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Summary and Introduction

Optimising Regional Markets — A Promising
Approach for the Alpine Space

Some of the Alpine Region’s most important character-
istics are a wide variety of high quality products and cul-
tivated and natural landscapes with a high degree of
biodiversity. But the difficult topographic situation leads
to difficult production conditions for agriculture. The in-
creasing approximation of the agricultural prices within
the EU to global market levels and the significant reduc-
tion to be expected in EU-funding represent enormous
challenges to the agriculture of the Alpine Region.

Tourism is a significant economic factor in the Alpine
Space. It is subject to strong competition, however,
caused by cheap long-distance travel offers and the
development of new tourist destinations. A decline in
classic Alpine tourism is to be expected as a result of
climate change.

Regarding to renewable energy the Alpine Region en-
joys a great potential which needs to be further devel-
oped due to economic and ecological considerations.
The sector is characterised by a high proportion of
small- and medium-sized companies (SMEs). It will be
one of the main challenges to optimise the range of
products offered and to increase the economic impact.
Regional cooperation of
SMEs is seen as one of
the most promising ap-
proaches to meet these
challenges.

One possible response
to the challenges repre-
sented by the globalised
markets and other de-
velopments  discussed
above is the strengthening of the regional economy
and its long-term orientation. Through the setting up
of regional economic cooperation or the optimisation
thereof, small- and medium-sized businesses can be

increasingly interconnected and value-creation chains
can be improved.

These ideas bear enormous chances especially for the
Alpine Space, which is well-known for its high diversity
of products, services and attractive landscapes. Re-
giona

|u

value creation partnerships” contribute to

o the development of new products and services,

o the extension of existing ranges of products and
the creation of new markets, which leads to a di-
versification of the regional economic structure,

o an increase of income for all partners along the
regional value chain and at the same time main-
tenance or even creation of work places,

o the maintenance or rise of the competitiveness
of the region as a living place, location for enter-
prises or tourist destination,

O the strengthening of a regional identity, i.e. the
identification of the inhabitants with their re-
gion, thus creating a basis for a successful econ-
omy within the region,

O the satisfaction of consumer’s needs for high
quality products, providing at the same time an
approach to the consumers for taking over re-
sponsibility for their region,

o a reduction of traffic volume, with positive ef-
fects on climate protection,

O the preservation
of rural areas
and characteris-
tic landscapes as
well as the pro-
tection of envi-
ronment.
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The RegioMarket Project

The Interreg 111 B project RegioMarket (Optimizing Re-
gional Marketing and Networking for Development of
a Corporate Marketing and Branding Strategy for the
Entire Alpine Space) picked up these positive effects of
regional “value creation partnerships” and addressed
some of the core challenges for the economic and eco-
logical future of the Alpine Space:

o Setting up local and regional energy systems
leading to a high supply rate by renewable re-
sources

o Managing regional tourist destinations taking
into account regional high-quality products and
services which have been produced in a sustain-
able way

o Producing and marketing top-quality regional
agricultural products in a way that sustains the
capability of the local natural and economic sys-
tems.

This has been facilitated by setting up regional qual-
ity and marketing systems in the RegioMarket partner
regions. The implementation of these systems demon-
strated the feasibility of regional marketing cooperation
and they are supposed to serve as germ cells for an
increase of attractiveness and competitiveness of the
entire Alpine Space.

As an overall objective, the RegioMarket team devel-
oped a corporate sustainable branding and marketing
strategy focussing on the three core economic sectors
mentioned above.

This strategy has been outlined and illustrated by many
examples by the RegioMarket partnership in the Regio-
Market Guideline for Cooperative Regional Marketing.
The key contents of this guidebook are summarized in
the present paper.

The strategy is supposed to contribute to the promo-
tion of top-quality regional products and services inside
and outside the Alpine Space. Environmental protec-
tion and sustainable management of the Alpine Space
are an essential part of the strategy.

» Main Activities —
What Was Done within RegioMarket?

Besides setting up the guidebook, the following
working steps were accomplished by the partners in
their regions:

o SWOT-Analysis of structures and marketing
activities in the partner regions

o Comparison of existing regional brands in Al-
pine Space

o ldentification of legal, customers’ and mar-
ket requirements concerning regional prod-
ucts and regional marketing

o Development and implementation of qual-
ity standards and control systems for special
product groups and services

o Development and implementation of brand-
ing and marketing strategies in regions with-
in the three core sectors

o Establishment of horizontal and vertical net-
works to strengthen the (marketing) compe-
tence of partner regions and the entire Alpine
Space

o Organisation of a transnational symposi-
um in February 2008 to support knowledge
transfer to existing Alpine Space projects,
decision makers, etc.

Moreover, the partnership developed in three prod-
uct-related working groups (food, renewable energy,
tourism and gastronomy) a common understanding
of a “good” regional marketing system (see below).
The results of this transnational work have been
translated into three product-related criteria systems
which are also an essential part of the RegioMarket
Guideline for Cooperative Regional Marketing.

More Information about the RegioMarket project is
available on the website www.regiomarket.org.
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Cooperative Regional Marketing —
Process, Structures, Measures, Success Factors

Thanks to the RegioMarket project it has been possi-
ble to gather valuable experiences and knowledge on
the subject of regional cooperative marketing and value
chain management in a transnational cooperation. The

o Who are target groups for our products or serv-
ices and how do we position ourselves in the
market?

o Which are our key marketing messages?

o Which criteria do we want to implement for the
quality of our products and how do we control
them?

o Which type of logo or brand is the right one in
our case?

o How do we find the suitable sales channels?

o Which are the best financing instruments for the
joint marketing system?

This brochure is intended to structure the planning of
processes, to help finding suitable partners in the re-
gion, to convince them of the concepts and involve
them in the structures. Further, the book provides var-
ied suggestions on measures which may facilitate and
further boost the structural change in regional market-

ing.

RegioMarket results build on the experiences of the 17 Aft ntroducti h el m= e
RegioMarket project partners and provide those inter- er an Introduction the guideline 'sapori dj gente unica

ested with support and tips on how to proceed with continues with definitions: Region- oo mangire in frui verezz Gl
their own development work in this field, enriched with
examples from everyday practice.

The brochure addresses persons and institutions aim-
ing to build up a regional marketing initiative. They
might come from different backgrounds such as:

o Regional managers
o Employees of local and regional authorities

o Institutions for regional and communal busi-
ness development

o Persons and institutions responsible for spatial
planning

O Representatives of regional trade associations
and chambers of commerce

o Members of the local and regional units of
Agenda-21

o Volunteers from other groups who are dealing
with the promoting of regional products

This guideline wants to give support to persons and in-
stitutions aiming at building up a regional market sys-
tem. In such a process a variety of questions have to be
answered and decisions have to be taken, such as the
following:

o Which are the most important steps to be taken
when setting up a regional marketing initiative?

o Who is an important partner?

al markets and regional marketing
are defined and explained. The dif-
ferent levels of regional cooperative
marketing are shown: From a single
product (one value chain), via a mar-
ket system (several value chains), up
to a brand. A further section deals
with terminology and definitions
concerning the issues of brands,
branding and regional brands. It gives an overview on
different types of brands and discusses the function
and effectiveness of brands.

The guideline gives a detailed description of the whole
process of building up a regional marketing coopera-
tion. This comprises different steps from preparation
and analysis over the involvement of stakeholders to
the point of setting up of a marketing concept or a busi-
ness plan.

The preparation phase of a regional marketing ini-
tiative comprises the constitution of a core group by
motivating important partners and stakeholders. This
group should be enlarged continuously and the part-
ners should agree on a common direction of action or
vision. At the same time, it is important to develop first
pilot products and services with great marketing effects
as early as possible in order to prove feasibility and to
create a positive image in the public opinion.

Next to motivating and recovering the right partners
and defining common aims, a fundamental part of the
set up phase is the analysis of regional conditions. The
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basis for the marketing concept, which has to be worked
out, is the knowledge and evaluation of the regional sit-
uation. This regional analysis is usually composed of a
basic analysis and a more detailed part, which focuses
on respective branches and questions of detail. Exhaus-
tive information on methodologies and data to be col-
lected for the analysis of the three core sectors (Food
products, Tourism & Gastronomy, Renewable Energy)
is given in the guideline, followed by hints for a detailed
analysis of the legal frame which should also be part of
every regional analysis. The section outlines the most
important regulations at the European level, present-
ing the most relevant Regulations and Directives in the

field.

Whereas for the development of the vision it is suffi-
cient to involve the core group of the regional market-
ing cooperation, it is necessary to work with the whole
partnership when it comes to the definition of the re-
gional marketing concept. The central strategies, meas-
ures and activities fixed in the concept will have to be
carried by all partners. The guideline, therefore, gives
advice on the involvement of a broad spectrum of re-
gional stakeholders.

Also the issue of defining a marketing concept and/or
a business plan is covered extensively by the brochure.
The marketing concept of a cooperative regional mar-
keting initiative is the central paper, in which all strate-
gic considerations, results of analyses, joint measures
and projects and the financial and working plan should
be included. It is not developed at a desk of a single
expert but it is the result of discussions and joint con-
siderations of the whole regional partnership.

The main benefit is a common vision of all partners on
important elements and measures, which raises the ef-

ficiency and effectiveness of the common work and al-
lows to allocate means efficiently.

A company considering to participate in a regional mar-
keting cooperation needs to analyse costs and benefits
of such a collaboration as well. Therefore the guideline
additionally provides the methodology for a business
concept from the point of view of an enterprise, plan-
ning to join a cooperative regional marketing initiative.

The peculiar model of the “short chain” of distribution,
as far as the Product Group Tourism approach is con-
cerned, is characterised in a separate section.

A further chapter puts its focus on the central elements
of a model structure for cooperative regional marketing
initiatives based on the experience that regional mar-
keting initiatives are not only business cooperation but
have to establish close contacts to potential supporters
of the idea of regional marketing and regional sustain-
able development as multipliers for the initiative (such
as chambers of commerce and trade associations,
tourist associations, Agenda-21 groups, environmen-
tal organisations, etc.) and to consumers and potential
customers of the offered goods and services.

This is why the basic outlines of a dual structure are
presented in the guideline, which is essentially consti-
tuted by two elements:

O a heterogeneous network (non profit, if possi-
ble) providing the idealistic support to the re-
gional marketing initiative. This idealistic sup-
port structure might be constituted in the form
of an association or an advisory board.

o an economically oriented enterprise or an asso-
ciation of such enterprises.

Both partial structures (idealistic and economic) are
complementary and jointly fulfil the biggest possible
part of the tasks, while using, whenever possible, the
same or similar names and the same corporate design.
Besides the basic dual structure, a closer look at two
further elements of a regional marketing structure is
taken:




A central marketing or management unit, as opera-
tional part which, depending on its equipment, ful-
fil daily tasks with regard to the establishment of the
regional marketing initiative: logistics, distribution,
bookkeeping, bargaining with producers but also or-
ganizing events and PR activities. The organisational
set up is dependent on the construction chosen for the
economic structure explained above. If there is only
a loose cooperation of the partners, the marketing or
management unit could e.g. be financed by licence fees
or other service related contributions. In the case of a
joint company founded by the partners the marketing
and management unit will simply be the management
of the enterprise.

The evaluation of many regional marketing initiatives,
however, has proved a further role within a regional
marketing structure. The guideline calls these persons
the “key caretakers”. They are the key initiators and
mentors of the initiative, not so much dedicated to day
to day duties as the marketing or management unit, but
responsible for the representative and strategic tasks
of the initiative. In any successful cooperative regional
marketing initiative one can identify one or a handful of
individuals playing that role.

Additional to this structural considerations different
possibilities of financing a regional marketing coopera-
tion — comprising the fields of investment, sharehold-
ing, sponsorship, public support as well as revenues
from commercial activities of the initiative — are de-
scribed in the guideline.

Leaving the strategic level of a regional marketing coop-
eration, a comprehensive section of the brochure ad-
dresses the operational level and presents a compre-
hensive compilation of potential measures and projects
for a cooperative regional marketing. The first part of
this section provides suggestions for cooperative com-
munication measures. Other activities of a cooperative
regional marketing are the cooperative optimising of
sale or the cooperative development of products and
services. A further section is dedicated to the building
up of a cooperative distribution, which is followed by a
number of remarks on the implementation of a region-
al brand. Numerous successful examples, mainly from
the RegioMarket partner regions, illustrate the meas-
ures and projects presented in this section.

RegioMarket Criteria for a Good Regional
Market System

It was one of the major goals of the RegioMarket project
to enhance the development of cooperative regional
marketing initiatives in the fields of food production,
tourism and gastronomy and energy.

It was the main ques-
tion within the Re-
gioMarket  working
process, if there are
factors and criteria by
which successful and
less successful region-
al market systems can
be characterised.

Thus, the idea came up to elaborate a RegioMarket
criteria set for “good” regional market systems relying
on the experiences the project partners had gathered
within their regional processes and on the evaluation
of further best practise examples.

Three sector specific working groups went through an
intensive discussion and elaboration process compris-
ing several international workshops and exchange of
draft papers.

The partners cooperating in RegioMarket have a con-
sensus on following key success factors for regional
marketing systems:

o Transparency and honesty: If consumers buy a
regional product or order a regional dish, they
can rely on the regional origin of the majority
of the preliminary products. Regional products
shall create trust between customers - whether
they live in the region or outside — and the pro-
ducers in the region.

o Quality criteria and controls: The definition of
“regional products” does not only include prov-
enance, i.e. origin from a specific region, but
also specified quality and production schemes
with respect to this region. Criteria for the qual-
ity and the production methods need to be de-
fined objectively and controlled by an external
control organism. This will bring credibility to
the commercial offer of that region and can be
an efficient way to promote, save and develop
the region with its natural and cultural heritage.

O Producer and consumer dual approach: Partners
on both the production and the consumption
side shall cooperate. Economic and non-eco-
nomic groups should equally cooperate to gain
success of the initiative.

o City-Land-Partnership: Consumers in cities and
towns shall get the opportunity to not only re-
ceive goods and services like food or energy



from their countryside but also link to the pro-
ducers and estimate their efforts. In this sense
regional products shall carry a message to the
consumer: you are responsible and you can take
action to preserve the places you live at or go for
weekend or for holidays.

o Regional added value: Partners of regional mar-
keting systems should create added value in the
region as far as possible.

o Sustainability: Regional market systems should
follow the principles of a sustainable regional
development taking into account ecological,
economic and social aspects in parallel. Sustain-
able development is therefore reflected also in
the respective criteria systems.

On this basis sector specific sets of criteria and indi-
cators have been elaborated by the RegioMarket part-
nership as a proposal for further discussion on prod-
uct quality and sustainable development in the Alpine
Space and the promotion of regional value chains. The
criteria are part of the RegioMarket Guideline for Coop-
erative Regional Marketing. These criteria are not “arm-
chair decisions” but have been worked out on the basis
of experiences made by the partners and scientifically
accompanied.

They are supposed to be a starting point for the defini-
tion of a regional market support or branding system.
Regional initiatives are free to adapt the set of criteria
as needed. However, the RegioMarket partners agree
that only if a certain degree of coherence with the crite-
ria is in place the regional market system shall be called
“RegioMarket approved”.

Vision for a RegioMarket Quality Seal

The criteria could, in addition to the possible applica-
tions described above, also be the starting point for
a visionary approach. They could form the basis for
the setting up of an alpine-wide RegioMarket quality
seal, with which, across all sectors, outstanding prod-
uct and service offers made by regional cooperatives
in the Alpine Space could be identified. This quality
stamp would convey messages that fully agree with
the current trend in consumer requirements:

o Regional origin

o High quality

O Innovation
o Sustainability

The quality seal could be used as a supplement to the
own brands of regional cooperatives or individual com-
panies in the brand communication process and thus
as a kind of Co-Branding. This could apply both to the
communication of the brands themselves as well as for
the promoting of individual products or service offers.
This would result in a number of advantages:

o Alpine-wide uniqueness

o The genesis for a high degree of recognition for
a broad range of offers from a number of dif-
ferent sectors in the entire economic region of
the Alps

o A multitude of possibilities for cross-marketing
as a result of an approach spread across all sec-
tors

o A high financing potential for communication
o Support of the penetration of individual brands

o Solid promotion of the small and medium-sized
companies involved

O a combination of various central messages such
as regional origin or environmental protection
which are today communicated by means of a
variety of quality seals.

Due to the short duration of the RegioMarket project it
was not possible to undertake any significant steps in
this direction beyond the development of the criteria
and initial thoughts on the subject of installing up a
RegioMarket quality seal. In order to realise this vision
of a RegioMarket quality seal in practice it would make
sense to undertake the following:

o The setting-up of a network of interested coop-
eratives, companies or interested parties from
the fields of politics and marketing

o Examination and subsequent drawing up of the
present criteria

o Elaboration of necessary structures and activity
characteristics for an organisation to manage
the seal

o Development of an initial communication con-
cept

o Implementation of a pilot organisation tied in
with initial communication measures. In the
start-up phase it would be conceivable to do this
at first on a regionally limited scale

The future will show whether this vision will take shape
and unfold a positive effect for the future of the Alpine
region.



1 Definitions: Regional Markets &
Regional Marketing

This guidebook addresses the optimisation of regional
market systems for products and services. In this chap-
ter we define a number of terms concerning “region”
and “marketing” which tend to be used differently in
different countries and in different professional discus-
sions.

Regional Marketing:

The promotion of regional markets for products and
services has to be distinguished from Regional Market-
ing in the sense of the promotion of a region being a
location for living and industry, as it is done by econom-
ic promotion agencies or district administrations, e.g.
by brochures, websites or participation in fairs. Tour-
ist destination marketing could be defined as a special
case of regional management.

Regional Marketing is seen as a relationship-marketing
which aims at setting up long-term relations between
“the region” and relevant stakeholders by an effective
analysis, selection, management and controlling in or-
der to achieve strategic competitive advantages'.

However, there is a nexus between the marketing for
regional products and services and regional marketing.
Marketing for regional products and services can have
positive impacts on regional marketing, because it is
able to show the capabilities of enterprises in the re-
gion, the diversity of the “tastes” and it strengthens the
identification of people with their living space?.

Especially in the field of tourism the supply with region-
al food products and crafts is getting more and more
importance for the marketing of regional destinations
and thus the “selling” of the territory. In this sense, the
product group tourism and gastronomy within Regi-
oMarket has experienced a peculiar way to use the con-
sumption of regional food products in their own natu-
ral habit of production, in a “short chain”, as a way to
build up comprehensive economic territorial strategies
(see chapter 4.7).

Marketing of Regional Products and Services:

There is, until now, no unique definition of the terms
“regional product” or “regional service”.

In general, a product can be defined as “anything that
can be offered to a market to satisfy a want or need”s.
Thus, products include physical goods, services, per-

1 See: Robert Nieschlag, Erwin Dichtl, Hans Hérschgen; Marketing; Verlag
Duncker & Humblot; 19., iiberarb. und erg. Aufl. (2002); S. 11

2 See: Bjdrn Seintsch; Dissertation ,Wirkungen des Regionalmarketings forst-
und holzwirtschaftlicher Akteure zur Aktivierung von regionalen Poten-
tialen®; Albert-Ludwigs-Universitit Freiburg im Breisgau; 2004; p. 40

3 Kotler, Philip & Keller, Kevin Lane (2006). Marketing Management. Upper
Saddle River: Pearson Prentice Hill, p. 430.

sons, places, organizations, and ideas. So if we are talk-
ing about “products” in the following chapters in most
cases “services” are included.

Closely related to the impact of a product’s competitive-
ness is amongst others the concept of “country of ori-
gin”. The country of origin effect refers to the fact that
“perceptions and attitudes toward particular countries
often extend to products and brands known to origi-
nate in those countries”. This particularly becomes
visible with automobiles, electronics, fashion and beer.
Several studies have determined the high relevance of
it; specifically, a general home-country selection bias
was observed. Al-Sulaiti & Baker (1998)5 provide a com-
prehensive review of studies conducted in this field of
research. However, the studies have also shown that
other elements such as taste, design and performance
ought not to be neglected.

Other studies have shown that manufacturers can ben-
efit from linking their products also with its region of
origin®, as a certain part of the consumers are willing to
pay a price premium for regional products.

Within the established definitions of “regional product”
the following aspects play a role:

o The location of the part-
ners along the production
chain (within a certain ter-
ritory — the region)

o A certain quality of the
product, caused by either

o Atraditional way of pro-
duction of the final product, (in the food sec-
tor: recipe), i.e. a typical product of the re-
gion

o The quality of the raw-products and the final
product. This special quality of the product
is supposed to lead to an additional value for
the regional society as a whole, e.g. ecologi-
cal effects, diversity of the economic struc-
ture, etc. l.e. there is a regional development
effect.

Regarding “regional services” the aspect of the
location of the partners also plays an impor-
tant role. The quality aspect, however, is defined
slightly different:

o A certain quality of the service which is linked
to specific features of the territory, e.g. spe-
cific regional tourism offers. As above, this is
supposed to lead to an additional value for
the regional society as a whole, e.g. ecologi-

4 Keegan, Warren ). & Green, Mark C. (2005) Global Marketing. 4th ed., Upper
Saddle River, NJ: Pearson Prentice Hall. p. 341

5 Al-Sulaiti, Khalid & Baker, Michael, |. (1998) Country of origin effects: a liter-
ature review. Marketing Intelligence & Planning, Vol. 16, No. 3, pp. 150-199

6 Henchion, Maeve & Mclintyre, Bridin (2000) Regional imagery and quality
products: the Irish experience. British Food Journal, Vol. 102, No. 8, pp. 630-
644



cal effects, diversity of the economic struc-
ture, etc.

There are three important aspects that determine the
RegioMarket understanding of regional products and
services:

RegioMarket considers regional products and services
in three sectors: food, renewable energy and energy ef-
ficiency as well as tourism and gastronomy. It evaluates
the meaning of “regional products and services” in
these fields.

RegioMarket draws attention to the issue of sustaina-
bility. I.e. beyond regional origin and production or the
recipe for the final product, it takes into account the
production modes of the complete value chain, in
terms of quality and sustainability. By that, it creates a
direct link between regional products and their contri-
bution to a regional sustainable development. In the
tourism sector, for example, this leads to tourism offers
which use or include regional products and raw mate-
rial from the region and which are in general based on
regional, natural and cultural identity. In the energy sec-
tor one can think about the regional supply of renewa-
ble energy facilities or consultant-services by regional
companies. Shorter transport distances caused by a re-
gional supply also have positive impact on the issue of
climate change.

As a third aspect,
RegioMarket tries
to go beyond the
designation of sin-
gle products on to
the designation of
a so called basket
of goods as a re-
gional one. l.e., the
T : = focus is not only on
a single, very special
and mostly traditional product, but also on a number
of production and value chains in the region acting on
the basis of a common agreement on partner, structure
and product criteria.

Regional Market Systems:

This leads to the concept of “regional market systems”.
Such a system constitutes the totality of different value
chains in a region dedicated to a common agreement
on partner, structure and product criteria.

The key-word is cooperative marketing. Partners along
the whole regional value chain or several value chains

o develop a common set of rules for the produc-
tion modes in the whole chain, following the ide-
as of quality assurance and regional sustainable
development and

O put their resources together for the joint market-
ing of a sustainable regional economy and their
quality products and services.

Using the Synergies of Different Regional Value Chains

possible options for optimisiation by cooperation
between several value chains

JOINT LOGISTICS
JOINT MARKETING * CROSS MARKETING
REGIONAL RENEWABLE
m

In order to constitute such a system a professional
management is needed. The tasks of this management
unit are:

o Closing the gaps within the regional value chains,
if there are missing links

o Gaining partners for the regional production
process

o Coordinating the process of definition of the
joint objectives, the working structure and the
rules for the cooperation

o Initiating and coordinating common marketing
measures

Chapters 4-7 are dedicated to these tasks. They are sup-
posed to give guidance to the managers of regional val-
ue chains and market systems.



2 Definitions: Brands and Regional
Branding

This chapter gives a brief introduction into the termi-
nology and definitions concerning brands, branding,
region and regional brands. Specifically, the different
types of brands as well as the discrimination between
regional and region brands are highlighted.

Brand — Definition and Functions

A brand can be defined as a unique name, term, sign,
symbol or design as well as a combination of these,
aiming at the identification of one seller’s goods or
services and at the differentiation of them from the
competitor’s ones. It creates a set of expectations re-
garding performance etc. in the stakeholder's mind’.
The term’s differentiation and identification already
state important functions of a brand. Beside those cri-
teria, brands shall also transport quality, competence
and trust. Furthermore, they must provide consumers
with a benefit.

A brand comprises a bundle of associations represent-
ing the values it stands for as well as promises to the
customers. Based on these associations the image of
the brand is made (whether positive or negative).

» Brands versus Labels

In contrast to labels real brands have an identity.
That means: they dispose of a unique set of brand
associations symbolizing what the brands stand for
and what they promise to customers. Many brands
lack this individuality. In general, labels can be
characterised as products that are uniformly marked.
It can be observed that labels are mainly applied in
the food sector; here this strategy is comparable with
branding.

7 based on Wilson & Gilligan, 1997; Hankinson, 2004; Kotler & Keller, 2006

Four main streams of brand conceptualisation are out-
lined?®:

o Brands as communicators and orientation guide:
This perspective sees a brand as a means to iden-
tify the products/services of a seller and differ-
entiate them from those of the competitors. The
brand sends out special visual signals and there-
by reduces the effort for the information search.
By sending out certain signals to costumers,
brands facilitate the categorisation of products.

o Brands as perceptual entities: This approach
assumes that brands appeal to the consumer’s
senses and feelings. Brands can even donate ad-
ditional ideal benefits by underlining the profile
of their consumers, supporting their self-con-
fidence and profiling, especially with regard to
their belonging to a certain social group. Vice
versa, a brand can have a prestige function
when consumers can identify with the attributes
evoked by the brand. The more a brand refers to
the ideal of a costumer, the more it is liked.

o Brands as value enhancers: This approach sup-
ports the introduction of the concept of brand
equity in which brands are regarded as relevant
intangible asset(s) of a company. This value,
however, has to be built up and maintained care-
fully. Costumers expect a constantly or continu-
ously high quality of a brand on which they can
trust. Here, the brand has also the function of
a certification and thereby stands for the com-
pliance with a quality promise. But brands are
more than certifications. The difference is that
certifications simply describe the organisation-
al federation of quality promises for products.
Thus, they are only recognisable as an additional
logo on the retained corporate design.

o Brands as relationships: This concept assumes
that a brand possesses a personality which per-
mits it to shape an affiliation with all the stake-
holders. It is further supposed that competition
is taking place between these networks rather
then between companies. An aspect which is of
great importance in destination branding.

