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Paris Convention 1883 Paris Convention 1883 --19671967
Repression of False IndicationsRepression of False Indications

Madrid System Madrid System –– 18911891
Repression of False or Deceptive Indications in Products (35 M)Repression of False or Deceptive Indications in Products (35 M)Repression of False or Deceptive Indications in Products (35 M)Repression of False or Deceptive Indications in Products (35 M)

Stressa ConventionStressa Convention –– 19511951Stressa Convention Stressa Convention 1951 1951 
International Convention on the Use of Appellations of Origin International Convention on the Use of Appellations of Origin 

and Cheese Designations and Cheese Designations (4 M)(4 M)

Lisbon Agreement Lisbon Agreement -- 1958 1958 
Protected Designations of Origin and International RegisterProtected Designations of Origin and International RegisterProtected Designations of Origin and International Register. Protected Designations of Origin and International Register. 

Repression of False or Deceptive Indications (26 M)Repression of False or Deceptive Indications (26 M)
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Economic effects of each agreement on GI Economic effects of each agreement on GI 
d t ?d t ?products?products?
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MULTILATERAL FRAMEWORKMULTILATERAL FRAMEWORKMULTILATERAL FRAMEWORKMULTILATERAL FRAMEWORK
TRIPS TRIPS -- WTOWTO

(153 M)(153 M)(153 M)(153 M)

RELEVANT ASPECTS OF THE AGREEMENT RELEVANT ASPECTS OF THE AGREEMENT 

RegulatesRegulates private rightsprivate rightsRegulates Regulates private rightsprivate rights
Creates an Creates an ""International Public Law International Public Law 
SystemSystem"" applicable to "disputes between applicable to "disputes between 
public organizations" public organizations" p gp g
TerritorialTerritorial rightsrights

5



TRIPS TRIPS ImplementationImplementation
Art. 1.1Art. 1.1

StatesStates areare sovereignsovereign toto establishestablish aa broaderbroader
protectionprotection thanthan requiredrequired underunder thethe agreement,agreement,
althoughalthough thisthis isis notnot mandatorymandatory..

""MembersMembers shallshall bebe freefree toto determinedetermine thethe appropriateappropriate
methodmethod ofof implementingimplementing thethe provisionsprovisions ofof thisthismethodmethod ofof implementingimplementing thethe provisionsprovisions ofof thisthis
AgreementAgreement withinwithin theirtheir ownown legallegal systemsystem andand
practice"practice"practicepractice
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TERRITORIALITYTERRITORIALITYTERRITORIALITYTERRITORIALITY

►►Intellectual property rights are territorial, Intellectual property rights are territorial, 
i.e. they are valid in an area limited to the i.e. they are valid in an area limited to the yy
territory of the granting state.territory of the granting state.

►►Protected GIs in a Member will not Protected GIs in a Member will not 
necessarily be protected in others.necessarily be protected in others.
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GEOGRAPHICAL INDICATIONSGEOGRAPHICAL INDICATIONS
Article 22Article 22

TheyThey iidentifydentify aa goodgood asas originatingoriginating inin thethe
territoryterritory ofof aa Member,Member, oror aa regionregion oror
localitylocality inin thatthat territory,territory, wherewhere aa givengivenyy y,y, gg
quality,quality, reputationreputation oror otherother characteristiccharacteristic
ofof thethe goodgood isis essentiallyessentially attributableattributableofof thethe goodgood isis essentiallyessentially attributableattributable
toto itsits geographicalgeographical originorigin..””
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TRIPS PROTECTIONTRIPS PROTECTIONTRIPS PROTECTIONTRIPS PROTECTION

aa.. GeneralGeneral protectionprotection systemsystem applicableapplicable toto
allall productsproductsallall productsproducts

PreventPrevent misleadingmisleading consumersconsumersPreventPrevent misleadingmisleading consumersconsumers

Prevent unfair competition Prevent unfair competition pp

bb SpecialSpecial system applicable to wines andsystem applicable to wines andb.b. Special Special system applicable to wines and system applicable to wines and 
spiritsspirits
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ARTICLE 22 TRIPS ARTICLE 22 TRIPS 
IT IS THE LEVEL OF PROTECTION IT IS THE LEVEL OF PROTECTION 

APPLICABLE TO:APPLICABLE TO:

