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Abstract
The paper is an attempt to describe the role of Qu-

ality Policy and private sector to create and develop tradi-
tional Polish products. The author analyzed the meaning
of PDO. PGI and TSG in Poland and showed that the ini-
tiative is an etiicient method of involving local communi-
ties in the process of co-deciding the direction and imple-
mentation of a conception for the development of their ru-
ral areas. Perhaps initiative is an important way to the revi-
talization and transformation of the Polish village. The ar-
ticle attempts to present the current state and development
possibilities of the traditional and regional food market in
Poland. It describes legal regulations allowing registration
and protection of these kinds of products in Poland and
the European Union, it also defines the terms of PDO, PGI
and TSG. It indicates past and future potential dangers re-
sulting from the initial phase of creation of niche food mar-
ket in Poland.

KeyAvords: PDO, PGI, traditional and regional fo-
od products, rural development.

Introduction

Measures developed within Common Agricul-
tural Policy and within EU food safety policy have,
since the early 90s, contributed to the reorientation
of the hitherto perception of the role and directions
of rural development and food production, especial-
ly as to the scale of this production and product qu-
ality delivered to the consumer through the whole
food chain 'from farm to fork'. The problems resul-
ting from earlier actions taken between 1960s-1980s
within the Community contributed inter alia to: over-
production of food (especially industrial), instead of
orientation towards the self-sufficiency goal, increa-
singly higher costs of subsidies, and the numerous fo-
od scares due to marketing products infected with di-
seases (foot and mouth disease, BSE, dioxins, etc).

' Grant-research project impiemenled with the financial support of Mi-
nistry of Science and Higher Education (MNISW) "Economic and nou-
ecouomic conditions for traditional food produclion in Poland" (project
nr. NN 112 057234).

Moreover, disadvantageous stnictiiral and demograp-
hic changes in mral areas, resulting e.g. from depo-
pulation, migrations from villages, small density and
geographic dispersion revealed environmental, social
and economic problems of rural areas, which are cur-
rently inhabited by more than 56% of EU population.
Furthermore, critical opinions on the hitherto actions
of the EU institutions allowed for providing more ac-
tive help to those areas - which arc a vast reservoir
of human, capital and natural resources, not always
used effectively and to the fullest possible extent. Re-
forms introduced in these areas have been reinforced
by the specific nature and level (or lack) of profitabi-
lity of agricultural production, declining living condi-
tions of rural population versus urban population, as
well as agrarian situation. Rural areas, while being
food providers to urban areas, featured worse techni-
cal and teclmological infrastructure of, e.g., services,
worse level of education of inhabitants, poorer job
conditions, and worse living standards. Due to these
reasons changes were instituted aiming at. e.g.. im-
proving, or rather making up for, or eliminating, hu-
ge disparities between employment and living con-
ditions of rural and urban populations. Undertaken
initiatives are of a horizontal and multi-dimensional
character; they take account of not only economic do-
main of life, but also the social, cultural and environ-
mental ones.

It is worth here to recollect solutions concer-
ning the improvement of conditions and ways of agri-
cultural producers' competition in the internal market
of the EU and internationally, and related to high-qua-
lity traditional and regional products. EU-27 is one of
the largest areas of food production and consumption
in the world. Its market accounts for over 500 mln
consumers living mainly in highly developed coun-
tries. This situation creates variable needs of the con-
sumers, and drives the producers to change and satis-
fy tbe client, especially in the terms of food produc-
tion in rural areas (which account for approx. 90% of
the EU territory).

40



Thanks to quality policy, in the early 90s solu-
tions were suggested in the EU, which, through rele-
\ ant instmmcnts, provide for an altemative and coun-
terbalance for industrial highly processed products.
EU quality policy focuses on the creation of optimum
conditions for traditional and regional products, and
indirectly for their producers, too. It provides for a
competitive counterbalance in the world market, and
guarantees safely of consumption to the consumers,
in accordance with relevant quality standards and pro-
tection system, certification and control of products
bearing geographical indications and those produced
according to a traditional recipe.

Using France's- several-decades experience in
the field of the oldest official indications which gua-
rantee quality of food, a system of protection has be-
en worked out, involving certification control and pro-
motion of products manufactured within a given area
(a sort of culinary guarantees). Moreover, indications
were introduced to certify that a given product con-
forms to its specification (as e.g. in the case of wines
and alcoholic beverages). Furthermore, to protect culi-
nary heritage, the Community has took actions provi-
ding for protection and promotion of genuine special-
ties bearing PGI, PDO and TSG marks, and which
could never, due to objective assumptions resulting
from the process of their production, compete with
mass industrial offer. An idea came into being which,
rather than promoting the manufacturing of huge
numbers of homogenous and conventional foods, pro-
motes specific products which are exceptional due to
unique features of a given region and almost forgot-
ten methods of production, traditional recipes. More-
over, the system in question provides for legal protec-
tion of these unique products against unfair competi-
tion (falsification, or counterfeit products) sold at re-
latively lower prices than originals and in this way
generating income from unfair practices. On the one
hand, the instituted system gives legal protection to
high quality, exceptional agri-food products origina-
ting from and specific to a given region, distinguis-
hed for their method of production (usually long, tra-
ditional manual production), and on the other hand it
enables the fanners (e.g. small, family fanns) to com-
pete in a saturated food market, not only in Europe.
Moreover, the system reinforces cooperation among
the producers of the same food-product within the re-
gion, contributing lo improvement of their economic
strength, as well as provides for an opportunity for in-
come diversification while engaging in non-agricul-
tural activities. At the same time the consumers have

- AOC (ihc oldest French Mark: Appclatitm Origine Contrôlée) has be-
en in use since 1935 r. See: Winawer Z. (2005): Francuskie oznaczenia
produklow zy wnosciowych a syslem eiiropejski. [w:] O prodiiktath trady-
cyinych i regicinalnych. Mozliwosci a polskie realia. Fundacja Fundusz
Wspolpracy. Warszawa, s. 159

better access to products having unique sensorial (or-
ganoleptic) characteristics (via certification and spe-
cial labels), the demand for which has been growing
steadily year after year.

