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Abstract

The main marks to identify regional and traditional products in the European Union are: a
Protected Designation of Origin (PDO) and a Protected Geographical Indication (PGI) — both
emphasizing the relationship between the quality and place of origin of a product, and a
Traditional Specialty Guaranteed (TSG) — highlighting their traditional production method.
These instruments ensure that producers are protected against unfair competition and allow
them to promote their products. At the same time, they inform a consumer of the specificity
and uniqueness of the products. These processes involve preserving culinary and cultural
heritage, promoting and spreading the tradition across Europe. Many of the indications
assigned apply to products manufactured under difficult soil and climatic conditions or
products related to highly labour-intensive production methods. Registering a name of an
agricultural product or a food product in the EU quality scheme as a PDO, a PGl and a TSG
makes the registered name protected against an unauthorized use in trading across the EU.
The right to use a logo recognizable by EU consumers and the registered name is vested
exclusively in producers who come from a territory described in an application for
registration, produce the product according to its specification and by using raw materials
reported at the stage of registration. Thanks to the logo placed on a package, consumers get
clear information on the product which influences demand and boosts sales of such products.

As part of the national quality scheme, there are currently 1,570 different traditional or
regional products registered in Poland. These products are entered in the List of Traditional
Products kept by the Minister of Agriculture and Rural Development. Compared to the EU,
however, it is nothing impressive, because Poland has only 37 products registered under EU
quality schemes and another 2 products are awaiting registration. Among EU Member States,
Poland is ranked eighth, lagging far behind countries such as: Italy (284), France (234) or
Spain (193). However, it is a leader among new Member States, i.e. ahead of the Czech
Republic (33), Slovenia (22), Slovakia (18) and Hungary (14).

Owing to the recipes and technologies used, Polish regional and traditional food products are
characterized by excellent taste and aroma. These values largely determine competitive
advantages of producers of such products over industrial-scale food producers.
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Introduction

Increasingly diversified expectations of consumers with regard to food due to globalization
processes and the desire to preserve national cultural values encourage interest in traditional
and regional food. Unique values of such food are a combination of specific features of raw
materials, the processing process and their place of origin. These values prove the authenticity
of food of this category.

The EU food quality scheme distinguishes between two main categories of products:
traditional products® and regional products®. Traditional products are marked as a Traditional
Specialty Guaranteed (TSG), while regional products, i.e. products of known origin — as a
Protected Designation of Origin (PDO) or a Protected Geographical Indication (PGI). If
assigned to products, the indications referred to above officially confirm their high quality and
guarantee their origin. A symbol of one of the three certificates placed on a product label
guarantees exceptional product quality arising out of specific regional conditions, history or a
unique manufacturing tradition. Assigning the product an indication guarantees that it is
legally protected against any attempt of falsification or counterfeit and that consumers are
confident that the food they buy is of very high quality and, at the same time, is characterised
by a unique traditional production method (Gtodek, 2015, p.p. 2-5).

The scheme for the protection and promotion of regional and traditional products is one of the
most important factors affecting the sustainable development of rural areas and the
implementation of the objectives of the second pillar of the Common Agricultural Policy
(CAP). It also contributes to the diversification of employment in rural areas, thus creating
non-agricultural livelihoods and increasing agricultural producers’ income. It is very
important, especially for remote areas or less favoured areas, as it prevents their depopulation.
Furthermore, the scheme for the protection and promotion of regional and traditional products
preserves rural cultural heritage which largely contributes to increasing the attractiveness of
rural areas and the development of agro-tourism and rural tourism (Kowalska, 2014, p.p. 122-
123).

The aim of the article is to present how important regional and traditional products are in
today's globalised world and what impact they have on improving the competitive position of
Polish food producers in foreign markets. The study usesdata from the Ministry of Agriculture
and Rural Development of the Republic of Poland on regional and traditional products entered
in the List of Traditional Products in Poland as well as data from the European Commission
on products registered as: a Protected Designation of Origin (PDO), a Protected Geographical
Indication (PGI) and a Traditional Speciality Guaranteed (TSG).

® Traditional products are those whose quality results from their special composition and manufacturing method.
They often come from a particular region or country, but are produced in other regions or countries due to their
popularisation and reputation.

