Literature review WP 2

Italy

Silvia Scaramuzzi, Giovanni Belletti, Andrea Marescotti

Universita di Firenze
Dipartimento di Scienze Economiche
Italia



DOLPHINS - Contract QLKS - 2000-00593

Review report

1. IDENTIFICATION OF THE MOST RELEVANT RESULTS

1.1. Typical products, competitiveness and organisation

A wide literature on typical products (TP) is focused on their role within Small-Medium Enterprises (SME) local systems and in
particular in agro-food districts. Some authors state that TP are one of the fundamental characteristics of local systems and
agro-food districts (lacoponi, 1990; Cecchi, 1992; Bertolini, 1998), others state that typicity is renewed by the local system
flexibility and its capacity to reply to external pressures (Bellett i, Marescotti, Rossi e Rovai, 1998). This flexibililty derives from
the endowment of contextual knowledge and the rapid flow of information within the system, in addition to the peculiar
organisation of relations between firms (Belletti, Marescotti e Scaramuzzi, 2001; Begalli, 2000).

Within this theme also the role of local banks is deepened. As a matter of fact these banks are part of the system and
therefore possess a contextual knowledge that gives them the opportunity of financing the firms of the system at lower
information costs and of allocating credit better than other banks (Scaramuzzi, 2001).

Abstracts

Belletti, G. ; Marescotti, A. ; Scaramuzzi, S. (2001).

Il ruolo dell'organizzazione dei sistemi produttivi locali nella tipicita dei prodotti agricoli: alcuni spunti di riflessione.

Giornata di Studio “Tra globalizzazione e localismo: quale futuro per i sistemi produttivi territoriali?”, Universita degli Studi di

Cassino - Dipartimento Economia e Territorio, Cassino, 6 aprile 2001
The paper points out, through the analysis of same case studies, the mechanisms through which some agricultural
products have renewed their typicity and therefore their notoriety on intermediate and final markets. These mechanisms
have been identified in the peculiar organisation of the relations among the agents within the product system. These
relations are horizontal and vertical, economic and not, and have been built in space and time. One of the most important
elements that underlies the relations among the agents is the contextual knowledge that is shared by all the agents
belonging to the system and that is also at the basis of the phase markets involving agents at different stages of the chain.
This set of relations strengthen the “reputation” of the product coming from that particular area. The competitive advantage
is therefore obtained thanks to the capacity of the system to reproduce itself adapting its output and thus contributing to
the renewal of its notoriety.

Belletti, G. ; Marescotti, A. ; Rossi, A. ; Rovai, M. (1998).

Territorially based promotional strategies of a traditional vegetable product: the case of spinach in Val di Cornia and

Val di Serchio.

in: Arfini F. ; Mora C. (Eds), "Typical and traditional products: rural effect and agro-industrial problems", 52nd EAAE Seminar,

Universita di Parma, Facolta di Economia, pp. 349-364
The paper analyses some promotional activities based on the territorial origin undertaken for spinach in the production
areas of Val di Serchio and Val di Cornia (Tuscany, Italy). In order to understand the role of the “territory” in the promotion
of spinach, it was necessary to study the process of restructuring faced by the production areas over the last decades.
In this context, the unsuccessful outcome of the activities analysed - as emerged from the on-field investigation conducted
through open interviews with the various operators involved in the production areas and along the trade channels - would
suggest a low importance of the “territory” (territorial origin as a marketing lever). Nevertheless, the “territory” emerges as
a strategic “production factor”, as a result of the advantages gained by local farms through the long process of knowledge
and skill accumulation and the (high rate of reaction and adaptation) of the production systems achieved by means of the
high number of relations among the farms in the area.

Scaramuzzi S. (1998).

Tradition, cooperation and competition in the ornamental plants chain: the case of Tuscany.

in: Arfini F. ; Mora C. (Eds), "Typical and traditional products: rural effect and agro-industrial problems", 52nd EAAE Seminar,

Universita di Parma, Facolta di Economia, pp. 405-418
The paper aims at analysing the role played by tradition within the development of the structure of the ornamental plants
chain in the Pistoia area (Tuscany) and the reasons, opportunities and limits to undertake specific actions for the
promotion of the Tuscan nursery production.
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After the analysis of the historical roots of the nursery production in the area, the paper proceeds with the description of
the structure of the chain, with special reference to the characteristics and peculiarities of the organisational relationships
among nurseries. These are key-elements to identify the opportunities and limits to the promotion of Pistoia ornamental
plants. The fundamental role of tradition for the capillary development of a thick network of formal and informal
relationships resulting from the diffusion of experience and the rapid flow of information among the agents of the chain is
illustrated. All these elements together represent a very sound lever for a further and long-lasting penetration of the
market.

