
protectedas Gl outside unless it igegistered thereas well. Though there are some
exceptions.flit is a common law country which recognizes reputation and use of the Gl, then
it will protect Basmateven without a registration,@, UK, Australia, Canada, or Singapore.

If it is a civil law country which mandates a prior registration in that coufdryinstance in
Denmark then there is not much homé such an actionThus, it appears as if the export
potential of Indian GI prducts, although registered and protected within India, will stay
restrained without a mechanism to extend protection beyond India, given the lack of
international harmonisation for the enforcement of Gls in a global manner.

“Navara, Matta, etc
_axman Bhog, Fazli, Himsagar, Dussehri, etc
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Leveraging Gl in India

India ha a vast social and cultural diversity which encompasses multiple products which
essentially qualify for geographical indication registration. A total of 228 products have been
registered as geographical indications under the provisions of the Act asron RM5.
Karnataka with 33 registrations, Tamil Nadu with 24, Kerala with 22 and Uttar Pradesh with
20 are the four leading states in terms of number of Gls registered. In terms of the eategory
wise profile of the registered products, handicrafts leach w3 registrations with
agricultural products at a distant second with 61 registered products in this category. The
other products belong to the category of food stuffs, manufactured products and natural
goods.

However, the hurdle has been that the peaplelved in the production of these goods
ordinarily do not have the wherewithal to mobilize as an associatianforce to reckofor

the purpose of registratioand beyond It also needs to bemphasisedhat the mere
registration as a Gl does not ensure that the product would enjoy all the benefits which come
with the Gl tag both in terms of market as well as the prestige. The major concern in India is
the absence of postregistration activities. The regiation has to be backed by a strong
protection mechanism on the domestic as well as international front along with adequate
marketing initiatives. Most of these products have associations or boards that do not have the
financial resources to fight legal tdas whether inside or outside the country in case of
infringement. Without government support such protection cannot be afforded by the
producers. Another sticking point is quality control and the absence of an inspection
mechanism in practice. In thestance of substandard products being marketed as Gl
products, the risk of brand dilution becomes very real. Thus, there ought to be a stringent
quality control mechanism in place to assure the consumer of the authenticity and quality for
which she pays premium price.

There has been limited effort by the government to promote and advertise these Gl products
in either the domestic or international market. Without such promotion, it is unlikely that a Gl
product will achieve its full potential. Another issraised by some produceis that the
definition of the producer in the Act is not specific to the producer and does not distinguish
between the retailer, dealer or the real producer. It has clubbed the entire suppiy tiain
category ofproduceramidst which the real produceis left in a vulnerable position and
intermediaries take advantage and gain wrongful market access. The benefits of the Gl
protection in turn do not reach the real weaver, artisan or producer thereby defeating the
sociceconomicagenda.However a contrariaviewpoint on this is thatif the product is
properly monitored and all specifications are met, the real producer should get a premium
price for the product. The rest of the players in the supply at@meonly after the real
producer.

It is also to be noted that mueahalysis of the economic impact of registering a product as a
geographical indicatiohas not been donélowever some studies have begrertakenn
this area in the Indian context, and these are givéminexure 3
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One of the major issues with Gls is tikahsumers are not aware how the Gl tag is supposed
to convey information regarding the special chimastics, quality or reputation of the
concerned product. Therefore it requires government or priiea effort to advertise,
improving communication between the producer and the consumer and filling in the other
gaps created by information asymmetry.

Thus, in light of the aforementioned challenges it is pertinent that a streamlined strategy be
adopted dr tapping the untapped potential of the registered GI products, because unless that
is done the previous, ongoing as well as future registrations will have no sustainability.
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Chapter -3

Importance of Branding for Gl Products

The essence of branding is based on identification and differentiation. The identification
comes through the name, term, sign or symbols associated with a product, and the
differentiation comes from unique features / characteristics/ benefits of the prédis a
powerful tool which can be leveraged, both for identification and differentiation.

The protection of geographical indications is important for economic, social as well as
cultural reasons. They can create value for local communities throughctsoithat are
deeply rooted in tradition, culture and geography. They support rural development and
promote new job opportunities in production, processing and other related services. Most
countries have a range of local products that correspond to tleptoof geographical
indications but only a few are already known or protected globally. (ec.europa.eu)

Developing a brand based on the GI will help producers and exporters to effectively exploit
the commercial potential of their products. A brand helfiersecreate a unique identity and
thereby give cues to customers on criteria that matter to therprbkieict featuresorigin,

guality, uses, etc. Brands add valfier consumers as it gives quality assurance and the
benefit of authenticity. They help prent unfair competition from negenuine products.
Because of better value and assurance the buyers tend to prefer these sellers and buy more
form them.

Suweeess stories from the world of Gls demonstratéhat Gls, if well maneged, are intargible

assets with intereding potential for the creation of added value, aswell asspn-off effectsin

areas related to the primary product they representeveraging Gl in Branding Strategy can

be a powerful tool because it can help in providing a sourcdifférentiation dueto
quality/product differences attributable to their unique geographical origin. It leads to the
creation of brand equity by aiding recognition and increased awareness, establishing quality
perceptions, creating desired brand associatémd building customer loyalty.

Branding gives a marketing advantage to the individual producers in multiple ways:

a. Facilitates Product Differentiation: Without a specific brand a product becomes just
one of similar products in the market and will be di¥d a commodity. A common
Gl branding will enable all producers from the GI region to differentiate their
products from the no Gl producers. For differentiation, within the GI producers,
individual product/company brands can be further created wikhtdna common
identity that of the GI brand name.

b. Decreases vulnerability to competition and assures the Sustenance of the
Demand By differentiating itself through branding the GI product becomes unique
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and cannot be easily substituted by other prodwftering similar physical
characteristics. If a customer identifies with a brand and finds value in it, it is likely
that the customer will continue to purchase the brand over a period of time. This
increass customer stickiness and they are not likelgwotch merely onthe basis of
lower price. In case of new and attractive initiatives by competitors, brand stickiness
and loyalty will give the marketer time to react and a chance totéicustomer as
switching will not happen overnight and will inwel careful evaluation.

c. Increases market share and/or price premiumBranding provides additional value
to customers in terms of quality assurance, authenticity, uniqueness, and other aspects
like social recognition or emotional satisfaction and enablilagketers to charge a
price premium or increase market share.

d. Facilitates faster Market Penetration A well-recognized brand with a strong
reputation can help marketers penetrate new markets more easily. Favourable
comments and advocacy by loyal custoneds® helpsn facilitating access to new
customers.

e. Enables greater trade ceoperation: A brand which is recognized and preferred by
customers gets easier access to retail shelves and also helps the producer/marketer
negotiate better trade terms.

f. Supports sustainable livelihoods and preservation of traditional knowledgein the
Gl context particularly, the economic and commercial advantages which accrue due to
branding can be instrumental in sustaining and improving the livelihoods of farmers,
ariisans, weavers and other producers and also preserve traditional crafts and practices
which could otherwise become extinct.