* Regional products are those that are identified with a particular region. These products must be produced from
raw materials or/and local semi-finished products on an individual basis and not on a massive scale, and must be
environmentally friendly. Regional products are the pride of a particular region, area, as they are created with the
involvement of a local community.
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Market of Regional and Traditional Products in the European Union

As part of the policy of quality and distinguishing food products, the European Union drafted
specific provisions (Regulation of the European Parliament and of the Council (EU) No
1151/2012 of 21 November 2012)to promote products produced by using traditional methods
as well as local raw materials and semi-finished products. It is a scheme for the certification
and labelling of agri-food products with a distinctive character arising out of the specific
features of their regions of origin or their traditional production method consistent with
culinary heritage values (recipes passed down from generation to generation). This is to
reflect the specific quality of regional and traditional food, to increase consumers' trust in it
and to protect the products against unfair appropriation of their names or counterfeit
(Gulbicka, 2014, p.p. 9-22).

The quality policy pursued in the EU gives consumers confidence that the food they buy is of
high quality and, at the same time, was produced by using a unique traditional production
method. One of the basic ways to pursue the quality policy in the EU is distinguishing agri-
food products, which originate from specific regions and which are characterised by a
traditional production method, with marks confirming their high quality. The identification
and selection of individual products are made easier by the following indications (Fig. 1): a
PDO, a PGI and a TSG (Gajkowiak, 2006, p.p. 246-253;Commission Delegated Regulation
(EU) No 664/2014 of 18 December 2013).

PDO PGI TSG

Figure 1.EU indications of regional and traditional products

Source: Annex 1 to the Commission Delegated Regulation (EU) No 664/2014 of 18 December 2013 (...) (OJ L
1790f 19 June 2014, p. 22).

Protected Designation of Origin (PDO) — it is a European mark awarded to regional
products of exceptional quality whose name refers to their place of origin and highlights their
relationship with this place. All raw materials for the manufacturing of these products come
from a specific geographical area and all manufacturing phases take place in this area.

Protected Geographical Indication (PGI) — it is a European mark awarded to regional
products of exceptional quality whose name refers to their place of origin and highlights their
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relationship with this place. The PGI indicates that at least one product manufacturing stage
must take place in an area to which its name refers, thus giving it its unique character.

Traditional Speciality Guaranteed (TSG) — it is a European quality mark awarded to
products with a traditional name which refers to their specific character or which is
traditionally used for these products. ATSG product must be manufactured from traditional
raw materials, according to a traditional recipe, which is passed down from generation to
generation, or by using traditional methods.

Geographical indications, designations of origin and certificates of specific character are very
prestigious awards which are recognisable by consumers in the European Union and have a
substantial impact on demand. They boost sales of registered products which are no longer
anonymous to consumers and are characterised by proven high quality and a traditional
manufacturing method (Borkowska, 2008, p.p. 107-110).

Products registered or entered by the European Commission in the Register of Protected
Designations of Origin (PDO) and Protected Geographical Indications (PGI) or the Register
of Traditional Specialities Guaranteed (TSG) are protected against:

e any direct or indirect commercial use of a registered name in respect of products not
covered by the registration where those products are comparable to the products registered
under that name or where using the name exploits the reputation of the protected name;

e any misuse, imitation or evocation, even if the true origin of the product is indicated or if
the protected name is translated or accompanied by an expression such as "style", "type",
"method", "as produced in", "imitation” or "similar";

e any other false or misleading indication as to the origin, nature or essential qualities of the
product that is used on the inner or outer packaging, advertising material or documents
relating to the product concerned, and the packing of the product in a container liable to
convey a false impression as to its origin;

e any other practice liable to mislead the consumer as to the true origin of the product
(Regulation (EU) No 1151/2012).

[ ]

Registering the product's name as a geographical indication, a designation of origin or a

guaranteed traditional specialty ensures that no one across the European Union can make an

unauthorised use of the registered name in trading. The right to use the logo and the registered
name is vested exclusively in producers who come from a registered territory producing the
product according to its specification in a particular geographical area. If assigned, an
indication thus protects producers against an unauthorised use of the product's name and
allows for highlighting the product's uniqueness, while providing consumers with reliable
knowledge of the origin and features of products and traditional production methods
(Borkowska, 2015, p.p. 21-25).