1.2. Effects of PDO/PGI on the supply chain and on the relations between firms

The use the actors of the local supply chain make of the PDO/PGI is directed to defend e product “geographical name” and
to regulate its use against the misuse of both local and external actors. Actually the actors who promote the initiative aim at
limiting the use of the product name, by defining rules on the production process and products specifics.

Such an “institutional barrier” obtained through product reputation institutionalisation (Polidori and Romano, 1997), by creating
a common protective belt on the market, partially shifts the competitive problem to the sharing of origin rent among local firms
which adhere to PDO/PGI (Rocchi and Stefani, 2001; Giovannetti, 1988). The recognition process of a PDO/PGI often raises
conflicts between different economic actors typologies and interests (Rossi e Rovai, 1999).

First, conflicts may arise on the decision to apply for a PDO or a PGI; second, conflicts are normally present in the definition of
the Product Specifications, with particular reference to the delimitation of the production geographical area, and to the
specification of the production process and of product characteristics (Anania e Nistico, 1999; Carbone, 1996 e 1997). In
conclusion, the achievement of a PDO/PGI generates winners and losers, as it deeply affects the possibility the various
typologies of actors involved in the production system of the typical product have in appropriating the rent of origin, and
strongly modifies the distribution of the rent connected to the typical product (Belletti, 2000).

Abstracts

Belletti G. (2000).

Origin labelled products, reputation, and etherogeneity of firms.

in: Sylvander B. ; Barjolle D. ; Arfini F. (Eds), "The socio-economics of Origin Labelled Products in Agri-Food Supply Chains”,
INRA Actes et Communications, n.17-1, pp. 239-260

Analysis of reputation through “quality premia” models enhances the ability of explanation that the reputation concept has in
the case of typical products. The commonly accepted meaning of reputation as simply “notoriety” becomes inadequate, and
the information mechanism it generates becomes associated with a set of (firm)product-specific investments sustained by the
firms in the supply chain of the typical product. Within this framework, we can improve analysis of the process of
establishment, development and exploitation of the typical product in the context of the great transformation of the agro-food
system and of the growing differentiation of the firms and interpret problems caused by the processes of institutionalisation of
reputation by means of protection of designation of origin of the product.

Rossi A. ; Rovai M. (1999).

La valorizzazione dei prodotti tipici. Un'analisi secondo I'approccio di network.

Rivista di Economia Agraria, LIV, n.3, settembre, pp. 369-398
The valorisation of typical products. An analysis through the network approach
The paper analyses the evolution process that has occurred in a small mountain production system in the north of
Tuscany, i.e. the Garfagnana spelt production, which has survived over time into the local tradition but has recently
undergone an intense revitalisation process. The case is interesting because of the evolution developed with regard to the
necessity/ opportunity of setting up strategies of valorisation of typical local products. In particular, that process concerns
on the one hand the interaction between the local context and external context, on the other the building of a specific
identity by the local rural community. The authors analyse the central aspects of that evolution process by means of the
network analysis, with particular attention to the role of the relations among the various actors involved and their changing
over time, in a view of their importance in influencing the organisation and the development potential of the local system.

1.3. Collective and interactive marketing

The use of suitable marketing strategies and methods to typical products is an issue which has recently been faced by Italian
literature. As a matter of fact the fact that firms producing typical products are mainly SME often does not allow the
implementation of traditional strategies both in terms of costs and of a sufficient supply of the product to orientate the
consumer’s demand.
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That is why collective marketing is suggested and in particular the potential and effective role of Consortia and Local
Administrations is analysed (Antonelli, 2000).

Another relevant issue is related to interactive marketing. The necessity of a tight dual relationship between firms and
consumers is based on the one side on the importance of the information of the consumer so that he can attach value to the
typical product and on the other side on the information producers should have on the expectations of consumers in order to
meet them (Endrighi, 1999).

Antonelli G. (2000).

Volumi di offerta e marketing. Il caso dei prodotti agro-alimentari tipici.

