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Geographical Indicationsin France

A dynamic sector of the Food Industry
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Examples of French Gls

Spirits: Cognac, Armagnac

Wines. Champagne, Bordeaux, Burgundy,

Cheeses: Roquefort, Comte, Camembert from Normandy
Meat products: Bayonne ham

Plant products: Baux Valley olive oil, Camarguerice
Craft products. Puys lace

18 €B Turn over

* 18 €B turnover in 2004 for geographic indication (Gl) products, accounting for 15% of
global agro-food product turnover.

« Gl products over-perform export statistics, with a share of 30% of food industry exports.

Total production Exports
€B /2004 €B /2004
Total Food Gl products. %, Total Food Gl products. %
Products Products

30%

78 77, 15% .

Source : MAAPAR, INAO, CFCE
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Gl sector features— A new vitality for rural areas

« With 607 products, the GI sector concerns 23 % of French farmers.

* Gl producer number increased by 18% between 1997 and 2004, wheress the total number
of farmers decreased by 11% on the same period. Gl provides rura areas with anew

vitality.
Farmersinvolved
N in Gl Prod ( 000)
Type Number Example Total France Gl farmers
1997 2004 1997 2004
X St Emilion
Wines 470 Champagne l 3/11)
) 6 I +18%
Dairy prod. 47 gggﬁgm
Food prod. 23 Oliveail,
honey
Itry, fruit
Pal o7 & vegetabies
TOTAL 607

Gl farmers 1997 : 18 %
2004 : 23 %

Source : MAAPAR, INAO, ENITA Clermond-Fd
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Geographical Indications

A tool:
to create value
to maintain employment and vitality in production area
to preserve environment, biodiversity, landscape
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Retail price of Gl productsis higher

* Theretail price of Gl productsis higher than the price of similar products. This difference
pays for the process & production commitments, and the quality signa to the consumer. The

gap is on average 30% for cheese.

 This gap can be considerably more important for afew specific products, such aswine.

Cheeseretail price®
€/kg

Gl All cheeses

D 30%

10,42

8,11

@ Based on retail benchmark SECODIP, 2004

Wineprice®
€l

Gl Other wines

D 230 %

(@ Based on exports 99-2004

Source : MAAPAR, ONIVINS, CFCE, INAO

Geographic Indication : agrowth incentive

well asland value.

» Geographic indication creates value. Following the Gl registration, output increases, as

« The implementation of ajoint distinctive signal is a positive asset to support a well-known
product on the market. It also creates confidence in order for the producers to invest.

Output increases: the example of

Morbier
2004
5000 tons;
40 farmers
1998
2500tons ;
25 farmers
Gl, dec 2000

Other cheese GI have shown strong increase of their output
after Gl qualification:

« Rocamadour : +8%/year after 1996

« Valencay : +16%l/year after 1998

Land valueincreases : the example of

olivefields of Nyons agry
Value of theland / Dréme 20:04
35 %) ®
30 95
Olivetrees Gl
25
s 20
S .- 74
B+
T Olivetreesnon Gl
10
18
5 Orchards
0 T T T
1999 2000 2001 2002

« The value of olive GI land increases 2% faster than the value of
basic olive land.

« Nyons producers have replanted 10% of theland that was
declining before Gl registration.

Source: MAAPAR, AOC « Morbier » AOC « olive et huile d' olive de Nyons », INAO

D Average growth rate per year
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Geographic indications/ trademarks : distribution of valueis more

favorable to farmers with Gls

* Primary producers (farmers) fully benefit from their participation in Gl production, by

getting ahigher pricefor their products.

« This bonus on the purchasing price pays for the production & process commitments that
must guarantee that the product istypical. It also pays for the renown of the product.

Milk : purchasing priceto producer

Distribution of value/ olive oil

Gl non Gl
Trademark
Retail 8, 6 €/l
price
6€ll

Purchasing

riceto

ar mer

« In both cases, the share to the producer is about 60% of
retail price.

« For GI, purchasing price to farmer is 50% higher.

« In France, commitments on yield efficiency are limited, the
price difference goes mainly to the benefits.