» A brand is a pure intuitionally feeling people do have
for a product, a hotel, a destination or a company. It is
intuitionally because people are emotional, intuitional
creatures — although, in business some try very hard
to be rational managers or traders. Managing a brand
means equipping a product with a soul, creating an
aura, mystifying, conjuring. A brand sells not only a
product, but also a world of emotions®.

8 based on Hankinson (2004, pp. 110-112) and Popp 2007

9 Popp, D. (2007): Regionale Dachmarke als Nachhaltigkeitskonzept: Er-
fahrungen mit der Regionalmarke Eifel fiir eine Dachmarke Rhén, in: Bei-
trige Region und Nachhaltigkeit 4 (2007), No.4: 115-134



Branding

Branding comprises all activities in order to create dif-
ferences. Thus, branding equips products with the pow-
er of a brand. Branding a product requires the company
to teach their consumers “who” the product is by giv-
ing it a name and using other brand components to aid
to identify it. Additionally, it has to be specified “what”
the product does and “why” purchasers should care.

For successful branding consumers must be convinced
that there are important differences among brands in
the product/service class.

“Branding can be applied virtually anywhere a consum-
er has a choice” . It is possible to brand a physical
good (shampoo by Nivea), a service (Credit Suisse), a
store (Starbucks), a person (Justin Timberlake), a place
(Alpine Space, City of New York, country of Spain), an
organisation (Doctors without Borders), or an idea (fair
trade).

Types of Brands

The literature provides different approaches to distin-
guish types of brands.

Many authors' distinguish brands according to brand-
ing strategies companies can pursue; with it four ap-
proaches are primarily named:

o Individual brand names are used with individual
products/services in a particular market, such
as Nutella, with no reference to the company’s
name. This strategy follows the concept: one
brand=one product=one promise.

o Range branding. This type of strategy is used for
a range of products with a particular link in a
specific market, such as Weight Watchers prod-
ucts.

o Family umbrella names are used to cover a range
of products in a variety of markets, e.g. Milka.
This type of strategy is suitable when individual
products can be summed up to homogeneous
product lines.

o Corporate umbrella branding. This strategy is
used by firms, such as Siemens, in which the
corporate name is the lead name for all their
products. If the products offered under this um-
brella brand are heterogeneous a more general
positioning™ of the umbrella brand has to be
chosen as no clear positioning is possible.

10 Kotler & Keller, 2006, p. 276

11e.g. Doole et al., 1994; Kotler, 1997; Wilson & Gilligan, 1997; Esch et al., 2006

12 Positioning is the activity of designing the firm’s offering and image to fill a
distinctive place in the customers* minds.

Others classify brands according to their market pres-
ence. Consequently, three types of brands are distin-
guished™:

J

o Local brands. These products etc. have achieved
success in a single national market.

O International brands. They are offered in several
markets in a particular region of the world. E.g.
there are many “Euro brands” that are offered in
Europe only.

o Global brands: A global brand has the same
name and a similar image and positioning
throughout the world, e.g. BMW.

A further classification is the distinction with regard to
four sponsorship options™:

o Manufacturer’s brand: the brand belongs to the
producer of the product/service;

o Private brand: the brand is owned by a reseller of
the product/service;

o Licensed brand: The licensee uses a brand name
offered by the brand owner for an agreed fee or
royalty;

o Co-brand: Using an established brand name of
two different companies on the same product.

In the context of external brand combinations the terms
“co-branding” and “ingredient branding” are distin-
guished. Co-branding is generally characterised by four
critical criteria that are:

O a connection of at least two brands (horizon-
tal or vertical)

O that cooperate, visible for consumers,
O in order to create a joint service bundle

o and which are, from the perspective of con-
sumers, before and after the co-branding co-
operation independent.

Ingredient branding refers to the marking of materials

13 e.g. Keegan & Green (2005)
14 e.g. Kotler et al. (2005)

15



get groups perceive the components of those products
as isolated brands, e.g. Nutrasweet and Diet-Coke or In-
tel and IBM. Important for such a strategy is that the
parts symbolize a critical component within the final
product.

Mega-brands, representing a special type of co-brand-
ing, are the result of the cooperation of two or more
corporate brands, e.g. alliances of airlines such as Star
Alliance.

Furthermore, store brands can be named. Store brand
is also called private brand and with this type the name
of the retail store chain and respectively shopping place
functions as brand. Examples for store brands are The
Body Shop, IKEA and Media Markt.

So far the types of brands presented follow mainly a
product-focus. However, as already stated in the previ-
ous section virtually anything can be branded. Recently
the branding of regions, cities as well as nations is get-
ting more and more into the focus. Nevertheless, this
is not a completely new approach. Branding a location
is a traditional way numerous countries have chosen in
order to promote business sectors such as tourism, for
several decades, already.

Why a Brand?

Due to the increasing globalization and the competi-
tion linked to it, companies, regions as well as nations
are forced to set up suitable branding activities in order
to remain competitive.

“In Europe the ever advancing process of European in-
tegration ... has led to growing similarities in the “hard-
ware” and “software” of places. Nearly every urban area
has invested over the years in the development of high-
tech clusters, physical and knowledge infrastructural
facilities and non-work related amenities (e.g. culture
and leisure)” ™. Consequently, the image of a place per-
ceived by people is of increasing significance.

15 Hospers (2006, p. 1015)

The following reasons for the increasing competition
among regions in particular and for increasing brand-
ing activities are to be listed':

O Stronger concentration in many branches and
increasing mobility within national economies:
Obviously, large companies have a less strong
relation to regions than small and medium sized
enterprises (SMEs). Thereby, mobility refers,
amongst others, to tax incentives provided by
regions in order to strengthen them.

o Technological developments: new communica-
tion-technologies abolish the condition that the
place of residence and the company’s location
have to fall together.

o Mobility of workforce: Companies expect from
their workforce flexibility regarding the change
of location. On the other hand, the free entrance
to labour markets by residents of the European
Union facilitates the mobility among persons in
order to apply for attractive posts.

o Open borders imply extended competition:
Since new competitors arise on local markets,
local companies have to widen their fields of ac-
tivity too.

o Demographic changes: Young, high-skilled per-
sons leave or have to leave rural regions in order
to find a job in larger cities or even abroad.

o Precarious financial situation of municipalities:
High subsidies cause tensed financial situation
in many municipalities resulting in a more mar-
ket-driven orientation.

o Increasing complexity in political decision-mak-
ing: As a result of raising demands of residents
and the increased mutual dependency of poli-
tics and economy.

Regional Brands versus Regions Brands

Regions brands are distinguished from regional brands.
The latter ones are limited to a specific geographic area
and the promotion of the regions’ specific products or
services, whereas regions brands promote the overall
product or service bundle of a region.

Regions brands take on important identification and
orientation functions for regions seeking to establish
an image. Besides marketing activities of cities, many
region logos can be found striving for the establish-
ment of a brand.

16 Meyer (1999, pp. 2-4 & 43)



Regional brands are collimated to the regional needs
and habits of the target group. Usually these regional
brands refer to products that are offered in one specific
region only. The actual brand name can have a regional
focus or not. Referring to branding strategies, with re-
gional brands all four approaches (i.e. individual brand
names, range branding, family umbrella names and
corporate umbrella brands) are possible. Over time the
development of a regional brand to an international or
global brand is feasible too.

On the other hand, region brands stand for the entire
service bundle (such as infrastructure, economy, cul-
ture, education, and so forth) of one specific region.
With that, region brands always have the character of
umbrella brands representing a complex performance
bundle of a region. Often the focus to the region is sig-
nalled in the brand name already. The functions of re-
gion brands are orientated to target groups inside and
outside the region. In contrast to traditional regional
brands, region brands are also communicated outside
the region (to tourists and/or investors). Due to the
fact that the firms and institutions located in the region
normally launch own brands for their services, region
brands should be suitable for co-branding.

Regions intending to create a region brand can choose
among four fundamental variants of brand architec-
ture':

1. Branded region, i.e. umbrella brand for the entire
region

2. Co-branding, with a dominant regional umbrella
brand and a joint appearance of the sub-regions’
brands.

3. Co-branding, with a dominant brand of the sub-re-
gion and the usage of the umbrella brand for sup-
porting issues (e.g. brand of a German Bundesland
is jointly used with the brands of the region within
the Bundesland).

17 Brand architecture comprises activities representing the basis for the speci-
fication of branding strategies and operative branding decisions. Ideally, a
systematic brand architecture design results in strong brands.

4. Region of brands, i.e. independent appearance of
sub-regions with own brands.

In case of a “region of brands” benefits such as syner-
gies as well as image transfer effects cannot be expect-
ed, thus each sub-region has to bear the costs of brand
positioning. Particularly with regard to international
positioning, a “region of brands” strategy will show its
limitation in many times.

Additionally with regard to region brands, the variety
of stakeholders involved has to be mentioned. With
their activities, the stakeholders shape the services and
character of the region, consequently, the institutional
anchorage of all activities related to brand positioning
requires the involvement of all critical actors.

The differences between these two brand types are
summarised in the following table:

CRITERIA REGIONAL

BRANDS

Products/servic-  Complete service
es of one manu-  bundle of one
facturer/provider  region

or a group of

REGION
BRANDS

Brand object

manufacturers/
providers
Objectives Image creation of Image creation
some products/  of selected serv-
services within ices of the entire
the region, partly  region, which are
outside the re- unique compared
gion to other regions
Market Sales focus often  No limitation
on a regional lim-  given
ited area
Target group Target group Target group in-

often within a
regional limited
areasuccessful
suppliers

Branding strategy All four approach-
es possible

Institutional an-
chorage

Normally, private

Table: Differentiation between regional and region brands

(Kirchgeorg, 2005, p. 593)

In practise, it is possible to bring together these two
ideal types of region related brands, of course, as the

side and outside
the region

Character of an
umbrella brand

Normally, public
private partner-
ship

following example from Slovenia shows.
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Cross-Border Regions Brands

Although the branding of regions fills an increasing
amount of articles published by both scholars as well
as practitioners, the activities are mainly focused on
regions belonging to one country. However, in times
of disappearing borders, e.g. European Union, neigh-
bouring regions increasingly recognise the benefits of
cross-border cooperation. Examples for such cross bor-
der cooperation are the “Euregios” as the Euregio TriR-
hena (South Baden, Alsace, North-West Switzerland),
the Euregio Bodensee around Lake Constance or the
Euregio Salzburg-Berchtesgadener Land-Traunstein.

Compared with physical products regions are different.
Paasi'® argues “that territories in fact are not “real” in
the sense of being visible and tangible; instead, they
are rather social constructs that are created in politi-
cal, economic, cultural and administrative practices
and discourses”. He further distinguishes four forces
which are:

18 (1986, in Hospers, 2006, p. 1017)

o The territorial shape describes the extent to
which an area is different from other areas in
spatial terms. Relevant is whether the territorial
borders of the region in focus are clearly defined
or identifiable.

o The symbolic shape refers to the development
of area-specific symbols, e.g. the region’s occur-
rence on maps, flags etc., representing the vis-
ible elements in order to reach a shared feeling.

o The institutional shape comprises the region’s
institutions responsible to maintain the terri-
torial and symbolic shapes, e.g. development
agencies.

o The shape related to the socio-cultural identity
deals with the question of how far the region
is entrenched in the consciousness and social
practices of the residents of an area.

Needless to say the more visible these shapes the more
clearly a region can be separated from other places and
the more sources for the development of a unique
brand are useable.



The Architecture of the “Srce Slovenije”/“Heart of Slovenia” Brand

recreational trails in the Posavsko hills

For defining the relations among the brand “Srce Sloveni- o The

je" and other existing brands there was a deep debate on (cycling, equestrian and hiking trails) are joined un-
products and services in the “pasket of goods and serv- der the brand name «posavsko hribovje” (Posavsko
ices” to be included. Hills).

The basket clearly contains products and services of o The offer of tourist packages is collected under the

the “Srce Slovenije”/“Heart of Slovenia” region, thus com- brand name “Srce Slovenije”/“Heart of Slovenia”.

prising a number of already existing leading regional
brand names:

O “Naravnost z deZele” (Straight from the Country- SRCE
side) is a brand name for agricultural products: SLOVENUE
from healthy food products — fruit, vegetables,
dairy and meat products —to countryside services,

e.g. preparation of firewood, a ride with a tradition-
Al farmers’ coach, etc. t

Regija Srce Slovenije

TREAMO HA

o The natural and cultural hentage“|s gathered and  po oo ckeo hribovje VRATA DEDISCINE
promoted under the brand name Trkamo na vrata :
dediicine” (Knocking on the Heritage Door). 4 ‘ “
avnost
o Aosralp
% degelt

www.nadezeli.si
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3  The Potentials and Benefits of
Cooperative Regional Marketing
and Branding

3.1 Why Promoting the Marketing of Regional
Products?

In the recent years a number of regional market or
branding systems in the fields of food production, tour-
ism as well as renewable energies have been built up in
the Alpine Space. Also within RegioMarket the partner
regions either started or continued to establish such
systems. The reasons and potential benefits of these
activities are manifold. Below we compile the most im-
portant benefits of regional market systems.

» Regional food and energy supply and sustainable
tourism provide substantial economic potentials.

Food providers see great potentials in the supply of the
population with regional products. Around 60 percent
of the average food consumption of a household could
be covered by regional sources in the Alpine Space.
Surveys number the potential of regional food products
up to 10 — 20 percent market share in reference to the
total sales of the respective products®™.

Bavarian regional marketing programs like “UNSER
LAND” and “Von Hier” (Allgidu) have been recording
annual double-digit rates of growth for years. Particular
big potentials for the development of a regional food
supply are in the field of tourism and regional catering.

The regional energy supply provides even bigger poten-
tials. For example, in the Bavarian districts of Bad Télz,
Wolfratshausen und Miesbach the annual expenses
for energy (heat, electricity, traffic) are about 467 mil-
lion Euro. The initiative “Energiewende Oberland” cal-
culated that 291 million Euro of the whole sum could

19 Bayerisches Staatsministerium fiir Umwelt, Gesundheit und Verbrauch-
erschutz 2005: Abfallvermeidung durch Regionalvermarktung, p. 10 et seq.

remain in the region, if all renewable energy potentials
were used®.

The potential turnover for local craft only from energy
related refurbishment of residential buildings (single-
family houses, row houses and semidetached hous-
es) is estimated about 1 billion Euro for the district of
Firstenfeldbruck (Bavaria, Germany). That amount is
equivalent to 32 million Euro per year for the next thirty
years. Furthermore there is a saving of 50 million litres
of oil (which is equal to 35 million Euros according to
the actual oil prize). Many different branches of the lo-
cal craft sectors will have to collaborate in order to ex-
plore the potential.

» Regional Market systems are securing and
creating jobs in the rural area.

The domain of renewable energies provides an out-
standing high potential of jobs within the region. The
example of consistent thermotechnical refurbishment
of residential buildings within the district of Fursten-
feldbruck, mentioned above, would add 265 new per-
manent jobs in the field of craft.

Due to the regional brand Von Hier within the region
Allgdu-Schwaben 500 jobs can be safeguarded. The Von
Hier — products enable an additional turnover of ap-
proximately 1.8 million Euro per year for the regional
farmers.

» Regional Market systems keep up product and
service quality.

Besides the regional origin, regional providers in most
of the regional marketing systems particularly empha-
size the high quality of their products and services. In
the RegioMarket project this aspect has been one of the
key issues of transnational cooperation of the partners
and is further elaborated in chapter 7.

» Regional Market systems support the variety of
products offered.

Variety is an essential feature of the Alpine Space way
of life. A great variety especially in the sector of food
delicacies is an important factor for the success of tour-
ism in the Alpine Space. In all
parts of the Alpine Space,
residents and tourists are
able to enjoy a big number of
typical products, which are
often produced by regional
partners along the complete
value chain.

20 www.energiewende-oberland.de



» Regional Market systems contribute to the
strengthening of regional identity and therefore create
a basis for successful economy within the rural area.

Many of the examples within the RegioMarket project
have shown, that companies involved in regional net-
works strongly plead for an intact social environment.
Besides the economic aspects, with their products and
services and their communication, they contribute to
an increase of identification of regional residents with
the region and the strengthening of social coherence
within the region.

- » Regional Market systems positively affect the

preservation of rural areas and characteristic
landscapes as well as the protection of environment.

The motivation of regional market systems is in many
cases based on the idea of preserving the own living
space, the nature and the environment. Particularly, in
the sector of regional food supply these objectives are
often covered by production criteria.

An example for connecting nature conservation and
economic success is the “Albbuffel” project in the Ger-
. man district of Reutlingen.
& With the help of the PLE-
NUM programme?' two lo-
cal farmers set up a flock of
special buffalos (in a region
used to cattle) which are
able to digest inferior pas-
tures than the “normal” cat-
tle. This is an advantage for

the use of pasture which has been generated by exten-
sive pasturing. Moreover, the buffalo products such as
milk and meat (cheese) can be sold as premium prod-
ucts, which helps to keep up landscape conservation
on a economic viable base.

A further positive impact of regional marketing is the
reduction of traffic: According to latest prognoses the
entire transport of goods will increase by more than 60
percent until 2015. The transport of food is essentially
responsible for this strong rise. The traffic volume and
the transportation costs could be reduced considerably
by efficient regional marketing concepts.

» Regional Market systems cover consumer’s needs
and offer an approach for taking over responsibility
for the region.

More and more consumers are looking for alternatives
within the quality sector. The main concern of these
consumers is the origin and reliability of the products.
This applies also to the origin of bio-energy. Especially,
in the field of bio fuels the regional origin plays an im-
portant role for the ecobalance of the fuels.

If consumers are prepared to take over responsibility
for a sustainable development of their region, they also
need precise offers to act. Regional market systems can
meet these demands.

3.2 Why Regional Brands? Benefits
of Regional (Cooperative) Brands

The arguments for establishing regional value chains
outlined above are very complex. Because of that, re-
gional market systems require a marketing strategy to
make them plausible and get them to a point for their
target groups. A common brand can help to reach that
task.

A brand provides an orientation guide to the consumer
and makes his buying decision easier. In the other way
it helps for the cooperation of several like-minded pro-
ducers within a regional market system not to repeat
the same message individually and possibly with dif-
ferent focus on the statement. The intention of a brand
is to settle “a deep-seated, distinctive of a product or a
service within the mind of the consumer”?2. On the side
of providers the common brand enables (after a certain
initiation investment) marketing synergies under the
headline: achieving a better result together!

For the consumer a brand provides reliability for the
buying decision. A certain quality, not only in terms of
function but also in an ecological way can be assumed.
That reliability has a confidence-building effect. Further-
more a certain image and prestige is devolved to the
consumers.

A regional brand, however, has to be planned and im-
plemented professionally. We pick up this aspect in dif-
ferent sections of these guidelines, again.

21 Projekt des Landes zur Erhaltung und Entwicklung von Natur und Umwelt
www.plenum-bw.de

22 Meffert H., Burmann C., Koers M. (HRSG): Markenmanagement — Grund-
fragen der identitdtsorientierten Markenfiihrung, Wiesbaden, 2002, p. 9
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4 Building a Regional Marketing
Cooperation — The Process

4.1 Overview

The development and establishment of regional mar-
keting structures is a long-term process. During the
last years manifold experiences were made with such
processes, beyond others, by the partners within the
RegioMarket project. The process experiences of the
latter are basis for this chapter.

The process of building a successful regional market-
ing can be divided into four phases; beginning with the
first steps of the process initiation until the implemen-
tation of particular projects. The process normally
requires more than a year to show first results in the
form of products and services which can be marketed.
Of course, the process put down here is a blueprint,
which has to be adapted to the real regional situation.

PREPARATIONS

|IMPLEMENTATION

R v

MONITORING AND CONTROL

ESSENTIAL STEPS OF SETTING UP A
REGIONAL MARKETING COOPERATION

Preparations:
« Defining the spatial range
« Convincing key persons
« Development of a vision
« Pilot projects, products and services
Set up:
- Development of a regional marketing concept
« Analysis
- Definition of objectives
- Determination of projects and measures
« Development of products and services
« Development of structures
« Setup of quality criteria
Implementation:
« Implementation of the concept
« Raising public awareness and public relations/
publicity
Monitoring and control:
- Arrangement of indicators for target achievement
« Continuous monitoring and evaluation

According to experiences made in many cases, the time
span until the beginning of the implementation phase
appears as too long to many stakeholders which often
has a discouraging and de-motivating effect. There-
fore, it is important to pay attention from the beginning
to achieving first visible results quickly. It is advisable

to avoid the impression that the process concentrates
only on discussions of objectives and the constitution
of structures. The implementation of model projects
and the development of pilot products and services
parallel to the constitution of a necessary organisa-
tional structure can illustrate as example which results
should be achieved in the process.

The chart below demonstrates the progression of the
phases. The building up of the organisational structure
occurs in parallel to the development and implementa-
tion of the concept. This enables to satisfy the need of
structures and at the same time to achieve quick and
visible results.
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In this chapter important steps within this process are
characterised. Section 4.2 outlines the most important
components of the initial phase. 4.3 is dedicated to the
regional analysis and its different aspects. In section
4.4 possible approaches for the extension of the region-
al network are presented under the headline “Involv-
ing and motivating regional stakeholders“. Sections 4.5
and 4.6 show two different perspectives on the regional
marketing strategy. Whereas in 4.5 we present the main
issues that should be addressed in a marketing concept
from the point of view of the cooperation as a whole,
section 4.6 concentrates on the perspective of a single
enterprise being confronted with the question whether
it should take part in a cooperation or not. Section 4.7
is dedicated to the peculiar model of the “short chain”
of distribution as far as the Product Group Tourism ap-
proach is concerned, especially on behalf of the Italian
partners.

The issues “set up of a structure” and “implementa-
tion” will be addressed in further chapters of this guide-
line (5 and 6).



4.2 Preparation Phase

Starting point for regional marketing processes is
the motivation of regional actors. These stakeholders
taking the initiative can come from various social back-
grounds and have various experiences.

In the RegioMarket partner regions and other best prac-
tice examples of regional marketing initiatives initiators
from the following fields have been identified:

o Individual companies, or a small group
o Networks of committed individuals

o Local and regional administration or committed
individual members of administration

o NGO'’s and associations, such as local environ-
mental associations or even churches

o Universities and schools

The initially small group of stakeholders has to accom-
plish the following tasks within the first phase:

o Continuous broadening, professionalising and
eventually also formalising the circle of stake-
holders and committed individuals (establish-
ing a regional marketing organisation)

o Defining common overall objectives, a common
vision and main issues for the strategy

o As soon as possible the feasibility should be
proved, for example by first implemented prod-
ucts and services that can be sold.

o Definition of the spatial range for the initiative

4.2.1 Motivating Key Stakeholders

The success of a process is depending on the people
involved. Therefore, from the very beginning, it is es-
sential to pay attention to the involvement of a reason-
able number of influential regional stakeholders. This
pertains to the broadening of the core group with fur-
ther important persons, multipliers and promoters.
Furthermore, it is important to broadly disseminate the
notion of a sustainable regional economy, and to form
a comprehensive support network.

Broadening the Core Group

During the broadening of the core group the following
different tasks and roles of the promoters have to be
considered:

o Expert promoters: their task is to bring the nec-
essary expert knowledge into the process and to
break the resistance caused by nescience.

o Power Promoters: the major task is to overcome
barriers caused by “non — willingness” or to re-
spond oppositions of the project. According to

the social position the power promoters should
be acknowledged as authority of the region by
potential stakeholders and beyond.

o Process promoters: Large projects require extra
process promoters. Their major task is to over-
come the barrier of “non — allowance” in terms
of administrative and organisational barriers for
the implementation. The precondition for proc-
ess promoters are their excellent communica-
tion and moderation skills.

The amount of participation in this early stage has to be
deliberated. Basically it is assumed that a wide range of
stakeholders/actors increases the operation possibili-
ties. A broad participation can create new alternatives,
and thus enable new networks and cooperation types.
However, many different actors also increase the com-
munication effort.

Some key persons should be found in responsible posi-
tions in politics and public administration. Sustainable
regional processes depend in many aspects on good
cooperation with politics and public administration.
Their success is heavily depended on the attitude of re-
sponsible persons towards the objectives of the initia-
tive.

Therefore it is advisable to schedule extra time for con-
vincing and involvement of and for discussions with
political bodies from the outset. A good relationship
should be established with these key persons. It is es-
sential, however, and has been proved in many cases
that partners and promoters should be involved across
all relevant political parties.

4.2.2 Setting a Joint Common Vision of the Aims,
the Stakes, the Needs

Already in an early phase of the regional marketing proc-
ess the partners should agree on a common direction
of action or vision. That vision serves as overall model
of conduct and constitutes a common public statement
of intention. Later in the process it can be concretised
and individual objectives, measures and projects can
be developed.
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It is useful to develop the vision together with repre-
sentatives of the most important groups, recognised
as a common objective of the partners. Moderated
workshops are one possibility for the realisation of
developing a vision. This creative process enables its
participants to assume responsibility for the future de-
velopment. The question to be answered in this stage
is “Where are we heading?” and not “How do we get
there?”. The results are developed using suitable mod-
eration techniques. They are documented and shared
with the public.

The goals to be developed in the subsequent stages of
the process can be integrated into the vision.

4.2.3 Setting up Lighthouse Projects

A regional marketing initiative

should aim at the development -
of first pilot products and serv- 2
ices with great marketing effects
as early as possible in order to
prove feasibility and to create
a positive image in the public
opinion. At first, it is advisable
to promote products and servic-
es which are highly visible, and
consequently, can yield positive
effects on the reception of the
overall concept.

The type of products and services which are suitable for
such pilot actions depend on the regional conditions.
In a region, which is shaped by meadows of fruit trees
an apple juice could be the right product.