Economia Agro-Alimentare, Anno V, n.2, pp. 47-80 -
This paper aims at assessing the possibility of applying bysiness marketing techniques to firms in the agro-food sector
specially to small and medium sized firms producing typical and traditional agro-food products.
It then draws the attention on the usefulness of an approach to marketing in the agro-food sector form the point of view of
a relationship perspective.
The second part of the paper gives the results of an empirical survey carried on a sample of Consortia for Protection of
Italian typical products like cheese and ham, in order to investigate their collective marketing strategies compared to the
individual ones carried out by associated firms. The results show that while larger processing firms try to develop their own
marketing strategy under an own brand, small producers rely mainly on the marketing activities conducted by Consortia.
Further, although all Consortia show a strong interest in marketing and the need to develop general promotion of the PDO
brand, their approach to market seems more consistent with a production oriented philosophy rather than a market
oriented one. Finally, the paper shows the importance of a better co-ordination and of co-operative relationships between
the different actors of the supply chain to develop a more effective marketing strategy in the sector of typical products.

Magni C. ; Santuccio F. (1999).

La competitivita dei prodotti agro-alimentari tipici italiani fra localismo e globalizzazione.

Rivista di Economia Agraria, LIV, n.2, giugno, pp. 299-324
This article synthetically describes the international competitive environment of the Italian agro-food products considering
the WTO negotiations and the foreview of the Common Agriculture Reform, proposed by Agenda 2000. In addition, the
authors try to outline some major points in the present discussion about the role of the typical products separating the one
which are certified by European Community (DOP, IGP) from the others which are "simply" typical.
This methodological introduction leads the authors to make an estimate of the economic value of the typical productions
compared with the total agro-alimentary domestic productions. This valuation shows some interesting results, particularly
about the sector cheese’s.
From this analysis it's possible to notice the important of the typical products in the cheeses sector and their role in the
southern agriculture. The analysis arises that the typical Italian cheeses have many competitive opportunities on the
international and European market.
At last, the authors suggest some Agro-food Policy interventions to support typical Italian products.

Endrighi E. (1999)

La valorizzazione delle produzioni tipiche locali. Dal concetto di valore alle indicazioni operative.

Rivista di Economia Agraria, LIV, n.1, marzo, pp. 3-26
The valorisation of typical local products. From the concept of value to the operative indications.
The concept of value is on the basis of valorisation and, therefore, of the development of the typical local products. On the
one hand, the creation of value, that is new wealth, is the aim necessarily pursued by the firm involved in the system of the
typical product; on the other hand, the attribution of value to such products and the same interventions supporting the
relative system, depends on the ethics accepted by the society in a certain moment.
The valuation passes, therefore, on the one hand, through the activities of subjects/functions "actuators” of
inventions/attributions of value and, on the hand, through the action of the "supporters”, who are responsible for the
strategies meant to develop the company and environmental conditions favourable to the creation/attribution of value in
the typical local product.
For customers, the crucial element is the value chain, as, on the one hand, it is necessary that it contains the cultural and
cognitive assumptions in order to attribute value to the typical product, and, on the other hand, the producers should
attempt to satisfy the specific expectations relevant to such products; under such conditions, one should adopt methods
and practices of interactive marketing. Such companies should pursue effectiveness and efficiency by assigning a
fundamental role to the material resources and no-material characterisations, operating in a local system capable of
favouring a merger, in a developed, reticular way.
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2. SELECTION OF SCIENTIFIC AND RECENT (SINCE 1980) PAPERS, PUBLICATIONS, MEMORIES AND
STUDIES IN THE COUNTRY (INCLUDING INTERNATIONAL AND NATIONAL MEETINGS HELD IN ENGLISH)

2.1. Books 2001-1994

Brunori G.
Un approccio territoriale nello studio delle produzioni di qualita.
Edizioni Il Borghetto, 1993, Pisa

lacoponi L. ; Brunori G.
Il marchio "schietto ligure™. L'innovazione organizzativa nella valorizzazione dei prodotti locali.
Edizioni Il Borghetto, 1994 Pisa

Idda L. (Ed.)
La percezione della qualita nelle filiere agroalimentari della Sardegna.
CNR-Raisa - Tipografia Associati Sassari, 1999 Sassari

Ismea
Qualita, territorio, tradizione.
1995, Roma

Gregori M. ; Garlatti S. (Eds.)
Il marketing collettivo dei prodotti agroalimentari.
Universita degli Studi di Udine, 1997 Udine

Nomisma
Prodotti tipici e sviluppo locale. Il ruolo delle produzioni di qualita nel futuro dell'agricoltura italiana.
VIII Rapporto Nomisma sull'agricoltura italiana, 2000, Bologha

Salvini E.
Apicoltura e mercato del miele: vincoli ed opportunita del marketing dei mieli italiani.
Pacini Editore, 1996 Pisa

Van der Meulen H. ; Ventura F.