Source: INRA, INAO, Huile d' olive de Nyons
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Example of COMTE CHEESE
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* Comté vs Emmental : close origins but opposed
developing strategies

Origins
*» Geographical area
* Technical constraints to keep the milk

COMTE @ % EMMENTAL

Gl strategy Industrial strategy

Heritage protection and local Generic product and production
delocalization

> DE L'ALIMENTATION, DE LA PECHE ET DESAFFAIRES RURALES
Liberté + Egalité + Fraternité
REPUBLIQUE FRANGAISE

* Introduction / Comté cheese

* A cheese that can be kept
* Adapted to local conditions

* Roots from the Middle-
Ages

* Gl as soon as 1958

* Produced in Franche-
Comté
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Economic impact: development of production

* Comté production in Franche-Comté hasincreased at aregular pace of 3%/year for
10 years, whereasthelocal Emmental production has dropped

55 000
50 000 -

Supply control
come /“/ Improvement of
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25 000
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Comté & Emmental in Franche-Comté — Production evolution (tons)

source: DRAF

Economic impact: localisation of production

« Comté production hasremained localised in Franche-Comté as an up-mar ket product,
whereas Emmental production wastransferred to the West, as a basic product

COMTE EMMENTAL
1971 % 2002 % 1971 % 2002 %
1402
69
1292
Ain
48 631
West 5
29903 97 Other historical 61
Franche 96 areas 20
Comté FrancheComté [/344717] 34 1
Total 31195 50 033 Total 101 970 257 929
Comté production - France (tons) - source : DRAF Emmental production - France (tons) - source : DRAF
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Economic impact: add valued

* Comté up-mar ket strategy has an impact at every stage of the production value with higher pricesthan
those observed in the Emmental sector. M oreover, the gap isincreasing.

Milk price (€/hl)

40,00

Gross price - maturing (€/kg)

Comté

oo milk k!

55

Comté

30,00 - 5
f*/. Basic milk
25,00

ﬁ:%\‘ Emmental

45
VY 9%
20,00

4
1980 1985 1990 1995 2000 2005 1990

Consumer price (€/kg)

0 Comté/

46 %
s

f 20%

g

Emmental

1990 1992 1994 1996 1998 2000 2002 2004

1992 1994 1996 1998 2000 2002

« Comté isin the up-market segment

* Emmental is considered more as a cooking
ingredient rather than a cheese (55% grated
cheese)

Economic impact: farm profitability

® The economic profitability of milk farmsin the Comté area hasregularly increased, and has nowadays a
32% premium on Franche-Comté milk farms outside the Gl area.

30 000

Comtéarea

25000

32%
,-/\ Improved

15 000 4

% profitability

Non-Gl area
Lower volatility

10 000 T

1988 1990 1992 1994 1996 1998 2000 2002

Source: SCEES

Evolution of theresult before tax, per farm specialized in bovine milk - K€
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Employment impact

* The number of full time equivalent jobs per litreis5 times higher in the Comté
sector (not including milk producers)

Administration

Packaging

Maturing and
selling

Collect and
primary
processing

TOTAL

Comté
0,13

30

Emmental

AN
06

3,0 FTE vs 0,6 in the
Emmental sector

0,5 indirect FTE per
Ml in the Comté sector
(promotion,
consulting...)

Total jobs in the Comté

business

Milk 3200
producers

Direct jobs 1520
Indirect jobs 250
TOTAL 4970

Number of full time equivalent jobsper 1 000 000 liters collected
Source: fédération des coopératives laitiéres du Doubs, DPEI estimates

Economic impact: rural development

* Comté, asatraditional product, contributesto the promotion of tourismin the
region, and to develop food and hostelry activities

Gl area - 2002

2 190 000 overnight
stays

115 000 visits of
“fruitieres”

30 000 visits of maturing
caves, amagjority of
visitors buying cheese

A museum (lamaison du
Comté) is dedicated to this
cheesein Poligny

Tourist animations on the
theme « Routes du Comté »

Q

Les Routes
du Comté

Gl area: 5% of the farms
are concerned

Non-Gl area: 3%
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Environment / landscape impact

* The Comté GI helps preserve open landscape, transition between grasslands and
forests, that aretraditional in Jurarearing areas.

Jura mountains, open Haute Vosges (non-G| area), Haute Sadne (non-Gl area),
landscape, grazed (Gl area) closing landscape closed

Sourceimages: "Territoires de Franche-Comté en images. CD Rom. Ecole d'agriculture de Levier et Cnerta-enesad Dijon"
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