If you plan to build up a regional “cheese road” the
most famous cheese of the area should be the first to
be marketed by the regional cooperation.

A regional renewable energy cooperation might choose
a photovoltaic plant as first symbolic project to proof
feasibility, as photovoltaic plants have a very good im-
age.

4.3 Regional Analysis

4.3.1 Introductory Remarks

What is a Regional Analysis?

Next to motivating and recovering the right partners
and defining common aims, a fundamental part of the
set up phase is the analysis of regional conditions.

The basis for the marketing concept, which has to be
worked out (see chapter 5.5), is the knowledge and eval-
uation (e.g. in form of a SWOT-Analysis) of the regional
situation. This regional analysis is usually composed of
a basic analysis and a more detailed part, which focus-
es on respective branches and questions of detail.

The basic analysis (see section 4.3.2) clarifies ques-
tions on (e.g.):

o Which region do we refer at? What are its main
characteristics?

o Already existing regional marketing activities
(products, sales channels, turnover, costumer

groups, ...)

o Experience already achieved (long term, new
approach, failures etc.) and conclusions

o Key actors in the region: Who in the region is a
potential ally in respect to our marketing goals?
Who will likely try to block this process?

The concrete analysis of the market and the elicitation
of demand and potentials of production are parts of the
detailed analysis. This applies to the three RegioMarket
sectors: food, tourism and gastronomy and renewable
energy.

Details can be found in sections 4.3.3 to 4.3.5.

Furthermore, the legal framework should be known —
therefore, in the same way, some basic enquiries have
to be made (see section 4.3.6.)

How Deep Do | Have to Go in my Analysis?

The better the initiators know their region and the more
precise the information and data, on which they build,
the easier it is to set the right priorities.

Nevertheless, the practice of creation of regional devel-
opment concepts shows that the analysis phase is al-
ways shaped by compromises between the desired and
the doable, as the task of analysing becomes a labori-
ous “pleasure” when information and data were not
gathered beforehand (in other contexts).

The level of detail in the data gathered is theoretically
unrestricted. Thus, taking an example from a regional
analysis on renewable energies, one can, for instance,
research the potentials of the use of solar energy “exact



to the square metre of the roof surface” through on site
surveys and air photographs. However, one can also
estimate them based on values stemming from experi-
ence or based on average values.

At the end of the day, the respective regional time frame
and financial budget will condition the level of detail of
the analysis.

Experience shows that a detailed analysis usually finds
few supporters in practice. The regional development
processes are in many cases conducted by activists
who perceive a detailed analysis as unnecessary and
would most want to get into the implementation phase
right away. In view of a very quick presentation of first
results, this is reasonable and should necessarily be
supported. However, as soon as a comprehensive
concept for a regional marketing initiative is at stake,
it should be made clear that without a minimal knowl-
edge of the situation in the region activities do not
make much sense, as this would bear the risk of set-
ting wrong priorities and using available resources and
forces in an inefficient manner.

A General Procedure for Regional Analyses

If a regional marketing initiative decides to conduct an
analysis, there are a number of general rules for analy-
ses that should be followed:

1. Exact definition of the objective of the analysis

The first step of an analysis is setting its objec-
tives. The important questions are: What does one
want to know about the regional situation? Does
one need a comprehensive overview? Is informa-
tion missing only in special fields? Is it rather the
current situation or the region’s potential that is
of interest?

2. Clarifying data and information demand

One should first clarify, based on a review of the
existing studies and publications, which of the data
and information needed may already be available.
Frequently, the data necessary for the analysis has
already been gathered by somebody else (ask the

statistical departments of your district or regional
administration or universities, for example). This
data can serve as a basis for regional calculations.

3. Choice of research methods and division of respon-
sibilities

Methods used should be chosen based on the ob-
jectives of the analysis and the resulting data and
information demand. A broad regional marketing
initiative will work more efficiently if responsibili-
ties are divided between many people. However,
there has to be one person in charge of compiling
and processing all information.

Besides the assessment of already existing data,
it will be necessary to gather specific information
on one’s own. This can be done economically e.g.
by way of commissioning the task of data gather-
ing to projects conducted by university students or
by offering students the possibility of writing a de-
gree dissertation based on data necessary for the
analysis.

4. Evaluation of the analysis results

The objective of each analysis is to draw conclu-
sions for one's own actions. The conclusions do
not result straight from the data gathered; the data
needs to be evaluated.

o Is an average annual solar radiation of xy good
or bad? Is a regional production of xy tons of
potatoes much or small? Does it constitute a re-
gion’s strength or is it rather a weakness?

o Does a high number of installation companies
in the region that have not offered PV-installa-
tions yet constitute a potential or a weakness?
Does a high number of traditional restaurants
in the region constitute a potential or a weak-
ness? Should one attempt to involve these com-
panies in the process? Or do we leave this for
later, as, actually, there exist more beneficial al-
ternatives?

These are the kind of questions which emerge when the
analysis results are already on the table. For some of
the questions, the answers result from experience or
objectively measurable criteria (this solution is useful,
the other one is not). For others, the answers are a mat-
ter of a purely subjective assessment.

Here, for example, the SWOT analysis has proven help-
ful for the classification of data and information in the
process of assessment.

The SWOT analysis (Strengths, Weaknesses, Oppor-
tunities, Threats) belongs to the valuable instruments
of a regional development process. By classifying the



Example:
Extract of a SWOT Analysis on Agricultural and Tourism Sector in the Province of Belluno

Source “Antonio Della Lucia” State Professional Institute for Agriculture and the Environment Vellai, Feltra

PRIMARY SECTOR
STRENGTHS

[m]

OPPORTUNITIES

O

[m]

Presence of recently-created Forestry Associations :
and Consortia :

Environment inclined towards quality production

Presence of a consolidated dairy and cheese-making :
sector with high quality production :

Importance of natural resources (protection of the
environment and landscape) and of the external ef- :
fects :

Presence of prestige areas

Growing interest from the national and international :
markets in traditional local farm produce. E

Enhancement and promotion of produce through lo- :
cal markets and restaurants g

WEAKNESSES

]

O

Structural disadvantages for businesses in the agricul-
ture and forestry sector

Difficulty in safeguarding rural environment and land-
scape

High production costs, partly due to the morphology
of the area

Need to qualify production

Lack of organization in the fruit and vegetable chain
Lack of an integrated approach to territorial strategies
Absence of a technical services system for businesses

Difficulty to set up young businesses

THREATS

Reduction in policies designed to support firms in
mountain areas

TOURISM :

STRENGTHS

(]

[m]

OPPORTUNITIES

[m]

Natural, historical, artistic and cultural heritage

Existence of a wide network of walking paths which
can be exploited to create alternative tourist routes :

Presence of a large number of professional hotels :
and restaurants

Presence of a wide network of non-hotel accom-é
modation, also private accommodation, and an ag-
ritourist system able to provide both produce and :
accommodation :

High concentrations of downbhill skiing facilities and
installations :

Large number of museums and well-structured cul- :
tural groups able to organize a wide range of initia- :
tives :

Important historical and cultural sites

Growing demand for active, diversified tourism and :
for environmentally-friendly tourism :

Very well-known area both in Italy and beyond

Very attractive destination as a result of the protect- :
ed areas present :

Support for collaboration and cultural activities, also :
trans-national cultural activities

Spread of new technologies to enhance and promote :
local cultural heritage :

WEAKNESSES

o Insufficient diversification of tourist products

o Decline of the urban environment in the smaller towns
in the area

o Lack of an integrated approach to territorial strategies
and inadequate communication and promotion activi-
ties

o Lack of professional and entrepreneurial skills in some
areas

o Problems with the road network, parking and public
transport

o Lack of variety of restaurants; lack of typical, character-
istic local-style restaurants

o Existing cultural and environmental resources insuffi-
ciently exploited

o Lack of an integrated approach to territorial strategies

THREATS

o Change in the type of demand from the tourist indus-
try

o Reduction in the average amount of time spent in the
area by visitors

o Growing competition from other tourist areas

o Fragmentation of cultural tourism as the initiatives to

support it become less effective.



collected data and information into the categories of
“strengths and weaknesses” or “opportunities and
risks”, conclusions can easily be drawn from a region-
al analysis. It provides an overview of which strengths
should be made use of and which weaknesses should
be eliminated, which opportunities should be used and
which risks should be kept in mind.

However, also this method is not entirely objective.
It mainly helps to structure the process of thinking con-
cerning the project. In regional development analyses,
SWOT analyses are frequently commissioned to ex-
perts who provide their assessment of the regional situ-
ation. In many cases, so called evaluation workshops,
conducted to the point and with the help of suitable
presentation methods (e.g. in the circle of regional key
partners) can be very effective with regard to the de-
velopment of an assessment of the situation, shared
by many of the regional partners, and thus, influence

the development of a common strategy and common
aims.

4.3.2  Basic Analysis

At the beginning of the set up of a regional marketing
initiative, a set of basic information should be availa-

ble. Predominantly, this information serves the inten-
tion of:

Example: Analysis of the Regional
Regional Traditional Food Related

. . icu
Source: “Antonio Della Lucia” State Professional Institute for Agri
ource:

¢ INTEREST

OPERATORS

Agricultural producers

the market.

Food and agriculture industries

" Finding an outlet for their products on :

Enhancing the image of their tradem
by strengthening links with the area.

O getting to know regional conditions in relation
to the assembling of the regional marketing
initiative,

o avoiding double work,

o getting to know and assessing possible partners
(or opponents) of the own activities,

o localisation of the regional marketing initiative
as part of the regional “scene”, its networks and
already well-established interrelations.

o That is why a first basic analysis answers ques-
tions as:

o Which region do we refer at? What are its main
characteristics?

Are there already existing regional marketing

activities (products, sales channels, turnover,
costumer groups,...)?

o Key actors in the region: Who in the region is a
potential ally in respect to our marketing goals?
Who will likely try to block this process?

o Is there experience already achieved (long term,

new approach, failures etc.) and respective con-
clusions?

Key Actors for the Implementation ofa

Tourism Route in the Province of Bellunq,
lture and the Environment Vellai, Feltra

CONTRIBUTION TO SUCCESS
ilabili teri-

: teeing the availability of raw mate

o rally] by the limited quantity,

: ly limited )
: als, naturally | ok of uniformity of

- seasonal nature and
: produce.

ark Providing a strong image outside of'the lo-
" cal area, so that those products .Whld.’l are;f‘
* more important from an economic point 3
 view can carry forward also the minor prod-

: ucts.

Attracting new customers, offering a bet-
 ter service to new and existing customers
. by rendering them more culturally aware.
Showing their customers that there a;e
alternatives to the more common Pr? =
: ucts, providing officient, organized infor-
mation.

Finding an existing network of operators.

Restaurant sector

Trade

Organisers of promotional events

Responding to the demands of tgurists
© who want to try local produce in typical lo-
: cal recipes. .
Responding to the demands of tourists
: who want to purchase food products as a
: souvenir.

" Stimulating, informing and attracting Visi-
" tors passing through the'a.re.a, by orgarr\tllsj-
: ing tasting sessions, exhibitions, oppo :
 nities to purchase products and learn mor

* about the local area through them.
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As a consequence, such a .ba5|c arjlaIyS|s should for In the case of an initiative in the Tourism sector,
instance contain the following sections and answers eg:

to the following questions:

Short Characterization of Region

o Size of the region: in

o Which role does tourism play in the economic

structure of the region? (e.g. overnight stays per
inhabitant)

o Which are the main attractions for tourists/
sqkm which are the main activities of tourists in the

o Number of inhabitants region?
o Density: Number of in- o Main players concerning tourism in region (e.g.

habitants per sqgkm

o Three most important
cities in the region

Short Characterization of Regional Sector in Ques-
tion

In the case of an initiative in the agricultural and

food sectors, e.g.:

o Three most important agricultural raw products
in region

o Number, average size and importance (for eco-
nomic structure) of agricultural enterprises

tourism organisations, important enterprises
etc.)

Regional Marketing Activities within Region

Are there already cooperative
marketing activities in the re-
spective sector, we should re-
fer at, or collaborate with?

A research on this should char-

acterise these projects and ini-

tiatives making use, e.g. of the
following questions:

o Development of regional agricultural and food = WhiCh bran'ch ofthe respec-
sector within last 20 years tive sector is concerned by
these cooperative market-
In the case of an initiative in the Energy sector, e.g: ing activities/project?
o Regional energy supply structure/main sources o Which products/services )
of energy supply (e.g. coal, nuclear, hydro)? are marketed by the cooperative marketing ac-
tivities/project?
o Regional renewable energy supply rate (thermal, ) o
electrical and transport energy)? o Which region is covered by the partners of the
regional marketing network and/or cooperative
o Which renewable energy projects are imple- marketing activities?
mented in your region so far? ) o ] )
. . . . o Explain shortly the organisation form in which
o W.h'Ch are the main players In the ﬂeld.of sus- the partners work together. Which role does the
tainable energy use in the region and which part project partners’ organisation play in these ac-
of the value creation chain do they cover? tivities?

o Who are the most important partners of the or-
ganisation?

o Which channels are used to sell the offers?

o Which turnover is generated with the offers of
the network?

o Which data is available about the market share
of the offers of the network compared to other
tourist offers of the region?

o Is there an established brand for the offers of

the network?

o If yes, which criteria must be fulfilled by the
brand users and the products?

o Which control mechanisms are used for the
fulfilment of the criteria?



o Which key message is used by the brand?

o Characterise the structure in which the own-
ers and users of the brand work together.

4. Conclusions of the Basic Analysis

The conclusions of the basic analysis are supposed
to outline the reasons for the main activities and
the selection of regional partners for the set-up of
a regional marketing strategy.

o Which regional marketing activities and projects
have been successful in the region, until now?
What has been a success? Which are the main
reasons for that?

o Which regional marketing activities and projects
have been less successful? Which are the main
reasons for that?

o Which are the potentials and approaches for im-
provements?

o What has to be done? Characterise measures
and first steps.

o Is there a need for an intensified cooperation?
Who has to be involved?

o Which products could be included?

On the basis of these results further steps are possible to
be implemented, such as detailed sector specific analyses
(chapter 5.3.3 =5.3.5), the involvement and motivation of
further regional partners (4.4) and the set up of regional
marketing concepts or business plans (4.5. and 4.6).

4.3.3 Detailed Analysis: Assessing the Situation for
Regional Food Products

Which central elements does an analysis of the situa-
tion for regional food products have?

In general, the whole analysis
has to be structured in two main
parts: The supply side and the
demand side. On both sides
the present situation and the
existing development potentials
have to be considered.

The guidebook ,Branding the
Landscape — A Guide”, which has been developed with-
in the Interreg I11B North West Europe project “Lifes-
cape Your Landscape”, already contains a comprehen-
sive section on a regional analysis for cooperative mar-
keting initiatives in the food sector.

As the RegioMarket partners are convinced that it is
not necessary to “reinvent the wheel”, basic parts of the
respective chapter have been transferred to this guide-
line. For further and more detailed information in
the field of regional analyses for food products we

recommend the DVL guideline in addition to this
RegioMarket guide.?

Analysis of Supply with Regional Food Products

Product safety and delivery are serious challenges for
regional initiatives. A fluctuation in quality can put off
even the most tolerant consumers. Then again, season-
al availability of products can enhance the attractive-
ness of the product, but not if it is out of stock within a
few days and unavailable again for months. Thus, at the
very start of marketing activities, an exact record is nec-
essary of when a product can be brought onto the mar-
ket and at what price, quality and in which quantities.

Vital questions at the beginning of an analysis are**:

o Which products/services are there in our
region that might be marketable because of their
regional origin?

o Which products/services is our region tradition-
ally well-known for?

o Which products/services have the greatest need
for regionally based marketing (from the point
of view of the region or the view of producers)?

Seasonal Products

The case that many regional
products are available on a
seasonal basis is not only jus-
tifiable to the consumer, but
often it is even assumed to
be a subject of product cred-
ibility. ~ Furthermore, it can
raise the appeal of the offer if
it is only on hand from time to
time. For that reason, seasonal-
ity is not automatically an ob-
struction, rather it may push
commercial success if communicated well.

Dealing with seasonal products, the following ques-
tions have to be answered®:

o Is it a purely seasonally available product?

o Is it possible to extend the season and at the
same time ensure that quality remains con-
stant?

o Are there products in the range that comple-
ment each other in seasonal sequence?

23 Deutscher Verband fiir Landschaftspflege (DVL) e.V. (2006): Branding the
Landscape — A Guide. Pp 18-29

24 Deutscher Verband fiir Landschaftspflege (DVL) e.V. (2006): Branding the
Landscape — A Guide. Page 18, modified

25 Deutscher Verband fiir Landschaftspflege (DVL) e.V. (2006): Branding the
Landscape — A Guide. Page 18
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Analysis of Product Quality

Traditional or regional food products are generally
considered as food associated with a particular area:
The climate and geological conditions of that area de-
termining soil type and fertility, therefore giving rise to
specific flora and fauna. The usage of indigenous raw
materials is vital in giving traditional and regional food
products their defining character. Nevertheless the
use of locally produced raw materials determines only
a part of this definition. The methods used in produc-
ing food can be just as important.

For rating quality it is essential to assess the qual-
ity available at the time as well as the desired quality.
The definition of criteria plays an important role in this.

Looking at the quality of the products the following
questions should be dealt with?:

o What qualities differentiate the products from
others (freshness, taste and appearance, degree
of processing, etc.)?

o Does the quality of the product comply with the
average or rather with that of a premium prod-
uct?

o How can consistent quality of the raw product
be assured (advice to producers, quality criteria
for deliveries)?

o How can consistent quality of the finished
product/service be assured?

o How can quality assurance be organised cost-
effectively (e.g. by using existing systems)?

o Which ecological, economic, ethical or social
sales arguments do the products/services offer?

Analysis of Product Quantity

An analysis of available short- and medium-term quan-
tities gives a further source for decision-making accord-
ing, for example, marketing issues.

The following aspects should be assessed?”:
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o What quantities are to be obtained?

O Are the quantities also available in the years to fol-
low?

o Do the quantities available justify a public ap-
pearance on the market?

o Are there producers who would, in the event
of low supply, switch over production to this
product?

o Is it possible to even out fluctuations in the
quantities of products offered?

Analysis of Demand for Regional Food Products

Statistical Analysis of Demand

There are different methods of analysing demand. Ex-
perience from the past can be evaluated via statistical
sources. Such sources may for instance be studies on
consumption or agrarian re-
ports regarding, for example,
growth per capita or trends in
food consumption. These sta-
tistical figures may be converted
to a defined target region and an
estimated market share of re-
gional products.

Own Surveys

Own surveys are an effective way to complement statis-
tical evaluation.

26 Deutscher Verband fiir Landschaftspflege (DVL) e.V. (2006): Branding the
Landscape — A Guide. Page 20, modified

27 Deutscher Verband fiir Landschaftspflege (DVL) e.V. (2006): Branding the
Landscape — A Guide. Page 20, modified



Example: Product Tasting for Organic pickled Vegetables by “U NSER LAND” (Upper Bavaria, Gemany)

In the course of the development of the new car parks of supermarkets. After the tasting,

product line “organic pickled vegetables” the customers were asked to fill in question-
the regional initiative UNSER LAND ar- naires about different aspects of taste, pack-
ranged a number of product tasting events.  ing and their attitudes towards a regional and

The new products, such as beetroots, sauer- organic purchase.
kraut, red cabbage, gherkins and celery, were

offered at several regional events and on www.unserland.mfo

Example: Results of an Analysis of Target Groups for Products and Services of the
Regional Branding System Srce Slovenije/Heart of Slovenia (Extract):

For the purpose of the analysis of the target o Day-trips are particularly interest- customers do not trust the quality of these
groups — buyers of the local products and ing for specific target groups, such products (due to long transport routes, the
services from the Srce Slovenije/Heart of as retired persons, families with use of chemical substances, genetic alter-
Slovenia region — 2 special questionnaire children, ing, etc.) This also indicates a great pros-
was formed and distributed to different re- workers (trips organised by trade pect for providing information and educat-
gional and national institutions and indi- unions). ing the residents of the region.

viduals. As a result of more than 90 filled
in questionnaires the following conclusions
were defined: o Regional residents, aware of the
importance of healthy food,

For agricultural products and crops: The customers expectto pay d slightly higher
price for high-quality agricultural products
than they would for regular products. This
The target groups with a high affinity to re- is important for the shaping of the product
gional or local products are very different 0 Schools and kindergartens in the prices and encouraging as it means that
with regard to demographic characteristics region, the customers un-
— they differ in gender, age, status, place of derstand the higher
residence and the number of members of value of products of
the household. Based on our experience, ex- higher quality, con-
pertise and discussions with key persons in  The participants express a high interest in trolled origin and
the region, we conclude that the main target home-made bread, “potica” (traditional produced in accord-
groups are as follows: pastry) and confections, as well as fruit —ance with ecological
and vegetables. This should be taken into standards.

account in promoting of the registration

o Visitors of agricultural fairs and
events in the region.

For tourist packages and souvenirs:

o Educational programmes for chil- of supplementary activities on farms. Fruit
dren aged five and above and chil- and vegetables, the highest scoring catego-
dren attending primary school, ries, are food products mostly bought in

big shopping centres. We can assume that
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Methods for this are:

o Interviews with the representatives of the cho-
sen target groups

O Interviews with opinion leaders and representa-
tives of associations (landlords, hoteliers, retail,
canteen kitchens)

o Consumer marketing tests, such as sampling
sessions with a short questionnaire.

Trends in Demand

The evaluation of emerg-
ing trends can also be an
approach for analysing demand.
Certainly this only allows for
more of a qualitative estima-
tion. Nevertheless, suggestions
for the choice of products, for the development of new
products or for considerations concerning the commu-
nication strategy can be derived from this.

Helpful questions can be:

o Which values are more important to the con-
sumer?

o What quality and service do they expect?

o Which solutions to problems should the provid-
er be able to offer?

Different Target Groups

The regional initiative should gather knowledge about
the needs and habits of the potential target groups for
their products and services.

For an efficient marketing strategy the initiative needs
data and information on target groups with a high affin-
ity to regional products and should answer questions
like the following:

o Which of the analysed target groups can be ad-
dressed successfully by our regional product(s)
and service(s)?

o What has the product design to be like for
successfully addressing the detected target
groups?

o Which are the appropriate distribution channels
to reach the detected target groups?

Young families for example could e.g. be addressed with
farm shops including petting zoos and cafes. For older
people home delivery servic-
es or nearby regional farmers’
markets could be more pleas-
ant.
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There are a number of methodologies and models
which help to structure different consumer groups by
dividing them into so called milieus.® These models
can be a basis also for regional target group analyses.
It has been proven useful to even conduct the target
group analysis in a workshop with the regional partner-
ship, as partners within regional marketing initiatives
often neglect the necessity of a concentration on target
groups. Undertaking the analysis in a common work-
shop helps to show the partners that regional products
and services will not be sold to “simply everyone” but
have to address an exactly specified and well defined
target group.

4.3.4 Detailed Analysis: Assessing the
Regional Tourism Situation

Introduction

Being able to effectively set
up a cooperative regional
marketing initiative in the
field of tourism, means to
have a thorough knowledge
of the dynamics regulating
the composition of the tour-
ist product and its manage-
ment; a detailed analysis of the tourist industry, both
for supply and demand, is therefore necessary.

In the following paragraphs we outline a possible meth-
odological model, indicating the instruments which
could help to carry out the analysis of the tourist prod-
uct, considering that this is a very complex product,
being characterised by interaction and collaboration
between the public and private sector on one hand and
by a particular market structure on the other, with a very
fragmented supply and represented mainly by small
and medium-sized enterprises (SME), counteracting
a vast and worldwide spread demand.

Subject of the Analysis

28 For example the SINUS-Model, www.sinus-sociovision.de



The preliminary phase of any analysis is the exact speci-
fication and definition of which the subject of the analy-
sis itself might be. A particularly appropriate interpreta-
tion of “tourist context” has been supplied in the ‘70s
by the French economist Défert, pre-eminent research-
er of economic sciences applied to tourism. Défert de-
fined as tourist a territory with natural elements, hu-
man activities or products of the human activity “able
to make people moving, without lucrative purposes,
motivated by curiosity or by the chance to implement a
physical or intellectual faculty of the individual”?. With
this interpretation of the adjective “tourist” it is evident
that the analysis cannot end with the research on the
territorial supply aspects (attractions and services), but
it also has to investigate the existence or absence of a
tourist demand, i.e. a certain number of people moving
from their residences because of the interest created
by some particular environmental elements, referring
to the same territory. In other words, the presence of
visitors sustains and justifies the existence and devel-
opment of a particular tourist context.

Variables of the Tourist Analysis

Once we have defined and identified the subject of the
analysis, we have to find the variables through which
it is possible to conduct the analysis itself, to enable
the evaluation and the assessment in order to generate
useful development indications. These variables can be
listed as follows:

a) Demand, described through the analysis and the
characteristics of the actual and passed tourist
flows.

b) Tourist resources, described through the number
and grade of uniqueness of the environmental is-
sues;

c) The hospitality model, described mainly through
the entity analysis, typology and dimension of the
hosting structures.

d) Environment, described through the analysis of the
influences and/or alterations (externalities) on all
the other elements of the local environment (physi-
cal, economical, social).

In the majority of the cases, for the analysis of the dif-
ferent variables, it is possible to get the necessary data

from the official statistic sources, but for the most
strictly qualitative elements it is often necessary to have
recourse to additional investigations.

a) The Tourist Demand

From a methodological
point of view it is important
to find the suitable sources
and data to explain the nu-
meric value of tourism in a
specific territory. Normally,
we start with the easiest-
to-find data, related to the
official statistics and that, regard the number of hosts
(arrivals) and the days of stay (presences), registered
by hotels and other accommodations (tourist villages,
camping, hostels, agri-tourism, etc). In most of the Al-
pine Space countries you should easily get information
about the numeric entity of the phenomenon, the ter-
ritorial distribution, the implemented accommodation
typology, the demand’s provenance markets and the
period of stay.