La costruzione della qualita. Produzione, commercializzazione e consumo della carne bovina in Umbria.
CESAR, 1994, Assisi

2.2. Congress Proceedings, Journal Article, Book Sections, Thesis 2001-1973

N

001

Belletti G. ; Marescotti A. ; Scaramuzzi S.

Il ruolo dell'organizzazione dei sistemi produttivi locali nella tipicita dei prodotti agricoli: alcuni spunti di riflessione,
Giornata di Studio “Tra globalizzazione e localismo: quale futuro per i sistemi produttivi territoriali?”

Universita degli Studi di Cassino - Dipartimento Economia e Territorio, Cassino, 6 aprile 2001.

2000
Agri 2000
Consorzi di valorizzazione dei prodotti agroalimentari tipici: ruoli e funzioni in relazione al rinnovato quadro
legislativo.

Proceedings of the Congress, Sana 2000, Bologna, september), Agri 2000, 2000, Bologna.

Antonelli G.
Volumi di offerta e marketing. Il caso dei prodotti agro-alimentari tipici.
Economia Agro-Alimentare, Anno V, n.2, 2000, pp. 47-80.

Arfini F.

The value of typical products: the case of "prosciutto di Parma™ and "Parmigiano Reggiano cheese".

Sylvander B. ; Barjolle D. ; Arfini F. (Eds), "The socio-economics of Origin Labelled Products in AgriFood Supply Chains”,
INRA Actes et Communications, n.17-1, 2000, pp. 77-98.
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Belletti G.

Origin labelled products, reputation, and etherogeneity of firms.

Sylvander B. ; Barjolle D. ; Arfini F. (Eds), "The socio-economics of Origin Labelled Products in Agri-Food Supply Chains”,
INRA Actes et Communications, n.17-1, 2000, pp. 239-260.

Brunori G. ; Ceron F. ; Rossi A. ; Rovai M.

Plurality of organisational forms in the supply of typical products: empirical evidence in Italy.

in: Sylvander B. ; Barjolle D. ; Arfini F. (Eds), "The socio-economics of Origin Labelled Products in Agri-Food Supply Chains”,
INRA Actes et Communications, 2000, n.17-2, pp. 79-94.

De Roest K. ; Dufour M.

The interrelationships between the PDO product's specification, its link to the terroir and its technological
development.

in: Sylvander B. ; Barjolle D. ; Arfini F. (Eds), "The socio-economics of Origin Labelled Products in Agri-Food Supply Chains”,
INRA Actes et Communications, n.17-2, 2000, pp. 295-306.

De Rosa M. ; Turri E.
Informazione e consumi alimentari. |l caso delle produzioni tipiche.
Economia Agro-Alimentare, 5(3), dicembre 2000, pp. 216-236.

Endrighi E.
Le produzioni tipiche locali tra strategia d'impresa e promozione del territorio.
SIDEA Congress, "Sviluppo rurale: societa, territorio, impresa”, Firenze, 5 maggio 2000.

Gregori M.
La comunicazione collettiva come strumento di promozione del territorio e di marketing d'area.
Convegno SIDEA, "Sviluppo rurale: societa, territorio, impresa”, Firenze, 5 maggio 2000.

Malevolti I.

La valorizzazione delle produzioni agroalimentari regionali e locali tra strategie di apprendimento e strategie di
marketing.

Economia Agro-Alimentare, 5(3), dicembre 2000, pp. 177-197.

Marescotti A.

Marketing channels, quality hallmarks and the theory of conventions”.

in: Sylvander B. ; Barjolle D. ; Arfini F. (Eds), "The socio-economics of Origin Labelled Products in AgriFood Supply Chains”,
INRA Actes et Communications, n.17-2, 2000, pp. 103-122.

Martino G.