Research problem and relevance

Rural areas of the European Union are inhabi-
ted by over 56% of the total population and account
for 90% of the EU territory. In Poland rural areas are
inhabited by 38.6% of the total population. Polish
farms are geographically scattered, they feature disad-
vantageous agrarian structure as well as poor econo-
mic strength, especially as far as small farms are con-
cerned. Moreover, overt and covert unemployment,
insufficient availability of modem farm machinery
and devices as well as low level of farmers" educa-
tion, together with a slow pace of farm moderniza-
tion, decrease the possibility of broader development
of non-agricultural activities as an altemative source
of income for surj')Ius population of rural areas (Duc-
zkowska-Malysz, 2007). In addition, a traditional Po-
lish rural family is a multi-generation social unit, and
farm households include 5 or more persons, accoun-
ting for 24.5% of all rural households. Villages in Po-
land are quite scattered in tenus of geography, and fe-
ature poor infrastructure and poor availability of ser-
vices and social gathering places, e.g. cultural centres
or educational establishments. However, a demograp-
hic asset of rural areas is undoubtedly the average age
of a rural dweller - approx. 35. Apart fi^om a number
of negative characteristics of this area there are also
numerous advantages that should be employed by the
Ioeal population for accelerating the dynamics of ru-
ral areas development. An altemative includes a deve-
lopment of a market for traditional and regional pro-
ducts, not only those with PDO. PGI and TSG marks,
but also other products listed in the MARD List of
Traditional Products. The issue of traditional and re-
gional foodstuffs is a new domain, resulting from Po-
land's accession to the European Union in 2004. Due
to this fact it is worth to get acquainted with hitherto
difficulties and experience of Poland in the area of de-
veloping the market for these high-quality products
and their influence on more dynamic and sustainable
development of rural areas.

Research subject

EU-27 is one of the biggest areas of foodstuffs
production and consumption worldwide. Its market
includes over 500 inln. consumers living in highly
developed and developing countries. This results in
constantly changing needs, both in terms of quality
and quantity, and as regards both consumers and pro-
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ducers. Rural areas and safety and quality of food-
stuffs offered on the market play a major role in the
satisfaction of these needs. These areas are a huge
reservoir of human resources, capital and natural re-
sources. Their potential is, however, not used to the
fullest extent. Reforms of the rural areas were forced
by the special character and the level (or lack) of pro-
fitability of agricultural production, declining living
conditions of rural inhabitants versus urban inhabi-
tants, and deteriorating agrarian situation. Rural are-
as, which in Poland also serve as a base of food sup-
plies for urban areas, featured worse technical and
technological infrastructure of e.g. services, lower le-
vel of education of inhabitants, poorer working and
living conditions. For these reasons changes introdu-
ced within the framework of Common Agricultural
Policy were also targeted at quality and food safety
policy, so that conditions be created for a better use of
these resources and for their competitiveness in the
world market - by means of products having more
and more added value. These include PDO, PGI and
TSG foodstuffs.

Research aim

The aim of the study is to present the role and
importance of traditional and regional foodstuffs in
the concept of rural development in Poland - the EU
Member State. The scope of the analysis includes hit-
herto experience of Poland in this area against the bac-
kground of the leading Member States in terms of re-
gistration of high quality traditional and regional pro-
ducts in the EU. Moreover, one of the ways of farm in-
come diversification was shown, along with the exam-
ple of interaction between the sector of agriculture
and that of business, local communities and public
authorities, taking account of activities undertaken in
the rural areas. Attention was also paid to the integra-
ted approach of the EC quality policy in terms of edu-
cating communities, reviving loiral communities, ca-
re for the preservation of local eultural heritage of
the rural areas, development of a catalogue of ancient
skills and interests of rural itihabitants, and targeting
actions at tourism development, etc.

Research objectives

At the first stage of the study a review was do-
ne of the reference literature concerning the status
and role of food quality policy and the system of tra-
ditional and regional foodstuffs protection in the EU.
Essential keywords were defined based on the legis-

lative provisions in force. At the next stage a referen-
ce was made to the current situation and the importan-
ce of the above-mentioned products for the develop-
ment of rural areas in Poland, taking account of eco-
nomic aspects and advantages to be enjoyed by EU
Member States which are leaders in the registration
of their products as PDO, PGI and TSG in the Euro-
pean Union.

I

Research methods « ,

' \.
Essential reference literature was used in the

scope of the research subject, including: Rural Deve-
lopment Programme for 2007-2013, European Com-
mission publications, FAPA publications, MARD re-
ports, bulletins and magazines focused on PDO, PGI
and TSG issues and information available on tbe in-
temet. The author of the analysis has used descripti-
ve and eomparative method of researeh - with factog-
raphic material groupings.

Theoretical framework of the research - the
system for protecting regional and traditio-
nal food products

The European system of registration and pro-
tection of high-quality traditional and regional food
products evolved gradually. It was launched in 1992;
however, first legal regulations to this end had not
entered into foree until .luly 14, 1994. Let me once
again underline that food quality policy takes account
of actions aiming at providing the consumer with ori-
ginal, repeatable and safe agri-food products, and gu-
arantees conditions for producers to responsibly ope-
rate in the market by making thetn liable for the qua-
lity of the goods offered for sale. While elaborating
on the EU system of protection of designations of
agri-food products one must elaborate on two legis-
lative acts; the first one is Council Regulation (EC)
510/2006 of 20 March 2006 oti the protection of ge-
ographical indications and designations of origin of
agricultural and food product, and tbe second one
is Council Regulation (EC) 509/2006 of 20 March
2006 on agricultural products and foodstuffs as tra-
ditional specialties guaranteed'. Pursuant to Council
Regulation (EC) 510/2006 we discuss topics concer-
ning Protected Designation of Origin and Protected
Geographical Indication, which relate to the regional
products, while pursuant to Council Regulation (EC)
509/2006 we are acquainted with the special require-
ments concerning Traditional Specialty Guaranteed
as a traditional product. Under the name of Protected

' Earlier: Council Regulation 208Í/92/EEC and Council Regulation
2082/92/EEC,
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Designation of Origin"''- PDO, we can have an agri-
cultural or food product, with a designated name of
a region or a specific place, or, exceptionally, the na-
me of a state, whieh is used to describe a product ori-
ginating from this region, specific place or state. It is
important that the quality or characteristics of a given
product are mainly or exclusively related to that spé-
cifie geographical setting including certain genuine
natural and human conditions. The manufacturing,
processing and preparation of the product should
take place in the so-called geographical area.