►►OLIVE OIL OLIVE OIL 
►►TABLE OLIVETABLE OLIVE

Not necessarily positive recognitionNot necessarily positive recognition
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EXCEPTIONS TO WINE GI PROTECTIONEXCEPTIONS TO WINE GI PROTECTIONEXCEPTIONS TO WINE GI PROTECTIONEXCEPTIONS TO WINE GI PROTECTION
ART. 24ART. 24

AppliedApplied forfor oror registeredregistered trademarkstrademarks
GenericGeneric namesnamesGenericGeneric namesnames
GrapeGrape varietiesvarietiespp
NamesNames ofof peoplepeople oror theirtheir predecessorspredecessors usedused
inin tradetrade transactionstransactionsinin tradetrade transactionstransactions
GIsGIs notnot protectedprotected inin originorigin oror inin disusedisuse
RecognitionRecognition ofof homonymyhomonymy (art(art.. 2323))
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WTO DOHA ROUND WTO DOHA ROUND 
The extension of additional GI protection to The extension of additional GI protection to 

other agricultural productsother agricultural products

►►No negotiating mandateNo negotiating mandate

►►Under discussionUnder discussion

►►Uncertain outcomeUncertain outcome►►Uncertain outcomeUncertain outcome

Now minimum mandatory GI protection forNow minimum mandatory GI protection forNow minimum mandatory GI protection for Now minimum mandatory GI protection for 
agricultural products (art.22)agricultural products (art.22)
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INTERNATIONAL AGREEMENT ON OLIVE OIL INTERNATIONAL AGREEMENT ON OLIVE OIL 
AND TABLE OLIVES, 2005AND TABLE OLIVES, 2005

►► Commitment to detailed consideration of the definition of Commitment to detailed consideration of the definition of 
designations and geographical indications of designations and geographical indications of economic economic g g g pg g g p
interestinterest to Membersto Members

►► Minimum national legal provisionsMinimum national legal provisions necessary to ensure necessary to ensure 
their protection in the territory and in international trade their protection in the territory and in international trade 
related with designations and GIsrelated with designations and GIsrelated with designations and GIs related with designations and GIs 

►► Creation of aCreation of a "system of mutual recognition""system of mutual recognition" ofof►► Creation of a Creation of a system of mutual recognitionsystem of mutual recognition of of 
geographical de indicationsgeographical de indications
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PARAMETER DEFINING OLIVE OILPARAMETER DEFINING OLIVE OILPARAMETER DEFINING OLIVE OILPARAMETER DEFINING OLIVE OIL

The IOOC should adopt decisions to ensure The IOOC should adopt decisions to ensure 
that allthat all genuine olive oilsgenuine olive oils are covered by itsare covered by itsthat all that all genuine olive oilsgenuine olive oils are covered by its are covered by its 
standardsstandards and can be protected by GIsand can be protected by GIs
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NEW WORLD'S VIEW ON GEOGRAPHICALNEW WORLD'S VIEW ON GEOGRAPHICALNEW WORLD S VIEW ON GEOGRAPHICAL NEW WORLD S VIEW ON GEOGRAPHICAL 
INDICATIONSINDICATIONS
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►►Europe first to protect products with a Europe first to protect products with a 
reputationreputation due todue to originorigin with intellectualwith intellectualreputationreputation due to due to originorigin with intellectual with intellectual 
property rights.property rights.

►►Around the world there are products withAround the world there are products with►►Around the world there are products with Around the world there are products with 
reputation reputation attributable to the attributable to the originorigin even if even if 
th t t t d ith i t ll t lth t t t d ith i t ll t lthey are not protected with intellectual they are not protected with intellectual 
property rightsproperty rights
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GEOGRAPHICAL INDICATIONSGEOGRAPHICAL INDICATIONSGEOGRAPHICAL INDICATIONSGEOGRAPHICAL INDICATIONS

AA li t lli t l t diff ti t d tt diff ti t d t►►Are a Are a policy toolpolicy tool to differentiate productsto differentiate products

►►The quality or The quality or reputation of the productreputation of the product is is 
essentially attributable to its essentially attributable to its geographical origingeographical origin

►►Policy Policy promoted by the EUpromoted by the EU in CAP IIin CAP IIyy p yp y

►►NoNo uniform definitionuniform definition of GIs and PDO inof GIs and PDO in►►No No uniform definition uniform definition of GIs and PDO in of GIs and PDO in 
international agreementsinternational agreements
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SITUATION IN DEVELOPINGSITUATION IN DEVELOPINGSITUATION IN DEVELOPING SITUATION IN DEVELOPING 
COUNTRIESCOUNTRIES

WEAKNESSESWEAKNESSES
►►High systemHigh system costscosts for the state and producersfor the state and producers►►High system High system costs costs for the state and producersfor the state and producers
►►Competes Competes with other with other "quality" "quality" programmes, programmes, 

Kosher, Halal, collective trademark, organic, Kosher, Halal, collective trademark, organic, 
etc.etc.etc.etc.