Branding provides value to consumers in the following ways:

a. Reduces the Search Cost for ConsumersA brand gives cues to customers about
the quality, features and functional and emotional benefits of the product, thereby
helping in the retrieval and processing of information for decision making.
Trademar ks are call ed ttheeconsumdrsaas theyllowes f i n
the search costs of consumers, protect them from fraud and facilitate decision making.
It is primarily due to the Oinformatione
mar ket scenari o of 0 i nf anarksaateisubject to regake r f e c
protection.

b. Provides Self Expressive and/or Emotional benefits The associations built by a

brand in terms of aspects like heritage, or exclusivity or social relevance or
aspirational image, provide additional value to thestoners in the form of greater
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psychological satisfaction which could be in terms of enhanced social prestige or
acceptance as a socially conscious person

c. Confidence in Purchase Decision and use satisfactioBecause of the ease of
processing informatiofor purchase decision, a high degree of trust and added value
delivered by the brand, the customer gains confidence in the purchase decision and
this also enhances post purchase satisfaction with the product usage.

Building Strong Brands

The power ofa brand lies in what resides in the mind of the customer. The fundamental
guestions from consumers, which marketers need to provide answers to, are as follows:

i. ~ Who are youTbrand identity)
ii.  What are youPbrand meaning)
iii.  What do | think or feel about yoBrand responses)
iv.  What kind of association and how much of a connection would | like to have
with you?(brand relationships)

The route to answering these questions will provide the building blocks to the branding
strategy. This process can be looked at as a series of steps.

(1) Establish the proper brand identity

Achieving the right branddentity requires creating brand salience with customers. Brand
awareness refers to the customers' ability to recall and recateizeand. Building brand
awareness means ensuring that customers understand the product or service category where
the brand competes and creating clear links to products or services sold under the brand
name. ldentity consists of a brand name along wsthogo. While selecting the name and

visual identity elements it needs to be kept in mind that theseapable of being legally
protected by the way of registration, that the namtetymbol can be extended to newer
product varieties if required, shld be meaningful to the consumer and differentiated from
competition, should not be offensive in different geographies and cultures (specially for
international markets).

(2) Create the appropriate brand meaning

To give meaning to a brand, it's importdatcreate a brand image and establish what the
brand is characterized by and should stand for in customers' minds. The brand associations
can be formed directly from a customer’'s own experiences and contact with the brand through
advertising or some othaource of information provided by the marketer, other customers
(word of mouth), or other influencers.
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The product is the heart of brand equity. It is the primary influence of what consumers
experience, what they hear about, and what the firm tells rmessoabout the brand. To
create brand loyalty and resonance, consumers' experiences with the product must meet, if
not surpass, their expectations.

In addition to functional values, brands also deliver emotional and/ee)gaiéssive values

to customers. Therefore brand meaning also involves the ways the brand attempts to meet
customers' more abstract emotional or social needs. For example making the ctestbmer

like a socially responsible citizen, or highlighting thataatigular brand caters only to the

elite and discerning customer. Establishing the right kind of brand imagery and associations
helps give the appropriate cues to custon{&eler, 2001)

According to Holt (2003), what makes branding so powerful is the collective nature of
perceptions formed from stories, images and associations which are strengthened and re
enforced over time by the organization, by its customers, by popular culture atldeby
influencers. Brand culture acts as a perceptual frame through which customers understand
value and experience the product. Brand cultures can have a powerful influence on the
emotionsfelt while consuming and on the remembered satisfaction of theriexce.

Holt (2003) has described the value of a brand as the difference between what a consumer
will pay for a branded product (a product experienced through the lens of its brand culture)
and a physically identical product without the culture. Thikedéhce can comprise of the
following four dimensions

I.  Reputation Valueshaping perceived quality

ii.  Relationship valuefostering emotional bonds
iii.  Experiential valueframing customer experiences
iv.  Symbolic Valuesexpressing values and identities

When symbol value becomes conventionalized in brand culture, it often exerts a
powerful halo effect on other aspects of brand value.

The brand associations making up the brand image and meaning can be profiled according to
three key dimensions, outlined by Kelker (a) strength (how strongly the brand is identified

with a brand association{b) favaurability (how important or valuable the brand association

is to customers)and (c) uniqueness (how distinctively the brand is identified with the brand
association)In order b create brand equity, the brand must have strongurfable, and

unique brand associations.

(3) Elicit the right brand responses

Companies must pay attention to how customers redpatedmarketing activities.
Cust omer s0 br anldssifie@as prand jsidgreents (avimat cbhseomaers think) and
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brand feelings (what customers feel). Key criteria which matter in judgemental responses
include the following

Quiality

Credibility

Relevance of the brand for inclusion in the consideration set
Superiority with respect to competing products/ brands

= =4 =4 A

Keller highlights that customers' emotional reactions to the brand relate to the social currency
the brand evokes. How does the brand affect customers' feelings about themselves and their
relationshipwith others? Feelingparticularly relevant in the GI contextould include the
following-

1 Security The brand produces a feeling of safety, comfort, andassifirance

1 Social approvalConsumers have positive feelings about the reactions of others (i.e.
when consumers feel others look favourably on their appearance or behaviour) to the
brand.

1 Selfrespect This occurs when the brand makes consumers feel better about
themselves, creating a sense of pride, accomplishment, dnfatii.

(4) Forge appropriate brand relationships with customers

Brand relationships involve two dimensidngitensity and activity. Intensity is the strength

of the attitudinal attachment and sense of community. Activity refers to how frequently the
consumer buys and uses the braasl,well as engages in other activities not related to
purchase and consumption on a-tiaglay basis. Such relationships cannot be built solely on
one way communication from marketers to customers and must involve some level of
engagement and interactior the customer with the brandlong with the needo be
sustained over time. Once a custorhasestablished a strong relationship with a brand, it
will not easily break due to price or competitive pressures.

Objectives of the Branding and Marketing Strategy for Gl products

The broad objective of recommending a branding and marketing strategy for the Gl products
from Indiais to help exploit the commercial potential of these produdtss in turn would
alsoprovide enhanced incomes and sustainablelihoods to producers /artisans and farmers
along withprotecting the rich heritage and uniqueness of these Gl products.

The branding and marketing strategy therefore needs to recommend key steps/activities
which can help producers/ traders/exporters lgpi@ducts to-

A Create a distinct identity and awareness for the Gl products of India in the
domestic/ international markets
A Communicate the unique and superior value of the Gl products to customers
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Promote the GI brands through better customer engageamghtcustomer
experience
Provide protection from fake competitors and misuse of Gl

Therebyresulting in-

> > > >

Awareness of Gl brands amongst target customers and trade
Protection of market share

Increased market penetration and/ or access to new markets
Higherunit value realization and/or higher volumes

In order to develop the appropriate strategy, it is important for each Gl group, to
address the following questions:

What is it that you want to brand: your product, your heritage, your
culture/geography or alhree?