Another label which can be given to a product
is Proteeted Geographical Indication (PGI). Products
labelled with this mark include foodstuffs and agricul-
tural products, the name of which indicates the name
of a region, a specific place or, exceptionally, a state,
in whieh a given produet is manufactured. Such a pro-
duct should feature exeeptional, particular and speci-
fic quality, recipe and fame. Among others, it ean ha-
ve other qualities relating to its geographieal origin,
especially those resulting from natural conditions
such as climate, landscape, fauna and flora or the
manner and tradition of manufaeturing. 'Geographi-
cal setting' is understood as natural or human setting,
including climate, water, soil quality or local know-
how. The most important differenee between the abo-
ve mentioned two marks is vested in the degree of
relationship of a given product with the place of ori-
gin*". Proteeted designations of origin are applied to
products which are very closely related to a given ge-
ographical area, and the production of ingredients
as well as the whole processing until the end pro-
duct must take place in the deñned area. The third
mark to be granted by the EU to a product is Traditio-
nal Specialty Guaranteed - TSG^ This mark is given
to an agricultural product or food artiele which has
a feature or a set of features distinguishing it from
other products of the same category. The name of a
product must express its speeific character, resulting
from a traditional reeipe (ingredients), the manner of
produetion or processing relating to and reflecting tra-

' See: Rozpi>r/:üdyctiietn Rady (WE) nr 510/2006 z dnia 20 marca 2006 r.
w sprawie ochrony oznaczeii geograficznych i nazw pochodzenia produk-
low rohiych i srodkow spozywc/ych oraz Rozporzadzenie Rady (WE) nr
509/2006 /. dnia 20 marca 2006 r. w sprawie produktow roínych i srod-
kow spozywczych bedacych gwarantowanymi iradycyjnymi spetjalnos-
ciami. One has to mind earlierly applicable regulations: Rozporzadzenie
Rady (FWG) nr 2081/92 7 dnia 14 lipcQ 1992 r. w sprawie ochrony oz-
iiaczen geograficznych i na/w pochodzenia prodiiklow rotnych i srodkow
spozywczych (as amended, repealed by Rozporzadxeniem Rady (WE)
nr 510/2006),Ro/por/ad/cnic Rady (EWG) nr 2082 92 /. dnta 14 lipca
1092 r. w .sprawie swiadcctw o szczegolnym charakierzc dia produktow
rulnych i artykulow spoiiywtzych (as amended, repealled by Rozporza-
d/enicm Rady (WE) nr 509/2006), Rozpor/adzcnie Komisji (EWG) nr
1848/93/dnia 9 hpca 1993 r. ustanawiajaceszczegoloweprzepisy wyko-
nawc/e do rozporzadzenia Rady (EWG) nr 2082/92
' www.iiniwd.pl/ponal (20 04 2007r)
"• Chronione Nazwy Pochodzenia, Chronione Oznaczenie Geograñczne,
Nazwy Specyficznego Charakteni oraz Lista Produktow Tradycyjnych.
Wyd- FAPA, Warszawa, 2005 s.7-10
' Earlier; Certificate of Specific Character

ditional methods. Thus, products may be produced in
the whole country (in Poland as well) based on old,
historical recipes. By saying that a given name has a
'special character' we mean features or set of featu-
res whieh clearly distinguish the produet from other
similar products of the same category. However, the
presentation of a produet is not treated as a distinguis-
hing feature. Speeial (traditional) eharacter must not
be limited to quality or ingredients or the manner of
production established in the EU law, national legisla-
tion or the norms set up by standardization bodies'*.

PEK) Protected Designation of
Origin

PGI Protected Geographical
Indications

TSG Traditional Speciality
Guanintcd

Fig. 1. Types of labels for regional and traditional
EU products

Source: MARD (20.09.2009)

Regional and traditional products in Poland

The system for proteeting high-quality traditio-
nal and regional food products is regulated by the EU
law. Moreover, it prevails over various quality sys-
tems and promotion of exeeptional products national-
ly. For example, Poland, following accession to the
EU, launched a scheme ealled 'Quality Tradition',
while Franee has for a long time had its Label Rouge,
Certification de Conformité, and Gennany has 'Ori-
ginal Thüringer Qualität' label, etc. The accession
of Poland to the EU in 2004 forced Polish MARD
to otficially publish a List of Traditional Products
(LPT), following Italian example. The publication of
LPT is aimed"* at, among others: identifying products
forgotten but characteristic of a given region of Po-
land, whieh are original beeause of their recipes, tra-
ditional method of production, processing or storage.
Another aim was to allow producers for proper pre-
paration and documentation of an application for re-
gistering a given agricultural product, food artiele or
alcoholic beverage at the EU level as PDO, PGI or
TSG. In addition, possibilities were created for furt-

' www.mitirol.gov.pl
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her application for certain veterinary or sanitary de-
rogations while producing the above mentioned pro-
ducts, as well as influencing social and economic con-
dition of rural development, etc.

On the one hand. The List of Traditional Pro-
ducts provides an opportunity (but not requirement)
to participate in registration procedure for products
which shall apply for EU labeling, and on the other
hand, is a distinguishable feature of all the products
on the Polish market, which shall not apply for furt-
her qualification and are unique. For a product to be
listed a dossier has to be presented certifying the his-
tory of at least 25 years of existence of the product,
its production or origin. Currently there are 681 pro-
ducts listed, and MARD has been waiting for seve-
ral dozens new products to be listed. Products on the
list arc classified into 10 categories; cheeses and ot-
her dairy products, fresh meat and meat products; fis-
hery products,, including fish; nuts, seeds, cereals, ve-

getables and fruit (processed or not); bakery and con-
fectionery products; oils and fats; honeys; ready me-
als and dishes; beverages (alcoholic and non-alcoho-
lic) and other products. "Other products' category inc-
ludes products not categorized in the former catego-
ries but listed in Annex 1 to the Treaty Establishing
European Community, in Annexes to Council Regu-
lations No. 2081/92 and 2082/92 (as amended, repe-
aled by Council Regulations (EC) No. 509/2006 and
510/2006).

A product listed in LPT'" is defined as 'a tradi-
tional food product, i.e. agricultural product or food
article or alcoholic beverage, the quality or exceptio-
nal features and characteristics of which result from
the use of traditional production methods, i.e. tnet-
hods in use for at least 25 years, and moreover, pro-
ducts which contribute to the identity of a given re-
gion. '

Table 1
Number of products listed in LPT in Poland (by categories and provinces)

Item/province

Total
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Source: own analysis based on www.minrol.gov.pl (29.09,2009).

Thus, while discussing traditional products
we rnean only those products registered in the EU as
TSG, and regional products registered as PDO and
PGI, pursuant to the EU regulations, or those apply-
ing for registration in the EU system (they are subject
to temporary national protection). Also, products lis-
ted in LPT may be colloquially referred to as traditio-
nal or regional products. It is woith to mention here
that a product listed in LPT does not need to apply
for registration in the European Commission. Expe-
rience of other countries enjoying their own food qua-
lity and protection systems, e.g. France, Italy, Spain,

" Jasinski. J. (2005). Wyroznianieprodukiowregionalnych na rynku i wy-
nikajace z tego korzysci. [w:] Gasiorowski M. (ed.), O produktach trady-
cyjnych i regionalnych, Mozliwo.sci a polskie realia. Fundacja Fundusz
Wspoîpnicy Warszawa. 200.
'"Acton the registration and protection of names and designations of ag-
ricultural products and food articles and on traditional products (Journal
cif Laws of 2005, No, 10. item i)8) .,.pradukty /ywnosciowe to produkty
rolne i srodki spozywcze ora? napoje spii^ytusowe, klorych jakosf Kib wy-
jatkowe cechy i wlasciwosci wynikaja ?« stosowania tradycyjnych metod
produkcji. za kiorc uwaza sic metody wykorzystywane, od co najmniej
25 lai oraz .stanowiace element dziedzictwa kiilturowego regionu, w kto-
rym sa wytwarzane oraz bedace eiemenlem tczsamosci spolecznosci lo-
kalnej, ¿wane dalej „produkiami iradycyjnymi", moga bye wpisanc na
li.ste produkiow tradycyjnych." http:/, www.minrol.gov.p!

shows that several thousands or hundreds of food pro-
ducts characteristic of a given region and produced
accotding to traditional recipes and methods may be
registered within such systems, while only a few or a
dozen, or exceptionally a few dozens of these are pro-
tected by the EU as PDO, PGI or TSG.