The scheme forthe registration and protection of regional and traditional products has existed
in the European Union since 1992 and has been modelled on a long-running French scheme.
Over twenty-four years, the European Commission has registered 1,338 products from EU
Member States, including 604 as a PDO, 676 —as a PGI, and 58 —as a TSG.
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The highest number of registered products is in Italy (284) which is followed by France (233),
Spain (193), Portugal (136), Greece (103), Germany (88) and the United Kingdom (60). In
this regard, Poland is ranked eight with 37 products, ahead of the Czech Republic (33),
Slovenia (22), Slovakia (18) and Hungary (14) (Fig. 2).
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Czech Republic
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Hungary m PDO
Netherlands
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o
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Figure 2.Number of registered traditional and regional products in specific EU Member States by indication: a
PDO, a PGl and a TSG (as at 20 July 2016)

Source: DOOR-Database of Origin and Registration, http://www.ec.europa.eu/agriculture/quality/door/list.html.

In the category of PDO food products, the first place is taken by Italy with 165 products of
which 49 products are cheeses, 42 — oils and fats, while 35 — fruit and vegetables. The second
place is occupied by Spain with 101 PDO products (oils and fats — 31, cheeses — 26, while
fruit and vegetables — 25), the third place — by France with 98 products (cheeses — 45, fruit
and vegetables — 20), the fourth place — by Greece with 75 products (including: fruit and
vegetables — 27, oils and fats — 19, cheeses — 16), while the fifth place — by Portugal with 64
products (fruit and vegetables — 15, other products of animal origin — 12, and cheeses — 11).

However, most PGI products were registered by France (134), including: fresh meat and offal
— 62, fruit and vegetables — 33, and meat-based products — 14. The second place was taken by
Italy — 117 products (fruit and vegetables — 73, meat-based products — 20, and bread, pastry,
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cakes, confectionery — 10), the third place went to Spain — 88 products (fruit and vegetables —
37, fresh meat and offal — 19, bread, pastry, cakes, confectionery — 15, meat-based products —
10), the fourth place — to Germany — 76 (fruit and vegetables — 20, meat-based products — 17,
and bread, pastry, cakes, confectionery — 9), while the fifth place — to Portugal — 71 (meat-
based products — 39, fresh meat and offal — 14, fruit and vegetables — 13).

The countries with the most PDO products (Italy, Spain and France) are the same countries
which have most PGIs (France, Italy and Spain), the only difference is their order. The share of
the three countries in the total number of PDO and PGI products is respectively 60% and 50%.
The situation is different in the category of TSG products. The first place (with 9 products) is
taken by Poland, the second place — by Slovakia (7), the third place — by Belgium (5) which is
followed by Spain (4) and Bulgaria (4). The share of these countries in the total number of
products in this category is 50% of which 15% is attributable to Poland. The fewest products
in this group come from Portugal, France and Austria (only 1 product from each country). In
turn, countries such as: Germany, Denmark, Greece, Ireland, Luxembourg, Estonia, Cyprus,
Malta, Romania and Croatia, do not have any products registered in the TSG scheme.

As far as a product class is concerned, the most products are registered in Class 1.6. — Fruit
and vegetables (362), with Italy (108 products), Spain (62), France (52) and Greece (43) at the
forefront. Class 1.3. — Cheeses, includes 236 registered products of which 53 are from France,
51 — Italy,29 — Spain, and 21 — Greece. Class 1.2. — Meat-based products, comprises 182
registered products (Italy and Portugal — 41 each, France and Germany — 17 each, Spain — 15).
Class 1.1. — Fresh meat and offal, includes 154 registered products of which 71 are from
France,whileClass1.5. — Oils and fats, comprises 129 products, including 43 — Italy, 31 —
Spain, and 30 — Greece (Tab. 1).

Each EU Member State specialises in other regional or traditional agri-food products. In the
Italian market, primarily domestic fruit and vegetables and their products, cheeses, oils and
fats and meat products are protected, in the French market — fruit and vegetables, cheeses and
meat, in the Spanish market — fruit and vegetables, oils, cheeses and meat, in the Greek
market — in addition to cheeses, numerous species of fruit and vegetables. Categories of
products, which constitute the smallest group in the list of the EC, are as follows: beer (26
products), pasta (7) and other products (14) (Tab. 1).