Which customers do you want to focus on?

What is the unique value proposition you can offer to them in terms of functional
and emotional benefits?

What quality assurances can you provide?

What can you do to add value to your product?

Do you wanto expand your customer base or increase margins or both?

Who are your competitors? How can customers distinguish you from them and why
should they prefer you to them?

How can you strengthen the distribution system? Are there any alternate channels
which can be explored?

How can you communicate with the customers, to tell them about your brand and
its uniqueness?

What are the different ways in which you can engage with customers to shape their
perceptions and build desired brand associations?
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Chapter -4

Branding and Marketing Initiatives for G| products Globally:
Select Case Studies

As enunciated previously,eggaphical indications are distinctive signs/names generally
collectively owned,which can beused to differentiate goods on the basis dheir unique
characteristics and theieggraphical origin.

Gl was initially developed in early 20tentury Europe to protect consumers by offering reliable
information about the goods they buy. It was thought that Gl could also afford protection to
prodwcers, by fighting against reputation theft and unfair competition. The GI concept was
subsequently expanded to foster rural development by sustaining and enhancing economic
opportunities in rural communitiesGhazoul et al2009) The current concept of Gl as adopted

and adapted by several developing countries, including India, has extended the concept to the
environment and the cultural and biological diversity associated with local production (Bérard
and Marchenay, 2006; Garcieat, 2007).

Protection and promotion of geographical indication products has a critical role to play socially,
economically as well as culturalllg. helpsnurtureand strengthen key skills and traditions while
at the same time supporting and develoginiiye communities.

In her book Geographicalndications: Promoting Local Products in a Global Mari8zrah

Bowen, has highlighted examples of how GI protection has led to increased profits for producers.

Il t al i cano of Tooi sl recei ve dommodif 0i¥BalpockemdiClemensd2004.y

and a PDO cheese in France got more than 25% premium against average price for all cheeses
(Folkeson 2005).

European countries have several successful examples of branding and marketing of Gl products.
For exampleCognac, Roquefort cheese, Sherry, Parmigiano Reggiano, Teruel and Parma hams,
Tuscany olivesetc.

In the EU, Protected Geographical Indication (PGl), Protected Designation of Origin (PDO)
and TraditionalSpecialty Guaranteed (TSG) seals are used to erage and protect the
reputation for quality of agricultural products and food. Parrott et al. (2002)

Figure 1. PDO, PGl and TSG logos in the EU (EC, 2009b).
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Protected Designation of Origin (PDO) is given to a product that is produced, processed and
prepared in a determined geographical area using recogrkmed~how. Protected
Geographical Indicator (PGI) is used to denote agricultural products and foods closely linked

to a geographical area, where they are produced and/or processed and/or prepared. They are
regulated by Regulation (EU) N0.1151/2012 of thedpean Parliament and of the Council

of 21 November 2012 on quality schemes for agricultural products and foodstuéfs. Th
protectionfor a brand name which contains a geographical namgiven under strict
conditions that highlight the public acdllecive nature of a Gl labeB@rcala et al2013).

Barcala et a(2013) have proposed that the success of European Geographical Indications
(Gls) is to be attributed partly tovercoming particular organizational problems related to

the use of geographicalames as brandshe problemsassociated with adoption and
implementation of Gl are those of freding and quality enhancement. Reallocating the
geographical nameso6 property rights, whi ch
governing body whichets quality specifications, performs quality controls and decides on
membership mitigates freding and coordinates quality enhancement along the vertical
chain is worth taking note ofAllowing individual members to differentiate themselves
through quaty enhancements, and build their own brand names in addition to the Gl
branding,was seen asncouragg innovation and quality enhancements while ensuring that

minimum Gl specifications are met.

Case 1 PARMA HAM

Parma Ham is made from Italian pork cured with pure sea salt and is completely natural with

no preservatives added. The pig selected for
10 regions of central northern Italy, exclusively of Large White, Laceliand Duroc breed,

and fed on quality food such as maize, barley and whey from the production of Parmigiano
Reggiano cheese.

The protected designation of origin AProsciu

PDO (short for Protected Designati@f Origin) is a European Community certification
system designed to protect names and traditions of-qughty European foods made
according to traditional methods in a defined geographic region.

The name Parma Ham for instance is exclusively redeteehams produced in Parma
according to the strict rules defined by the
ancient tradition of its place of origin; in 1996 Parma Ham became one of the first meat
products to be awarded the Designation wdtétted Origin statusn addition to providing

legally binding name protection for these products, the PDO system helps consumers,
retailers, chefs, distributors and culinary professionaldistinguish between authentic

products and their many imitafie.
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PDO symbol, www.prosciuttodiparma.cojn

The Consorzio del Prosciutto di Parma was set up in 1963, on the initiative of 23 producers
with the objectives of safeguarding the genuine product, its ibadénd the image
represented by the designation 'Parma’. Since 1970, when the first law on Parma Ham was
passed, it is the official body in charge for safeguarding, protecting and promoting the
Designation of Or i gCumentfy the Gosartiua assooiated the 1B r ma 0
producers of Parma Hanw\w.prosciuttodiparma.con2015).

Tasks and Functions of the Consortium

The brand AParma Hamo is registered in about
use of the denomination AParma Hamo and t he
relating to the marketing of Parma Ham. It also actively provides niagkstipport to build

the awareness and image of Parma Ham in Italy and abroad.

1 Management and Safeguard of the Production Regulations

1 Management of the Economic Policy (includes formulation of strategies, trends and
macraeconomic policies for Parma Ham.

1 Definition of Quality Control Schedules

1 Supervision, in general terms, concerning the correct observance of provisions laid
down by law and by regulations

T Protection of the denomination APar ma Han
world-wide

T The@nsortium protects the use of the deno
brands, stamps and identification seals, and for the suppression of any illegal use of
the same, or any act of unfair competition. To do this, the Consortium can take any
suitable measure, including legal measures, in particular in countries where the
product is widely marketed.
Assistance to associated companies through advisory services and other support is
offered to improve production and marketing of Parma Ham
Promoting and hancing the product

1 The Consortium of Parma Ham also provides marketing support to enhance the image
of Parma Ham worldwide.
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Organization Chart

Board

1 President

9 Board of Directors and Executive Committee
1 Board of Auditors

1 General Manager

Departments

Management
Administration

Food Safety & Research
International Marketing
Legal office

Marketing Italy

Press Office

Reception
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Production Process and Quality Control

In 2014, close to nine million hams from 150 gwoers were branded by Consortium, valued
at a750 million, wi t h a (wwveprogcuttotiparma.comlolyy e r o f
2015).

The production process is tightly controlled and the vertical dhanosciutto di Parma is as
follows (Barcala et al2013)

1% stagePig breeding
This stage is characterised with a large number of small proddcésd (in 201) making a
more or less similar non differentiated product and with little control over price.