The case of Poland is similar. Notwithstanding
the fact that the first product was registered by the EC
in 2007 (Poland has registered 12 products at the pre-
sent), subsequent products apply for registration whi-
le they are not listed in LPT, e.g. kabano.sy (lunche-
on sausages), jalowcowa (juniper scented dried sausa-
ge), mysliwska (hunter's dried sausage) (Table 2).
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Table 2
Products registered and applying for registration as PGI, PDO, TSG

Mark

PDO

P(il

TSG

Registered

Bryndza Podhalanska cheese, Oscypek cheese

Bory Dolnoslaskie heather honey, Wiclkopols-
ki fried cheese. Andruty kaliskie wafers, St.
Martin's crescent roll

Meads: Poltorak, Dwojniak, Trojniak, Czwor-
niak, Camclina oil, Pierckaczewnik

Pending registration
Zamorski carp, Wrzawska beans, Piekny Jas z Doliny Dunaj-
ca beans, Sejnenszczyzna honey, Lozdzia honey. Drahimski
honey, Podkarpacki honey-dew honey, Redykolka cheese,
Szydlowska plum, nadwislanka sour cherry
Pradnicki bread, Korczynska beans, Grojeckie apples, Ko-
lacz slaski pie, Lackie apples, lisiecka sausage, kurpiowski
honey, Obwarzanek Krakowski (Craeow bagel), Suska Sech-
lonska dried and cured plum, kaszubska strawberry
Luncheon sausages (Kabanosy). jalowcowa (juniper scented
dried sausage), mysliwska (hunter's dried sausage). Picrekac-
zewnik Tartars'pie

Source: own studies,

Economic importance of quality traditional
and regional products in selected EU mem-
ber states - research results

While analyzing basic reference literature in
the scope of economic benefits to be enjoyed by PGI,
PDO and TSG products in the EU one can draw a
conclusion that regional products account for approx.
10% of agri-food production in Europe. Due to profes-
sional marketing and advertising this share can increa-
se to I5%" within the next few years. Leaders in this
respeet include producers from Italy, France, Spain,
Grecee and Portugal. At the end of September 2009 a
total of 848 products were registered, including 462
as PDOs, 386 as PGIs and 22 as TSGs. Accession of
ten new member states to the European Community,
including Poland, in 2004, opened for them a way to
apply for registration and protection of original, natu-
ral food within quality policy. It tums out that not on-
ly Poland, but also the Czech Republie is extremely
aetivc as far as sueh actions arc concerned. Products
may be registered in 13 categories, but the most fre-
quent catégories include: fruit, vegetables and cere-
als (204), cheeses ( 179) including eurd eheeses, ripe-
ned cheeses, blue cheeses or cheese spreads, also me-
at products, fresh meat and giblets (98 and !13), oils
and fats/olive oil (107); table oils; breads, pasta, ca-
kes and beer.

Advantages enjoyed by producers - entrepre-
neurs but also farms - of traditional and regional pro-
ducts covered with protection of the EU legislation
imply that ehoosing this type of production might pro-
ve quite profitable in the future, also to Polish pro-
ducers, although one should not forget other stake-
holders within the industry, namely wholesalers, re-

tailers, hotels, restaurants, catering service providers
and other entities related to e.g. HoReCa.

To give an example - the turnover value of Ita-
lian PDO/PGI products in 2002 reached almost EUR
7,773 bin accounting for approx. 7% of the total va-
lue of agricultural production in Italy'-. The biggest
share of this value (accounting for a total of approx.
65 %), is taken by the following produets: Prosciutto
di Parma, Prosciutto di San Daniele, Grana padano
and Panniggiano Reggiano. Assuming that the turno-
ver value of PDO and PGI regional produets is 100%,
then cheeses account for 58.1%, and meat produets
account for 39.7%. As for olive oil, fruit and vege-
tables and other produets, none of them separately
exeeed 1%. The majority of Italian production of re-
gional products labeled with PDO and PGI is scatte-
red in terms of geographical location. This is chiefly
a small scale production pursued by small local firms
or farms, e.g. tourist farms. Unfortunately small sca-
le production of some articles is a certain significant
difficulty as regards broader export as well as the exis-
ting sales structure.

In 2003 the total turnover value of PDO and
PGI labeled products in France was estimated at
BUR 3.15 bin. The production accounted for, direc-
tly, from 53 to 65 th. jobs. The produclion of the abo-
ve mentioned products kept over 21000 producers bu-
sy, along with 765 processing plants and more than
25000 distributors, wholesalers, etc. France is world
renowned producer of various eheeses (Comte, Roqu-
efort, Cantal and Reblochon) or wines'\

In Spain, like in other countries, quality re-
gional products are produced in various areas of the
country and on various scale. Despite this, the tumo-

" Goszczynski. D. (2006). Uwarmikowania rozwojii rynkow prodiiktow
tradycyjnych i regionatnych. Handel wewnctrzny Marketing. Rynck.
Przedsiebiorsiwo. Nr 6 s. ft

'- Project DOLPHINS 2001. Conimci QLK5-2OO0-OO5Q3. OLP sector
in Italy....; Nomisma (2000), VIII Rapporto Nomisma suiragricollura
italiana. Bologna. Novemlier 200!
" Projcci DOLPHINS 2001, Conlracl OLK5-2O0O-0O593, OLP sector in
France INRA, Le Mans, France
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ver value of PDO and PGI labeled products amoun-
ted to EUR 542.6 bin in 2002 and was the biggest wit-
hin the sector of processed meat products (i.e. ham,
other meat products and preparations) and cheeses.
As for Portuguese market for regional quality pro-
ducts, the last decade has brought a dynamic incre-
ase in the value of the total turnover, which in 2003
amounted to EUR 70.09 bin'"*. Fniit sector was the
biggest one in terms of the turnover of quality regio-
nal products (EUR 38 mln.), followed by cheese sec-
tor (EUR 12.39 mln.), beef, olive oil, meet products
and mutton (interchangeably), honey and goat meat.
The lion's share of these products is consumed wit-
hin the state, most of regional food (beef, goat meat,
processed meat) are not exported outside the region
of production. However, as much as 86% fruit produ-
ced in 2003 was exported, which might justify an opi-
nion that this very sector relies heavily on internatio-
nal trade.