►► Benefits:Benefits: uncertain uncertain and very limitedand very limited
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Cont.Cont.

►►Little interest Little interest of governments in promoting of governments in promoting 
the system.the system.the system.the system.

►►Lack of funding to developLack of funding to develop GIs.GIs.
►►Uncertain resultsUncertain results..
►►It raisesIt raises false hopesfalse hopes in small producersin small producers►►It raises It raises false hopesfalse hopes in small producers.in small producers.
►►NoNo international obligationinternational obligation to protect them to protect them 

h hh hwith positive rights.with positive rights.
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Cont.Cont.Cont.Cont.

►►Low or zero consumer demandLow or zero consumer demand for GI for GI 
products. products. Interest in real originInterest in real origin..

►►GIs don’t necessarily change theGIs don’t necessarily change the price ofprice of►►GIs don t necessarily change theGIs don t necessarily change the price of price of 
productsproducts..

ffff f kf k►►It requires a greater effortIt requires a greater effort for market for market 
placement.placement.pp

►►Advance of private label brandsAdvance of private label brands..
C titi ithC titi ith l di b dl di b d tt►►Competition with Competition with leading brandsleading brands to to 
differentiate products.differentiate products.

20►►Little interest of producersLittle interest of producers in GIs.in GIs.



Occasional BenefitsOccasional BenefitsOccasional BenefitsOccasional Benefits

►►Promotion of associativism between Promotion of associativism between 
producers.producers.producers.producers.

►►Compliance with quality protocols.Compliance with quality protocols.
►►Uniformity in productionUniformity in production►►Uniformity in production.Uniformity in production.
►►Products with local identity.Products with local identity.
►►Promotion of the Promotion of the name of the country name of the country 

abroad as producer of foods associated orabroad as producer of foods associated orabroad as producer of foods associated or abroad as producer of foods associated or 
not with actualnot with actual “top quality”.“top quality”.
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CONCERNS ABOUT GIsCONCERNS ABOUT GIsCONCERNS ABOUT GIsCONCERNS ABOUT GIs

►► GIs are most developed inGIs are most developed in EuropeEurope butbut few are knownfew are known►► GIs are most developed in GIs are most developed in EuropeEurope butbut few are known few are known 
worldwideworldwide..

►► The use of The use of GIs GIs has not provedhas not proved to guarantee to guarantee greater market greater market 
access or bigger commercial success in relation toaccess or bigger commercial success in relation to other other 
t t it t istrategiesstrategies..

►► It has not been provedIt has not been proved that allthat all GI productsGI products havehave a speciala special►► It has not been provedIt has not been proved that all that all GI productsGI products have have a special a special 
qualityquality..

►► It has not been provedIt has not been proved that the use of that the use of GIsGIs provide more provide more 
economic benefits than economic benefits than TRADEMARKSTRADEMARKS or that or that economic economic 
b fi di ib d i h h ib fi di ib d i h h i
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benefits are distributed in the chainbenefits are distributed in the chain..



Results of Study by Results of Study by 
Insight ConsultingInsight Consulting

Olive Oil and Olive GIsOlive Oil and Olive GIs
►►120 of the EU120 of the EU
►►5 of Turkey5 of Turkey

1 f T i i1 f T i i►►1 of Tunisia1 of Tunisia
►►Other countriesOther countries Potential GIsPotential GIs►►Other countries… Other countries… Potential GIsPotential GIs
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We should ask…We should ask…

►►How manyHow many GI IOOC productsGI IOOC products are tradedare traded atat►►How many How many GI IOOC products GI IOOC products are traded are traded at at 
national level within the EUnational level within the EU??

►►How manyHow many GI IOOC productsGI IOOC products are exportedare exported??

►►What studies have been conducted to What studies have been conducted to 
evaluate evaluate differential benefitsdifferential benefits among originamong origin--
associated collective trademarks GIs andassociated collective trademarks GIs andassociated collective trademarks, GIs and associated collective trademarks, GIs and 
provenance?provenance?
WhWh i b fitt di b fitt d b GI IOOC t ?b GI IOOC t ?
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►►Who Who is benefittedis benefitted by a GI IOOC system?by a GI IOOC system?