2" Stage Pig slaughtering
This is more concentrated (109 abattoirs in 2011)

3rd StageAging of hams.
This stage involves the fiprosciuttificio, th

Supervision, regarding adherence to laid down processes, at the breeding farms,
slaughterhouses, producers and traders at all levels also fall in the purvievCoh#wtium.

Istituto Parma Qualita (IPQ) is the public body in charge of all quality control activities.
Companies in the Prosciutto di Parma supply chain must be authorised and recognized by
IPQ. A 'restricted" membership system allows membership to iedrawn for non
compliance with the specifications. Supervision of observance of regulatory provisions takes
place at all steps of the chgiBarcala et aR013). Full time inspectors act as Judiciary Police
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Agents and may carry out any type of verifioatiof whoever produces, packages, keeps or
sells hams in any type of establishment. Any incorrect procedures are liable for prosecution.

Advisory services and other support is offered to improve production of Parma Ham. This
covers technical and produmti matters in c@peration with the Experimental Station for

Food Processing Industries, assistance in trade and health sectors and support in the insurance
sector.

There are 10 stages of production followed for Parma Ham. These are defined as follows

. Cutting

. Cooling

. Trimming

. Salting

. Rest

. Washing and drying
. Precuring

. Greasing

. Curing

10. Branding

© 00 NO Ol WN P

The product must successfully pass examination in all the production stages tofgetl the

A c r o wwithrthg brand. The entirprocess takes place in the specified region of the
Parma Province, as the climatic conditions that are ideal for the natural curing that will give
sweetness and flavour to the Parma Ham, occur only in this area.

The Consortium has laid down strict speefions for each of these stages of production, to
guarantee the unique sweetness of Parma Ham. For example fol $teplcutting it is
specified thatth e pi g that is to become APar ma Hamo
regard to the area ofrigin, 10 regions in central northern Italy, and the breed. Only when
these requirements are met, as certified by the documentation and by the tattoo put by the
farmer, can the pig be sent for slaughter, provided it is over 9 months old; weighing on
avergle 160 kg (and in any case not less than 144ikdjealthy and has not eaten for 15
hours.

At the end of the ageing period, which is a minimum of 12 months, a horse bone needle,
which rapidly absorbs the product fragrances, is inserted in different parts of the ham and
smelt by experts who can verify the development of the produgtasess. Oly then are the

hams ready for the official stamp of certification: the-branding with the Ducal Crown.

Since the fire branding is the final guarantee that all the processing stages have been carried
out correctly, the officers of the independent ¢g@rig body, the Istituto Parma Qualita
(1.P.Q.) arrive. The officers check the ageing period from the registers and the seal on the
ham and they ensure that the hams have conformed to all the processing procedures.
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Marking and Tracing the Quality Path

The final branding, however, is only the last step of a long identification process that leaves
on the ham, at every step, the fsignatureo o

It begins with the breeder who puts a special tattoo on both legs of the young pig. This shows
the breederds identification code and a code

province code

breeder's code

month code

It continues with the slaughterhouse where every fresh trimmed leg is checked and branded
with a mark permanently identifying it. The mark has the initial$ Pfsciutto di Parma and
the slaughterhouse identification.

_AY“?-r ‘.'. P %
P P zfog
abattoir's identification code Z “

m\&.n D il e

Next there is the metal seal made up of a circular crown showing the € ®@dnsorzio
Prosciutto di Parma initials and the date curing began.

beginning of curing

Finally, the fivepoint Ducal Crown brand is stamped under a strict control and is the final
guarantee of the quality of the ham. The Ducal Crown also shows the identification code of
the producer. The Ducal Crown has a high value due to its dual fuettdentification and
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qualification: it identifies the product from all other hams, and assures its authenticity; it
guarantees the envisagpaduction procedure at all stages. The crown mark is what makes
the true Parma Ham recognizable to consumers.

“.It is easy to recognize the true

Parma Ham, just search for the Ducal

Crown...”

Source of picturesvww.prosciuttodiparma.com/
Export of Parma Ham
Key international marketsf Parma Haninclude the following

Africa

America North

America Central and South
Asia

Australia

European Union

Europe non EU countries

Protection in international markets

37


http://www.prosciuttodiparma.com/en_UK/trade-africa
http://www.prosciuttodiparma.com/en_UK/trade-america-north
http://www.prosciuttodiparma.com/en_UK/trade-america-south
http://www.prosciuttodiparma.com/en_UK/trade-asia
http://www.prosciuttodiparma.com/en_UK/trade-australia
http://www.prosciuttodiparma.com/en_UK/trade-ue
http://www.prosciuttodiparma.com/en_UK/trade-non-ue

The brand APar ma tereda mo abous ninetye g Cosintries
(www.prosciuttodiparma.com/pd2013)Prosciutto di Parma is protected and guaranteed as a
ProtectedDesignation of Origin in any EU Member Sta68% of Parma Ham export is
concentrated within the EU. Germany, France, UK and Benelux are the main markets.

Prosciutto di Parma i1s officially registere
JapanAmong Asian countries, Japanby far the biggest Parma Ham importéarma Ham

producers and the Consorzio are facing a problem in Canada with respect to the use of its
name. While the product can regularly be shipped from Parma to Canada, here tharkkadem
AiPar ma Hamo belongs to AMaple Leaf o, a Canad
local produces with the name Parma and to prevent Italian companies from labeling and
mar keting their h a ms This nsdvehy Prdsdiu#o dnPRarm@ thei Par ma
authentic one produced in Pariindas to change its name when exported to Canada and is
actually | abeled under the name Athe origina

Promotion

1) Parma Ham Websites

Parma Ham Consortium has a websi@w.prosciuttodiparma.confor promotion of their
product.

ITA | ENG | FRA | DEU | AUS | USA | JPN | CHN

PROSCIUTTO DI PARMA | RECIPES | CONSORTIUM M EXPORT AREA | PRESS AREA | CONTACTS

PARMA

\ .> »

PROSCIUTTO DI PARMA Different because...
THE CONSORZIO AND THE PROTECTED DESIGNATION OF ORIGIN

The fradition of Parma Ham is safeguarded by the Consorzio and refiected in the covefed Profected Designation of Origin
status, the E.U.’s guarantee of quality and authenticity for those fradi c geographical
region. Indeed Parma Ham can only be produced in the hills near Parma st ge located
inside this area

al products that are from a spe
and all authorized producers mu

5 Vittorio Capanna president of 5 Parma Ham Festival
the Consortium

The key features of this website include the following

Identification and Differentiation
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1 The key highlight on the main page in the Parma cresaich serves as its visual
identity and mark of assurance and authentication. The site clearly highlights that
fiThe Ducal Crown is your guarantee of quality and authenticity. No Crown = No
Par ma.Hamo

1 The key differentiators and unique characteristicsasffda Ham are highlighted.

An animated video explains the process of making Parma Ham and how it gets the
crown. The introduction to the video states the following

Transport yourself into the animated form of Parma and meet our charming King of
Hams:Pr osci utto di Par ma. He o6l | -oidipoassy ou a
behind curing and producing Prosciutto di Parma and the meticulous standards that
make it the world's most famous ham.