For a real knowledge of the tourist phenomenon it is
often necessary to proceed to corrections and integra-
tions of the official data, through on-site surveys, for
instance through interviews with the visitors or with the
so called privileged witnesses (supply and demand op-
erators); this because the official tourist demand could
be overestimated. For example in the case of the hotel
demand, the customer base could also comprise busi-
ness travellers. On the other hand it could be underes-
timated as the official statistics, in fact, do not account
for the tourists using small privately owned holiday
homes or the black market of rented houses.

We can generally say that the information to be ac-
quired should relate to three typologies of visitors: the
tourist within the official tourist structures; the tourist
within the non-official accommodation; the excursion-
ist, meaning e.g. one day travellers without overnight
stay. Besides the numerical entity of the phenomenon,
it is useful to gather some more information on the
local demand’s characteristics; often this information
becomes available by elaborating and correlating the
official statistic data, as for instance, the seasonable
character and the geographic origin of the tourists, the
distribution over the territory and the period of their
stay; or, there might be information gathered through
specific investigations, e.g. the used means of trans-
port, the socio-demographic parameters, the motiva-
tion and organisation of the trip, the total expense in
the area, the grade of satisfaction.

Once the parameters, necessary to describe the tourist
demand are found, we will be able to get a wider validity
and efficacy of the parameters themselves if analysed
in a dynamic perspective and compared to the regional
and national data.
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Demand’s identification parameters:

O Arrivals and presences in the official tourist
structures;

o Estimated presences in the non-official recep-
tive structures through data related to:

o Water consumption, waste production;

o Phone traffic and supply of electric power;
o Holiday homes;

o Newspapers sale;

O Average duration of stay

o Presences/inhabitants relation;

b) Tourist Resources

In many regions of the Alpine Space, the environmental
issues (landscapes, natural and cultural assets) present
in a specific territory have already been censed and list-
ed by the regional institutions and gathered in docu-
ments, sometimes really detailed like the Landscape
Planning. For a tourist analysis purpose, a real cata-
loguing of the issues is not necessary. The verification
of their capacities to attract tourists is more appropri-
ate, meaning an evaluation of their tourism related val-
ue. Expressing the capacities of a tourist issue means
to be able to value its uniqueness or rarity (expressed in
relation to other similar issues normally by the institu-
tion in charge of their safeguard and valorisation), the
number of visitors, when is possible to obtain it, and
the level of publicity evaluated through the information
channels used by the consumer or tourist (media, tour-
ist guide, catalogues, etc.).

Tourist resources’ identification parameters:
o Number of tourist resources
o Environmental issues

o Cultural issues

o Other resources
o Annual visitors
o Number of dedicated web sites

o Regional, National and International awarding
(Parks, SIC, Unesco, etc.)

o Grade of uniqueness recognised in the specific
reference environment

c) The Hospitality Model

Tourism is a complex supply system, because it is
based on a block of relations, direct or indirect, be-
tween resources and local enterprises. In fact the
perception the visitor has of a specific tourist des-
tination is always a unicum, formed by the action of
various sectors and various production and service
activities (transportation, hotels, restaurants, etc.),
as a whole and not of single bits of the supply®.
The local hospitality model takes into consideration
mainly the entity, typology and dimension of the exist-
ing tourism industry in a given territory, considering the
accommodation sector as the main component of the
tourist drawing plate. This component is able to influ-
ence the dimension and characteristics of the complete
tourist product, comprising as well gastronomy, recrea-
tion services, and job provision through professional
guides. The accommodation sector itself includes both
hotels, private accommodation and, as we've already
stated in the demand analysis, also the supply of holi-
day homes. It is important to know the accommoda-
tion maximum capacity the area may supply, its distri-
bution over the territory and the entity and typology of
the supplied services. Concerning accommodation, in
most regions of the Alpine Space it is possible to state
the complete list of the existing enterprises, thanks to
the publication of some appropriate annual catalogues
by the local tourist organisation bodies. Often, the in-
formation details the supplied services, which permits
the issuing of qualitative opinions. Also for gastronomy
there are sources permitting quantitative and qualita-
tive analysis.

In the supply system, we have to identify all those
parameters conveying the identity of the territory such
as traditions, folklore and typical products, both in the
food and handicraft sector.

To complete the services’ analysis it is important to con-
sider also the visitor’s information system. That means
to verify the existence of such a system and if it does,
to evaluate the grade of distribution of the information
points for the tourists.

For a higher significance of the supply related data it is
necessary to analyse them on time and compare them
to the regional and national data.

30 Montemagno, 1985



Example: Availability of Tourist Data in Italy
i i to ac-
In Italy it is duty of the Provinces
quire an transmit the tourist data to the
Regions. The Region elaborates ar_1d pub-
lishes the data of tourism related interest
within the SIRT (Tourism Regional Inform-
ative System).

There is a Tourism National Ob§grva-
tory run by the Presidency qf the Ministry
Council which has researchlng and mo.nl-
uties for the economic dynamics

toring d
; d to tourism, with the purpose

connecte

Supply identification parameters:

o Number and typology of the gastronomy and
accommodation structures

o Numbers of rooms and beds by accommoda-
tion typology
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o Total number of connected enterprises:
o Gastronomy
o Intermediation and tourist agencies
o Transport
o Commerce
o Rentals
o Recreation facilities
o Spa and wellness
o Congresses
o Other linked services and sanitary assistance

o Number of tourist information offices, number
of events

o Number of local products with official awards
(e.g. PDO, PGl, TSG)

o Distance from the main transportation infra-
structures

o Number of employees in the tourist enterprises

o Total number of employees in the tourist industry

to measure the level of
of the system itself. For the Observatory,
the Tourist Researches N ‘

(ISNART) monitors every year the evolu-

h a se-
i ¢ demand and supply throug
Fios of iy ons: Investigation on the

ies of investigati
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behaviour of Itali
tacts with ltalians, every three m
Investigation on European and. USl organ-
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ompetitiveness ‘
the 6 with foreigners, annual).
ational Institute

the section
|stat, with data on the .
and the annual publication o

onths); complete frame of t

demand, with a quanti

els and overnight stays
Investiga-

d) The Environment

For this variable the analysis
approaches are various and
linked to the estimation of
many externalities, positive
and negative, which tourism
generates in the physical, so-
cio-cultural and economic en-
vironment. Obviously, for the
parameters to detect the influences of tourism on the
local environment, it is necessary, also in this case, to
know the values for a certain time span.

Identification parameters for the environment variable:

o Number of sites, natural and cultural, under pro-
tection

o Number and typology of the landscape protec-
tion interventions and of the physical environ-
ment in general

o Number and size of:
o Green areas
o Urban areas
o Protected areas
o Power consumptions
o Water consumption
o Waste volume and quality of water
o Values of atmospheric, acoustic, etc. pollution
o Soil erosion values
o Distribution and characteristics of urban areas
o Age of population and visitors, distribution
o Number of animal and vegetal species

o Monthly number of visitors in the sites of tourist
relevance

o Number of environmental certified/sensitive
enterprises

S

(2,000 interviews

The official data banks for tourism ars in

«Tourism and transports .of
hotel frequentation

f the volumes
« i abroad” which supply
umEl he national tourist
fication of the trav-
for work or holiday

purposes, both in Italy and abroad.

&
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4.3.5 Detailed Analysis: Assessing the Regional
Renewable Energy Market

In practice, the main focus of the analysis within the
regional renewable energy marketing concept can be
set in very different ways. It depends, of course, on the
market the regional initiative wants to target at. In this
section an overview on issues that can be analysed is
given.

In general, cooperating regional initiatives should have
information on

o the current situation of energy supply and con-
sumption as well as energy savings,

o the main stakeholders and key players in this
field,

o the market potential.

Analysis of the Energy Situation

Most surveys and concepts for sustainable energy sup-
ply of municipalities and regions start with an analysis
of the actual situation of energy supply targeting the
following objectives:

o Gaining an overview of expended energy quanti-
ties within the research area according to energy
sources and the related financial turnover. This
enables first estimations on the scale of meas-
ures needed for the transition to a sustainable
energy supply in the region.

o ldentification of
consumption key
points and there-
with of significant
target groups as
well as potential
key stakeholders
for the implemen-
tation of suitable measures.

o Definition of a basic level of energy turnover
according to the energy sources, the consump-
tion sectors and the usage of energy, as a
basis for measuring the current progress and
the regular control of success.

In principle, it is possible to research

O the situation of consumption and, at the same
time, to differentiate diverse energy users (for ex-
ample households, companies, agriculture, pub-
lic authorities), and/or deployed energy sources
(petroleum, natural gasoline, coal, wind, solar
energy, etc.), as well as kinds of usage of energy
(e.g. heat, electricity, fuels),

o the situation of energy production (What kind of
installations generating energy do exist on site?

Which are powered by renewable energy sourc-
es? Which need modernisation, renovation?),

o the level of emissions related to the current sup-
ply situation,

o the offers of energy guidance and other energy
related services,

O the state of energy saving measures in the
region.

The inclusion of these points into a regional energy
concept and the extent of their handling depends on
the shape and focus of the energy concept. The follow-
ing limitations are possible:

o limitation to particular consumer groups (often
started with public authorities),

o limitation to particular forms of energy usage
(electricity, heat, etc.),

o limitation to a particular sub area — frequently
with the assumption that it allows for forecasts
applying to the entire area.

The research of the current state can be upgraded to
regional energy statistics, independent of the main fo-
cus of the original analysis. This needs suitable stand-
ardised research instruments to be used in regular in-
tervals. This enables the implementation of a control
system for the transition to renewable energy supply in
the region and the observation of progress.

Analysis of Environment and Stakeholders

Alongside the more technically oriented data and infor-
mation, knowledge about the socioeconomic situation
is necessary in order to assess the regional situation
and the transformation potentials. The focus rests on
structures and processes which can influence the sus-
tainable energy supply, e.g.:

o political situation,

O economic situation: renewable energy and en-
ergy saving market in the region,



O topics currently discussed in the public, directly
or indirectly connected with the energy supply,

o stakeholders or groups of stakeholders who are
already committed to actions serving the objec-
tives of a sustainable energy supply,

o forecasts, interests and opinions of key persons
concerning the topic of energy/renewable ener-
gies,

O supraregional trends and developments with an
impact on the region.

In many cases this will consist in gathering and specify-
ing already available information.

Some of the questions arising here will be certainly
answered by already existing studies and enquiries.
Additionally, it can be assumed that initiators of region-
al renewable energy processes can assess many of the
above issues without necessarily conducting broader
analyses.

As a first step, for instance, a moderated and docu-
mented meeting of initiators with regard to brainstorm-
ing on conducive and hindering framework conditions
could prove helpful. Especially in the context of the up-
coming expansion of the support network a managea-
ble number of conversations or interviews with region-
al key persons from the field of energy supply is also
worth considering.

Researching the Potential — What Can Be Achieved in
the Region?

Also the potential for the implementation of a sustain-
able energy supply can be viewed from many different
perspectives. Beside resource potentials (availability of
resources, insolation, appearance of wind, etc.) the ap-
plication potentials of renewable energies or energy
saving measures can be compiled.

Potentials of available region-
al renewable energy resources
constitute the basis of the up-
coming markets. Researching
them is essential for a targeted
use of the regional resources for
generating energy and for a suitable orientation of con-
sulting and educational offers as well as for publicity
work.

Assessments of resource potentials are, therefore, an
important element of regional markets concept in the
field of renewable energy. As a rule, potential analyses
have to refer to estimates and assumptions to a greater
extent than situational analyses, because precise calcu-
lations need a high effort and, further, depend on as-
sumptions concerning the behaviour of people who are
meant to use these potentials.

Hence, the density of forestation and amounts of wood
chips produced in a region does not allow a conclusion
whether investors for the utilisation of these resources
can be found. Here, the part of analysis aiming at socio-
economic aspects is required. The differentiation
between a theoretical, technically feasible and an eco-
nomic potential is of help.

» The theoretical potential includes the energy potential
which can be entered within a special region according
to physical law.

» The technical potential is that part of the theoretical
potential which can be entered by the actual technical
state of the art considering also law and environmental
requirements.

» The economical potential consists again of the part
of the technical potential, which is, under current
socioeconomic basic conditions, competitive to
other energy resources. This competitiveness can be
considered in a business management way or from
public economic point of view.

The utilisation or market potential of renewable ener-
gies results from an adjustment of the available tech-
nologies (e.g. hot water production through the use of
solar energy) to the regional options for their use (e.g.
existing buildings oriented towards south, with a suit-
able roof pitch, requiring modernisation of the heating
installation). Such a modernisation, however, demands
great effort and in case of doubt will only be carried
out in particular buildings (e.g. buildings of a certain
height, or public buildings).

4.3.6 Analysis of Important Legal Aspects

When setting up a regional marketing process, there
are numerous legal aspects to be taken into account.
Existing regulations, be it at the European, national or
regional level are very detailed and may address rather
specific aspects.

A detailed analysis of the legal frame should also be part
of every regional analysis. Within the framework of this
guideline, however, it is not possible to provide a com-
prehensive overview of existing rules and regulations
on all levels. Therefore, this section will concentrate on
the most important regulations at the European level
only, presenting the most relevant Regulations and
Directives in the field. This is supposed to be a basis for
regional initiatives for setting up a tailored analysis for
their own purposes.

A Regulation is a legislative act of the European Un-
ion which is directly applicable and enforceable as law
in all Member States. It is binding in its entirety, over-
rides national laws on the subject and must be complied
with by subsequent national legislation. Directives dif-
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fer from regulations in two important ways: they can be
addressed to any one Member State (but are generally
addressed to all), and they are binding as to the end to
be achieved while leaving some choice as to form and
method open to the Member States. They need to be im-
plemented in national legislation within a certain time.

Where applicable,
o Regulations on trade marks and branding,
o Regulations on product quality,
o Regulations on marketing and advertising,

o Regulations on rural development and other rele-
vant fields (as regulations on renewable energies)

are presented for the RegioMarket product groups
food, tourism/gastronomy and energy. Besides regula-
tions aiming directly at the relevant sectors, there are a
number of general rules that are also relevant. These
non-sector specific regulations are outlined before an
overview of food, tourism/gastronomy and energy
related rules is provided.

Access to all secondary legislation mentioned in
this chapter via http://eur-lex.europa.eu/

Non Sector Specific Regulations

Trade Marks

At the international level, the Madrid Protocol, which
has also been joined by the EU, regulates the Interna-
tional Registration of Trade Marks based on a common
Trade Mark System and is administered by the World
Intellectual Property Organisation.

At the European level, Council Regulation (EC) No
40/94 on the Community trade mark creates a new
trade mark system allowing a trade mark (trade mark
and design) having effect throughout the Community
to be obtained on the basis of an application to the Of-
fice for Harmonization in the Internal Market, Trade
Marks and Designs (OHIM). It contains rules for the
registration of the mark as a Community trade mark
and the administration of the Community Trade Marks.
This regulation is implemented by Commission Regu-
lation (EC) No 2868/95 of 13 December 1995 which
ensures an efficient application process.

After accession of the European Community to the
Madrid Protocol, Commission Regulation (EC) No
2868/95 was amended by Commission Regulation (EC)
No 782/2004 of 26 April 2004. Since 1 October 2004,
a Community Trade Mark application or a registered
Community Trademark can be used as the basic mark
for an international application.

For more information on registering trade marks see
also chapter 7.5

More information:
Office for Harmonisation of the Internal Market,
Trade Marks and Designs: http://oami.europa.eu/

Product Quality

Directive 2001/95/EC of the European Parliament and
of the Council on general product safety imposes a gen-
eral safety requirement on any product put on the mar-
ket for consumers or likely to be used by them. It is to
be applied if there are no specific provisions among the
Community regulations governing the safety of prod-
ucts concerned or if sectoral legislation is insufficient.

The manufacturers must put on the market products
which comply with the general safety requirement.
In addition, they must provide consumers with the nec-
essary information in order to assess a product’s inher-
ent threat, particularly when this is not directly obvious,
and take the necessary measures to avoid such threats
(e.g. withdraw products from the market, inform con-
sumers, recall products which have already been sup-
plied to consumers, etc.).

Distributors are also obliged to supply products that
comply with the general safety requirement, to monitor
the safety of products on the market and to provide the
necessary documents ensuring that the products can
be traced.

Marketing and Advertising

Directive 2005/29/EC of the European Parliament and
of the Council of 11 May 2005 on Unfair Commercial
Practices, applicable across EU by 12 December 2007,
shall boost consumer confidence and make it easier for
business (especially small and medium sized) to carry
out cross border trading.

The directive outlines “sharp practices” which will be
prohibited throughout the EU, such as misleading and
aggressive marketing. A general ban on unfair commer-
cial practices will ensure that the Directive will stand
the test of time even in fast evolving markets. Specific
provisions prevent exploitation of vulnerable consum-
ers, such as children.

Food Sector

Food Sector Relevant Regulations on Trade
Marks and Branding

Council Regulation (EC) No Nr. 510/2006
of 20 March 2006 on the protection of geo-
graphical indications and designations of or-
igin for agricultural products and foodstuffs




sets out provisions on agricultural products and food-
stuffs (excluding all wine-sector products, except wine
vinegar) from a defined geographical area. In case a
link may be established between the characteristics
of certain products and their geographical origin, they
may qualify for either a protected geographical indica-
tion (PGI) or a protected designation of origin (PDO).
A PDO covers the term used to describe foodstuffs
which are produced, processed and prepared in a given
geographical area using recognised know-how (such
as Prosciutto di Parma), whereas a PGl indicates a link
with the area in at least one of the stages of production,
processing or preparation (such as Gailtaler Speck
from Carinthia).

Council Regulation (EC) No 509/2006, 20 March 2006,
Regulation on agricultural products and foodstuffs as
traditional specialities guaranteed does not protect the
origin of a product but highlights traditional character,
either in the composition or means of production.

The use of corresponding EU symbols on the labels
of such products provides consumers with clear
and concise information on the specific character
of the product. More information:
http://ec.europa.eu/agriculture/foodqual/
qualil_en.htm

Food Sector Relevant Regulations on Product Quality

Legislation concerned with food quality and safety is
rather numerous. Producers and suppliers, but also ca-
terers and retailers are hold responsible for the quality
and safety of their products. In the following, only the
regulations concerning the general principles of food
safety and organic production are mentioned:

Regulation (EC) No 178/2002 of the European Parlia-
ment and of the Council lays down the general princi-
ples and requirements of food law, and establishes the
European Food Safety Authority as well as procedures
in matters of food safety.

Council Regulation (EC) No 834/2007 of 28 June 2007
on organic production and labelling of organic products
and repealing Regulation (EEC) No 2092/91 contains
the producing regulations of ecological produced prod-
ucts. Eco-products have to be controlled according to
special requirements. The Community Eco-Label award
scheme is laid down by Regulation (EC) No 1980/2000
of the European Parliament and of the Council.

P

The European Commission has published a % @
magazine with important information on f“[

“Food hygiene and safety”. More information: 3.2

See:http://ec.europa.eu/food/food/biosafety/
hygienelegislation/dvd/index.html

Food Sector Relevant Regulations on Marketing and
Advertising

Directive 2000/13 /EC of the European Parliament and
of the Council regulates the approximation of the laws
of the Member States relating to the labelling, presen-
tation and advertising of foodstuffs. It is the main piece
of EU legislation regarding the labelling of foodstuffs.
Its aim is to ensure that the consumer gets all the es-
sential information as regards the composition of the
product, the manufacturer, methods of storage and
preparation, etc. Producers and manufacturers are free
to provide whatever additional information they wish,
provided that it is accurate and does not mislead the
consumer.

Community Guidelines (2006/C 319/01) for State Aid
in the Agriculture and Forestry Sector 2007 TO 2013
gives guidance regarding to all state aid for agriculture
and forestry in the EU. In these guidelines the remarks
on advertisement using the provenance of food as a
marketing argument are of special interest for regional
marketing initiatives. In comparison to precedent ver-
sions of the Guidelines this new one clearly limits state
aid for advertisement to EU-registered and proved re-
gional and local products. Where the advertising cam-
paign is earmarked for Community-recognised de-
nominations, reference may be made to the origin of
the products provided that the reference corresponds
exactly to those references which have been registered
by the Community.

In the case of national or regional quality labels, the
origin of the products may be mentioned as a subsidi-
ary message. To assess whether the origin is indeed
a subsidiary message, the Commission will take into
account the overall importance of the text and/or
symbol, including pictures and general presentation,
referring to origin and the importance of the text and/
or symbol referring to the unique selling point of the
advertisement, i.e. the part of the advertising message
which does not focus on origin.

Pyt
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Tourism and Gastronomy Sector

Tourism Sector Relevant Regulations on Product Quality

Commission Decision 2003/
287 /EC establishes ecologi-
cal criteria for the award of the
Community eco-label to tourist
accommodation service. The
European Eco-label for tour-
ist accommodation service
was created to reward accom-
modation services and tourists who respect the envi-
ronment. It signals good environmental performance
and gives an assurance of added quality for consumers
choosing a resort.

More information:
http://www.eco-label-tourism.com

Rural Development and Tourism

At the multilateral level, the
Convention for the protection
of the Alps mainly concerns
the tourism sector. Tourism in-
dustry has to comply with the
requirements of a sustainable
and environmentally compatible
development of the Alps region.
For the realisation of these aims the contracting parties
have passed nine protocols, among these the tourism
protocol. The contracting parties consent to include
environmental protection into their concept of tourism
promotion and oblige themselves to promote only en-
vironmentally sound projects. The aim is to strengthen
the competitiveness of sustainable tourism. Innovation
and diversification of offers will be promoted.

Energy Sector
Energy Efficiency

Numerous legislative acts exist in the field of energy
efficiency, not all relevant for the context of this guide-
line. In the following, some Directives that might be of
interest when setting up a regional marketing system
are enumerated:

o Directive 2002/91/EC of the European Parlia-
ment and of the Council of 16 December 2002
on the energy performance of buildings

o Council Directive 93/76/EEC of 13 September
1993 to limit carbon dioxide emissions by im-
proving energy efficiency (SAVE)

o Directive 2005/32/EC of the European Parlia-
ment and of the Council of 6 July 2005 estab-
lishing a framework for the setting of ecode-

sign requirements for energy-using products
and amending Council Directive 92/42/EEC and
Directives 96/57/EC and 2000/55/EC of the Euro-
pean Parliament and of the Council

A more detailed overview on legal instruments
regarding energy efficiency is available at:
http://ec.europa.eu/energy/demand/legislation/
index_en.htm

Renewable Energies:

In the field of renewable energies, the following Direc-
tives may be of interest

o Directive 2001/77/EC of the European Parliament
and of the Council on the promotion of electric-
ity produced from renewable energy sources in
the internal electricity market

o Directive 2003/30/EC of the European Parlia-
ment and of the Council on the promotion of
the use of biofuels or other renewable fuels for
transport

o Directive 2004/8/EC of the European Parliament
and of the Council on the promotion of cogen-
eration based on a useful heat demand in the
internal energy market and amending Directive

92/42/EEC

A more detailed overview on legal instruments
regarding renewable energy sources is available at:
http://ec.europa.eu/energy/res/legislation/
index_en.htm

As already mentioned above, the objective of this
section was not to provide an exhaustive overview on
regulations to be taken into account when setting up
regional marketing processes. Especially at the national
and regional level, there are other important rules to
be followed. These need to be researched for each
particular situation.

4.4 Involving and Motivating Regional
Stakeholders

For the regional marketing process, it is important to
broadly disseminate the notion of a sustainable supply
with regional goods and services and to form a compre-
hensive supporters network.

As establishing and implementing a regional marketing
can take a long time it is challenging to keep up the moti-
vation of the participants during the whole process. That



is why it is fundamental to publish and promote smaller
and bigger successes of the initiative continuously.

During the whole process stakeholders should be aware
that they are included in important decisions. Their
work and results should be taken seriously. Moreover,
they should be aware of their concrete benefits of the
regional marketing.

But motivation does not only depend on a satisfying
“business connection”. In addition, interpersonal re-
lations between the participants play a certain role. It
goes without saying that honest and open relations
thereby are a basic requirement. Excursions to other
successful regional marketing initiatives offer both: On
the one hand, stakeholders gain motivation, advice and
visions for the marketing of their region, on the other
hand, they get to know each other on a more or less
informal basis.

Initiation of a Supporters Network

During the regional marketing process, the issue of ap-
plying it to a broad basis emerges usually quite early.
Initiators of the project should try to win representa-
tives of suppliers, customers and investors as well as
disseminators and supporters for cooperation in the

——

project.

Example: Development of a Regional Marketing Cooperation in the “PLENUM Region Reutlingen”

Workshop for
producer 1

To elicit what is possible in the ‘Reutlin-
gen District’ and to get first impressions
on regional characteristics, the first steps
towards a cooperative regional marketing
were preliminary talks with regional key
players.

These talks built the basis for the follow-
ing kick-off event which was mainly aimed
at informing and motivating regional pro-
ducers, representatives of NGOs, con-
sumer representatives and administra-
tions to participate in the regional market-
ing process.

In the first strategy workshop, the results
of the in the meantime arranged SWOT-
analysis were discussed. This information

/

Workshop for
producer 3

Workshop for
producer 2

was the background for the set up of cor-
nerstones for the future developments on
the regional marketing process.

In three workshops, regional producers
agreed on an overall marketing and co-
operation strategy, developed cooperative
ideas for (further) regional products and
services and discussed the structure of
their cooperation.

In a separate workshop, no-commercial
supporters of the regional marketing co-
operation discussed about the contribu-
tions of NGOs to the network and the
conditions which have to be fulfilled to
participate in the regional marketing ini-
tiative.

Regional key
players

: Regional producers
NGOs, consumer
representatives,
administrations

Workshop for
idealistic supporters

In the second strategy workshop, the cor-
nerstones of the regional marketing con-
cept, which consisted of a compilation
of the results of the previous workshops,
were presented, the common further pro-
ceeding was coordinated and agreements
on a work schedule for the implementa-
tion phase were made.
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The supporters can e.g. be members of non-govern-
mental organisations, such as nature conservation
agencies, church representatives or (local) politicians.
The promotion of lighthouse projects can be helpful for
arising supporters’ interest in the marketing initiative.