As underlined by Vinaver et al.'^, referring
to the calculations of Nomisma Institute "... dispari-
ties in the sales value of particular products are enor-
mous. As an example, the annual amount generated
by the sales of as much as 50% of registered products
is lower than EUR 5 mln; five biggest producers of
eold meats and cheeses sell approx. 90% of all the
products of the sector' What is important, the sales
value of the products eoneertied grows approx. by
5-8% year by year. In Great Britain approx. 65% of
traditional and regional food products were sold on
local markets and 33% on national market, while the
remaining 2% were exported. The value of these pro-
ducts was estimated at GBP 3.75 mln. and accounted
for nearly 6% of the value of British turnover of fo-
od articles"".

Traditional and regional products in Poland -
market development possibilities

In Poland, like in other new Member States of
the EU, the traditional and regional food market is on-
ly being established. In the European Union the pro-
ducts in question are an important element of produc-
tion diversification, not only in the case of fanners.
They are an important source of income for local po-
pulations, they infiuence economic development of ru-
ral areas, they help preserve and create new jobs (job

'̂  Project DOLPHINS 2002. Contract QLK5-2000-OO593, OLP sector
in Portugal. Antonio Fragata, Maria Manuela Leiiao. rMA-EAN_DE-
EESA. Oeiras, Portugal
'* Vinaver. K., Jasiriski. J. (2004). Rynek produktow regionainych w
wybranych krajach Unii Europejskiej. [w:] Rzeczpospolita produktow
regionainych Wyd. NOS.FFW, ,^GRO SMAK". MCBnSiR, SSFP. Pa-
ryz, S.36
'" Rzytki, M. (2005). Sprzedac prodiikt tradycyjny. [w:] Gasiorowski M.
(red.). O produkiach Iradycyjiiych i regionainych. Mozliwosci a polskic
realia. Fundacja Fundiisz Wspolpracy. Warszawa, s. 335.

activation) in production, processing as well as distri-
bution of the products. They prevent depopulation of
rural areas, and thanks to dissemination of knowled-
ge of the goods concerned they are an attractive way
of (niral) tourism promotion in the region concerned
and they help establish powerful brands which arc re-
cognizable worldwide.

In Poland the production of tbe products con-
cerned is pereeived as an opportunity to stimulate
rural areas, although Polish agriculture is still noto-
rious for its very low productivity, fragmentation of
famis, ineffective use of manpower, relatively low le-
vel of farmers' education and equipment in farm de-
viees and machinery, which is usually outdated and
its value has long ago depreciated. Although the con-
ditions in which we must modernize and restructu-
re our agricultural sector are quite specific, positive
trends, taking account of multiftinctional and sustai-
nable development, arc already observable. Conside-
ring a low level of fann specialization, underinvest-
ment, fragmentation and poor competitiveness of pro-
duction, an opportunity is sought in diversification
of farm activities toward income diversification, es-
pecially non-agricultural income, e.g. tourism, packa-
ging, small scale processing, trade, advisory sci-vices,
alternative services, handicraft, ete. As an altemative
one should bring niche activities into attention, such
as organic production or integrated production, as
well as the production of quality traditional and/or re-
gional food. There is a chance for diversified activity
in rural areas (especially peripheral areas, or LFAs)
to strengthen economically the farms and enable lo-
cal population to become more active in the fields
of identifying themselves with rural culture and tradi-
tion of their home region. It is hoped that agricultural
production shall increase its added value in the futu-
re. The aim is that a product undergo (as much as pos-
sible) at least a simple processing into a half-proees-
sed good or final good, e.g. jams, cheeses, butter, bre-
ad, processed goods, and ready-made dishes, etc. and
not be sold, like now, as a raw material - which is the
reason for its relatively lower real price. An equally
important aspect of sustainable rtiral development in
Poland is, apart from economic functions and good
conditions for social development, the role of the ru-
ral areas in the preservation and revitalization of land-
scape values and natural resources, i.e. preservation
of good environmental condition of waters and soils,
diversity of habitats and biodiversity of fauna and fio-
ra, as well as cultural heritage of rural areas and revi-
talization of social bonds.

We must remember that an analysis of the mar-
ket of traditional/regional products in its current sha-
pe is quite constrained. On the one hand, producers,
and most of all. individual producers, are not willing
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to share economic information (e.g. concerning an-
nual production volume, average price of product
sold, cost of production, number of staff employed in
production, or types of marketing strategics used (if
any), clc.) in the scope of problems concerning pro-
ducts that arc usually produced at home, occasional-
ly, during the season. On the other hand, consumers
interpret the notion "traditional" or 'regional' quite in-
dividually, they might not know the exact definition,
and they might not be able to objeetively tell the dif-
ference between an original product and a counter-
feit. Thus, these terms are usually identified intuitive-
ly with such expressions as: 'produced according to
a traditional recipe', 'regional', 'grandma's or grand-
pa's', 'home made', 'traditional', 'niral', 'old Polish',
etc. Products labeled with such expressions are posi-
tively associated by consumers. Thanks to this emo-
tional assessment they immediately gain a compara-
tive advantage in tcmis of marketing. This situation,
i.e. lackof knowledge about difference between PGI,
PDO, TSG products and 'traditional', etc. labeled pro-
ducts, must be changed and efforts must be made to
educate consumers towards informed choice.

This problem is addressed by means of natio-
nal and local actions, e.g. advertisement campaigns,

TV commercials, radio broadcasts aiming at disse-
mination of knowledge about the advantages and on
the very existence of original traditional and regional
food in Poland. Moreover, Polish consumers have
hitherto been acquainted with food quality marks
during campaign 'Originality Protected'. Hundreds
of authentie foods are already identifiable in Poland
thanks to a contest 'Our Culinary Heritage' held since
2000. Various schemes are implemented by MARD,
Agrieultural Market Agency, ARMA, Extension Cen-
ters, local animators, foundations, associations. As-
sociation of Provinces, Polish Chamber of Regional
and Local Products, etc. Promotion of products has
become a permanent event organized as a tourist at-
traction such as a day of.. .(certain product), culinary
route, fair, various folklore events. Events are organi-
zed at the level of provinces, poviats, gminas and in
smaller localities, which show abundance and boun-
ty of cultural heritage, including culinary heritage of
local communities. These events are held in cycles
or as individual events and are related not only with
food, but also witli e.g. handieraft, which also gives
potential for creating bonds of a given food product
with a given region, which contributes to developing
a complete tourist product.