1 There are training videos available on the website andooif ubeon various aspects
like- recognizing Parma Ham, storing Parma Hameparing Parmblam, etc

1 A Parma Ham leaflet is also available for downloading

Reaching Out to International Consumers

1 The website is available in multiple languagkalian, Engish, French and German.

1 There are separate websites for USA, Australia, China and Japan customised to that
region.

1 Visitors to the website can select their region to get information on producers and
importers and distributors specific to their region.

1 The website also offers a facility for importers to register.

Promotion and Customer Engagement

1 The website lists the important upcoming events and trade fairs which buyers can
Visit.

1 There is a separate section for exporters where they can registeccasd relevant
information

1 The Press sectiemjives the press and anyone who is interested a constant update on
the world of Parma Hanit has links to oppress releases, interesting articles, picture
bank for downloading high resolution images, festival information, etc. There is also a
provision to register with th&Corriere del Gusto” newsletter.

1 There is a section for recipes usingr@a Ham

2) Parma Ham representatives in the world

One of the main tasks of the Consorzio del Prosciutto di Parma is to protect, promote and
enhance the designation of origin fAProsciu
means of a closed collabticn with independent agencies in our main markete. list

and contactletails of these representatives, for each of the key countriggyaneon the

website.
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3) Social Media and Apps

o Parma Ham Consortium has maintained an active presence on social med
through the following
www.youtube.com/ProsciuttodiParmaDOP

www.facebook.com/consorzio.prosciuttodiparma
www.facebook.com/prosciuttodiparma
https://twitter/prosciuttoparma

o0 A new app called #hiParmaapp was launched in April 2015. The application
also containsrecipes and the ingredients required for the selected recipe can be
entered in thehoppindist section. iParma allows you to discover all guénts of
saleand Parma Ham lovingestaurantsin the cities of Milan and Parma, involved
in the intiatives. A map makes it easier to consult the list of restaurants to find the
ones nearest to you.

4) The Annual Parma Ham Festival

5)

ParmaHam Festivalis amajor event in and around Parma to get to know and try the very
best ham from Parma as well as appreciating the touristic and cultural beauties of the
places.Finestre Aperte (Open Doors) remains the most exciting moment of the festival
thanks to its attractive power on visitors, whether they are experts or just enthusiasts. All
the ham factories of the local area of production will be open to the public to give visitors
the chance to see the production process and take part in free tastings" Perrha

Ham festival will be organized front"§o 20" September in 2015. A detailed calendar of
activities is provided on the website.

The festival also has its own dediea websitewww.festivaldelprosciuttodiparma.com
Links to the festival are also available on popular social networking sites given below
www.facebook.com/consorzio.prosciuttodiparma
www.youtube.com/ProsciuttodiParmaDOP

and

https://twitter.com/parmaham_usa

Trade Fairs and Exhibitions
The Consortium patrticipates in key exhibitions and trade faiselgctedcountries like the
Summer Fancy Food Show in USA.

Case 2 CAFE DE COLUMBIA
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100% Colombian Coffee
Hand picked fo become,

“the richest coffee
in the world,”

Café de Colombia

Close to 600 municipalities in Columbia aneolved in coffee growingroviding the main
source of income to around 4 million people (EUI Country profiles;(0Q0 Columbia
exports mild washed Arabica beans known for its sharp, full bodied taste and low caffeine
content. Due to its tropical mountain climate and soil camdtiColumbia could grow coffee

all through the year, unlike in most countries like Brazil and Indonesia which were seasonal.

The FNC (Federacion Nacional de cafeteros de Columbia) was founded in 1927 as a not for
profit organization by a group of coffgeowers with the objective of raising the standard of
living of coffee growers. It employs more than 2600 people including many field agricultural
advisors. It has aR&D centre for Coffee and Bgpromotional offices in United States of
America, Holland, Japamnd ChinaThe FNC had established minimum quality standards

for coffee exports, and supported as well as supervised quality control, research and
development, logistics and sale and proorotf coffee in international markets.

Federation represents more than 563 thousand families through a complex infrastructure
of federated representatitimt promotes collaboration and joint decisions which address the
interests of coffee growers and thiamilies. Every four years during theffee elections,
federated coffee groweedect their representatives to thidational Congress of Coffee
Growersas well as to thdepartmental committe€¢states) and municipal committees, who
define the policie and programs that will be executed within their organization.

Those responsible for representing the Colombian coffee growers at the regional level
consist of the Departmental Committees of Coffee Grower. The Departmental Committees
are responsible farrienting the Federation and executing its different programs through the
assistance of the Municipal Committees of Coffee Growers. In order to cuitiplihese
objectives, the Departmental Committees count on the Municipal Committees of Coffee
Growers.

One of the key factors of success of the FNC is the unique balance it has found between
private sector representation/management and government oversight, which other countries
have found difficult to replicate.

The National Coffee Fund is a "parafiscatceunt” whose contributions are made
exclusively by Colombian coffee growers. The Federation, as the legitimate representative of
Colombian coffee growers, manages the Fund's resources, which are to be used for the
benefit of the coffee growers themselv€se Colombian Government and the Federation
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agree through a management contract the basic parameters for the use of National Coffee
Fund's resources. The follewp to the adopted policies and programs is made by the
National Coffee Committee, an entitynsposed of government officials and coffee grower
representatives

Key activities of the FNG

1 Undertaking programs oésearch and knowledge transfer dmat directed towards
generating relevant technologies that can be easily implemented by Colonfiiegn co
growers

1 Providing more than half a million Colombian coffee producers, access to Purchase
Guarante@olicy. This service assures Colombian coffee producers that at the moment to
sale the coffee, he/she will always find a buyer that is willing to peaiket price
without taking advantage of the small coffee grower's condition. The price which is
communicated daily by thEederatiornconstitutes a reference point for the market. It is
public and is based on criteria of transparency and the currentticosndof the
international coffee market and the exchange rate. In order to make effective the Purchase
Guarantee policy, certain logistical capacity and market presence is required. For this
reason the Federation counts on the service of more than 8é cofbperatives and a
network of over 541 points of purchase, many of them located in the remote and difficult
to access coffee regions of Colombia.

1 Developingoromotion and advertisingprograms so that consumers recognize and
demand Colombian Coffee.

1 FNC's ability to develop a presence in new markets by adapting to different trends and
product developments are also an important service to Colombian coffee growers and
their future.

Promoting Café de Columbia

The history of Café de Columbia can be ékback to 1950s when there was a worldwide
oversupply of coffee, the price of Columbian coffee dropped from US$0.85 to 0.45 per
pound. (WIPO952E). 77% of Columbian coffee was exported to US but only 4% US
consumers knew that coffee was grown in Columbia.