The more systematic and professional one is in estab-
lishing contacts, the bigger the success will be. The fol-
lowing suggestions can prove helpful:

o Putting together a clear information brochure:
Provide the person you are trying to win for
cooperation with essential information about
the planned process before the first personal
contact.

o Supporting letter from an acknowledged in-
stitution supporting the process (administra-
tion, chamber of crafts, prominent patronage):
The support from acknowledged personalities
(district administrator, federal state parliament
members, regional celebrities) can be of great
help. If there already exists some sort of a part-
nership in this respect, the popular name should
be made use of.

o Arranging an informational meeting via phone

o Informational  meetings and interviews:
The meetings help to obtain new partners for
the project, but also gathering preliminary infor-
mation on the expectations of potential partners
in the process. Beforehand, one should prepare
a list of questions which will help to structure
such a meeting and to conduct it in a goal-ori-
ented manner.

o Creation of a database: For future reference,
addresses and outcomes of such meetings
should be well documented and an appropriate
database should be created.

Defining Common Aims

Already in an early phase of a regional marketing
process, the involved stakeholders should agree on
a common direction of action, a common vision and
common aims which can later become more specific
as part of a regional marketing concept (cf. chapter
4.5). Such a vision does not yet serve the description of
single objectives, actions or even projects. It does,
however, define an overall action plan as well as the
first strategic cornerstones and constitutes a common
public statement of intention.

Involvement of the Supporters Network in the Develop-
ment of the Regional Marketing Concept

Whereas for the development of the vision it is sufficient
to involve the core group of the regional marketing co-

operation (see chapter 4.2), it is necessary to work with
the whole partnership when it comes to the definition
of the regional marketing concept (see chapter 4.5).

The central strategies, measures and activities fixed in
the concept will have to be carried by all partners:

o Companies (producers, processors, trade, gas-
tronomy, crafts, etc.)

o Multipliers and supporters (involved NGO's,
consumer associations, administrations, etc.)

It is definitely reasonable to charge experienced experts
(a single person or a small group) with the coordina-
tion of the different project steps and the editorial work.
Delegating coordination, structuring and moderation
as well as the (final) editing to an (external) expert sim-
plifies the implementation of the regional marketing
concept. Furthermore, this expert could also take over
the more difficult or extensive parts of the analysis.

Altogether, the process of developing a regional market-
ing concept — and, especially the decisions to be made
and the directions to be determined in the process —
should necessarily be a task of the whole partnership.

After all, the concept mainly deals with the integration
of single regional marketing activities into one strategic
ensemble!

That is why, at central points of the concept developing
process, well prepared and moderated workshops
should be arranged to involve the whole group of par-
ticipants:

o The evaluation of the results of the analysis, the
definition of essential objectives and strategic
cornerstones for the initiative are contextually
related. They should be carried by all partners
during a common event. It is a big challenge to
handle these tasks during a single workshop. If
possible, carry them out on two separate work-
shops. This is especially advisable when the
meetings also serve for team building and the
coalescence of the network. If, however, one de-
cides to conduct one single workshop, it should
be very well prepared and moderated by profes-
sionals. Schedule at least one complete day for
the event!
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4.5 Regional Marketing Concept

O The development and compilation of measures
can be carried out by working groups, once the
strategic cornerstones of the regional marketing
concept have been set. 4.5.1 Two Perspectives on the Issue of Cooperative

O Whereas the evaluation of measures and their Regional Marketing
prioritisation are again the task of the entire initi-

ative. Well prepared (e.g. by sending out project

As a result of the process of joint discussions and re-
flections on the options of cooperative regional market-
ing, the partnership as a whole and the partners them-

descriptions to the participants in advance),
a half-day workshop can suffice! - selves need to draw conclusions on costs and benefits
O At least, once the concept has been developed :  of the cooperation, on strategic pillars of the collabora-

and is in the process of implementation, the net- tion and on key activities.

work s.hould meet once a year for a revigw work- 1t is useful to compile these issues into a comprehen-
sho'p, in order to discuss Fhe progress intarget  ©  sjve paper giving an overview on the most relevant
achievement an(.i the quallt'y of the cooperation points. Basically, it is possible to write such a paper
and, where required, to revise them. i from two different points of view. In this chapter we

i take the perspective of the regional partnership as a

whole and demonstrate how a regional marketing con-
cept should look like. In chapter 4.6, the perspective



changes and we look at the cooperation from the per-
spective of a single company considering taking part in
a marketing cooperation. Here, a cooperation oriented
business plan helps to prepare the decision.

4.5.2 Central Elements of a Regional Marketing
Concept

The marketing concept of a cooperative regional mar-
keting initiative is the central paper, in which all strate-
gic considerations, results of analyses, joint measures
and projects and the financial and working plan should
be included. It is not developed at a desk of a single
expert but it is the result of discussions and joint con-
siderations of the whole regional partnership.

The main benefit is a common vision of all partners
on important elements and measures, which raises the
efficiency and effectiveness of the common work and
allows allocating means efficiently.

The contents of cooperative marketing concepts are
very similar in both cases: if you are aiming at a com-
mon brand or not. However, at the end of this section a
number of additional elements for concepts aiming at
a regional brand are mentioned (chapter 4.5.3).

Contents of a Regional Marketing Concept

A regional marketing concept ideally consists of the
following parts:

o Characterisation of the region

o Overview on regional products and services to
be part of the marketing cooperation

o Analysis of target groups

o Market analysis

o Marketing strategy

o Planned marketing measures
o Rules for the partnership

o Marketing organisation

o Distribution measures and logistics
o Working and finance plan

Of course every regional mar-
keting partnership has to de-
cide on the basis of it's person-
nel and financial means and the
information and knowledge al-
ready available, how detailed it
wants to develop the concept.

Following, we give a number of hints for compiling a
complete ideal concept:

o A short characterisation of the region helps to
define the project and market area and to con-
sider the most important features of the region.
This characterisation should cover general is-
sues like the population structure, the predom-
inant landscape, economical issues or the im-
portance of the region seen from a large-scale
perspective.

o Of course, the spectrum of the regional prod-
ucts and services to be in the focus of the
regional marketing activities has to be shown at
the beginning of the concept.

o The results of the analysis of target groups for
the regional products and services (see chapter
4.3.3) build an important basis for the marketing
strategy. The knowledge about diverse target
groups with special consumer habits helps the
regional initiative to meet the specific demand
and to direct the strategy to the needs of the tar-
get groups. The concept, therefore, should an-
swer questions like the following:

o How to address the
target groups? (preferred
newspapers, events, leisure
activities)

o What has the product design
to be like for successfully ad-
dressing the detected target
groups?

o Which are the distribution
channels to reach the de-
tected target groups?

o Which barriers could eventually prevent the
buying decision and how do we tackle them?

The section “market analysis” contains the central
results of the detailed regional analysis (see chapter
4.3.3.t0 4.3.5).

In the marketing concept the focus should be on the
conclusions: production volume or service capacity



and expected sales volume, main competitors, poten-
tial further cooperation partners, etc.

o The marketing strategy can be developed on
basis of the market and target group analyses.
It will be derived from common visions and ob-
jectives which the regional initiative has defined
for itself. The marketing strategy is the basis for
all marketing measures, the way to proceed and
the image which the initiative wants to commu-
nicate to consumers.

The marketing strategy addresses issues such as:
O common objectives,

o objectives according to different products
(Product A, Product B,...),

O positioning, e.g. determination of targeted
consumer segment and targeted price seg-
ment,

o proposals for different messages taking into
account the results of the analysis of the
target groups.

O The rules for the partnership include the crite-
ria for participation and the control system (see
chapter 5 and 7). The criteria for participation
could be structured in the following way:

o Partner criteria which have to be met by all
partners of the marketing system

o Basic criteria for products and services which
have to be met by all products and services
of the system

o Specific criteria for the different products
and services offered (in addition to the basic
criteria)

The control system for the compliance of the crite-
ria should be fixed in the concept as well.

o The operational part of the concept is the de-
scription of the marketing measures planned by
the regional initiative (see chapter 6 for further
information).

A possible structure for this chapter of the concept
is the following:

Joint Appearance (Corporate Design, general pack-
aging design, brand)

0 How are we going to present ourselves as a
marketing cooperation?

o Explanation of key message
o Common claim

o Picture of the CD or label, different versions,
if applicable. Examples for usage of the CD/
label on different products or marketing ma-
terial (pictures), if applicable. Chapter about
the meaning of the CD/label

Communication Measures: Section on the measures
the regional marketing initiative is planning in terms of
presenting its common product(s) /service(s).

Scheme for the Description of a Marketing Measure:

The Example of a Leaflet

1. Short Description and Objectives 2. Tasks

3. Project Initiator/Partners

. Determination of content

- Objectives

. Corlltent . Commissioning and briefing of an 4. Expenses
- Design agency

. Etc. « Distribution to all partners

PARTNERS

EXTERN MARKETING
CONSULTANCY

DAYS : COSTS (€)
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The measures should be characterized in short outlines
comprising e.g. information about the objectives of the
measure, the tasks to be fulfilled, the responsible per-
sons and a cost and time plan.

Distribution Measures

This section has to show the essential considerations
of the initiative on the following issues:

o Where will our product(s)/service(s) be sold,
how do they get there?

o Description of distribution system and chan-
nels

o Will there be used existing distribution chan-
nels, will there be established new ones?

o Organisation of logistics

O The next section of the concept addresses the
division of responsibilities and the arrangement
of cooperation within the cooperation. If there
is a joint marketing organisation planned,
the major characteristics of it should be laid
down here (see also chapter 5). The structure
for the organisation has to be outlined, the pur-
pose and the tasks should be specified. An out-
look on the possible further development of the
marketing organisation is also recommended.

o Last but not least a detailed working plan for
the implementation of the concept has to be
arranged. This plan should also include the cost
projection and financing plan.

4.5.3 Additional Elements of a Regional Marketing
Concept in Case of a Regional Brand

If the initiative aims at a cooperative regional brand a
number of further issues have to be addressed in the
regional marketing concept. The main features of the
brand, such as

o the sign,
o the claim,
o the key messages
should in any case be fixed in the concept.

The concept should also contain statements on the
type of brand the regional marketing initiative is striv-
ing for and give a description of the brand architecture
(see chapters 2 and 6.5 for further information on this
issue).

Moreover, a section on the rules for the use of the brand
should be included. Such a chapter comprises the
criteria for brand users and their products as well as
possible fees for the use of the brand.

The graphical composition of the regional brand should
be designed for general acceptance and be accompa-

nied by a corporate design which has to be defined
in the concept. To avoid the misuse of the brand and
negative effects on the entire initiative the brand should
be registered as a trademark. Depending on the design
of the brand — if there is just a figure or also text — the
elements themselves as well as the entire brand and
possible variations should be trademarked. In case of a
food product brand the rules of the Community Guide-
lines (2006/C 319/01) for State Aid in the Agriculture
and Forestry should be kept in mind if any state aid for
brand development or advertisement is planned. Deci-
sions on this issue can also be part of the concept.

4.6 Business Plan for Companies

In this section, the elements of a comprehensive busi-
ness concept from the point of view of an enterprise,
planning to join a cooperative regional marketing ini-
tiative, is presented. The business idea on which this
concept is based on deals with cooperative marketing
of goods and services. The target market could have
a regional focus, but the business plan concept pre-
sented below is also applicable to inter-regional initia-
tives. Each element of the business plan is briefly pre-
sented in this chapter.’’

Element 1: Company

Executive Summary

Description

The summary (Executive Summary) is intended to
stimulate the reader’s and in particular the capital pro-
vider’s interest. It contains a short outline of all impor-
tant aspects of the business plan. Particularly, it should
provide information about the product or the service
as well as shortly describe the use for the customers,
the relevant markets, the competence of the manage-
ment and the investment needs with possible return.

Company Profile

(A) Business idea

Describe your business idea. Explain clearly how you
want to realise this idea and which goals you want to
pursue. Give a reason why you have decided to suggest
a cooperation.

(B) Form of organisation

Describe the legal form of your planned cooperation
and explain the reasons for the selected legal form. The

31A more extensive version of this Business Plan guideline can be found on:
www.regiomarket.org, www.hs-albsig.de/wiw



distribution of the participations of enterprise/coopera-
tion should be described.

(C) Organisational structure

The basis of the cooperation structure develops
through the form of the relationship between indi-
vidual partners and a web of connections (who fulfils
which tasks for whom?). The goal here is to connect
the strengths of the individual partner in such a way
as to maximise the competitiveness of the entire coop-
eration. Here, the individual weak points are also to be
considered and balanced (if possible).

(D) Operational structuring

Within the scope of the operational structuring,
you carry out a process-oriented consideration of the
operations in cooperation. This refers to the chrono-
logical order of carrying out tasks as well as the organi-
sational units in charge of executing tasks.

(E) Organigram

Clear allocation of areas of responsibility and a logi-
cal assignment of tasks are necessary for a successful
cooperation. Describe what the organisational struc-
ture looks like. Attach an organigram to your business
plan.

(F) Legal restraints

If the legal restraints of your cooperation plan are to be
considered, please list these obligations here.

Business Objectives

Set the focal point of the presentation on the future
positioning of the enterprise — describe the strategy,
the success factors and important milestones. Also
describe the expansion possibilities for your business,
based on an estimation of the market potential.

Element 2: Cooperation

Cooperation Partner/Distribution of Ownerships

Describe here briefly all participated enterprises, elabo-
rate more on your industry as well as on your compe-
tencies. Outline briefly all the participated enterprises.
From here, you reveal the intersections and/or possible
synergy effects which were not yet considered.

Advantage and Utility for the Cooperation Partner

Describe which advantages and uses this cooperation
has for the members. The detailed description of the
benefits and utilities of the cooperation will help you
estimate whether the cooperation is generally worth-
while for the members.

Product/Service

Describe how you develop your products and services
in a few short and concise sentences.

Cooperation Areas

Which tasks/areas are taken over by which enterprises/
persons? The successful cooperation requires a clear
allocation of areas of responsibility and a logical task
sharing.

Competitive Advantages

Describe the advantages over competitors which
result from your cooperation under one brand. Explain
the competitive advantage which you have against your
competitor.

Customer Advantages and Customer Value

Explain which benefits your offer brings and which
usefulness the customers can derive from these advan-
tages. Selling your idea to a non-expert is the key here.

Current Status of Development

In case the product(-s) or the service(-s) which repre-
sent the base of the initiative are currently being devel-
oped: what is the status of this process?
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Element 3: Environment

Environmental Statement

The environmental statement contains a description of
the organisation, a summary of its activities, products
and services, as well as the relationship with the parent
company (if necessary). The aim is to get a description
of environmental commitments of the organisation
and the steps planned for the realisation of this engage-
ment in the entire organisation. It is important that the
reader understands the relationship between what the
organisation does and which important environmental
impact this may cause.

Environmental Advantages and Utility

This section contains the environment-related advan-
tages and utility effects the initiative has because of the
underlying business idea.

Element 4: Market/Competition Analysis

Environmental Analysis

Describe your strategic situation within the scope of
the aspects which matter for the enterprise.

Suppliers

Please provide information about your suppliers.

Current Market Volume (Market Segments/Target
Groups)

The entire demand of the environmentally-oriented
products within a market is to be understood. It pro-
vides you an overview of the demand for the products
in the markets which you represent. It should be noted
that you have to adapt the volume to the market rep-
resented by you. If you offer your products only in a
certain region, then you should only indicate the size of
the market for this respective region.

Growth Rate of the Market (Market Segments/Target
Groups)

Please describe the future prospects of the market and
the industry in which you want to create your coopera-
tion. Orient yourself at the empirical values from the
past and try to obtain prognoses from experts for the
coming years. Formulate your answers to the question
of whether lasting profits can be gained in this market
and in this industry.

Target Groups (Market Segments/Target Groups)

Describe your current and future customers and the
target market.

Competition

The goal of the market and competitor analysis is to
recognise the strategic activities of relevant com-
petitors as well as the changes in the surrounding
industry with high accuracy, in order to be able to react
to it. Besides, you can evaluate the exact market poten-
tial of your brand and derive your competitive advan-
tages.

Competition Reaction during Market Launch

Describe the competitors’ possible reactions during
the launch of your brand into the market.

Element 5: Marketing

Brand Concept

With the determination of the brand’s target image,
those values and attributes will be defined, which
should be mid-term to long-term in the brand percep-
tion.

Marketing Goals

First set your quantitative and qualitative goals with
your cooperation partners. In order to define the goals,
you should include the results of the market and com-
petitor analysis as well as your own enterprise and co-
operation goals.

O You must keep in mind that your fixed goals
should be quantifiable and achievable. They
should contain an incentive.



o Make sure that your marketing goals are in
line with the visions or main goals of your
enterprise.

o Your marketing goals must be formulated accu-
rately regarding contents, scale and time.

o Take the identified strengths and weaknesses as
well as chances and risks into consideration for
the goal formulation.

Market Entry Strategy

As a second step, define the market entrance strategy
in your marketing strategies for the reaching of market-
ing and co-operation goals.

o Your marketing strategies should describe how
you would want to reach your goals (turnover,
market shares, customer satisfaction, brand im-
age, brand awareness.

o Your marketing strategies are to help define
more of your operational marketing measures
later on.

o In order to specify your marketing strategies,
you should ask yourself which deviations pre-
vail between your current state and target state.
Thus you will recognise which strategies are nec-
essary.

o Marketing strategies should not contradict
themselves.

» Market Field Strategies
Market penetration strategy
Market growth strategy
Product development strategy
Diversification strategy
» Market Stimulation Strategies
Preference strategy (quality leadership)
Price quantity strategy (cost leadership)
Outpacing strategy (quality leadership/cost
leadership)
Focus strategy (partial market/niche markets)?
» Market Parceling Strategies
Mass-market strategy
Market segmenting strategy
» Market area strategy
» Competitive Strategies
Aggressive
Cooperative
Peaceful

Implementation of the Marketing Concept

Identically as for the third point, specify your marketing
measures for the reaching of your integrated goals.

O The marketing methods must be selected in
such a way that they realise the defined goals as
well as the selected strategies.

o For the method definition, the marketing mix
with its 4Ps is given here:

» Product (product and service-mix) The characteristics
of your product/services as well as your offer width and
depth are to be specified here.

» Price (mix the terms of sale) Specify your price
structuring here, regarding which goal will your pricing
strategies pursue?

» Place (distribution mixing) How should your products
reach out to the customers?

» Promotion (communication-mix) With which means of
communication do you want to convey the customers
to the advantages/uses of your environmental oriented
products/services.

Element 6: Risks and Opportunities

Opportunities

Please describe which unusual opportunities seem
to be realistic and the reasons which may make such
a positive development possible. You should specify
and state your chances and whether you have sufficient
capital available.

Risks

Please describe possible risks which could arise during
the implementation of your cooperation goals (e.g. too
little capital covers, financing problems, insufficient
commercial knowledge, information deficits and lack
of planning etc.). A risk assumption also implies a
winning chance which stands in appropriate proportion
to the possible damage.

Counteraction

Describe your strategy, and how you would reduce
the risk of the cooperation planning. Try out different
scenarios and consider your problems from different
perspectives. You should think clearly about possible
risks and prepare appropriate decisions or measures.
In addressing the risk factors, make sure that you can
think critically and in a forward-looking manner.

49



Element 7: Five-Year Planning

Personnel Planning

Describe the planned development of required person-
nel for cooperation. Indicate how many co-workers, and
with which qualifications, you want to employ for the
cooperation. State here how many co-workers can be
available with which cooperation partners, and if nec-
essary, whether new co-workers need to be employed
for the work in cooperation.

Investment/Depreciation Planning

The financial highlights should draw the main project-
ed financial picture based on the plan and the basic as-
sumptions as presented in other chapters. It should also
include interest rates, depreciation, and payment terms.

Interest and Redemption Plan

Please provide the reader with some information on
how you intend to repay the credits of the investors.

Planning Profit and Loss Accounting

This section is thought to discuss the three key state-
ments: balance sheets, income statements, and cash-
flow statements.

Liquidity Planning

As securing liquidity has a very high priority when
setting-up a new venture, liquidity planning represents
the main pillar of the financial budgeting. In order to
avoid insolvency — which generally means the end of
the business — the initiative has to make sure that it has
enough funds available at any given time. This is done
in the form of liquidity planning.

Element 8: Finance Requirements

Capital Requirement and Financing Source

Describe what portion of own capital the involved
enterprises can bring into cooperation. State here what
portion of outside capital is necessary for the realisa-
tion of your business idea.

4.7 From Best Practices to Policies

Presidenza del Consiglio — Dipartimento Affari Regionali e
Autonomie Locali — Italy

From Managerial Practice to Policy

The Italian declination of RegioMarket project assumes
as starting point the premise that development is pri-
marily a matter of political and social integration. The
basic intent of the project is to identify and to capitalise
those elements that can play the role of the catalyst of
a process of convergence for shared purposes, direct-
ing and promoting innovation in the perspective of eco-
nomic growth. In this sense, the aim of the project, es-
pecially for the partners involved in the tourism product
group, is not just to sell regional products, as much as
to use regional products as an asset to define structural
policies to sustain territorial economies.

This guidance has been placed in the practical reality
offered by the context. Particularly, it must confront a
fact: relational assets (social capital) in these target ar-
eas show worrying signs of weakness. The variety and
the coordination goals are hard to keep in simultane-
ous balance.

Such difficulties are automatically reflected in other
issues, highlighting other weaknesses. These weak-
nesses have become automatically priority actions for
the development of this particular project. Issues to be
covered may be summarized in the challenge to create
really-inclusive decision-making process, moving the
emphasis from the provision of administrative servic-
es to the production of public policies, integrated and
shared.

We are used to refer to these kind of process using
terms such as cooperation, partnership, consultation,
trading agreements, pacts. These are instruments that
must be valorized continuously in the projects of trade
of regional typical products. For example, in RegioMar-
ket tourism product group the partners decided to use
them in the path of enhancement of short chains, as



a means of in order to promote the development of
territories with a large impact.

The idea is to promote initiatives that can act in depth,
strengthening the links between all players that might
be involved.

Structuring the Analysis

In general, it is important not only to identify sustain-
able or achievable projects, but also identify projects
that might be examples of best practice, in order to pro-
mote them.

The primary interest is not for projects that should ap-
pear as sustainable itself, or which can be individually
identified as successful experiences; the interest is for
the initiatives that can act towards the development of
the local economic and social structure, so broad, its
social and economic components.

Allthis is made possible by the implementation of meth-
ods of analysis, analytical grids able to read the territory
and assess the ways in which individual projects may
be consistent with the idea of development adopted.

In order to promote effective actions aimed to “build
coalition” has proved necessary to overcome the ten-
dencies of private subjects to act alone, encouraging
the emergence of “collective entrepreneurs” who share
the idea of “competition” (competition through coop-
eration).

In particular, it is to identify and reward those projects
which can act on safeguarding and enhancing their
identity (first place cultural) through management of
the territory and concertation of local interests, acting
on local small businesses, and taking account of an
extreme variety of products, often “niche” ones.

The aim of RegioMarket is to put a specific attention in
this sense, to achieve the attitude to change, in general,
the best practices into ordinary policies.

The Evidence of the Project:
The Case of Italian Partnership

The problem of transferring best practices into ordinary
policies shows important evidences, in the RegioMar-
ket project, in the case of the Italian partnership of the
tourism product group.

In two years started in March 2006, the Italian partner-
ship has developed valuable initiatives, as having given
the common goal of the enhancement of local niche
food products attractiveness as a factor of regional
development, using them as asset for the regional pro-
motion. These project proposals, although contain-
ing a high identity content, can be used to identify a
common path, aimed at defining methods of analysis,
helping in design and define wider policies.

The interventions of territorial exploitation through the
typical food production had to deal, in particular in the
Italian case, with two difficulties:

o A worrying phenomenon of abandoned places,
in addition to the constraining of the human
presence in Alpine space, puts at risk the local
niche production.

o A loss in the efficacy and capacity of local sub-
jects in attracting tourist flows, due to the weak-
ness of traditional business models.

From these considerations — by a crisis and decline of
the old ways of producing goods and services — emerge
as fundamental the principles that have inspired the
development implemented by the Italian partnership:
policies must focus on innovation.

Only by addressing the challenge of change in its vari-
ous forms — ranging from the organization to market-
ing — can be achieved the primary goal to projecting the
effects of the project RegioMarket broad and longer.

From the practical point of view, this action is proactive
especially in two areas:

o define solutions to consolidate aspects of the
supply chain

o define solutions to make compatible distribu-
tion models with the philosophy of the Italian
approach.

From a wider point of view, the project way that has
been designed is to establish the conditions to pro-
mote the area and its assets so broad and shared.

The idea is to strengthen the dynamics of a short chain,
to enhance the tools that make more dense those
networks that can support this process, and at the
same time to make possible a hook to larger networks,
in order to reach more potential users.

This certainly involves some significant effects:
o identify territories as a single product
o draw integrated paths of fruition of the territories
O give transparency to supply side.

From the point of view of local actors, this choice brings
obvious advantages. Among other things:

o enhance its visibility thanks to pool-group effect
O intercept a demand otherwise unattainable

O create synergies multiplicative between the
credentials of individual products or services

o last but not least, learn to cooperate taking
advance from the positivity of competition as
business advantage.
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The Assessment of Best Practices

This experience has shown more elements:

First of all, the opportunity to act through “short chains”
inside “dense network” (namely that involve all poten-
tial local public and private actors) sharing a common
strategy.

Secondly, it highlights the important role that players
can act as drivers, typically (but not only) the public ad-
ministration called to perform its “catalytic” function,
and to work as promoter of all the projects realized,
through constant monitoring and — above all — setting
in experimentation elements of innovation.
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The transfer of best practice into the policy definition
process in this framework is a complex path. Inside the
Italian model, this process has taken shape through
these general element, that can be considered general
for every effort in this sense:

o Involvement of the planning capacity located
inside the area, considering government, eco-
nomic, social and cultural associations.

o Analysis of the plans collected, regarding four
main intentions (community, environment, com-
petitiveness and infrastructure). This allowed
to highlight the strengths and weaknesses of
the proposed development model.

o Definition of levers and mechanisms able to
start-up the change, identifying the strategic
objectives and single and transverse axis of
intervention.

o Articulation in sub-themes, and identification of
specific priorities through working tables acti-
vated with territorial actors. The aim was to set
up the planning process land according to the
priority selected, in order to identify strategic le-
vers and projects that might act as useful guide
to their implementation.

o Sharing of results through workshops, inviting
the players involved in the planning process.