Table 3

Selected aspects of operation of traditional and regional products* market in Poland

Description
Advantages

- no mandiitory registration of business for agricultural raw
materials (quotas)
- culinary heritage
- information in mass media
- direct sale of goods
- awareness of higher price of the goods
- products and their producers are no more anonymous
- product quality - unique
- consumer eonnotations
- top trends: tradition and 'back to the roots' trend
- growing interest of consumers
- governmental support schemes

1

Disadvantages
- lack of consumer infomiation, lack of infonnation about
recipient, no knowledge of competitive position, or expan-
sion possibilities on a given market, or market absorbance
- lack of continuous supplies
- lack of equal treatment of products (raw material, half-pro-
cessed, highly processed product)
- lack of equal treatment of firms and farms
- seasonality of product dominates
- non-synchronized actions, mainly individual actions
- distribution channels
- small scale of production
- small fimis have high growth potential thanks to a stratet-
gy to operate in market niches
- insufficient marketing and management skills
- stronger position of agent and sometimes quasi monopolis-
tic position in tenns of soft price setting
- high production costs
- supply and sale of products
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Table 3 eontinued

Development opportunities Risks for further operations
- activating joint creation of local initiatives
- altemative source of fair income
- for farms, micro and small firms
- for local community, job market, local activities groups
- integral clement in the development of an attractive tou-
rist product
- possibility of applying for veterinary, sanitary or hygienic
derogations from production requirements
- niche market
- certification, protection against counteifeit
- profitability of production, trading activities
- initial stage of market development
- growing demand
- funds/measures in the framework of PROW 2007-2013
- implementation of "Quality Tradition" system

- legal and administrative obstacles
- less and less support from public administration institu-
tions
- scale of "green zone" ,
- initial stage of developing a system for product control
- lack of products In shops
- lack of development strategy at governmental and local
levels
- lack of training and advisory system for producers on tax
law, veterinary., hygienic and sanitary provisions concer-
ning business and marketing actions
- lack of support for product
- time
- economic factors
- individual actions rather than integration
- lack of knowledge on product identification

Source: own studies.

In the reeent deeade, espeeially more inten-
sively after joining the EU, Poland has been trying
to revitalize and develop the identity of 'rural home-
land'- a heritage quiekly forgotten by those migra-
ting to big eities in order to seek a job or better li-
ving eonditions. All currently undertaken initiatives
(soeial and eultural, reereation and sports initiatives)
serve promotion of mral areas, including dissemina-
tion and preservation of natural and historieal heri-
tage, tradition, art and eulture, e.g. through Leader
Axis 4 in RDP 2007-13. They shape publie domain
and are a strong asset in identifying original traditio-
nal produets by eonsumers (referred to as 'bastions of
tradition'). By organization of training, workshops,
meetings, courses, fairs, contests, produet days, loeal
craftsmanship is promoted, loeal tradition is cheris-
hed (rites and eustoms, vernacular language) skills
and handicraft are protected from being forgotten by
detnonstrating how to produee regional speeialties.
Various shows, presentations, expositions display pro-
ducts, the recipes of which have been forgotten, erea-
ting an opportunity to taste and purchase thern. Sueh
meetings are a reminder of a different culinary cultu-
re, of making products based on herbs eollected in
nearby forests, meadows and grounds, including fun-
gi, berries, grasses, ete. Preservation of local eultural
and historieal heritage through reconstruction, rene-
wal and labeling of various arehitectural sites, recor-
ding of loeal ancient buildings, equipping local mu-

seums, village clubs, initiating the marketitig of pro-
duets and services based on local resources - thanks
to all these actions fanners, rural eomtnunities, small
family businesses and other village dwellers feel ne-
eded, while they ean profit from market eeonomy at
the same time.

In such an attractive way touristn may develop
in the region. In addition, entrepreneurial behaviors
of mral inhabitants are encouraged through the estab-
lishment or modemization of local tourist database,
catering database, small business services, creation
of interesting websites, preparation and publieation
of folders, catalogues, maps, eookbooks, albums, culi-
nary guides (eotieeming e.g. cakes, curd cheeses, eold
cuts, wine, tneads, aneient ways of bread inaking, eu-
ring of meat), calendars and other publications con-
eeming traditional and regional food.

In addition, by tneans of constmction, reconst-
mction or labeling of tourist landscape structures
(viewpoints, recreation sites, barbecue sites, ski-rou-
tes, water-routes, bike routes, horse-ride routes, wan-
dering routes or educational routes), or by means of
preservation, revitaiization, proteetion or labeling of
valuable local landseape and natural heritage (inclu-
ding Natura 2000 sites) a tourist product is created,
whieh might be an interesting offer to everybody, inc-
luding adventurers, or gounnets craving for refined
tastes of local cuisine - which are available espeeial-
ly in mral areas.
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Table 4
Selected factors concerning economic operations »f a producer of traditional and

regional products in Poland (PEST analysis)

Factors
political and legislative

- food safety legislation
- heath provisions
- environmental provisions
- lobbying
- production quotas
- EU schemes
- protection of employees

social and cultural
- consumer preferences
- life style of particular social groups
- social education
- consumer awareness
- integration
- role of advertising. PR, marketing
- social, national bonds, customs and tradition.
values

system of

economic and demographic
- economic cnses
- tax policy '
- monetary policy
- consumption expenses and social demands
- foreign currency exchange rates
- income level and structure and income distribution
- demographic changes (market segmentation, e.g. aging
society)
- market position and market competitiveness
- production effectiveness
other
- time
- imiovativencss and technology
- new products and services
- access to information
- financial aid

Source: own studies.

It is to be remembered that a lot of Polish re-
gions, like in the case of EU-27. feature a typically ru-
ral character. This is the rural sector with vi'hieh ma-
ny business entities are related. Agrieulture is the sec-
tor u'ithin which over 2.7 mln farnis operate due to
family traditions and hereditary management tradi-
tions. These farms focus on extensive variety of pro-
duction. The fanns differ from one another in the de-
gree of being active on the market (in terms of produc-
tion volume). A lion's share of farms features small
economic potential, which only allows for so-called
subsistence production, although any surplus produc-
tion may be sold on the market. At certain fanns the
production is withheld for various reasons (especial-
ly économie reasons), suspended temporarily or pur-
sued only for the needs of the farm. It is these fanns
that may become more viable thanks to the produc-
tion of traditional or regional products, assuming that
the managers of these farms are willing to take a chan-
ce. The third group of fanns is the fanns focused on
market production, featuring a high degree of speciali-
zation, the real businesses. The number of such farms
is still too small. Having regard to these entities, espe-
cially to their structure and hitherto production scale,
one might assume that, in the case of traditional and
regional foods, they will beeotne a reliable and equi-
valent trade partner for distribution networks or for
the consumer.