The most famous names of food products registered by the EC in EU quality schemes include:
Italian names — Gorgonzola (cheese) Mozzarella di Bufala Campana (cheese), Parmigiano
Reggiano (Parmesan cheese) Prosciutto di Parma (Parma ham), French names — Camembert
de Normandie (cheese), Requefort (cheese), and Greek names — Feta (cheese) and Olympia
olive oil.
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Table 1. Number of registered traditional and regional products in specific EU Member States
by product class (as at 20 July 2016)

5 Product class
Comtiss) 0 | 13.] 15 [ 14 | 15| 08 7 [ 18] 21.] 25 | 34| 6. | 27 | 53 | 55, [oma]. P o
Austria 2 6 1 1 o 1 16
Belgium 2 1 1 4 1 3 2 2 18
Germany 5 17 9 1 1 22 8 5 9 8 1 2 88
Denmark 2 2 2 6
Spain 19 15 29 6 31 62 5 8 2 15 1 193
France 71 17 52 9 10 53 5 8 3 1 2 1 1 233
Finland 1 2 1 2 1 2 1 10
Greece 2 21 30 43 1 2 1 3 103
Ireland 1 1 1 5
Italy b) 41 51 5 43 108 5 8 1 13 3 1 284
Netherlands 8 4 1 1 14
Portugal 31 41 12 12 6 2 1 1 4 136
Sweden 1 2 1 1 2 7
UK 13 4 16 1 7 10 5 2 1 1 60
Luxembourg 1 1 1 1 4
Poland 1 5 4 1 2 1 4 1 6 37
CzechRep. 4 3 3 2 3 9 9 33
Hungary 1 4 4 3 1 1 14
Slovakia 4 10 2 1 1 18
Slovenia 8 4 3 2 1 1 2 1 22
Lithuania 1 2 2 1 1 7
Latvia ¥ 1 )} 2 5
Estonia 0
Cyprus 1 3 4
Malta 0
Romania 1 1 1 3
Bulgaria 5 1 6
Croatia 1 5 2 3 1 12
INTOTAL 154 182 236 45 129 362 44 53 26 13 73 2 7 6 3 3 1,338

Source: DOOR-Database of Origin and Registration, http://www.ec.europa.eu/agriculture/quality/door/list.html.

1.1. — Fresh meat (and offal); 1.2. — Meat-based products; 1.3. — Cheeses; 1.4. — Other products of animal origin
(eggs, honey, various dairy products except butter); 1.5. — Qils and fats (butter, margarine, oils); 1.6. — Fruit,
vegetables and cereals, fresh or processed; 1.7. — Fresh fish, molluscs, crustaceans and products derived
therefrom; 1.8. — Other food products (e.g. spices); 2.1. — Beer; 2.3. — Confectionery, pastry, cakes (TSG); 2.4. —
Bread, pastry, cakes, confectionery, biscuits; 2.6. — Mustard paste; 2.7. — Pasta; 3.2. — Essential oils; 3.5. —
Flowers and ornamental plants; other — hay, cochineal, wool.

By the end of 2015, 37 Polish agri-food products were registered in the European
Commission which ranks Poland eighth among EU Member States. Just as in the entire EU,
most products were registered as a PGl also in Poland — 20 (ninth position in this category in
the EU). These are: "middwrzosowy z BorowDolnoslaskich", "rogal$wietomarcinski",
"wielkopolskisersmazony", "andrutykaliskie", "truskawkakaszubska", "fasolakorczynska",

"middkurpiowski", "kietbasalisiecka", "suskasechlonska", "obwarzanekkrakowski",
"jabtkatackie", "$liwkaszydtowska", "chlebpradnicki", "midddrahimski", "jablkagrojeckie",
"kotacz$laski",  "serkorycinskiswojski",  "jagni¢cinapodhalanska",  "cebularzlubelski",

"krupnioki$lagskie". In the PDO category (ninth place in the EU),8 products have been
registered so far (i.e.: "bryndzapodhalanska", "oscypek, redykotka", "wisnianadwislanka",
"podkarpackimiddspadziowy", "karpzatorski", "fasolaPigknyJas", "fasolawrzawska", "miod z
Sejnenszczyzny"), while inthe  TSGcategory  (first place) — 9  products
("staropolskiemiodypitne"  ("pottorak", "dwodjniak", "trojniak" and "czworniak"),
"olejrydzowy", "pierekaczewnik", "kielbasajalowcowa", "kietbasamysliwska", "kabanosy")
(Ministerstwo...).
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Market of Regional and Traditional Products in Poland