O Territorialisation of planning and the setting of
implementation methodologies.

This has been done through the classification of plans
and the identification of feasible projects, thought pri-
orities and the identification of strategic and economic
forces.

From this process the Italian experience highlights that
in order to translate best practices into ordinary opera-
tive policies (in this as in other fields) it is necessary to
adopt analytical and operatives tools through which the
proposed objectives are achieved. These can be sum-
marized as follows:

O tools and practical of assessment and analysis,
which allow to evaluate the different dimension
of each experience, based on measurable and
quantifiable parameters

o tools and practical of comparision and struc-
tured benchmarking, which distinguish simply
positive and successful experience from literally
best practices, graduating the different experi-
ences

o tools and practical of organizational and struc-
tural analysis, which identify critical aspects
which distinguish best practice from common
successful experience, characterizing for each of
them the relative qualifying factors

o tools and practical of a planning and reengineer-
ing process, which introduce the relative quali-
fying factors into ordinary policies, previously
identified in other steps of the process, making
to work in a first best level the critical factors of
success identified in the phase of analysis.

Defining and Implementing the Policies

This process of policy development matched on best
practises is finalized to direct public administrations,
as well as private stakeholders in the complex process
of economic and territorial development as RegioMar-
ket is to utilize a refined set of tools regarding process
management and inclusive territorial public political
management, which can work in two ways:

o offering to decision makers in a professional and
permanent way a decision setting which is ra-
tional, structured, articulated, detailed in terms
of criteria of comparison and measurement

o diffusing the adoption shared of practical of
excellence in ordinary management functions,
with the same previous requirement.

The aim is the implementation of a territorial develop-
ment model that can also apply to other areas in the
long run.



In consideration of the guidelines adopted, it appears
clearly that the most important purposes in defining
the policy, are those that more act in the direction of:

o enhancing performance-cooperation for compe-
tition (coopetition) of the individual operators

O pursuing economies of combination between
sectors and complementarity.

To realize these objects there are some tools that have
to be considered as base elements in order to send to
regimen the adoption of practical ordinaries of excel-
lence. These elements are, for example:

O management and reengineering process
o staff training

o spread of instruments of workflow management
that allow a continuous performance evaluation

o the feedback on the re-regulation of formal and
legal aspects of processes

o the maintenance and the promotion of wide coa-
litions of institutional and private actors, in order
to support decisional and evaluation processes.

The aim is to promote projects and actions able to raise
awareness and involve more and more actors, in order
to establish a network between partners bounded by
the common strategic objectives.

The goal is to identify the critical success factors that
can enable and encourage development. Itis in relation
to this background that can be read the contribution to
the projects proposed by ltaly. In this sense, the meth-
odological approach adopted by the ltalian partners
of RegioMarket and based on the strengthening of
short chain and the construction of dense networks,
intends to be proposed as an important opportunity
for reflection on this issue.
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5  Cooperation and Structures

5.1 Who Should be a Partner in Regional
Marketing Initiatives?

Before talking about structures for cooperative regional
marketing initiatives we want to take a brief look at the
players who constitute these structures.

As regional marketing initiatives in many cases have a
sustainable regional development intention besides the
conventional economic intention of the participants,
there are not only companies in the focus.

So, initiators of regional marketing initiatives are gener-
ally trying to get close contacts also to consumers or
potential customers on
the one hand, and to po-
tential supporters of the
idea of a sustainable re-
gional development on
the other. The latter can
be institutions and or-
ganisations with a public,
environmental, social or
economic  background.
They can play the role of multipliers for the idea of a
sustainable regional development via a cooperative re-
gional marketing.

The table below gives examples of the spectrum of pos-
sible partners within a regional marketing initiative.

SUPPLY SIDE MULITPLIERS

| CONSUMERS

« Farmers and « Consumers « Public
forest owners and authorities
« Processing consumers « Politicians
companies associations « Tourist
« Hand craft « Tourists organisations
« Public « Media
authorities (regional press,
. Canteens television,
and social radio)
facilities « Environmental

associations
« Consultancies
« Trade
associations

The Central Role of Multipliers

A regional marketing initiative will not work in a vacu-
um. In each region, there are already associations and
development initiatives with similar objectives. Espe-
cially in the initial phase of a regional marketing co-
operation, contacts to these organisations should be
established in order to find out, if there are any com-
mon objectives and potentials for collaboration. Refer-

ring to this, it is irrelevant whether the partners will be
permanent partners of the initiative or if they will co-
operate in few selected cases. However, the initiative
should convince especially the leading persons of such
organisations and institutions to position themselves
as endorsers and supporters. Of course, the coopera-
tion with well established institutions, which already
have access to influential and like-minded parts of the
regional society, is of an outmost interest. Such institu-
tions include for example:

o chambers of commerce and trade associations,
O tourism associations,

o Agenda-21 groups,

o environmental organisations,

o labour associations or

o churches.

The cooperation with these institutions causes many
positive effects. Through their own work they can help
to communicate the project and the offer in public.
They are able to contact persons who want to support
the core group of the regional marketing initiative ac-
tively. A positive statement of leaders of such organisa-
tions can enhance the trustworthiness of the regional
initiative.:

With regard to the non-economic tasks of a regional
marketing initiative which also comprise shaping aware-
ness, education and information, educational institu-
tions and consultancies could be addressed, such as:

o adult education centres,

o consumer advice centres,

o environmental education centres,

o church related education institutions,

o schools, universities and universities of applied
sciences.

Representatives of chambers of commerce and trade
associations can play a key role, as well. If they are
convinced of the idea of cooperation, they can be key
partners of the regional marketing initiative for obtain-
ing market partners. For that the influence of a guild
master or a chairperson of the chamber of industry
and commerce is of particular importance.Beyond the
multipliers directly focused on regional marketing, also
institutions and enterprises are noteworthy, for which
regional products and services are less important in



their scope of business. By getting involved with the
regional marketing they get an opportunity to present
themselves as future-oriented, social and environmen-
tally responsible. As important economic and social
forces, they can help the regional marketing initiative to
increase public acceptance. In most cases, they do not
show interest in a regular cooperation in the initiative,
but might be willing to support specific activities with
great publicity effect, e.g. sponsoring. Potential spon-
sors and promoters of the initiative include for example
regional banks as well as important enterprises with a
location in the region. Often a positive statement of an
entrepreneur or a savings bank director is as important
as financial support!

It is also advisable to include prominent residents as
representatives of the regional marketing initiative. Ac-
tors, musicians, sportsmen, etc.
may, depending on their apti-
tude and their time budget, play
different roles in the regional
marketing initiative: patron, en-
dorser or simply model on ad-
vertisements. The VIPs achieve
particular effects, if they them-
selves use e.g. regional products
or services.

Last but not least political multi-
pliers should be mentioned. The
positive effects of regional mar-
keting are generally accepted,
independent from political interests. This and the fact
that party political interests often take a back seat on
regional and communal level is a basis to get support
from several politicians, parties and social groupings.

For all multipliers it is essential that they get profes-
sional support by the initiative for all their activities re-
lated to the initiative, such as briefings before presen-
tations, documents and marketing materials for their
discussions with potential partners.

5.2 Key Elements of a Model Structure for Co-
operative Regional Marketing Initiatives

Regional marketing initiatives usually have broad and
long-term objectives. Marketing of regional quality
products and services in most cases does not only aim
at economic objectives, but also includes environmen-
tal and social aspects of a sustainable regional devel-
opment. This requires support of a broad spectrum of
different players and stakeholders in the region and a
long-term approach. Thus, in the shorter perspective, a
structure should be built, capable of:

o uniting different social forces behind the initia-
tive’s objective,

O sustaining activities permanently,

o taking into account both: economic and public
benefit related aspects of the development of
regional products and services.

The tasks of such a structure for the implementation
of a regional marketing concept are not defined at one
constitutional meeting. They develop in the course of
undertaking successive activities and reformulating
the general concept. While initially the activities con-
centrate on the activation and coordination of the part-
ners, later tasks related to qualification, marketing and
financing emerge.

The long-term stability of an initiative is ensured by the
development of an increasing number of economically
efficient structures. That is ,of course, the responsibil-
ity of the market partners within the cooperation. Dur-
ing the entire process of concept implementation also
tasks serving the public welfare - in the broadest sense -
emerge, which means primarily the welfare of the entire
region in terms of its environmental and socio-cultural
matters. Therefore, existing ideally oriented organisa-
tions should also be included into the process and their
activities ought to be coordinated.

This is why we present the basic outlines of a dual
structure below, which is essentially constituted by two
elements:

O a heterogeneous network (non profit, if possi-
ble) providing the idealistic support to the re-
gional marketing initiative and

o an economically oriented enterprise or an asso-
ciation of such enterprises.

This dual structure will be described in more detail in
the following sections. In order to provide a full view
of the regional marketing components, two central ele-
ments will be described additionally: the “central mar-
keting or management unit” and the “caretakers”. We
intentionally talk about an ideal-type of structure here,
as some of the most successful initiatives in the Al-
pine Space are established in a similar way. It should
be clearly stated, however, that depending on the stage
of the initiative or the size of the region, also initiatives
that realized only a part of the structures described
here, might be successful. Key elements of an ideal-
type of a regional marketing structure are:

The idealistic support structure which might constitute
in the form of an association or an advisory board. It
comprises all institutions and individuals interested in
regional marketing and, above all, take into considera-
tion the socio-political and activating aspect of the re-
gional marketing initiative.

The economic structure, taking into account the fact
that the realization of the broadest possible supply with
regional products and services requires partnerships
and cooperation between enterprises (and consum-
ers) operating in this sector. The further the partners
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advance in the issue of regional marketing, the more
it requires an economic structure. Both partial struc-
tures (idealistic and economic) are complementary and
jointly fulfil the biggest possible part of the tasks, while
using, whenever possible, the same or similar names
and the same corporate design.

Besides the basic dual structure, it is also worthwhile to
take a closer look at two further elements of a regional
marketing structure:

A central marketing or management unit, as operation-
al part which, depending on its equipment, fulfil daily
tasks with regard to the establishment of the regional
marketing initiative: logistics, distribution, bookkeep-
ing, bargaining with producers but also organising
events and PR activities.

The evaluation of many regional marketing initiatives,
however, has proved a further role within a regional
marketing structure. We want to call these persons the
“key caretakers” here. They are the key initiators and
mentors of the initiative, not so much dedicated to day
to day duties as the marketing or management unit, but
responsible for the representative and strategic tasks
of the initiative. It is the central feature of the caretak-
er, that without him, the regional marketing initiative
would not exist. In any successful cooperative regional
marketing initiative one can identify one or a handful of
individuals playing that role.

5.2.1 Idealistic Support Network

All the regional forces standing behind the objectives
of the regional marketing initiative should be concen-
trated in one network. Such a network represents a
strategic partnership of all regional forces interested in
the sustainable development of the region by regional
marketing. It is the central networking and coordinat-
ing structure for all partners supporting the regional
marketing initiative.

Both, private persons and organisations may become
members of such a network.

There are no significant opinions on whether it's more
expedient to create the support network as a network of
committed individuals or as an “umbrella association”,
bringing together already existing organizations which
identify themselves with the objectives. In practice,
both alternatives occur. Organisations that may be con-
sidered in the process of forming such a network are:

o district craft association,

o chambers,

o trade association,

o Agenda-21 groups,

O environmental organizations,

o One World groups,

o professional organizations,

o local authorities.

It is also possible to obtain companies operating in the
region as members. As network members, they should
above all pursue the regional development objectives
of the association. The
possibility of pursuing
their economic interests
has to be created within
the framework of the eco-
nomic structure of the ini-
tiative (see below).l

The range of tasks of an

idealistic support network comprises all the aspects of
regional marketing development that concern the so-
cio-political and public benefit sphere, like:

o discussions on strategy and decisions concern-
ing the contribution of regional marketing to
sustainable regional development,

o creation of a broad alliance of supporters from
various social realms of the region,

O activities related to public relations and raising
awareness concerning regional products and
services (i.e. advertisements - not for different
products and companies - but to accentuate the
need for regional products and services in gen-
eral; a possible example is the cost-saving or-
ganisation of events like exhibitions by voluntar-
ies from the support network.) or

o discussion and controlling of the production and
quality criteria the regional products and serv-
ices have to fulfil.

Moreover, the support network forms a great starting
point for obtaining potential investors and customers
for the products (the support of a regional marketing
initiative by a big environmental organisation in the re-
gion or even by a church means direct access to hun-
dreds of potential buyers of the products and services
of the initiative).

The network is taking over the majority of tasks relat-
ed to networking and coordination, as well as for rais-
ing awareness and activating the society. Since these
operations are generally of public benefit, the network
should be established as a non profit organisation (e.g.
an association or advisory board). This follows the es-
tablished objectives (“Supporting regional marketing”)
as well as the resulting financing options (e.g. dona-
tions, in-kind contributions of the members in return
for a confirmation of donation).

The board of this organisation should adopt as far as
possible a neutral position. It may be selected for exam-
ple from the circle of “caretakers”.



Example: The Idealistic support network of the regional nitiative “UNSER LAND” (Germany)

UNSER LAND network has a dual structure. It consists of an
economically oriented company ltd. responsible for price-
and product-policy and logistics, and an UNSER LAND as-
sociation, which involves non-economic oriented partners
who take care of the principles of a sustainable regional de-
velopment.

Members of the association are 8 solidarity communities
around Munich and Munich itself, each relating to an ad-
ministrative district (“OBERLAN D” spans two districts):

o BRUCKER LAND

5 DACHAUER LAND

o EBERSBERGER LAND

4 LANDSBERGER LAND

_ OBERLAND (TOLZER u. MIESBACHER LAND)
5 STARNBERGER LAND

o WEILHEIM-SCHONGAUER LAND

L WERDENFELSER LAND

o MUNCHEN

Each solidarity community is organized as an association
formed by members of “the 5 pillars”™

o Farmers

o Craftsmen and traders
o Consumers

o Churches

o Environmental groups

The bylaws of the association determine an even allocation
of voting rights for the 5 pillars.

The UNSER LAND e.V. — umbrella association (Dachverein)

The 8 solidarity communities are members of the umbrella
association.

As the ,keeper of the idea” the association promotes the
non economic ideas of the network such as the conserva-
tion of the cultural landscape, environmentally friendly pro-
duction or the conservation of decentralised, small- and
medium-sized economic structures. The network of asso-
ciations builds on the dedication of people within each soli-
darity community. It builds up infrastructure such as sup-
port for public relation, support for events, local fairs etc.,
that helps to ensure local dedication in the long run.

The umbrella association:

_UNSERLANDe.V.“ is the owner of the brand(s). It supports
and coordinates the work of the different solidarity commu-
nities and builds up the network. It attends to trans-regional
issues, conception of projects and gathering of public finan-
cial support. The association is one of the participators of
the ,UNSER LAND Ltd“. There it ensures the non economic
ideas of the network and has the possibility to accomplish
its goals by making use of its power of veto.

SOLIDARITY COMMU NITY
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5.2.2 Structures for Economic Operations

The core tasks of a regional marketing initiative are eco-
nomic ones:

o marketing and sale of regional products and
services, such as obtaining trade partners or
planning and implementation of sales facilities
(e.g. regional shelves in supermarkets),

o product development,

o investments, financing (procuring shareholders
and partners),

o advertisement and communication on the prod-
ucts and services (not the contribution to sus-
tainable regional development which is an ob-
jective of the network explained above).

These kinds of tasks require business oriented struc-
tures and organisation forms because the partners act
on the assumption of returns of investment which, of
course, is not possible to handle in a non-profit struc-
ture.

It is one of the key challenges of regional marketing ini-
tiatives to find the appropriate structure and to decide
on the question of the intensity of cooperation.

Of course, it is generally possible to carry out all of the
tasks mentioned above in separate enterprises and
companies without cooperating in a joint structure.
This is one extreme on the possible spectrum of coop-
eration forms. On the other side of the spectrum is a
joint company which the partners build up and carry to-
gether. In between there are various options for closer
and less close cooperation forms. Finally every partner-
ship has to find its own way and grade of collaboration
considering the following reasons for cooperating in a
joint structure:

O Taking advantage of synergy effects
Within the framework of a regional marketing in-
itiative, there are numerous tasks and services,
which are better carried out by a common or-
ganization. For example, it does not make sense
that every farmer or producer bargains with trade
companies or restaurants alone. These (poten-
tial) partners welcome a single contact person
who is charged to talk for the whole partnership.
The same holds for the product delivery. The
products should be gathered somewhere and be
delivered together to the supermarkets or res-
taurants. Also, in the renewable energy sector,
a joint cooperative structure can help to cause
synergies (see e.g. the regional biomass storage
yard in chapter 6.4).

O Increasing the impact and public presence
Within the framework of a coherent regional
marketing process, the partnership must assure
that large parts of the initiative:

O communicate the same, common objec-
tives,

o have a corporate design,

o work together on the development of market-
ing for the region and support each other to
the best of their abilities.

The more visible and united the initiative is pre-
sented, the easier it will be to convince consumers
to buy the products and regional enterprises to par-
ticipate.

There are various possible organization forms and le-
gal constructions for the “economic structure” of the
regional marketing initiative. The appropriate form
should be developed according to the regional situa-
tion and the priorities of the partnership. The spectrum
of possible constructions reaches from a loose associa-
tion of individual companies on to a regional marketing
holding. (see example)

5.2.3 Central Marketing or Management Unit

Independent from the organisation form that has been
chosen for the regional marketing initiative, someone
will have to do the day to day work. While the concept
(business plan) development and first talks with poten-
tial partners might still be a matter of unpaid work of
a small group of volunteers (who can be profession-
alized, if there are suitable funding programmes avail-
able), the tasks call for professional and paid staff when
first joint products are to be sold or professional mar-
keting and communication is required.

The organisational set up again is dependent on the
construction chosen for the economic structure ex-
plained above. If there is only a loose cooperation of
the partners, the marketing or management unit could
e.g. be financed by licence fees or other service related
contributions. In the case of a joint company founded
by the partners the marketing and management unit
will simply be the management of the enterprise.
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Example: The “Naturgarten Kaiserstuhl” Regional Enterprise (Germany)

The regional marketing enterprise in the Kaiserstuhl region
is the result of many years of developing the insight that only
cross sector cooperation will allow the Kaiserstuhl to optimal-
ly position itself on the market and lay ground for the pres-
ervation of natural and economic welfare. After that, it took
only 12 months under the guidance of an external facilitator
to negotiate terms and conditions.

According to the charter, the function of the enterprise is “the
holistic development of the economic, natural and cultural
area Kaiserstuhl”. For this, the enterprise shall network and
bundle the regional strengths, improve supra-regional per-
ception and develop and convey the unique natural goods of
the region. It shall create a commonly perceived profile and
install the name Kaiserstuhl as a brand for the unusually well
equipped “Naturgarten Kaiserstuhl”.

The enterprise has the function to develop a regional produc-
er, processor and consumer community for goods and servic-
es. It shall be the operator of the regional brand which follows
sustainability rules and is being developed in the framework
of PLENUM.

To fulfil this charter the Naturgarten Kaiserstuhl enterprise
(amongst other tasks)

o takes responsibility for joint projects,

o develops a joint overall concept of all economic and
voluntary active members of the Kaiserstuhl society,

0 manages the Kaiserlich genief3en brand and provides
services to support the partners,

O organizes regional events especially to foster sustain-
able tourism,

o coordinates activities in the involved sectors tourism,
winery etc,

o improves supra-regional market presence,

o plans, builds, finances and runs environmental friend-
ly facilities for the production of renewable energies

and the improvement of energy efficiency.

The regional enterprise binds following partners:

0 10 municipalities (plus one district authority)

O 13 wine cooperatives (represented by their common
marketing organization) and the private Kaiserstuhl
wine estates (represented by their association)

o The gastronomes, represented by their association
Culinary Kaiserstuhl e. V.

o The tourism sector represented by the Kaiserstuhl Tu-
niberg Tourism Association

o The farmers represented by the Interest Group of Kai-
serstuhl Farmers

The wine sector and the municipalities together hold about
80% of the shares. The subscribed capital of 50.000 EUR was
used to finance the establishment of the company and to co-
finance funded development projects for the regional partner-
ship in the first year. The stock was re-established for the sec-
ond year and meanwhile all partners have signed contracts to
continuously finance the activities of their regional enterprise.
Additional income is being created from partner contracts for
the use of the regional brand Kaiserlich geniefien. For specific
services the company invoices its partners whether they be
shareholders, brand users or any other regional entity.

Kulinarischer Kaiserstuhl
e.V. (registered association) Landwirte (IKL)

Kaiserstuhl Tuniberg Wein marketing GmbH (Ltd.)

Tourismus e.V.
(registered association)

Weinguter Verein
(association)

Local Authorities

NATURGARTEN KAISER-
STUHL GMBH (LTD.)

Management
Board
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Example: The «pelight Office” in Carinthia

Initial Situation:

The results of a SWOT analysis in Carinthia
within the RegioMarket project showed
that there is a trend towards regional prod-
ucts and that retail and gastronomy would
like to make more use of regional products,
but they have too little information about
regional products and their availability.
Above all there was 2 wish for a contact
partner and for supportin organising logis-
tics for all product categories (milk, meat,
bread and rolls, honey, game etc).

Moreover, the producers of regional foods
stated a lack of coordination and coopera-
tion between the parties involved as a major
weakness impeding a joint market presence.

Solution

A marketing or management unit was
founded in 2006 with the objectives to
strengthen small producers and to raise de-

tronomy and tourism. An organising office
was set up to work on behalf of members
and partner enterprises. The members are
the 10 “Regions of Delight” in Carinthia
with 250 SMEs. The partners are the Car-
inthia tourism, the Carinthian gardeners,
gastronomy and the enterprises belonging
to the association “Carinthia genuine/real
good” [“Kérnten echt gut”].

The core team comprises 2 persons work-
ing from the offices of the Carinthian Pro-
vincial Government.

Tasks and functions of the
Delight Office

o organisation, coordination and sup-
port for members and partner enter-
prises, development of networks,

o optimisation of the entire process
chain,

o support for cooperation projects,

Genussland

T 4 gy A
A TR L

pearances, such as exhibitions and
trade fairs, markets etc.,

measures to raise the awareness
for regional products, (informa-
tion events, cookery COUrSES, lec-
tures etc.),

professional moderation and proc-
ess support,

cooperation with retailers (e.g. de-
velopment of suggestions for focal
campaigns using seasonal prod-
ucts),

training offerings for agricultural
producers such as:

o sales training,

o product presentation training
offerings

o marketing

mand of regional quality products by con-
sumers. In the focus was the cooperation
between agriculture, retail, business, gas-
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O obtaining further important supporters,
o intermediation of cooperation.

At the initial stage, the “caretakers” bear a large part of
responsibility for the success of a regional marketing
initiative. And so for example, a sudden withdrawal of
these individuals from the project may cause a com-
plete collapse of the initiative. Therefore, the respon-
sibility should be distributed among a larger group of
people as soon as possible.

Apart from this, it is difficult to give advice in the form
of guidelines in this field. It is key importance to people
responsible for processes related to the introduction of
regional products and services, that they are aware of
the different roles, functions and structural elements,
as well as an ability to find one’s own place in these
structures.

A good, communicative support network worker and
driving motor is not automatically an appropriate per-
son for the development of concepts or manager for
secretarial work - and vice versa.

5.3 Financing a Structure for Cooperative
Regional Marketing

It should be the final objective of establishing a regional
marketing initiative to create a self-financing organisa-
tion. For the start-up, it might be advisable to apply for
public funds, if available. For the future independent
financing of the initiative there are different financing
instruments, like membership-fees, service charges,
project-oriented receipts, licence fees or sponsoring,
depending on the shareholders’ and stakeholders’ ob-
jectives. Below we give a short overview on the most
important financing options®2

5.3.1 Investment, Shareholding, Sponsorship

Shares of the Partners

The most apparent method to collect financial means
for a common activity is to charge the involved part-
ners. Companies, organisations, public bodies, firms
and private persons pay contributions, once or periodi-
cally, for the support of the regional marketing organi-
zation.

The partners have to agree on the amounts of the
shares and the legal form of cooperation which deter-
mines their rights and duties. Depending on the organ-
isation form they have the right to take part in the deci-
sion making process of the organisation.

We will not be able to list all options for organisation
forms in the different Alpine Space countries in this
guidebook. You will find synopses listing advantages

32 As there has been created a very useful synopsis on this issue within the
guidebook Branding the Landscape, already, we decided to follow this pat-
tern to a large extent. (Deutscher Verband fiir Landschaftspflege (DVL) e.V.
(2006): Branding the Landscape — A Guide).

and disadvantages of the different legal forms in many
economy study books.

Sponsorship

If the contribution to the financial means of the organi-
sation is a donation, we are talking of sponsorship. Of
course, a regional marketing cooperation should take
the opportunity, if there is a sponsorship offer, having
in mind, however, the following issues:

Normally, sponsors do not have the institutionalized
right to influence the decisions of the organisation,
even if they sometimes try to do so.

Moreover, it may happen that the care for sponsors
takes a lot of time of the management of the organisa-
tion.

Subsidies

Several regional marketing initiatives achieve basic
funding from public households (municipalities, dis-
tricts, provinces, etc.) of the region or from super ordi-
nate support programs.

For co-financing the establishment of regional market-
ing organisations subsidies from EU support programs
(e.g. LEADER) and structural funds (ESF, EFRE) can be
applied, if the region fits into the criteria of these pro-
grammes. Furthermore, different support programs de-
pending on countries and districts are available e.g. the
PLENUM programme in Baden-Wiirttemberg.

It should be considered that subsidies are temporary
support to establish structures, their maintenance ex-
penses should still be affordable afterwards.

Besides the time limitation, support programs often
also limit the flexibility of the marketing organisation
because of different rules the support programmes
contains. In the case of regional marketing of food, for
example, there are a number of regulations® limiting
the options to support advertisement.

33 EC regulation 2001/C 252/03
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Funds

A fund is a supply of money which results from differ-
ent sources, invested for a special intention. The ability
of funds for financing a regional marketing initiative is
based on the ability to induce a personal relation be-
tween the locals or visitors of the region and the inten-
tion of the fund. This personal relation is an important
precondition for paying in money to the fund.