Conclusions

Traditional or regional products registered or
pending registration as PDO. PGI or TSG are regar-
ded as a "novelty' on the Polish market. The position
of the majority of these products is well established
in tenns of brand, especially local brand. They are so-
metimes well-known within a region, e.g. Kalisz wa-
fers, St. Martin's crescent rolls, Cracow bagel. Oscy-
pek smoked cheese, Vistula sour cherry, heather ho-
ney from Lower Silesia Forest, etc. However, the ma-
jority of these produets are not widely known in Po-
land - they are known only locally. Thanks to consu-
mers' needs and attitudes the current or future market
position of these goods, as e.g. luxury foods, or foods
associated with prestige and quality cuisine, may un-
doubtedly accelerate their production dynamics.

Very often while buying foodstuffs the consu-
tners take account of health benefits, natural environ-
ment of production, quality and organoleptic features
rather than economic concenis. albeit the latter are
still important. It is very important to create positive
connotations with a given product and its manufaetu-
ring tradition rather than with a price. It is also impor-
tant that consumers are willing to pay more for this
quality product, because they are aware of the value
(in their opinions) they purchase with the product con-
cerned. A lot of consumers assess a product's quali-
ty by how much it costs. Because of this, one should
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skiliñilly use all the tools available to properly posi-
tion those foods on the market - through the synergy
effect - and to get the most out of it at the satnc time.
An old principle saying that 'the art is not to produce,
but to sell with profit' also applies to the seetor of tra-
ditional and regional produets.

In Poland, like in other EU Member States, one
can see the respect for and high market position of
these exeeptional products. The production of these
products involves the whole technical infrastructure
of the produeers, contributes to the retention (and cre-
ation) of jobs, which require skilled and honest wor-
kers. Moreover, the production of these products is
based on the use of natural resources as well as vario-
us skill-requiring production techniques. The produc-
tion of traditional and regional products contributes
to communities' integration, eherishes target partners-
hips whieh result in better focused production plan-
ning, which takes account of market needs, or even
anticipates them, and helps deerease the eosts related
to supplies and marketing.

The rules and tendencies of eonsumer beha-
vior are particularly important in the construction of
marketing instruments - from the development of a
new product to a planned distribution strategy, set-
ting the price and promotion. The knowledge of con-
sumer preferences and needs is vital when making de-
cision eoneeraing the marketing of new produets, es-
pecially in the niche market.

The EU system for protection of quality food-
stuffs by means of PDO, PGI and TSG marks is an
opportunity for Polish producers to distinguish their
products from the flood of mass and conventional pro-
duction. It is hoped that Poland shall, in the near fu-
ture, also have a leading position, next to France, Ita-
ly. Spain, Portugal. Greece or Germany, in the mar-
keting of these produets, whieh, due to their variety
and bounty of culinary or natural traditions, are me-
ant to promote and protect national heritage. Through
adequate promotion of the diversity of traditional and
regional products, and through intentional education
of consumers and adequate marketing strategies, it is
possible to build up product brands and in this way to
show a positive image of Poland and its exceptional
foodstuffs, which shall stimulate the development of
rural areas, in whieh the products concerned are pro-
duced and processed as an interesting culinary alter-
native.
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Santrauka

Globalizacijos procesas, daánai vedantis vartojimo
slandartizacijos link, vercia zmones vis daániau ieSkoti
nL'tradiciniii produkti}, kurie skiriasi nuo kitq prekiq. Tai
tampa paskata puoseléti victos ir regiono tradieijas. KulÍ-
narinis pavcidas liudija mûsq nacionalinç tapatybç ir in-
dividualumq. Europos Sqjungos (ES) salyse domcjiniasis
tradiciniu ir regioniniu maism didéja, o vartotojai vertina
originalius, natüralius ir kokybiákus produktus. Regioni-
niai ir tradiciniai produktai registruojami nacionaiincse
sistemóse, laip pat ES sistemoje kaip saugomos kilmés vic-
tos nuoroda (SKVN), saugoma geografiné nuoroda (SGN)
ir garantuotas tradieinis gaminys (GTG). Lenkijos gamin-
tojai laip pat turi galimybç saugoti savo salies kulinarini
paveld^. Jic gali registruoti zemés ükio produktus, maisto
produktus ir alkoholinius gcrimus ES sistemoje ir [traukti
juos i tradiciniq produktq s;\raâ£i (TPS). Lenkijos tradici-
nio ir regioninio maisto rinka dar forniuojasi. Zinojimas,
kaip poteneialüs pirkéjai suvokia Siuos produktus. padés
apibrézti pirkimo galimybes ateityje, o tai ypac svarbu ku-
riant âiq^rink .̂

Siuo straipsniu siekiama identifikuoti pn'vataus ir
vieSojo sektoriaus (ypac savivaldybii)., vielos instituciji¡ ir
vietiniq organizaeijn, gamintojq) vaidmeni kuriant ir pléto-
janl tradicinius lenkiSkus produktus. lánagrinétas kokybés
polilikus íonnavimas ES, ypac Lenkijoje, taip pat atskleis-
ta, kad iniciatyva yra efektyvus metodas [traukti vietos
bendniomenes ( bendr^ sprendiniq del jij kaimiSkiyn vie-
tovin plétros koncepcijos krypties ir igyvendinimo proce-
sa. Straipsnyje prislatomi mokslinio tyrimo meiu gauti re-
zultatai (projektas „Bendradarbiavimo fondas", programa
„Agro-Sinak 2"), kuriame tirios vartolojq nuomonés ir jq
poziüriai, t. y. polinkis pirkli tradieinius / regioninius len-
kisku.s produktus. Surinkla lyrimo medziaga leidzia daryti
isvadíi, kad rinkos tradieiniams ir regioniniams produk-
tams Lenkijoje sukúrimas ne lik turi daugybç privalumq,
bet kelia ir lam liknf rizikq, kurioms isvengti reikés skirti
ypatingu démesi, kuriame greiciausiai bus issami salii} na-
riii, kurios Siuo metu yra SKVN ir SGN rinkos lyderés,
paiirties analiza.