The market of regional and traditional products is a relatively new field of the Polish agri-
food sector. Poland's accession to the EU enabled Polish food producers to participate in the
European policy of quality and distinguishing selected regional and traditional products with
marks certifying their quality and originality. The Act of 17 December 2004 on the
registration and protection of geographical indications for agricultural products and foodstuffs
and on traditional products (Journal of Laws of 2005 No 10, item 68 as amended) and
implementing acts of the Minister of Agriculture and Rural Development are legal acts which
govern tasks relating to regional and traditional products in Poland (Ustawa z dnia 17 grudnia
2004 r.).

In accordance with the Act referred to above, the Minister of Agriculture and Rural
Development is responsible for accepting, assessing and forwarding applications for the
registration of designations of origin, geographical indications and traditional specialties
guaranteed to the European Commission. Furthermore, the Act governs issues related to the
following: principles and mode of assessment of applications for the registration of
designations of origin, geographical indications and certificates of specific character; tasks of
individual bodies involved in the procedure for awarding indications to products; principles
and mode of inspection of agricultural products and foodstuffs with a protected designation of
origin, a protected geographical indication or a certificate of specific character; terms and
conditions of keeping the List of Traditional Products.

In addition to regulations on the registration of names at the EU level, the Act also sets up the
List of Traditional Products which is kept by the Minister of Agriculture and Rural
Development of the Republic of Poland®. The List includes products whose quality or unique
features and properties are due to using traditional production methods. These products are
part of the cultural heritage of their region of origin and are part of the identity of the local
community. These are, inter alia: cheeses, curd, ice cream, breads, pastry and cakes, soups,
dumplings, noodles, pasta, meat, fish, fruit, vegetables, mushrooms and honey, beer, tinctures,
liqueurs, spirits, juices and other soft drinks(Ministerstwo...).

At present, there are 1,570 different traditional products registered in Poland under national
quality schemes. Most products were registered in 2006 — 185, in 2007 — 174, and in 2013 —
178 products.In the geographical structure, leaders in terms of the registration of traditional
products in the Polish quality scheme are the PodkarpackieVoivodeship — 209
products,Matopolskie and Pomorskievoivodeships — 174 each, the LubelskieVVoivodeship —
163, and the SlaskieVoivodeship — 138. The fewest traditional products are registered in the
Warminsko-MazurskieVoivodeship — 26,the Zachodnio-PomorskieVVoivodeship — 38,the
DolnoslaskieVoivodeship — 46, and the LubuskieVoivodeships — 58 (Fig. 3).

> The List of Traditional Products is only to collect and disseminate information related to the production of
traditional products. Upon entry of the product in the List of Traditional Products, its name is not protected and
production is not inspected for conformity with the declared manufacturing method. Producers of products
entered in the List of Traditional Products are eligible to be exempt from sanitary and veterinary requirements if
a traditional recipe makes it necessary.

68

Regional and Traditional Products as a Way to
Improve Competitiveness of Polish Food DOI: 10.19275/RSEPCONFERENCES009
Producers in Foreign Markets

Iwona Szczepaniak

Mirostawa Tereszczuk




RSEP International Conferences on Social Issues and Economic Studies ISBN: 978-605-307-447-2
2nd Multidisciplinary Conference, Madrid, SPAIN 2-4 November, 2016

www.rsepconferences .COMM

In the PodkarpackieVoivodeship, registered products include mostly meat products
(72),bakers' wares and confectionery (46) as well asprepared meals (45). The situation in the
MatopolskieVoivodeship is similar as these products are: meat products (52), bakers' wares
and confectionery (34), prepared meals (31). In the PomorskieVVoivodeship, most products
were registered in the following categories: prepared meals and dishes (53), bakers' wares and
confectionery (29) as well as meat products (27). In the SlaskieVoivodeship, these are mostly
prepared meals and dishes (56) as well as bakers' wares and confectionery (32) (Tab. 2).