According to experience the bonding of payers is more
than a consumer relation. That is why the fund also
works as instrument for the acquisition of engagement,
know-how and establishing contacts for production,
manufacturing and sales of products. The conclusion
is that the establishment of a fund should always be
connected with public relations and customer loyalty.

To establish a fund for financing the regional marketing
organisation there are two different possibilities:

o Open funds, whose number of investment share
certificates is unlimited. An unrestricted number
of shares can be sold.

o Closed funds with a defined number of shares
to be issued.

Funds can be configured in several ways. The fund can
be accessible to everyone or just for a specific target
group, like providers of regional services and products.
Further the participation can enable or be the precondi-
tion of the utilisation of specific services, for example
providing products and services through the marketing
organization. The proceeds to be yielded to the share-
holders can be carried out in various forms, like serv-
ices of the marketing organisation or cash benefits.

Important is the fact that the shareholders have no in-
fluence on managerial decisions of the regional market-
ing administration.

Of course, also for a regional marketing cooperation, it
is possible to acquire further types of external capital,
such as bank or private credits.

For the acquisition of all types of capital, a regional
marketing concept or a business plan (see chapters 4.5
and 4.6) is an important prerequisite.

5.3.2 Revenues from Commercial Activities of the
Initiative

For a regional marketing organization, once estab-
lished, there are different options to build up continu-
ous finance sources.

Again the best solution depends on the construction
of the partnership. Of course, for a regional marketing
organisation (agency), it is possible to buy goods or
services from the cooperation partners and to resell it
adding a trade margin.

As this is also a question of competitiveness, in most
regional marketing initiatives different forms of finan-
cial contributions of the partners have been found. The
most important ones are characterized shortly now.

User Fee | Compensation Fee

The marketing organisation can collect user fees for
services like

o the admission of the company profile and the
range of products and services into a data base
(e.g. a consumer guide book of regional prod-
ucts and services, a regional accommodation
guide book, an internet-directory),

o consulting services for the cooperation part-
ners,

o conduction of quality controls for the products
and services of the initiative

Allocation of Logo

A special type of the user fee is the logo admission fee,
which partners have to pay, if they use the signet of the
initiative.

The basis for the allocation of a joint logo or brand
should be quality and production criteria, which should
be defined by the marketing organisation in coopera-
tion with experts and working teams. The financial reg-
ulation of the logo allocation requires precise arrange-
ments concerning the property rights of the logo, the
slogan and the name.

The contract partners receive the logo after their com-
pliance with the criteria is proved. For the use of the
logo the partners have to pay a fee.

Cost Sharing for Special Activities

If the partnership decides about special activities, it is
an option to finance them by special apportionments.
The calculation base for the charges are the actual costs
and a recompense for the marketing organisation. l.e.,
the partner does not pay a clearly defined service of the
organisation, but participates in a joint action, e.g.:

o special campaigns,
o advertising measures in cooperation with ex-

perts,

o events, as exhibitions, tradeshows which of
course, could also be financed by entrance fees,
participation fees and costs for stands.

Issuing Licences [ Franchising

Developing trademarked concepts - for example shop-
in-shop-systems for regional products such as regional
shelves - with a logo and a corporate design for repre-
sentation enable the marketing organisation to charge



fees for franchise contracts. Usually one-off charges
incur for the partners by signing the contract, further-
more current fees can be charged in the form of per-
centage share of sales.

5.4 Defining Rules for the Partnership and
the Regional Market System

An important aspect of structures and organisation are
the regulations and criteria for participation in the part-
nership.

As this issue was an important part of the common
work within the RegioMarket project, we dedicated a
special chapter to it. So, here we ask the reader to con-
fer to chapter 7.
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6 Measures and Projects for a
Cooperative Regional Marketing

While the chapters 4 and 5 were dedicated to the struc-
tural and process aspects of regional market initiatives,
this chapter goes into the every day practical work of
managers and partners of these initiatives. We display
a variety of potential measures and projects for a coop-
erative regional marketing. Most of them have been im-
plemented and experienced by one or more partners of
the RegioMarket project. Section 6.1 addresses the is-
sue communication, 6.2 focuses on cooperative meas-
ures which help to optimise sale. In 6.3 we deal with
activities for a joint product and service development
in regional market initiatives. Section 6.4 picks up the
issue of distribution of goods in regional initiatives and
in 6.5 we address a number of special requirements
for those regional systems that decide to unify under a
common brand.

6.1 Cooperative Communication Measures

The superior goal of a regional market system is the
creation of a market for regional quality products and
services through the organisation of the suppliers and
the development of an appropriate regional demand.
Chapter 6.1 is about the latter aspect.

It does not only deal with the sensitisation and moti-
vation of regional stakeholders, but also with different
aspects of marketing. Concerning regional market sys-
tems, firstly the focus is on the idea of the maintenance
of regional market structures. Later on product market-
ing is getting into the focus. That is why it is helpful for
campaigns and initiatives of the region to draw conclu-
sions from experiences and instruments of successful
marketing processes.

6.1.1 Target-oriented Marketing

Target-oriented marketing is a marketing method for
the specific addressing of target groups.

Every marketing process puts four aspects into rela-
tion:

TRAGET- NEEDS MESSAGE PRODUCT
GROUP
wich group  what is of wich key what of-
dowewant  majorinter- messages fering do
to adress? est for the shall we use  we need to
group? to address meet out
the group?  merketing
message?

Source: B.A.U.M

4.

Select your target group! Whom do you want to ad-
dress with your product and your message? You
should realize that a typical regional product cam-
paign is multidimensional. At the same time it can
address

o consumers and end users in the private, public
and corporate field,

O partners in the campaign,

o supporters and multipliers (like environmental
groups, politicians, press, research institutes),

o suppliers and producers (like farmers, crafts,
hoteliers, installers).

Analyse the needs of your target groups! Be aware
that in most cases people have personal and group
interests at the same time. You should ask ques-
tions like:

o What is the personal interest of a typical mem-
ber of the group? (change the world, become fa-
mous, have fun, earn money, be re-elected, ...)

o0 What are the restrictions of the group? (no time,
few money, no decision power, political frame-
work, forced to have return of investment, ...)

o What guides their purchasing decision? (quality,
price, brand name, ...)

Select an appropriate marketing message! First of
all your message must exactly hit the needs of your
target group. There is no sense for a message like
“... because it saves money!” if the major interest
of your target group is to prevent climate change or
damage of the landscape. In general terms you will
need two types of messages:

o a clear, short and unique claim (e. g. “enjoy as
an emperor”, “Have sun in your heart — and
your house!”, “tastes of unique people”). Such
a claim should typically address the emotional
part of your target group.

o a set of some 3 to 5 sayings about your offering.
These messages should meet the emotional as
well as the rational needs of your target group.

If you want to address multiple target groups at
the same time, i.e. with the same set of materials
(which is not advisable but sometimes inevitable
due to resource restrictions) you might try to find a
claim that meets multiple needs and one support-
ing marketing message per target group to meet.

o Make sure that you have something to offer! Ex-
perienced campaigners and marketing people
derive their offerings by selecting their target
groups first, analysing their needs and decid-
ing the marketing message with which they can



address those needs. After all there must be a
real product or service that fits the marketing
message! |.e., the product should be developed
according to the profile of the marketing mes-
sage.

6.1.2  The AID-System

The goal of any campaign or initiative is to make people
act. In order to take people to action marketing experts
typically follow the AID-process.

Attract Inform Develop

source: B.AU.M

AID means to clearly distinguish between three steps in
a decision making process:

1. Attract people to your topic and create awareness!

We live in a world of overwhelming marketing mes-
sages. Regional products compete with multiple other
offerings - even in the field of high quality and sustain-
ability. Basically you should try to develop a triple of at-
tractions:

o a striking effect or very special offering,

o a world class claim or outstanding design of
your advertising,

o omnipresence and a very high degree of recog-
nition.

While the first two options are typically very costly,
number three is the major strength of a regional cam-
paign. You should try to create a unique “brand” for
your issue and get as many supporters as possible to
spread it.

2. Inform your target group about the chances!

Most people have little understanding of regional qual-
ity groups. They don’t know much about benefits, costs
and restrictions. Your activities and materials for this
phase of the marketing process are the leverage to take
people from awareness to action. However you should
beware of a frequent mistake: do not overload your tar-
get! In this phase a potential customer of a regional
product does not expect to receive a finished product.
And a supplier does not need in depth information or
a business plan.

3. Develop your customer’s desire to act!

Regional products and services and the creation of a re-
gional market are quite expensive - whether you look at
the supply side or the demand side. So if you want to be
successful in convincing your target group you need to

give them excellent support. Customers need to get a
clear understanding of costs and the return of their pur-
chase decision. They need to get some market trans-
parency and to know regional high quality products and
producers in their region. So you should provide results
of market researches and lists of qualified providers of
goods and services. For your supply side target groups
you might want to provide technical training, market
studies, assistance in developing a business plan or ac-
cess to background information in the internet.

For every AID-step you should prepare material, or-
ganise appropriate events and provide access points
for your target groups. At the very beginning of your
campaign you should develop a media and action plan
in order to support all three steps (see chapter 6.1.3).
Whenever you design a folder or a brochure or prepare
an event you should ask yourselves “What purpose
shall it serve: A, | or D?”.

EXAMPLES FOR AID

mass mailingto  information mar-  visit by expert to
selected target ket at an install-  assess specific
group ers site chances

self check and
calculation tool
on website

structured inter-
view by call cen-
tre referring to
web site

attractive poster
with memorable
hotline number

presentation at brochure with

annual crafts case studies of

chamber meeting  successful sup-
pliers or regional
tourist attractions

training course
for sellers or res-
taurant staff

competition to reports about visiting pro-
win a prize (e.g.  jury sessionand  gramme to model
for the best re- awarding cer- producers

gional dish or the emony
best idea for a
regional slogan)

information semi- information pack- text blocks for
call for tenders by
public or private
purchasing de-
partment

nar for mayors
and entrepre-
neurs opened by
minister

age for shop
managers and
heads of tour-
ist information
points

The members of your target group
need “aid justin time”. That means
you should offer well known ac-
cess points to your information
and support offerings.

The AID process should take the
client from a first contact to a well functioning system.
Step by step enthusiasm should grow. The further one
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gets the more important it will be to develop confi-
dence for the qualification of the acting people. Make
sure that your partners do not ruin the good reputation
of the initiative.

Actually there is an additional 4th step in the market-
ing process. The AID-steps are often called “non sales”,
“pre sales” and “sales”. Marketers know that “after
sales” is as important. The regional campaign should
try to make sure and check that buyers of regional prod-
ucts are satisfied with their decisions and support the
initiative to spread good news. Tourist managers should
verify that guests have a good time in the region and in-
form about interesting offers in the future. House own-
ers should be satisfied about the high quality advice
they got by the regional energy saving initiative.

6.1.3 Developing and Action Plan

Running a campaign or establishing a regional initia-
tive is a very strategic task. Since the ideal campaign
is a dual one —i.e. addresses the demand side and the
supply side at the same time - it is also quite complex.
So, it pays to develop a clear work programme and es-
pecially a media plan.

You should not start your activities before you have al-
located means and measures to all fields of the follow-

ATTRACT m DEVELOP

ing matrix:

DEMANDER

SUPPLIER

MULTIPLIER

In a kick-off workshop or similar event (see chapter
6.1.7) you might want to run a brainstorming session
on how to fill this matrix. You should ask yourselves
and your partners: What are we going to do to attract
consumers and suppliers to our idea and how do we
involve multipliers to support us? If we were successful
to attract them, what information can we give to them,
by what means and at what occasions? If they keep go-
ing with us, how will we develop their desire, how will
we support them to find the right decision and act ac-
cording to our goals?

Basic means and measures of campaigns and regional
initiatives are (for details see chapter 6.1.4 — 6.1.9):

O press releases and advertisements,

o printed publications like leaflets, brochures,
posters, newsletters,

o events like festivals, information seminars,
stands on fairs,

o websites and E-mailings,

o training seminars for suppliers and supporters
of the initiative.

Every 6 or 12 months you should
prepare or revise your action
plan together with your partners.
Doing it together creates a lot of
common sense and strengthens
the network. Of course your ac-
tion plan has to go along with an
organisation  and  finance
scheme.

i " / .
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When drawing up your action
plan you should carefully con-
sider synergy options. Can you
link into existing actions or
events? Are there other ongoing
activities of regional marketing?
Could you link with neighbour-
ing regions? |s there a role mod-
el municipality or enterprise in
your region with activities you
could hook on? Is there a na-
tional approach from which you
can benefit?

6.1.4 Marketing Elements

The table below contains possi-
ble elements of a marketing or awareness-raising cam-
paign sorted by

O purpose: s this element meant to attract atten-
tion? To inform about possibilities to act? To
support the decision process or the action?

o target group: Who needs the element? To whose
needs should it be optimised? Who will use it?

Various means can address multiple target groups
and/ or multiple purposes. However, when preparing
a marketing or PR element one should always be aware
of target group and purpose. As far as possible one
should avoid creating multifunctional elements. The
better way: create an attractive common design for all
materials, use a common logo, prepare a series of well
addressed elements and distribute it to the respective
target group.

Some frequently used elements shall be discussed
further. The following chapters give hints and refer to
good examples.

You might use the checklist next page to compare the
different marketing and communication instruments
and to select the most suitable instruments for your
projekt!



PR- and Marketing Elements by Purpose and Target Group

PARTNERS

MULTIPLIERS

SUPPLIERS

PRIVATE END
USERS

PUBLIC

ATTRACT

- testimonials

« memorable name or logo

« regional festival

« visiting tour as social event

INFORM

« 1 page abstract of potential
study

« flyer to describe initiative

« 10 page brochure on
organization

« demonstration sites

DEVELOP

market study
website
comprehensive potential study

- regional festival
- series of articles in newspaper
« tours for press people

« seminar 1 evening

« radio report

« flyer to describe initiative

« demonstration sites

« Regional Marketing success
newsletter

Website

standard presentation
brochure with examples and
background info

« memorable name or logo
« series of articles in newspaper
« supplier specific publications

« flyer to describe initiative

« 10 page brochure on
organization of regional
intiative

« seminar for decision makers

« distribution of product
samples

« Info-hotline for tourists

« stand at tourism-fairs

training “business plan“
technical training
market study

website

energy label

standard presentation
standard offering
templates for permits
regional funds

expert seminar

« hotline / call centre

- regional festival

» poster campaign

« series of flyers

« TV spot

- big balloon

« competition

« involvement of citizens

regional fair

radio report

10 page brochure on
offerings

event / festival
regional brand
database of suppliers
demonstration sites

« info on regional products
- well designed website

« visit of minister
- event / festival
« involvement of citizens

10 page brochure on
offerings

regional fair
regional brand

- website
- database of suppliers

table : Marketing Elements by Purpose and Target Group



Rate the following criteria from 1to 7!

INSTRUMENT

Relevance for the target group: Do we reach the target group by us-
ing this instrument?

ADVERTISEMENT

IMPLEMENTATION OF A
HOTLINE
IMPLEMENTATION OF
AN ENERGY TOUR

RADIO ADVERTISING
EVENTS ETC.

FACE-TO-FACE-CON-

TV-COMMERCIALS
SULTING

OUTDOOR
PRESS RELATIONS

ADVERTISING,
DIRECT MAIL
COMPETITIONS

POSTERS
INTERNET

Relevance for the image: Does the instrument fit into our intended
image?

Authenticity: Does using this instrument contribute to the authen-
ticity of our initiative?

Costs: How much do i.e. 1000 contacts cost by using this instru-
ment (including the intern costs for the partners and members of
the initiative!)?

Durability: Can we keep up the usage of this communication instru-
ments for a longer time, even if problems arise?

Interactivity: can the target groups communicate with us?

Sum

table: Checklist of marketing and ication instr

35 Klewes, J. (1999): Praxis Checkliste Marketing Datenbank: Die wichtigsten Regeln fiir Werber, PR- und Marketing-Profis, Diisseldorf.

6.1.5 Media Presence

Presence in the media is vital for the initiative. If, how-
ever, this should be accomplished by ads in the region-
al newspapers it will be very costly. So you should try to
be in the editorial part as often as possible. There are
many good opportunities to refer journalists to the re-
gional marketing campaign and to feed them with lat-
est information:

o establishment of an organisational structure to
run a campaign,

o expansion of the regional product line-up,

O a seminar with celebrities and VIPs,
o a competition and the awarding ceremony,
O a new sponsor.

The management should be very capable of doing me-
dia work. They should prepare a quarterly media plan
that makes sure that there is always enough to be re-
ported. The schedule contains

O events (seminars, festivals, stands on fairs,
open days etc.),

O dates for the delivery of case studies to be pub-
lished,

o dates of press conferences and study tours for
journalists (e. g. together with members of the
regional initiative to another region or town),

o schedule for special ac- e s

tivities like competition
or mass mailing,

o tasks of various mem-
bers of the network.

This plan should be handed to
the regional press community
together with an offering to be
prepared for interviews or the
delivery of background infor-
mation.




Website of the «Belluno Cheese Road”

ro eWCt l\eWBe uno C eese Route: ers ASSOC atior ) ar d l a lced byt € E
p ]

) taly-Austria. arranged structure of the web-
Sights and Tastes to Delight the Visitor”, ~ project INTERREG .l||A Italy . _sr::: ‘:’ne;:(es . gosgble ure o YiSitor to—
e ool 1 g e O o thadit decide — for or against a deeper informa
Province of Belluno preserve cultural heritage and .tradltlon, S Sk
and the Chamber Of one Of the aims Of the projeCt |S to pro- tlon ..................................................................
Commerce of Bl e regional cheese — also beyond re-

b et ST gional borders. www.infodolomiti.it/dolom'tl.

On the website visitors can get pr?cti- run?3B024DB9
cal information that means suggestions
on routes to take, restaurants, cheese
dairies or Alpine cabins to see or eat.at.
Apart from this, additional mformatuon
on regional types of cheese, their pro-

Ve| eto Reg on Vl k P OdUC' dUCt on af d C| a acte istics a tradi-

)
S

)
The website was created by the Districts’ e

Farmers Union, supported by PLENUM =
Reutlingen (a project of the federal state

e e A B e AL TS

o - E ol

Baden Wuerttemberg for the conservation l m—

and development of nature and environ- £

ment). The offers range f_rom agro todgr- - —
ism and agricultural services to the dis- E

posal of agricultural products. The farms

e i e By
i - o Teas e P
are not only arranged by offered Products, . L
isi also find the next direct mar- .
visitors can : e s
keter nearby. Furthermore, in the ca eg yl o |
‘market place’ visitors can order r'eglona i
products online. The order can either :e - - - .
. i llected by the A T ;
delivered by a serv1cehor cc‘>f) y | :
! . 1 i e, Wl i-"-
customer himself (or herse o .
............................... o e
........................................................................... “/‘ S
www.bauernhof-rt.de

All partners should support the central management “attraction” it is the name of the website that
in doing media work. So, they need to be trained and makes the difference. It should be memorable
motivated. An annual PR-seminar with professional in- and frequently published. For a regional cam-
structors will help a lot. It should be integral part of the paign all partners should rather spread the name
internal capacity building process. of a common website instead of publishing their

6.1.6  Internet own web-addresses.
Websites are often designed to serve multiple purposes
for all possible target groups. However, the more func-
tions a website intends to have the likelihood of failure
increases. Some hints to prepare an effective website:

6.1.7 Effective Events

Afestival attracts more peoplethan anyinformation sem-
inar. And even an information seminar is more than just

. . i conveying information. A goal of any event should be to
o Only in very rare cases a website can serve as : .
. . . :{  bring together people and motivate them to cooperate.
an attraction. The typical purposes of websites . .
w o M N i Some cultures like the French or Italians are very educat-
are “information” and “support”. In terms of

ed in such attitudes towards events. Others still have to
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The “UNSER LAND?” Kick-Off Event in Benediktbeuren

The Kick-Off event of the region-
al marketing initiative “UNSER
LAND” took part on July 20th in
2001 in the monastery of Ben-
ediktbeuren. Invited guests and
250 representatives of the par-
ticipating districts celebrated the
start of the initiative. The festival
started with speeches and greet-
ings of mayors, ministers and
involved persons. An exchange
of experiences with other re-
gional marketing initiatives pro-

vided valuable information for
everyone. The event ended with
a lunch with regional food. The
presence of ministers and re-
gional authorities led to a high
regional media feedback and un-
derlined the importance and reli-
ability of the project.
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learn that
the food on the table is as important as the presenta-
tion on the beamer.

No event can meet the needs of all potential partici-
pants. So, target oriented planning is vital for the suc-
cess. Following are some examples for typical events
along with hints for planning and preparation:

A kick-off event is targeted towards multipliers and me-
dia. You might want to invite the celebrities and VIPs of
the region and ask most important supporters to give
keynote speeches. The most renowned member of
every partner organization should give a short speech,
point out the motivation of the group and outline the
possible positive results. Such a kick- off event should
not take more than 3 hours — inclusive dinner buffet!

A lot of work needs to be done in the forefront of such
an event:

o selecting an attractive location and making sure
that the date does not coincide with other im-
portant events (like football finals, festivals,
elections),

o choosing a politically correct and still not over-
whelming set of key-note speakers,

o inviting a professional facilitator,

o informing and inviting the regional media. Do
this in the famous three-step-way: 1. tell the date
and title, 2. send background information and

invite, 3. send a reminder or call two days before
event.

o Briefing the speakers with the goals of the ini-
tiative and giving them hints for their speeches
(like potentials, numbers, benefits),

o selecting and briefing a main speaker from out-
side the region, possibly a well known TV an-
chorman or actor with links to the regional topic
or an excellent speaker from a well known suc-
cessful region. Some reg

o ions have been successful with inviting a come-
dian to open their kick-off event.

o Preparing a short but impressive speech about
the goals, organisation and expected results of
the initiative inclusive action plan and schedule,

o organising (regionall) food and drinks,
o preparing a small but impressive exhibition,

o preparing an agenda and schedule for a break-
up workshop.

A break-up workshop is targeted towards the potential
actors of the initiative. Participants will be all possible
partners: suppliers, producers, local politicians, envi-
ronmentalists etc. Such a workshop can last from 0,5
to 1,5 days. It has two major goals:

o Training for the active partners on background
information, latest and future trends, funding
programmes etc.

o Community building and setting common goals

Typical work that needs to be done in the forefront of
such a workshop is:

o selecting a location that allows for professional
presentations as well as multiple parallel work
groups,

o mandating an experienced moderator or group
to support the preparation of the event, provide
a work plan for and facilitate the sessions,

o inviting and briefing speakers with the goals of
the initiative. Ask them to relate their know how
to the goals and needs of the region and outline
tangible potentials and benefits!

o informing media about the most important time
slot (the intro session? the wrap up? a photo
date? a press conference?).

One of the aims of such an event is the creation of
work-groups that further develop the initiative. Make
sure that all partners come up with a concrete common
project: a series of further seminars, the development
of a logo, a regional festival next summer ...
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o aflag, balloon or zeppelin,

o a solar boat or bike,

o horse-cart rid i
es to regional pr
oduc m
etc.), P ers (farmers

5 . .
qul,;'lz abo.ut the region (prizes could be vouch-
s for regional products, hotels, restaurants)

The “Day of the Regions”

Every year at Thanksgiving the ations or companies provide insights on
“Day of the Regions” (Tag der Re-  what happens in the region for the re-
gionen) is celebrated in Germany. gion.Theyinform about regional sustain-
initiatives, ~cooper- able economic developments and show

the range of their regional products. In
2007 altogether 1.050 events took part,
such as regional markets, workshops or
bicycle tours.

The nationwide action day is organised
and promoted by two coordinating cen-
tres, which represent a nationwide ac-
tion alliance. The aims of the alliance are
to establish a lobby for regional initia-
tives and to contribute to supra-regional

networking www.tag—der—regionen.de

Example: “Regio-Schmecker“ _ A Product Competition

Is there anything, ‘Fischmaultéschle office located at the PR
im Raucherfisch-Sud’, ‘Dinkel-Thymi- ~ GmbH announced the competition
an-Brot’, ‘Sommertrachthonig’ and  in 2007 for the fifth time, and a jury
‘paprikawiirstchen’ have in common? of six experts for consumption sin-
_ Yes there is! They all are winners ofthe  gled out the regional winner prod-

,,Regio-Schmecker-Award“ and repre-  ucts.
sent the variety of flavour in the county
of Ravensburg. But to become a win-
ner with their product, the candidates
have to fulfil more than the criteria of
tastefulness: They have to comply with
some additional quality criteria, such > =
as short routes of transport between B
producer, fabricator and customer, 2
production preserving the nature, a tra-
ditional, handicraft business and no
additives mixed with a lot of creativity.
The PLENUM Allg'éu-Oberschwaben

O REGIO

KT



6.1.8 Participation in Fairs

Obviously, fairs are a good option to present regional
products and services to the wider public. They facili-
tate direct contacts to the potential customers and give
opportunity for them to get in direct touch with your
products and services. On the other hand, costs and or-

ganisation efforts are relatively high compared to other
marketing tools.

There are a variety of different types of fairs. They differ
in terms of products presented (branches/sectors or
general consumer fair), target groups (e.g. business or
general audience) or area targeted (e.g. international,

national or regional). Regional cooperative marketing
initiatives should assess the following issues before
taking a decision on participating in affair:

O Variety of products presented on the fair
o Function of the fair
o Target group of the fair

o Target area of the fair

Fairs with a regional focus are interesting market places
for regional cooperative marketing initiatives, in many
cases. Sometimes it might make sense, as well, to or-
ganise a fair by the initiative itself (see example of the
Alp Cheese Exhibition in Surselva). In other cases, e.g.
for regional tourist cooperation initiatives or a coopera-
tion of regional renewable energy facility producers a

participation in a nationwide or international fair is a
good opportunity.

In all cases, after having decided on the participation in
a fair, the management of the cooperation has to devel-
op a conception for the stand including e.g. the exhibits
to be presented, the staff members being present at the
stand, the communication tools to be applied.

The Alp Cheese Exhibition in Surselva

In 2006 the first exhibition for Alp Cheese
in Surselva took part. The event was a
complete success — about 800 ’\,/usnors,
farmers as well as “non-farmers”, came,
17 exhibitors presented their products.