Tradiciniií ir regioniniií produktij klausimas Len-
kijoje yra naujas, taíiau jis pamaèu ir sistemingai tampa
kasdienc Icnkii gyvenimo dalimis. Todcl büti¡ idoniu ¿inoti
tyrimq, kuriuos autorè atliko dalyvaudama projekte „Varto-
toji} nuomonés ir pozifirio [ regioniniq / tradiciniij produk-
txi pirkimít Lenkijoje eharakteristikos", finansuojaniame
„Bendradarbiavimo fondo'" léSomis, gautomis pagal pro-
gram^ „Agro-Smak 2". rezultatus. Praktinis tyrimas buvo
atliktas 2007 ni. rugscjo-spalio men., laikant tiesiogini in-
Icrviu su PENTOR Research International S.A. lechninés
pagalbos darbuotojais. Atlikti du matavimai, kiekviename
pasitelkta atskira niai;daug 1 000 zmoniq reprezentalyvioji
imtis. Respondentams pateikti klausimai buvo suskirsty-
ti i 5 grupes. Pinnoji grupé buvo susijusi su respondentn
ziniomis apie tradicinius ir regioninius maisto produktus
ir jq nuomone apie ji¡ pirkimq ;̂ anlroji- su áiij produktiv
matomumu rinkoje. TreÔioji klausimq gnipé buvo susijusi
su ketinimais pirkli ateityje, ketvirtoji- su Siq produktq
nepirkimo priezastimis, o penkloji- su infomiacijos apie
aptariamus produktus Saltiniais.

Atlikti lyrimai parodé. kad 52 proc. respondentq
pareiáké zinq apie Lenkijos tradicinius / regioninius mais-
to produktus. Atsüvelgiant [ socialinius ir demografinius
ypatunnis. galima teigli, kad daugiau motenj (57 proc.) nei
vyrq zinojo apie siuos produktus. Siij zmoniq ainzius svyra-
vo nuo 40 iki 59 m., jie turéjo geresn; iSsilavinim^ (daugii-
ma - 67 proc. - buvo igijç aukstiyi iSsilavinim^). Znioniq,
sakiusiii, kad jie zino apie iradicinius / regioninius maislo
produktus, grupéje daugiausia sudaré vadovaujantis perso-
nalas ir b¡uri¡ darbuotojai, asmenys. kuriij pajamos virSijo
3 000 PLN per ménesj. taip pat Centrinés-Rytij ir Centri-
oés-Vakarq Lenkijos daliij gyventojai. Tarp respondentq
daugiausia Siij produklti pirkimu susidomèjo 30-39 m.
asmenys, turintys auksl^i issilavininiíi, gaunanlys didziau-
sias pajamas, gyvenantys mieste, kuriij gyventoju skaiôius
viríija 200 tükst. 65 proc. asmenq, tvininusii[. kad zino
apie tradieinius / regioninius maisto produktus, íeigé per-
kantys juos retkarciais. 60 proc. a.smenii, tvirtinusiq, kad

51



zino apie tradicinius / regioninius produktus, teigé perkan-
tys siuos produktus. Respondcntai mincjo skoni kaip vie-
n̂ ^ pagrindinÍ4 veiksniij, itikinanciqjuos pirkti produktus,
kuriuos jie siuo metu laiko „tradiciniais / regioniniais'V Ji¡
nuomone, butent si vcrtybé isskida toki maisti^ is kitq ze-
més ükio maisto produktq. Antras pagal svarb^ veiksnys
buvo vartotojo produkto pomégis, o treciasis veiksnys bu-
vo produkto sviezumas ir natûrali kilmé. Be to, vartotojai
labai vertino produktLi kokybç ir faktq, kad vartodami siuos
produktus jie gali saugoti savo ir seimos narii^sveikatq^. Ki-
tas svarbus, nors ir reéiau minctas veiksnys buvo produkto
kilmes zinojimas ir faktas. kad jie zinomi vaiiotojams jau
nuo vaikystcs. Minetieji atsakymai laikytini sio unikalaus,
labai kokybisko maisto, kuris ateityje pasirodys rinkoje,
pozymiais ir didele vertybe.

Produkt^ kokybé ir kaina, taip pat galiojimo trukmé
ir sudêtis taip pat yra svarbus veiksniai, s^lygojantys tradi-
ciniii / legioniniij produktq pirkimq .̂ Siandien vartotojai
kreipia maziau demesio ( produkto pricinamumt^Hnkoje,
pakuotç ir kokybç liudijancius scrtifikatus, taciau galima
pagristai manyti, kad tai téra laikina. Kaip maistq, kuris
gali tapti populiarus taip vartotojq ateityje. respondentai
dazniausia nurodc sias tradiciniq / rcgioniniq produktiv
grupes: vytintus mésos produktus - kumpius, dcsras ir kt..
duon%. zuvi ir zuvies produktus. vaisius, zalî ^ més^ ir mé-
sos produktus. taip pat kaimiskus sûrius. Vartotojai taip pat
minéjo darzoves, medq, duonos ir pyrago gaminius - ries-
tainius, apskritas bandeles ar pusménulio fonnos bandeles
ir kt., mésos subproduktus - kraujines desras, slégtainius,
pastetus ir kt., sultis ir kitus nealkoholinius gérimus, no-
kintus sûrius, vaisiq ir dai-zoviij produktus - marmeladus,
uogienes, slyvq dzcmus, dziovintus vaisius ir darzoves ir

saldumynus; tortus, pyragaicius, sakocius ir kt. 41 proc.
respondcntu^ teigé, kad televizijos programos yra pagrindi-
nis informacijos apie tradicinius / regioninius produktus
saltinis. Tiesiogiai is zmonii^ gaunama infonnacija (asme-
niniai kontaktai, seimos ir draugif rekomendacijos) nuiody-
ta kaip antrinis saltinis. Beveik kas penktas tyrime dalyva-
vçs asmuo apie nagrinéjamus produktus suzinojo mugése,
parodose ar ispardavimuose, taip pat is rasytiniq saltinit| -
spaudos, reklaminiq skrajuciq. Kas desimtas respondentas
tvirtino gavçs ziniq apie produkty susitikime su konkretaus
produkto gamintoju. Paklausti. ar zino tradicinin / rcgio-
niniu tnaisto produktiv z.cnkiininiti, daugiau nei 40 proc,
respondent^ teigé anksciau tokio nematç. Daugiau nei
20 proc. vartotojii teigé zjnî  tradiciniq / regioniniq mais-
to produktiv zenklinim^ ES. Sie respondentai zenklinim£\
siejo su auksta ir géra kokybe, konkreciam regionui bûdin-
goniis prekéms, arba laiké juos kokybés garantija pirkéjui.
Be to. jie pabrézé. kad butent ES zenklinimas infonnavo
apie tradicinius produktus.

Vartotoji) eigsenos dcsningumai ir tendcncijos yra
ypac svarbios pasirenkant rinkos instrumentus - nuo naujo
produkto kûrimo iki numatomo platininio strategijos, kai-
nos nustatymo ir rckiamavimo. Vartotojij porcikiq ir kam
jie teikia pinnenyhç zinojimas yra pagrindinis priimant
sprendimitdél naujij produktij rinkodaros, ypac periferiné-
se rinkose.

Pagrindiniai zodziai: SKVN, SGN. tradiciniai ir re-
gioniniai maisto produktai, kaimo plétra.
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