Study on the Olive Oil Value Chain and Study on the Olive Oil Value Chain and 
Price Setting in SpainPrice Setting in Spain

►►+ 50%+ 50% of oils marketed with private labelof oils marketed with private label►►+ 50% + 50% of oils marketed with private label of oils marketed with private label 
brands.brands.
10%10% 12%12% l di b dl di b d►►10%10%--12%12% leading brands.leading brands.

►►The rest corresponds to small producersThe rest corresponds to small producers►►The rest corresponds to small producers The rest corresponds to small producers 
that trade locally.that trade locally.

►►31 PDOs31 PDOs 2% of total2% of total 25 000 tons25 000 tons►►31 PDOs 31 PDOs –– 2% of total 2% of total -- 25,000 tons25,000 tons
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g4 Estudio elaborado por la Agencia del Aceite de Oliva de España. Enero de 2010
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►►Will the current market equation change withWill the current market equation change with►►Will the current market equation change with Will the current market equation change with 
the IOOC system of GI protection? the IOOC system of GI protection? 

►►Does a Does a commoditycommodity turn into a turn into a specialty productspecialty product
just with a GI?just with a GI?

►►Why has Why has the CAP IIIthe CAP III for the development of for the development of 
GIsGIs not succeeded innot succeeded in changing or avoidingchanging or avoiding thetheGIsGIs not succeeded in not succeeded in changing or avoidingchanging or avoiding the the 
current sales structure of olive oils in Spain, current sales structure of olive oils in Spain, 
Europe and their exports to the rest of theEurope and their exports to the rest of theEurope and their exports to the rest of the Europe and their exports to the rest of the 
world?world?
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WHAT REAL BENEFITS HAVE BEENWHAT REAL BENEFITS HAVE BEENWHAT REAL BENEFITS HAVE BEEN WHAT REAL BENEFITS HAVE BEEN 
GAINED FROM OTHER GI GAINED FROM OTHER GI 

AGREEMENTS?AGREEMENTS?AGREEMENTS?AGREEMENTS?

WHAT REAL BENEFITS WOULDWHAT REAL BENEFITS WOULDWHAT REAL BENEFITS WOULD WHAT REAL BENEFITS WOULD 
DEVELOPING COUNTRIES WITH NO DEVELOPING COUNTRIES WITH NO 

GIs TO PROTECT HAVE?GIs TO PROTECT HAVE?
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MARKET STRATEGIES IN NEW MARKET STRATEGIES IN NEW 
WORLD COUNTRIESWORLD COUNTRIESWORLD COUNTRIESWORLD COUNTRIES

WHAT DO CONSUMERS LOOK FOR?WHAT DO CONSUMERS LOOK FOR?
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DO CONSUMERS IDENTIFY THEDO CONSUMERS IDENTIFY THEDO CONSUMERS IDENTIFY THE DO CONSUMERS IDENTIFY THE 
INTRINSIC CHARACTERISTICS OF A INTRINSIC CHARACTERISTICS OF A 
PRODUCT WITH ITS GEOGRAPHICALPRODUCT WITH ITS GEOGRAPHICALPRODUCT WITH ITS GEOGRAPHICAL PRODUCT WITH ITS GEOGRAPHICAL 

ORIGIN? OR MAKE A CHOICE BASED ON ORIGIN? OR MAKE A CHOICE BASED ON 
ORIGIN?ORIGIN?ORIGIN? ORIGIN? 

------
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ConclusionsConclusionsConclusionsConclusions

►►The TRIPS Council The TRIPS Council has not managed to solvehas not managed to solve the the 
unresolved GI issues.unresolved GI issues.

►►To date, GIs remain an To date, GIs remain an EU policyEU policy..
►► Policy ofPolicy of unclear resultsunclear results in terms of costs andin terms of costs and►► Policy of Policy of unclear resultsunclear results in terms of costs and in terms of costs and 

consumer awarenessconsumer awareness..
►►The IOOC shouldThe IOOC should continue discussing GIscontinue discussing GIs beforebefore►►The IOOC should The IOOC should continue discussing GIscontinue discussing GIs before before 

addressing the negotiation of a mutual recognition addressing the negotiation of a mutual recognition 
systemsystemsystem.system.

►►What is the benefit for What is the benefit for developing countries with developing countries with 
no GIsno GIs??
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