Agency relationships in PDO products management: the role of economic associations.

in: Sylvander B. ; Barjolle D. ; Arfini F. (Eds), "The socio-economics of Origin Labelled Products in AgriFood Supply Chains”,
INRA Actes et Communications, n.17-2, 2000, pp. 123-132.

Osservatorio europeo Leader
Commercializzare i prodotti locali: circuiti brevi e circuiti lunghi.
“Innovazione in ambiente rurale”, Quaderno n.7, luglio 2000.

Regione Emilia-Romagna, AIC, Agri2000

Opportunita e costi nell'ottenimento dei marchi di tipicita comunitari per la qualita delle produzioni agroalimentari
italiane.

Atti del Convegno, Bologna, 13 dicembre 1999, 2000.

Rocchi B. ; Stefani G.
Aspetti tecnologici, organizzativi e istituzionali nei processi di sviluppo rurale: alcune riflessioni.
Convegno SIDEA, "Sviluppo rurale: societa, territorio, impresa", Firenze, 5 maggio 2000.

Rosa F.

The supply chain of "Prosciutto San Daniele" for quality management of a typical DOC ham in Friuli V.G. region.

in: Sylvander B. ; Barjolle D. ; Arfini F. (Eds), "The socio-economics of Origin Labelled Products in AgriFood Supply Chains”,
INRA Actes et Communications, n.17-2, 2000, pp. 35-50.
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1999
Anania G. ; Nistico R.
Public regulation as a substitute for trust in quality food markets. What if the trust substitute cannot be fully trusted?
IAMA World Food and Agribusiness Congress, 1999, Firenze.

Begalli D.
Reti di impresa: organizzazione e istituzioni come fattori di competitivita.
Lecture at XXXVI SIDEA Congress, "La competitivita dei sistemi agricoli italiani", Milano, 9-11.9.1999, 57 pp.

Boccaletti S.
Signaling quality of food products with Designations of Origin: Advantages and limitations.
IAMA World Food and Agribusiness Congress, Firenze, 13-16 giugno 1999.

Brunori G.
Sistemi agricoli territoriali e competitivita.
Relazione al XXXVI SIDEA Congress, "La competitivita dei sistemi agricoli italiani”, Milano, 9-11.9.1999, 43 pp.

Canali G.

Vertical Coordination and Competitiveness: The Case of High Quality and Aged Foods.

in: Galizzi G. ; Venturini L. (Eds.), "Vertical Relationships and Coordination in the Food System", Phisica-Verlag, 1999
Heidelberg, pp. 503-518.

Cantarelli F.
Cultura, mercato, marketing e denominazioni di origine.
Economia Agro-Alimentare, Anno IV, n.3, 1999, pp. 44-69.

Casati D. ; Banterle A.
Le tipicita alimentari italiane nel terzo millennio: salumi e formaggi.
Economia Agro-Alimentare, IV(2), settembre, 1999, pp. 58-76.

De Rosa M. ; Di Napoli G. ; Gargano N.
The asymmetric distribution of the benefit from the PDO between farmers and food producers.
Poster, 67th EAAE Seminar 1999.

Giacomini C.

La DOP ajoute-t-elle de la valeur a un produit typique comme le "Parmigiano Reggiano"?

in: Lagrange L. (Ed.), "Signes officiels de qualité et développement agricole”, Actes de colloque SFER, Clermont-Ferrand, 14-
15 avril 1999, pp. 135-140.

Endrighi E.
La valorizzazione delle produzioni tipiche locali. Dal concetto di valore alle indicazioni operative.
Rivista di Economia Agraria, LIV, n.1, marzo 1999, pp. 3-26.

Peri C. ; Gaeta D.
Denominazioni di origine e certificazioni di filiera come strumenti di valorizzazione dei prodotti agroalimentari.
in: Ismea, "Il sistema agroalimentare europeo e la sfida della competizione globale", 1999, Roma, pp. 63-74.

Magni C. ; Santuccio F.
La competitivita dei prodotti agro-alimentari tipici italiani fra localismo e globalizzazione.
Rivista di Economia Agraria, LIV, n.2, giugno, 1999, pp. 299-324.

Peri C. ; Gaeta D.