Table 2. Number of products entered in the List of Traditional Products in specific voivodeships in Poland by
product group (as at 20July 2016)

Voivodeships Dairy Meat Fishery | Vegetables Bakers' wares Oils Prepared meals % Other

in Poland products | products | products | and fruit and confectionery | and fats Honey ad dishes Deiks products s
Dolnoslaskie 4 8 3 4 8 1 6 6 6 46
Kujawsko-Pomorskie 5 8 6 14 1 1 16 12 67
Lubelskie 6 23 3 14 40 6 8 34 27 2 163
Lodzkie 3 27 1 16 21 2 3 15 13 101
Lubuskie 6 9 4 6 9 1 4 4 14 1 58
Matopolskie 11 52 6 14 34 1 5 31 15 5 174
Mazowieckie 3 30 2 7 10 4 6 11 12 4 89
Opolskie 3 10 2 9 12 2 3 15 2 4 62
Podkarpackie 17 72 2 9 46 2 3 43 13 209
Podlaskie 10 12 2 5 10 2 3 11 3 3 61
Pomorskie 3 27 17 14 29 5 3 53 18 5 174
Slaskie 12 12 5 9 32 2 3 56 6 1 138
Swietokrzyskie 2 19 6 13 13 4 3 7 4 1 72
‘Wamminsko-Mazurskie 3 13 1 3 4 2 26
Wielkopolskie 6 33 1 7 5 6 2 20 10 2 92
Zachodnio-Pomorskie 3 6 6 7 9 3 3 1 38
INTOTAL 94 358 61 142 294 62 327 160 33 1,570
Sharein% 6.0 228 39 9.0 18.8 25 39 20.8 10.2 2.1 100.0

Source: http://www.minrol.gov.pl/Jakosc-zywnosci/Produkty-regionalne-i-tradycyjne/Lista-produktow-
tradycyjnych.

Figure 3. Number of traditional and regional products in specific voivodeships in Poland (as at 20 July 2016)

Pomorskie e e

Zachodnio-

Podlaskie

In total
1,570

Source: http://www.minrol.gov.pl/Jakosc-zywnosci/Produkty-regionalne-i-tradycyjne/Lista-produktow-
tradycyjnych.
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The assortment structure of products registered in the List of Traditional Products in Poland is
dominated by meat products — 358, which represent 23% of all registered products, the second
place was taken by prepared meals and dishes (327) with a share of 21%,followed by bakers'
wares and confectionery (294) — 19%, drinks (160) — 10%, as well as fruit and vegetables
(142) — 9% (Fig. 4).

other products dairy products

drinks 2% [33] 6% [94]
10% [160]
meat products
23% [358]
ready meals and
dishes

21% [327] -

fishery products

0,
honey 4% [61]

4% [62]

_ fruit and
oils and fats/ pakersTwares and vegetables
2% [39] confectionery 9% [142]

19% [294]

Figure 4. The assortment structure of Polish agricultural and food products entered in the List of Traditional
Products in Poland (as at 20July 2016)

Source: Own study based on data from the Ministry of Agriculture and Rural Development;
http://www.minrol.gov.pl/Jakosc-zywnosc/produkty-regionalne-i-tradycyjne/Lista-produktow-tradycyjnych.

The sector of traditional and regional food in Poland is developing dynamically as evidenced
by the number of reported and registered products. Additionally, more and more producers
seek to manufacture high quality food for which demand is growing. This interest stems from
the fact that the production, protection and promotion of high quality food play a significant
role in the EU (Winawerand Wujec, 2013, p.p. 19-20).

It should be stressed that, owing to the recipes and technologies used, regional and traditional
food products from Poland are characterised by excellent taste and aroma. These values
largely determine competitive advantages of producers of such products over industrial-scale
food producers. Polish traditional and regional food is gaining increasing recognition among
foreign consumers.

Summary and Conclusions

The EU market is dominated by mass-produced food products coming from industrial
production and by fast-food. This standardisation and harmonisation of food production are
largely due to the development of globalisation processes. Characterised by labour- and time-
intensive production methods and based on natural local raw materials, the production of
regional and traditional food is the opposite of mass food production. Consumers and
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producers in Poland and other EU Member States are increasingly interested in regional and
traditional food which is distinguished by special quality, but it is still only a negligible
segment of the market in most countries.