The FNC drafted a proposal in the early 60¢
this issue. It was felt that in order to ensure better prices and thereby a better standard of
living for the Columbian growers, Columbian coffee needed to buslioag brand image

globally and also create new markets which would lead to differentiation in the commodity
market and increased demand.

The objectives therefore were to increase revenue and profitability by:
o Building a strong global image for Columbi@offee
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o Creating new markets

FNC decided to focus on the brand nCaf® d
represented by this brand, as being of higher value to consumers. The first step was to create a
visual identity for the brand. Their ad ageri2ipB created the character of Juan Valdez

based on the archetypal Colombian coffee grower. The name Juan Valdez and several
versions of Valdezds i mages were registered
would be the face of Columbian coffeedawould represent the traditional and labour
intensive process of Columbian coffee growing, highlighting the quality of the Columbian
beans.

The campaign started in the 196006s and was
focused on creatingnareness of Café de Columbia and educating both trade and consumers
about the superiority o€olumbian Coffee. The positioning of Café déolumbia was
reflected in the slogan fithe richest coffee

During the 1980s, the FNC registered the Juan Valdez logo, and began to license the mark to
roasters for use on their own branded products that contained, exclusively, Colombian coffee.

I n addition, the Republic of iCreldtionnmoloffee, r egi s
as a certification mark in the United States of America and Canada. This was followed by
intensive advertising campaigns starting in 1982 which focused on advertising 100% café de
Columbia primarily to end consumers in order to terqaull and indirectly influence the
demand from roasters and traders. Many roasters blended Café de Columbia with beans from
other regions, while a limited number launched high end brand extensions that consisted
exclusively (100%) of café de Columbia. ellwbjective of the campaign was to create
awareness about 100% Café de Columbia, provide a guarantee to consumers that these
brands consisted exclusively of 100%Columbian Coffee and build a differentiated brand
image for Café de Columbia.
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The 100% Caféde Columbia Programme in USA focused on the following aspeets
1 95% of US marketing investments were spent on consumer targeting

1 Advertising campaigns in mass media (TV and print) targeting end consumers,
highlighting that looking for Café de Columbiaais simple as looking for Juan Valdez on
a coffee can/package

1 Incentive programmes were designed for roasters to encourage them to launch 100%
Café de Columbia brands.

1 Coop advertising was done for 100%Café de Columbia brands that displayed the logo
onthe packaging. This increased the reach and impact for FNC and was attractive to the
local/ regional roasters unable to invest in local media to support their brands. While
bigger brands were initially not too keen on outing the Café de Columbia logo, the
started producing 100% café de Columbia brands and using the logo once awareness and
demand for Columbian coffee grew.

1 The combined spending of the FNC and the 100% retail brands rose from less than 2% in
1980 to 12.6% in 1990.

1 Subsequently, FNC alseaognized an opportunity in the growing group of young coffee
consumers and addressed them through a separate campaign launched grdig9dg
|l ife by the beanso, which highlighted ¢t
experience for the youth.

While the campaign in USA focused primarily on creating awareness about the superior
quality of Columbian coffee, the marketing strategy focus in Europe was very different.
Quality consciousness was already established among the European Consumers and the job
of marketing coffee quality to the consume.]
efforts in Europe were focused primarily on incentives for the roasters.

Results

The 100% Café de Columbia programme covered a volume of less than half million bags
1980, which grew to 2.5 million bags in 2000, representing 67% of total Café de Columbia
imports by USA and Canada (HBS). Through this programme, FNC was able to establish a
differentiation and preference for Café de Columbia which helped it to geealpferential

over other mild varieties (about 9 cents/Ib) and over the ICO composite price (26.34 cents/Ib).
A survey indicated that according to roasters 40% of this price differential was due to image
while the remaining 60% could be attributed &ztbrs like quality control, commercial
support and volume.
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Juan Valdez became a popular icon and FNC filed several lawsuits for its use without
permi ssion. I n 2005, RnCaf® de Col ombi ao wa
Colombia. In 2007, it became the first ABaropean Protected Geographical Indication

(PGI) registered in the European Union (EU). As of 2011, two new appellations of origin for

cof fee from specific regions ode CNdroinfbd Ga awn
ACaf ® del Caucao.

The FNCOs differenti at i onthas 50ryeatsefgnyarketings p a i
efforts, there is no doubt that AnACaf® de C
become one of Col ombiads most valuable bran
attained better pricing. It continued to leveragen]daldez and the café de Columbia logo

to build on consumer engagement, through various initiatives like social networking sites,

etc. Their effoi$ also positively impacted the community with better per capita incomes. It

gained worldwide recognition witthe 100% Café de Columbia logo being recognized by

85% of the US consumers.

FNC also started &¢é de Columbia Cafes in the US to build value addition and provide a
closer connect of customers withf€ de Columbia.

Meet the Family Behind 100% : s/ @
Colombian Coffee [ PLEASE SELECT YOUR TOPIE OF INTEREST. |

Here you will find everything about the best coffee in the wm'ld
Click on any box to leara more.

ORGANIZATION = PRODUCT = BRANDS «

THE COLOMBIAN l ‘4
REPRESENTATIVE

g:jwjum V/// ‘

EN‘E facebk € iz

Protection and Promotion of Gl- Key Insights from Other International Gl Initiatives

Thailand

Thailand supports greater access of Thai Gl in overseas markets, through various initiatives
like for example, overseas exhibitions in Japan, Vietham and Hong Kong and a twinning
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project between Aailand and France for Champagne and Lamphun silk brocade. It means
that for special occasions, Champagne will use Lamphun silk brocade for sithveesto
their valued customerS$\(IPO,NF/4).

Thail andds Gl registration system i s model ec
overseas application was filed for PGI in EU. In 2014, Thailand also initiated steps to file
applications to register\aarietyofr i ce cal | ed f Kgh aPoh aS ut nag yuondg oM ui ant
to regi-ssan BThki Yarno in Vietnam. Regi str a:
because EU s considering it as an agricultural product.

Other Glsincludea coffee from Doi Chang which has benefited in terms of priderdiitial.
The price of coffee cherries increadenim 4.50baht/kgto 15baht/kg around ten years ago,
to 2832 baht/kg in 2014. For Chiang Rai Phulae Pineapplefaime price has increased
from 8 baht/kg to 23 baht/kg. In 2014 they were sold at 50 kgplatid moving towards 60
baht/kg.(WIPO,NF/4 )

The Geographical System Control System in Thailand can be represented diagrammatically
as follows
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Geographical Indication Control System of Thailand

AB

(Accreditation Body)

Thai Industrial Standard Institute
TISI

NationalBureau of Agricultural
Commaodity and Food Standard
(ACFS)

(example: Confrac in France)

Duty:

Accreditis CB

According to ISO Guide 65

and specific requirements define
by DIP

Certification

Accreditation Approval

CB
External Control
(Control Body

Certification Body)

-On the producers to verify compl

, i , Certification
with specifications laid down and

the running autocontrols
-on the group to check the running of the
internal controls.