Les signes de qualité et d'origine: un apercu critique.

in: Lagrange L. (Ed.), "Signes officiels de qualité et développement agricole”, 1999, Actes de colloque SFER, Clermont
Ferrand, 14-15 avril, pp. 5-14.
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1998

Arfini F.; Mora C. ;

Typical products and local development: the case of Parma area.

in: Arfini F. ; Mora C. (Eds), "Typical and traditional products: rural effect and agro-industrial problems", 52nd EAAE Seminar,
Universita di Parma, Facolta di Economia, 1998, pp. 11-40.

Belletti G. ; Marescotti A.

The reorganization of trade channels of a typical product: the Tuscan Extra-Virgin olive-oil.

in: Arfini F. ; Mora C. (Eds), "Typical and traditional products: rural effect and agro-industrial problems", 52nd EAAE Seminar,
Universita di Parma, Facolta di Economia, 1998, pp. 271-286.

Belletti G. ; Marescotti A. ; Rossi A. ; Rovai M.

Territorially based promotional strategies of a traditional vegetable product: the case of spinach in Val di Cornia and
Val di Serchio.

in: Arfini F. ; Mora C. (Eds), "Typical and traditional products: rural effect and agro-industrial problems", 52nd EAAE Seminar,
Universita di Parma, Facolta di Economia, 1998, pp. 349-364.

Berni P. ; Begalli D.
Strategie di marketing per la valorizzazione degli oli extravergini tipici.
Economia Agro-Alimentare, n.3, 1998.

Cardinali M.G.
Le strategie di marketing dei prodotti agro-alimentari tipici.
Trade Marketing, 22, 1998 pp. 43-66;

Canali G.

The evolution of food distribution system and its implication on the marketing of typical products.

in: Arfini F. ; Mora C. (Eds), "Typical and traditional products: rural effect and agro-industrial problems", 52nd EAAE Seminar,
Universita di Parma, Facolta di Economia, 1998, pp. 303-316.

levoli C. ; Capozio F.
La Doc "Olio extravergine toscano™ nel mercato interno e internazionale.
Accademia dei Georgofili - ISAD, | Quaderni n.2, Studio Editoriale Fiorentino, 1998, Firenze.

Mariani G. ; Vastola A.
Indagine di mercato relativa alla valorizzazione del farro della Garfagnana.
Accademia dei Georgofili - ISAD, | Quaderni n.4, 1998, Studio Editoriale Fiorentino, Firenze.

Perretti B.

Is it possible a typical C.A.P. for typical products? The case of tim new OCM for the wine sectors.

in: Arfini F. ; Mora C. (Eds), "Typical and traditional products: rural effect and agro-industrial problems", 52nd EAAE Seminar,
1998 Universita di Parma, Facolta di Economia, pp. 441-452.

Rosa F. ; Mancini C.

Socio-economic effects of quality system implementation in typical productions: the case of Parmigiano Reggiano District.
in: Arfini F. ; Mora C. (Eds), "Typical and traditional products: rural effect and agro-industrial problems", 52nd EAAE Seminar,
Universita di Parma, Facolta di Economia, 1998, pp. 503-528.

Rossi A. ; Rovai M.

The evolution process towards the setting up of strategies of valorisation of typical products. The case of the
Garfagnana spelt.

In: Arfini F. ; Mora C. (eds.), "Typical and traditional products: rural effects and agro-industrial problems ", 52nd EAAE
Seminar, Universita di Parma, Facolta di Economia, 1998, pp. 287-302.

Rossi A. ; Rovai M.
La valorizzazione dei prodotti tipici. Un'analisi secondo I'approccio di network.
Rivista di Economia Agraria, LIV, n.3, settembre, 1999, pp. 369-398.

Rovai M. ; Ceron F. ; Brunori G. ; Rossi A.

Linee guida per la valorizzazione del marchio Costa degli Etruschi.
ARSIA, dattiloscritto 1999.
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Salvatici L.
| benefici e i costi di una strategia di regolamentazione della qualita del comparto agro-alimentare.
in: CNEL, Rapporto 1997 sull'agricoltura”, Documenti CNEL, Roma, 1998, pp. 275-312.

Salvini E.

Revisione della politica comunitaria per apicoltura e miele: divergenze fra istituzioni dell'UE e conflitti di filiera e di
aree geografiche.

in: SIDEA, "L'agricoltura italiana tra prospettiva mediterranea e continentale”, Atti del XXXIII Convegno di Studi, Napoli, 1996,
Napoli, 1998 pp. 205-211.