Since Poland's accession to the EU (1 May 2004), Poland has participated in the EU quality
scheme for agri-food products on an equal footing with other Member States. The registration
of regional and traditional products as a PDO, a PGI and a TSG is based on EU law.
However, Polish provisions lay down an institutional framework that makes it possible to
implement these schemes at the national level.

The market of regional and traditional food in Poland has great potential for development.
This is a relatively new branch of food production, but the number of certified products,
which are registered as a "Protected Designation of Origin" (PDO), a "Protected Geographical
Indication™ (PGI) or a "Traditional Specialty Guaranteed" (TSG), increases year after year.
The manufacturing of products covered by the schemes allows for changing a competition
strategy and using other competition instruments by producers — instead of manufacturing
large volumes of homogenous products and competing mainly on low price, it is possible to
produce products with special values (inter alia, taste, health values) and of high quality
which are addressed to more demanding consumers.

Despite the development of globalisation processes of the food economy in the world,
consumers are eager to return to their "roots", to the tradition of their "ancestors”, not only
when it comes to cultural and outlook issues, but also when it comes to shaping eating habits.
This is to be achieved by the action of the European Commission and authorities of specific
EU Member States, including Poland, which are oriented precisely towards protecting
traditional products. There are more and more Polish products entered in the lists of protected
indications, but the society still knows very little about it. Therefore, advertising campaigns
are necessary to make consumers aware of taste and health values of traditional and regional
products. At the same time, such campaigns foster the development of this segment of the
market in Poland and an improvement in the international competitiveness of Polish
producers of traditional and regional food. Through its impact on consumer awareness,
registering products as regional or traditional ones contributes to the promotion of such
products. The increased awareness of products among consumers means, therefore, their
higher sales.

Polish food products successfully compete in foreign markets with products offered by
producers from other EU Member States as evidenced by systematic growth in Polish export
of agri-food products (increased six-fold during Poland's membership in the EU). At the same
time, the share of commodities in its structure decreases and that of processed products
increases. The most competitive sectors of the Polish economy are meat, dairy, fruit and
vegetable, confectionery and cereal processing sectors. Poland is a major exporter of meat and
meat products. Export of poultry and beef has been rapidly increasing in recent years. Export
of smoked-meat products, including Polish sausages and pork hams which are increasingly
appreciated abroad because of their taste and quality, is gradually increasing as well. There
was also an increase in export of dairy products, including ripened cheeses. Polish fruit and
vegetables, fruit and vegetable juices as well as frozen and other processed fruit and
vegetables are very popular in foreign markets. Moreover, a large share in Polish export is
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held by pastry, chocolate as well as candies and chocolate products. Exported products are
produced primarily by the modern food industry which, in technological terms, is at the same
level as the food industry from highly developed countries in Western Europe.

Apart from industrially produced products, the Polish food sector has numerous traditional
and regional products to offer to foreign recipients. The list of protected geographical
designations registered in the EU quality scheme includes 37 Polish specialties, including:
honey, meads, cheeses, sausages, fruit and vegetables, bread, bakers' wares and cakes as well
as sweets. Polish regional and traditional products with EU indications are products of
guaranteed high quality. They are produced only in certain regions of Poland based on
traditions shaped by generations, from traditional raw materials and by using traditional
methods, with values significantly different from mass production.

Geographical indications of agricultural products and foodstuffs are important for a future EU
agricultural policy. As a matter of fact, they are a particular asset for producers in an
increasingly globalised market. Efforts to compete on product quality would be futile if
geographical indications of agricultural and food products were not adequately protected in
international markets. As the EU concluded many bilateral agreements, European
geographical indications are protected in, inter alia, Switzerland, South Korea, Mexico,
Colombia, Peru, while farmers and food processors may compete internationally on, above
all, product quality.

The further development of the agri-food sector in Poland is guaranteed by the use of both
modern processing technologies and the industrial-scale production of food addressed to a
mass audience as well as the use of traditional production technologies (original recipes and
local raw materials) and the production of high quality regional products (regional
specialties). On the one hand, these products will be unified and, at the same time, relatively
cheaper, and — on the other hand — healthy, natural and traditional, but more expensive. The
former will be due to the use of primarily a cost leadership strategy and the latter — a
concentration strategy (market niche).
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