Internal Control

(Gl Committee at Provincial Level)
Duty: to checkthe running of autocontrol on the

producers processors farmers industries

/

\

Self Control/Autocontrol

Scheme Owner
CA
(Competent Authorities)

Department ofintellectual
Property(DIP)
(example: INAO in France)

Duty:

1. Validation of Specifications
and Inspection method
(manual)

2. Approve and Supervise CB

(Producers processors farmers industries)
Duty: to control their product according to specification(manual)

which can be modified bygroup members.

Consumer Retailer

Distributor Exporter

SourceWIPO/GEO/BKK/13/INF/4

Sri Lanka

"Ceylon Tea" is the best known Geographical Indication for Sri Lanka and its 3rd Largest
Foreign Exchange earner. It generated an annual income of around USD 1.5 Billion-in 2013
14. Sri Lanka is the largest producer and exporter of orthodox black teawotld. While
Sri Lanka is the 4th largest global tea producer after China, Indian & Kenya, it is the second
largest tea exporter in the world after Kenya. Almost 45% of all Ceylon tea exports are in
small retail packgAlwis, HD, WIPO)
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Sri Lanka Tea Bard identified its 20 most important markets and decided to register Ceylon
Tea & Agroc | i mati ¢ Regi onal Teas as Glsd or Cer
phased manner. The selected markets for registration are as follows

1. Russia 11 Egypt

2. Ukraine 12. Tunisia

3. Azerbaijan 13. Kuwait

4. Iran 14. Libya

5. Iraq 15. Japan

6. Syria 16. USA

7. UAE 17.EU

8. Turkey 18. Canada

9. Jordan 19. Australia

10. Lebanon 20. Saudi Arabia

The exercise commenced hetyear 2012, but it is a slow and expensive process. As of 2014,
the Ceylon Tea Gl was registered in Jordan & Lebanon and applications in Canada, Syria,
Turkey & Tunisia were initiated. In Egypt, UAE, Iraq, Saudi Arabia, EU, Iran, Libya &
Australia, the pplications are under process. In Russia, Ukraine & Azerbaijan as well as
Japan, Kuwait & USA, the applications have been either rejected or challenged.

In Russia, Ukraine and Azerbaijan the examiner has rejected Sri Lanka Tea Board application
due to the fact, that these countries only have a Gl protection but the Home Registration of
Ceylon Tea is a Certification Mark protection. Sri Lanka is now trymgestablish that
Ceylon Tea protection in Sri Lanka is equivalent to a Gl system in some overseas markets.
Further, these countries do not allow 3rd party custodian systems and require that only
applicant should undertake commercial business transaatibith is different from the
practice in Sri Lanka and most other countries. Sri Lanka Tea Board safeguards the name and
franchises it out to the private sectwhich inturn expors Ceylon Tea to the other countries.

In USA, the application has been paaded on the basis that Ceylon Tea name has become
generic. In Japan & Kuwait, the applications have been rejected on the basis that Ceylon Tea
name is nosdistinctive due to extensive use. In other words, they claim that Ceylon Tea has
become generic. Branka Tea Board is opposing both these rejections.

A cost of close to USD 50,000 has already been incurred though registration is complete only
in 2 countries as of 2014.
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Table4Co st

Structure of

COST STRUCTURET
ACEYLODHEAS®O Cost (US9)
REGISTRATION

Country

Jordan 1,160
Lebanon 830
Tunisia 625
Turkey 1,575
Canada 1,100
Syria 1,230
Egypt 700
UAE 4,375
Iraq 1,400
EU 560
Australia 1,025
Russia Nil

Ukraine Nil

Azerbaijan Nil

Kuwait 6,525
Japan 15,050
USA 9,650
Iran 1,165
Libya 765
TOTAL (US$) 47,735

Source WIPO/GEO/BKK/13/INF/4

ACeyl on

Teao

Registrat

In addition to Ceylon Tea, The Tea Board also commenced registration of -¢liagatic

regional teas during 2012. Of the five target markets identified, Sri Lanka Tea Basrd

been successful in Japan and expects the process to come through in USA, while registration
is under process in Canada & Australia. The applications submitted to the Intellectual
Property Office in EU are under investigations. An amount of USD 53,44 @lneady been

spent as on 2014.

Table5 Cost Structure of Regional Teas Registration

Country Cost (US$)

Japan 15,050
USA 9,650
Canada 11,000
Australia 11,900
EU 5,810

53,410
TOTAL

Source WIPO/GEO/BKK/13/INF/4
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Using multiple routes for legal protection

The modes of protection of Gls do not necessarily apply on a mutually exclusive basis. In
some jurisdictions, it is possible to combine different means of protection. Thus, a Gl can be
protected through a sui generis system, for example, as an appellation of origin as well as an
individual or collective mark. A mar may be used to protect the product label, which can
include a Gl and an additional figurative element affixed to the proaudéhdicate to
consumers that it complies with the product specifications for the appellation of origin.

Parmigiano Reggian® recognized as an appellation of origin in Italyd registered as a
Protected Designation of Origi(PDO) in the EU for a chees produced, according to
specification, in the provinces of Parma, ReggiomilMantua, Modena and Bologna,
initially. At the same time, the name Parmigiano Reggiano is protected by a collective mark
for the pirdot writing printed on the rind of the cheesvhere it is commerdiged and pre
packaged.

Source WIPO952(E)

In addition, a label including the name Parmigiano Reggiano is used on the packaging. That
label is also protected as a collective mark.

PARMIGIAND
REGGIAND

Source WIPO952(E)

RIOJA is recognised ascualified appellation of origin in Spain and registered as a PDO in
EU for a wine produced in the Rioja region of Spain. The PDO protects the name Rioja as
such.

oy

%

RIOJa
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Source WIPO952(E)

Furthermore, two logos including the name Ri@jee registered in ordeto reinforce
protection of the name against misusbese logos are protected by a collective mark and
individual mark as well.

Key factors contributing to success in the cases analyzed include the following

1)
2)
3)
4)
5)
6)
7)

8)

Proper organization structure and control

Well defined and monitored production process

Strict quality control and tracking

Creation of a strong brand identity for the Gl, in addition to individual brand names
Well recognized logos and symbols

Investment in brand building and market expansion

Focus onbuilding customer engagement and brando@asons in addition to
awareness

Steps for legal protection
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Chapter -5

Branding and Marketing Initiatives for Gl products in India:
Select Case Studies

Textile related handicraft products and agricultural products account for the majority of Gls
registered in India. Based on discussions with experts and literature review, three Gl products
which haveachieveda significant degree of success in marketigendentified. These are

1. Chanderi Sarees
2. Kota Doria Sarees
3. Darjeeling Tea

The initiatives adopted in these three cases were analyzed based on primary as well as
secondary researcincluding filed visits. The insights gained from these cases in tefms
successful initiatives and implementation challenges, can be leveraged to help formulate
effective marketing strategies for other Gl products.