Scaramuzzi S.

Tradition, cooperation and competition in the ornamental plants chain: the case of Tuscany.

in: Arfini F. ; Mora C. (Eds), "Typical and traditional products: rural effect and agro-industrial problems"? 52nd EAAE Seminar,
Universita di Parma, Facolta di Economia, 1998, pp. 405-418.

Segale A. ; Zanoli R. ; Sopranzetti C.

The determinants of "typical" production: an empirical investigation on Italian POD&PGI.

in: Arfini F. ; Mora C. (Eds), "Typical and traditional products: rural effect and agro-industrial problems", 52nd EAAE Seminar,
Universita di Parma, Facolta di Economia, 1998, pp. 365-384.

Tosi L.
La produzione e la commercializzazione del pecorino toscano tra tutela della tipicita e orientamento al mercato.
INEA - Osservatorio Agro-Industriale per la Toscana, Studi Specifici, n.2, 1998, Firenze, 96 pp.

1997

Bertani L. ; Endrighi E.
Il sistema qualita nell'azienda di formaggio tipico: presupposti e modalita applicative.
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Carbone A.

Differenziazione di un prodotto protetto da denominazione di origine: il caso del Chianti Classico.
Rivista di Politica Agraria, XV, 2, aprile, 1997, pp. 21-36.

Galizzi G.
| formaggi DOC/DOP nel nuovo contesto competitivo.
Universita Cattolica del S.Cuore, Working Paper n.8, 1997 Piacenza.

Gregori M. ; Garlatti S.
L'attivita di marketing collettivo delle Regioni italiane.
Rivista di Politica Agraria, XV, 2, aprile 1997, pp. 37-52.

1996

Arfini F.

Rivista di Politica Agraria, n.14, 1996.

Berni P. ; Begalli D. ; Capitello R.
Le strategie competitive dell'industria enologica nelle zone di produzione tipica: analisi di un caso di studio.
Economia Agro-Alimentare, 1 -1, 1996, pp. 13-50.

Carbone A.
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Discussion report

1. NEEDS FOR NEW RESEARCH

1.1. Typical products and modern distribution chains

Consumers and consequently ltalian modern distribution chains are showing a growing interest in typical products.
Nevertheless there are no theoretical or empirical studies deepening the problems that producers are facing in the relationship
with these firms, the effects on the characteristics of the products deriving from the requests of the distribution chains, an
assessment of the effects at organisational and economic level for the firms.

1.2. Co-operatives and typical products

In Italy co-operatives are deeply involved in the production, processing and marketing of typical products. There are no
specific studies on the analysis of the reasons for this diffusion, in particular it is necessary to find out if they represent a better
organisation model to preserve typicity, to preserve the peculiar organisation of firms within typical products systems, to ease
the introduction of these products within modern distribution chains, to facilitate their protection through Designations of Origin.

1.3. Direct sales and organisation of the firm

The use of short channels for typical products is widely suggested by literature because they allow a better information of the
consumers and to rise the added value for the producer within the value chain. A new issue is represented by e-commerce,
but very little has been done to explore the potentials and limits of this sale method. In general further research is needed on

the adaptation required in the organisation of the firm by this kind of channel (visit of the farm, packaging, direct information on
production methods)

1.4. PDO/PGI success factors

The success of PDO/PGls is strictly tied to the number of firms using the designation. At present not many studies have been carried
out in Italy on the criteria firms use to decide whether to use designations or not, and on the ways firms use PDO/PGls on different
marketing channels. Further research is needed to understand firms decision processes and identify critical variables.

2. POLICY RELATED ISSUES
2.1. Liberalisation of trade and OLPs

The effects of the liberalisation of trade on OLPs must be further investigated as the adverse effects of liberalisation may be
not only on the products per se but on the whole production system and rural development of certain areas, whose economic
relaunch opportunities may sometimes be based only on their typical agro-food products.

2.2. The role of OLPs supply chain within rural development strategies

OLPs sometimes represent an identity element and an aggregating factor of the local community around a development

project. The role of the policy maker within these aggregating processes in making the diversified interests of the actors
converge on a single project is to be deepened.

2.3. Monitoring PDO/PGI impacts on the supply chain

The identification of the critical success/failure factors of PDO/PGIs is important for the policy maker to better understand the
critical elements in the initiatives to be supported.
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