Chanderi
Chanderi is situated near Betwa river in District Ashok Nagar (M.P.), India. The Chanderi

districthas a population of about 30,000 of which 10,000 to 12,000 are estimated to be
involved in weaving of chanderi sarees/ fabrics ( local estimates and TOI report 21/6/15)

Sourcehttp:/gaatha.com/

Weaving is the source of livelihood for more than 60% of its population, while the rest
are engaged in agriculture, biri making, stone guragrand tertiary occupation8bout a

third of the population of Chanderi, comprises of weaversylith around 60% are
Muslims and the rest Hindus. There are 4,000 looms at work here creating business of Rs
65 crore every year, as per a 2012 industry report,(d06/15). About 3 people work on

one loom on an average and about 25% of the weaverarerw
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Chanderi fabric traces its origin to around 1305 AD when 20,000 people migrated from
Lakhnoti, now in Bangladesh, and started producing fine muslins which were very soft,
light weight and transparent. Further patronage by rulers of the regioo iecréase of
production and trading of the fabric. This fabric itself saw many changes in its
construction with passage of time. Presently Chanderi produces fabric of various
constructions and yarn combinations.

The uniqueness of Chanderi lies in thensparency and sheer texture of the fabric, close
weaving andindividual woven booties’ single and doublgick (motifs). The unique
texture, shine and transparency of the fabrea result of the nodegummed silk yarn
used in the weaving process. Tihaotis which are hand woven have permanency due to
the fine weaving skills of the handloom weavers and softnessulindsk of the fabric
also adds to its exclusivity. The most popular and traditional kindoofi is Asharfi
Booti, which is in shape oAsharfi (woven in gold and silvesari.) The main products of
Chanderi are Sarees. Though other items dilpattas dressmaterial,home furnishing

etc. are also becominigcreasinglypopular.

The Key processes and players involved in producin@ttenderi saree are as follows

Processes
1 Yarn Dyeing
1 Winding
1 Warping
1 Beaming, Drafting and Gaiting
1 Weaving
Players
1 Traders
1 Master Weavers
1 Weavers
1 Wrappers and designers
1 Dyers
1 Yarn suppliers

There is a definite cluster based organization of work, with different people catering to
specific tasks such as makibgbbins, colouring, rolling the warp threads on the wooden
beam etcThe raw material is sourced from different places by the masterewaad then
distributed to the weavers. For instance the mrsourced fromSurat, cotton from
Coimbatore and the silk from Bangalore (though original source for the silk is China). Most
of the Chanderi handlooproductsmade thesdaysare silk by cabn.

The Chanderi weavers can be classified into 3 categories

1) Contractual WeaverSGet raw material and design from master weaver, weave the
saris/fabric and get paid accordingly. These weavers have their own l0eB8G%67&f
the weavers fall in thisategory.

2) Entrepreneur WeaversThese weavers have their own lognase knowledgeable

about designs, and have a good understanding of the market. They produce for
themselves and sell in the local/ nearby markets.
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3) Labour These weavers do not have loomsl @are hired to work on looms of others
master weavers/traders. They are less than 1% in Chanderi .

The craftsmen need to first create the design on a grid sheet where all the junctions of
intersection of the warp and weft threads are clearly set imgamiaed patternThe threads

are then dyed as per the pattern, wrapped onto bobbins and then onto the wooden beams in
the looms.

The genuine Chanderi products faces competition from fake powerloom products made in
Varanasi and Surat, which can be prioaach cheaper. They are either woven with zari or
woven plain and then sent to Jaipur for block printing amamothing to do with Chanderi .

It is very difficult to make out the difference between powerloom and handloom.

Gl registration

Chanderi wasegistered as a Gl in 2005 by the Chanderi Development Foundation. There are
about 20 ceoperative groups and producer groups in Chanderi and all are members of this
foundation.

Several initiatives were taken to bring about development of Chanderi weakiese are
highlighted below

1. Awareness and Promotion

1T A°.GI 1l ogo based on the fAsharfi booti 0 we
a trademark by the Bunkar Vikas Sansthan.

1 Labels with the GI tag distributed free to masigeavers by the Kanderi
development Foundation.
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1 All weavers and traders were encouraged to use this logo in their bill books,
communication, etc. Initially bill books were printed for all and distributed by the
Chanderi Development Foundation. Howeuse has not become prevalent. Under
terms and conditions in the bill book it is also mentioned that Chanderi Saris sold
through this bill are procured under GlI.

\|

1 Letters were sent to retailers and buyers informing them about the Gl and the fact
productsnot from Chanderi cannot use Gl.

1 Financial support was provided to Chanderi weavers for participation in national and
international exhibitions

1 Sensitization workshops for GI were conducted

1 A website was set up by the Chanderi Development Foundairoawareness of
Chanderi products and the GiwWw.Chanderigi.com). Thigs a basic website which
gives information about the Chanderi products, the Gl and the Chanderi development
Foundation, along with list of traders and weavers.

‘Welcome to Chanderi »Home » ContactUs » Sitemap

About Us Chanderi Fabric Gl Geographical Area Traders Data Weavers Data Cluster Map

") Facts WELCOME

Welcome to the website of Chanderi Weaves & Crafts. This
website has been developed by Weavers Cluster Club,
Chanderi. The objective of the website is to update the detailed

information relating to handicraft of Chanderi .
Chanderi Handicrafts are unique & incomparable in world. It's
distinctiveness lies in the thread, which never loses its shape &

read more .. appreance. This creates an unique transparency & texture
“ 5 . which can be recognized by the naked eye easily. Earlier Chanderi Fabrics
Indexis.a and found patronage by royal family as they were expensive. Now they are
distinctive use of quality signs to protect d p ge Dy roy Y Y P ] Y
interest of the consumer within a reach of a common man
read more .. s . .
The website comparisises of extensive releative data to traders & weaver
group of Chanderi.
The website advocates & informs about Geographical Index. Chanderi has
now been decalared a G.I. zone
Best Viewed in 800 x 600 Site Designed by Antasoft Technologies

i E-commerce portal

55



Chanderiyaan.chanderi.org, alt@nmerce website, was launched in 2013, as a joint
project of Digital Empowerment Foundation (DEF) in collaboration with Media Labs
Asia. This a very comprehensive website which provides detailed information on
Chanderi, its heritage, the products, the process, the community, activities, etc. It also
features a small film on Chanderi and gives links to related sitesd€h.org and the
e-commerce site chanderi.net.

1 Leveraging Social mediaChanariyaan has also established a presendeamebook
andTwitter. A private company OSMandicraftsalso started a Facebook page in
2008
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