One aim of the now annual e.vent is to
sensitise the interested public for the
quality and the very special character;ns-
tics of alpine products. Th?t is why the
exhibition is not a pure sellmg or degus-
tation event. Also the tradmons.of alp
pastures and cheese manufacturing are
shown to the public.

A special incentive for exhibitors is Fhe
awarding of the best cheese. The prO);:et?t
is coordinated by the ‘Landwirtschaftli-
ches Bildungs — und Beratungs?entrun;
Plantahof’ (Agricultural Learning an

Consulting Centre Plantahof) and' the
‘Uniun Purila Sumvita’ (the Farmers Un-
ion of the Biindner Oberland).By inform-

ing regional stakeholders and decision
makers, the organisation of PR-events,
press releases, integration of lnforma-
tion about the exhibition on websites
etc. an active contribution to the resylts
and objectives of the project at a region-
al level is achieved.




,. »ZASAVGEVA KLOBASARIJA IN BUNKUCARIJA« —

,n Traditional Event for Sausage and

Apple Beverage Evaluation, Vidrga, 19th of January 2007 (Slovenia)

On 19th of January 2007 the regional
newspaper Zasavc organized for the
second time the event »Klobasarija in
bunkucarija« whose main focus is on
tasting and comparing samples of differ-
ent sausages and special apple beverag-
es »Bunkuc« from the producers in the
Zasavje region. ltwas a common agree-
ment to organise this event in coopera-
tion between Zasavc and Local develop-
ment centre Litija (RCL), whose focus
was the »Jetrnica«
sausage, 2 typical
liver sausage in

«Neigschmeckt”. Countryside meets city on the Swabia

The story of “neigschmeckt.” is the story
of successful networking between coun-
tryside and city. Neigschmeckt is the
Swabian product market in Reutlingen.
Once ayear 30.000 citizens from Reutlin-
gen and nearby villages meet 120 farm-
ers, caterers, bakers and butchers from
the “Schwibische Alb” at neigschmeckt.
Of course they do not only meet but they
buy and sell: bread, noodles, jams, len-
tils, potatoes and whatever is offered at
the various market stalls.

In general this idea is not new, but what
makes this market so successful? The
factors of success were various: The first
and most important factor were the two
founders: two women who set up an as-
sociation and took the risk to organise
the whole market with high commitment
and idealism. Another factor of success
was the high product standards the pro-

Zasavje region. Within the event the first
comparison and evaluation of Jetrnica
sausages took place. For the promotion
it is important that five regional and na-
tional media participated and reported
on the event.

The evaluation commission consisted
of seven recognised meat experts on
regional and national level. Samples of
Jetrnica sausages Were contributed from
14 producers in the region, mainly small
private producers and one local butch-
ery.

The evaluation included
several attributes - exter-
nal appearance, compo-
sition of cutting, texture,
smell, taste — with dif-
ferent scales of possible
points.

An anonymous qual-
ity evaluation was per

ducers were obliged to maintain. And
last but not least the market profited by
PLENUM-subsidies during the first three
years. By now, the market is an “institu-
tion” in the city of Reutlingen = for 2008
the organisers expect 40.000 visitors.

formed. The results of the evaluation
showed very different samples. No sau-
sage gained gold or silver medal, four re-
ceived bronze medal, others were evalu-
ated with less points.

Fach member of the commission
marked his own notes on every sam-
ple to be a guidance for the producers.
Some recipes for producing and serving
the Jetrnica sausage Were also gathered
from visitors at the event.

After the evaluation the round table on
Jetrnica sausage took place. In the fol-
lowing debate participants contributed
many interesting remarks and informa-
tion on Jetrnica sausage.

Our conclusion was that this event was
very successful and an important first
step for promotion and protection of
Jetrnica sausage. Furthermore it is in-
creasing the awareness level of this culi-
nary specialty in and outside Slovenia.

n Market (Germany)
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Brochure: “Regio Market — Living Space Lungau” (Austria)

The brochure edited by SIR (Salzburger
r Raumordnung und Wohnen)
is a good example for a compact and in-
formative brochure. On the first page
readers can inform themselves about
the RegioMarket project and its aims
and objectives. In the following part of . .

the brc{chure, the different suEp‘:ojects the implementation of the target
which take part in the Lungau region are
described. After a short introduction and

Institut fii

6.1.9 Marketing Materials

T . L
r:affeﬁresent in plubllc it is necessary to have diverse
ing materials — such as info [
rmation fl b
chures, handbooks and i " ntors,
, other written materi
chures, handbo aterials, posters
, ards etc., so-called gi ,
. Y give-aways as stick-
ers or pens, videos, CDs and
. , , others. In this case i i
o . se imagi-
buzzztergshn.o bounds. But taking a closer look at tﬁe
, which is normally at the dis i
, which is posal of regional
nmarketmg initiatives, leads to the conclusion thagt it is
Aflgessiry to 'make something a priority. Therefore, the
-scheme introduced before is very suitable ’

Iiool<||ng across the borders of the region, at a supe-
:)lf?;] evel l;)f administration can be very helpful AFI>ot
yers, brochures etc. do already exist i .
of Tyers, brochu . ady exist in the field of
n. Those do not h i
b : ave to be reinvented
r every region. Maybe an adaptation of some texts or

the reader.

the characterisation of regional distinc-
tions, the aims of the subprojects and
some activities are described. On the

The informa

of “UNSER LAND” (Germany)

The flyer gives an overview about the
range of products of the regional brand
“UNSER LAND’. The logo of the brand
is shown in its diverse forms of appear-
ance and memorable for the reader. Ad-
ditionally, the flyer provides short extra

the initiative.

information on the quality standards,

philosophy and other products of the

regional marketing initiative. For further S Ty e dr
information the flyer refers to the web- j v
site and address of the project.

. -
A statement of the President of the Ba- @ a

varian Parliament (who is also the pa- - o
tron of the ‘UNSERLAND’ association) 9.
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On a few pages the reader can learn a
lot about the regional marketing pro-
gram. The description of the aims and
the instruments and projects use

d for
s leads
to a good traceability and transparency
_ the argumentation seems plausible to

underlines the reliability of the flyer and

The nationwide action day i
and promoted by two coordinating cen-
tres, which represent a nationwide ac-
tion alliance. The aims of the alliance are

broc i i
e aI:lures for the rgglonal application is possible (af-
agreement with the authors or editors, such as

ministries, and with compli
, ianc i
o P e to the regulations of

:?een,gtr{onal mirketing initiatives should pay a special at
ion to the standardised applicati -
' pplication of the C
rate Design for all materi g0
ials they publish
oo e camacit s they publish. It would go
pacities of this text to list
' aci and comme
all possible variations of materials here, but some er:(t

amples of regional marketi i
armple g rketing materials are described

Posters, Banners and Billboards

aﬁlcc)irej:tzleaci postings are neither useful nor financially
e for most regional initiati

ves. Nevertheless
central statements should be published and visual-

last pages of the brochure different ex-
amples of these activities are specified.

tion flyer ‘We make the preservation of our life resources savoury!’

to establish a lobby for regional initia-
tives and to contribute to supra-regional
networking

s organised




Brochure

The brochure edited by RCL (Develop-
ment centre Litija) is a good examplef
for a general informative brochurz o
the region. On the first page readers
can inform themselves about various
possibilities the region “Heart of Sloy-
enia” offers them — natural characteris-

. «Dobrodosli v Srcu Slovenije!”

parts: “\Welcome”, “Enjoy”, “Celebrate”,

“Experience” and “Explore”. On.the sec-
ond page of the brochure there is 2 n"lafp
of the region with location of.tourlst info
points and some photo highl!ghts. Thfere
is also a contact for further information
and logos (RegioMarket, EU, Alpine
Space, RCL, Jarina brand).

(Welcome to the Heart of Slovenia!)

is going to be used for pro-
The brochure is going i e i

events and fairs, at tourist info points,

motional purpose in a b

for the partners etc.

tics, traditional events, cultural hgritage
and other “pearls” are described in four

ised in an impressive way — on posters, banners or bill-
boards.

Such elements can be used
o for informative events,
o in and on markets,
o for exhibitions, concerts and others.

The contents of the image posters and image billboards
should describe general targets of the regional market-
ing program. They should not promote products or
concrete services. They display the additional benefits
of these offers.

The design should, of course, appeal to the target
groups desires. Particularly effective are large-sized pic-
tures of people who are obviously happy about the re-
gional initiative. These people should not be VIPs — as
they are often not favoured by all costumers and this
would not go along with the universal utilisation of the
materials.

Possible statements on those billboards could be:
Enjoy every day with a good conscience.
Scoop from diversity.

Feed your senses.

Created by masterly hands.

Lungauer

Eachiling

Billboards can also be situated on acres or fields. Where
farmers produce according to the criteria of the region-
al initiative, billboards advise bikers, walkers and others
about the targets and qualities of the product. These
billboards aim at the interface between “attraction” and
“information”.

Hier wachst BRUCKER LAND Getreidle BRUCKER
fiir unser BRUCKER LAND Brot,
I Duars Getreide wird nicht mehr gespritet —
diie Unkrauthekimpfung erfolgt mechanisch,
I D¢ Pflanzen erhalten nur so viel Dinger,
wie sie 2um Gedeiben bendtigen.
Dies dient
B der Schonung des wertvollen Grundwassers,
I dam Erhalt unserer bawerlichen Wirtschaft
¥ und der Zukunft urserer Heimat,
Der Weg vom BRUCKER LAND Getreide zum
BRUCKER LAND Brot wird stindsg kontrolliert.

Sie konnen dieses Brot der kurzen Wege taglich

L AN
frisch bei Ihrem Landkreishacker kaufen.

gmjow
Ihr ERUCKER LAND Getreidebaver

Weil wir wissen, wo’s herkommt !

6.1.10 Advertising

Advertising is an effective way
of promoting regional prod-
ucts and building up a positive
image for those. Especially at a
later stage of development the
public interest for the regional initiative declines. At this
stage it is often difficult to convince the local media of
reporting about the initiative and its new products.

The more costumers you want to reach the more mon-
ey and time you have to invest! Advertisement in me-
dia as television or radio reaches millions of costum-
ers, but at the same time costs a lot more than an an-
nouncement in a newspaper or magazine with smaller
circulations.

You should think about using synergy effects in net-
works and cooperation. Maybe regional food producers
or renewable energy providers can advertise in region-
al tourist information brochures or sale and introduce
your products at regional exhibitions and fairs and vice
versa?
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Before starting an advertising campaign you should
find out:

o What do you want to reach through the adver-
tisement (Become popular in the region or out-
side, a positive image, ...)

o How much can you invest?

o Which method of advertising is the best for
your targets (flyers, radio, posters, articles, an-
nouncements, etc.)?

o Are there measures to promote the sales (food
samples, competitions, information at the point-
of-sale, etc.)?

6.2 Optimising Sale Cooperatively

Apart from communication measures (ch. 6.1) a variety
of cooperative measures do exist, which are suitable for
optimising the sale of regional products.

In this chapter a selection of these joint activities is
compiled, shortly explained and partially illustrated by
examples.

6.2.1 Food

Cooperation with Food Retailers

Merchandising the food retail trade demands great
organisation skills. One of the requirements of that
branch is that unpacking of goods and stacking shelves
has to pursue a scheme. That optimisation of the food
retail trade distribution is called “just in time”. The con-
sequence is that the delivery of goods has to be certain
in time and the goods themselves should be of high
quality.

Another requirement for marketing the food retail trade
is to distinguish some products from others. The criti-
cal factor for a successful distinguished product is the
packaging Therefore it should be designed by a com-
petent agency. The two major tasks of packaging are
drawing attention and carrying information for custom-
ers and sales like the EAN code, the origin or product
contents.

Regional Shelves

In many cases regional food marketing initiatives, when
cooperating with food retailers or supermarkets, sell
their products via special “regional shelves”.

The advantages of these regional
shelves are the following: to draw
special attention and to give the
impression, that the content is out-
standing. A certain disadvantage is
the position apart from comparable
products.

Characterisation and Intention

Custom-built shelves with information signs for the
presentation of the basket of goods of the regional
market system should be developed for several shops
like bakeries or supermarkets. These shelves should be
maintained by partners of the brand and specific adver-
tisement as well as sales promotion weeks should be
arranged.

Important Tasks for the Implementation of Regional
Shelves

Given, your regional marketing system (i.e. products
are available, quality standards have been defined, etc.)
has already been set up, the main tasks regarding to the
implementation of regional shelves are:

O to contact and to enter negotiations referring to
the installation of regional shelves (for example
with store managers of supermarkets, bakeries,
etc.),

o developing the design for the regional shelve,

o producing a prototype and making use of it in
real environment,

O organisation of advertisement and sales promo-
tion weeks at the shelves.

Basic Equipments for Markets and Exhibitions

Characterisation and Intention

o The association of corporate marketers should
have a corporate appearance on markets, exhi-
bitions and trade shows. For such appearances
there are two alternatives:

o The first option is to provide an all-purpose
booth (for example themed ,to exist all under
one umbrella“) which serves a corporate pres-
entation of several partners of the regional co-
operation.

o The second option is to provide uniformly de-
signed presentation elements, for example um-
brellas (“me existing under the brand umbrella“)
for partners who want to have an ideal presenta-
tion of themselves and their products.

Centrally provided lendable banners, flags, balloons and
others can be used for drawing attention to information
booths at exhibitions, trading shows, conferences etc.

The corporate appearance should not only be used by
the providers of the basket of goods but also from non-
economic oriented partners (for example cultural insti-
tutions or nature conservation alliances).



Important Tasks to Equip Markets and Exhibitions

o Make a commitment on one serviceable option
for a corporate appearance.

o Make a commitment on several large-sized pres-
entation elements (flags, banners, etc.).

o Bidding of services of an agency and a booth
builder

o Production of presentation elements

Regional Supply of Canteen Kitchens and Refectories

Characterisation and Intention

The intention is the supply of as many schools, nursery
schools, day care centres, canteens of companies and
hospitals as possible with regional quality products.
This supply is accompanied by offers for teaching units
with the topics regionality, consumption and health.

Important Tasks for the Supply of Canteen Kitchens and
Refectories with Regional Products

Given, your regional marketing system (i.e. products
are available, quality standards have been defined, etc.)
has already been set up, the main tasks regarding to the
cooperation with canteen kitchens and refectories are:

O to contact schools, hospitals, day care centres
and companies concerning their interest in re-
gional products,

o inform the cooks about possibilities of regional
dishes,

O meetings and arrangements with interested
canteen kitchens, refectories, producers, proc-
essors etc.

o definition of a pilot project and building up the
respective supply chains.

For the supply of refectories some obstacles have to be
overcome. Most refectory and canteen kitchens do not
employ enough staff to do all kitchen work like pealing
and chopping vegetables. That is why mostly preproc-

essed products are marketed to refectories and canteen
kitchens. Another factor in marketing refectories is con-
cerning meat. Usually only some selected cuts are tak-
en in great quantities, the remaining quantity will be a
lost business for producers. For that case possibly an
agreement can be made to abate the prizes for the re-
maining quantity and to introduce new recipes for the
new variety of meat to the cooking staff.

The key personalities for a cooperation between region-
al marketing initiatives and canteens have turned out
to be the cooks. If they are convinced, in most cases,
solutions are found for almost every problem.

If the cooperation with a refectory works out well it can
be considered to prearrange cultivating vegetables and
keeping animals according to the menu requirements
one year in advance.

Village Festival Packages

Characterisation and Intention

Village festivals and observances are ideal events to
present regional food products. The intention is to offer
supply and organisation fulfilment including the gastro-
service-team and kitchen equipment to local organis-
ers. The provided dishes are not just the usually snacks
but a variety of regional gastronomic specialties.

The attended festivals should always be used for cam-
paigning the regional products and its benefits. The
large-sized presentation elements for exhibitions
should also be used for these festivals. The advantage
for clients is one contact person, a multifarious offer,
high quality, reliable logistics and less risk.

Important Tasks for the Implementation of Village Festival
Packages

o Clarify central questions:
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o Who provides the equipment? What does it
cost?

o Which products are available? In what
processing stages are the products?

o Are there options to involve local restaurant
owners (as they normally profit from local
festivals)

o Is preprocessing required?

o Funding for the implementation of the system

Hamper and Gift Coupon-System

Characterisation and Intention

Hampers and gift coupons assure continuous pres-
ence of branded products. Amongst others they are a
favoured give-away of mayors
for jubilees. This is also an excel-
lent opportunity to get pictured
in the newspapers.

Important Tasks for the Imple-
mentation of Hamper and Gift Coupon Systems

Given, your regional marketing system (i.e. products
are available, quality standards have been defined, etc.)
has already been set up, the main tasks regarding to the
set up of a “hamper-project” are

O gaining partners to establish and implement a
system,

o concept and marketing strategy,

O negotiation with partners of the regional mar-
keting cooperation about useful products (un-

der consideration of seasonal and regional spe-
cialties),

o establish packaging-, stock-, logistics- and ac-
counting structures for hampers and gift cou-
pons,

o find major customers (like companies and mu-
nicipalities) which take such packages in large
numbers (for example as employee- or custom-
er presents, for jubilees),

o regional and supra regional advertisements and
sales-promotional measures,

O to assure regional media attention.

Incentive- and Reward-System

So called regional bonus systems have the object to
change the consumers buying habits concerning an
increased part of regional goods to support regional
economic cycles. One example of such a bonus system
is the “Regionaldo” in the district of Neumarkt (Ger-
many). Within this bonus system buyers of regional
products get RegioCents as a reward. The shops can be
identified by the Regionaldo-logo and the slogan “Wir
punkten — genial regional”.

To collect the RegioCents only an
EC-card with a chip is needed and
an application form to activate the
chip must be filled in. The Regio-
Cents can be converted into fa-
vourite goods in any participating
shop. The advantages of that sim-
ple system are:

Regionaldo Logo®

O no extra card is needed,

o different kinds of shops are

. 35 http://www.regionaldo.de/
bound in a network,

o the participation is free of costs and not bound
by contract.

Another example for an incentive- and reward-system
are so called regional currencies as “Waldviertler” in
the Austrian region Waldviertel. This is an internal cou-
pon system of a registered association (e.V.). It is an
additional trade and payment instrument to promote
the regional economy and to support non-profit associ-
ations. The precondition for the use of the Waldviertler
is the membership of the association®®.

36 Source : http://www.waldviertler-regional.at/



Important Tasks for the Implementation of Incentive- and
Reward-Systems

o Convincing of partners to establish incentive
and reward system

o What expectations and conditions associate the
partners with the system?

o Is there a readiness from the companies and
local authorities to give a privilege, in which
scale?

Regional Shops

Characterisation and Intention

The intention of regional shops, for example farmers
stores in villages or towns, is not only to market region-
al agriculture goods but also to improve the living and
economic conditions in rural areas. So these shops can
ensure eco-friendly high quality food supply and the en-
livenment of town centres. Furthermore these shops
can support the development and improvement of bi-
odiversity and the conservation of characteristic land-
scapes within the project area.

The regional shop is not only an attraction for locals.
Tourists are also interested in regional shops to buy lo-
cal specialities as souvenirs or small presents and in
regional shops they have a wide range of products®.

One example of a regional shop is the “Bauralada” in
Pfulling using the slogan “products from the region —
products for the region”?%.

The Order of Tasks for the Implementation of Regional
Shops

1. Market study and advice by a specialist for retail
trade

2. Concept to finance, carry and implement the re-
gional shop

3. Establishment of a network for producers, manu-
facturers, trade and consumers for regional prod-
ucts

4. Advertisement-Strategy for starting period

37 Source : http://www.best-practice-business.de/blog/?p=342
38 Source: http://www.plenum-bw.de/

6.2.2 Tourism and Gastronomy

Typical Food Related Regional Tourist Routes

Regional restaurants and inns offering regional or typi-
cal foods can be marketed together beyond a common
label following the example of the well known wine
roads. These systems can be extended by producers,
museums and other facilities related to the specific is-
sue.

3The Belluno Cheese Road is an example for such a sys-
tem. Tourists receive a map and a guide book contain-
ing all addresses of the partners and attractions related
to the traditional cheese production in the province.

It is the objective of this project to link traditional prod-
ucts with the gastronomy. All the particular, unique fea-
tures of the local cheeses produced in Belluno are ex-
ploited to the full in the traditional recipes of the locals,
and sampling these is one of the finest ways for visitors
to discover — or re-discover — the identity of the Belluno
area.

Partners are inns, diaries and mountain farmers from
all over the region. The Belluno Cheese road is actually
about to be extended to further traditional foods (see
example below).

Important First Tasks for the Realisation of Food Related
Regional Tourist Routes

o Analysis of demand and offer and regional situa-
tion (e.g. potential partners)

o Set up of a marketing concept
o Convince partners

o Set up rules (including quality criteria) and fi-
nancial plan for cooperation

o Develop information material (e.g. maps, guide-
books, brochures)

Regional Menus

Regional restaurants can also support regional food
marketing by adding regional products on their menu.
So the quality of the farmers and the gastronomers
work are joint for an outstanding valuable menu, for
which fresh and high quality regional products are the
best ingredients. One example of a regional menu is the
LandZunge in the district of Ravensburg (Germany).

39 source: http://www.infodolomiti.it/
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Friuli Venezia Giulia
(like many other
Italian regions, but
in a special way thanks to the fact that it's
a crossroad of three different cultures -
Latin, German and Slavic - is rich of local
products; ham and charcuterie, cheese,
herbs, oil, not to mention the incredible
variety of wines. Only very few of these
products (the San Daniele raw ham and
the Montasio cheese, have both a pro-
tected denomination of origin) can rely
on a production structure capable of mak-
ing them known outside the region. This
is true for wine, too. Most wine produc-
ers of the region are small firms, which
represents a strength (tenacious pursuit
of quality “bottle by bottle”), but also a
weakness (a firm which produces a total
of 60.000 bottles per year, subdivided into
ten different qualities of wine, means 500
boxes per type on the market, while in the
global market people often think in terms
of thousands of boxes of wine).

Development of the “Belluno Cheese Road”

Province of Belluno (ltaly)

The project is part of a broader socio-eco-
nomic development and exploitation plan
of local resources. The initiative is linked
to the provincial plan of rural develop-
ment and environmental, landscape, his-
torical and cultural tradition protection,
and especially to the revitalisation of rural
districts as means of promotion and de-
velopment of the territory. The aim is to
improve and strengthen the dialogue and
comparison between several economic
actors; to promote, support and coordi-
nate trade and landscape promotion ini-
tiatives; to promote research and surveys
on economic, social, cultural, territorial,

Luckily, many of these products (such as
“formadi frant”, “pitina”, “radic di mont”,
the Histrian lamb, the PDO Tergeste oil,
which are very typical for this area and
cakes like the “gubana”, the “strucchi”,
the “presnitz”, etc.) cause real emotions,
have the charm which comes from a cen-
turies-old tradition and gastronomic cul-
ture; they have an unquestionable origin
like those named “enogastronomic treas-
ures” by Davide Paolini, the ltalian jour-
nalist.

This leads to the idea of using these re-
discovered treasures (many of them have
been, as a matter of fact, seriously at risk
of extinction until the year 2000) as a
strong call of tourist attraction to be pro-
moted not only in collaboration with the
producers, but also with the skilful and
professional collaboration of the catering
industry.

Turismo FVG, the regional Agency for the
promotion of tourism, which coordinat-
ed, in collaboration with the Friuli Ven-

environmental aspects; to strengthen
the aggregation and comparison of the
different local interests and to promote
the coordination of various management
policies aiming at the development of the
territory.

The participation in RegioMarket con-
cerns in particular the strengthening of
«The road of Cheese in the Dolomites
area of Belluno”. The idea of building the
“Road of cheese” is aimed to support
the diffusion of the local identity, acting
on products and territory, enhancing the
production of milk cheese in the Belluno
area, and creating a synergy with cater-

d” in the Friuli Venezia Giulia Region (taly)

ezia Giulia Regional Administration, the
participation to the RegioMarket project,
has made the choice to adopt the “prod-
uct club” pattern in this action, an or-
ganisation pattern which, through a col-
lective promotion and the presence of an
element of cohesion who sets the lines
for the Club’s choices, offers tourists the
opportunity to have access to products
of guaranteed quality level, besides lim-
ited and yearly pre-fixed prices. A “club”
which is a form of participation in an un-
dertaking of different tourist operators
(i.e. from lodging facilities to services, or
professional associations), which share
the marketing of a certain segment of the
tourist offer, making sure it has certain
pre-requisites, with care, sensibility and
attention to the quality of the services
offered to tourists as a sort of self-dis-
cipline laid down in a set of voluntarily
adopted rules.

The “Product Club” is not an abstract
concept, but a juridical subject. Accord-

up to a Comprehensive Local Gastronomy Programme,

ing firms. The opportunity to give added
value to our milk cheese productions is
linked to the possibility of using the prod-
uct, the territory and the consumer as le-
vers. The main synergy can be identified
with catering firms, able to offer to con-
sumers particular products and to pro-
pose traditional dishes.



ing to the situation, it can be an associa-
tion, a consortium, a partnership, etc., which
makes it necessary to lay down a statute to
regulate its organisation and fix the criteria
for the selection of members and member-
ship itself.

The Product Club has been called “Flavours
of a Unique Land” on the path of the regional

tourist promotion slogan “Guests of Unique
People”. A Club intended to be a means of
promotion and valorisation of the traditional
regional cuisine, of typical and unique prod-
ucts. Its implementation, which has been con-
ceived and planned with the collaboration of
the Accademia ltaliana della Cucina (Italian
Cuisine Academy), aims at safeguarding the
client/tourist who is more and more aware of
quality and prices of the services. Moreover,
it is intended to provide the offerers of tourist
services (€.g. gastronomers) with an innova-
tive promotional and marketing instrument
by advertisement in the official Turismo FVG
website and in a special brochure.

In the course of 2007, after submission of
the project to the main representatives of the
regional catering and agrotourism sectors,
about 500 businesses have been contacted
after a selection made on the basis of:

O their presence in the main Italian
guides,

their membership in the associations
of agrotourism operators and in the
Comitato per la difesa delle osterie ti-
piche (the typical tavernas safeguard
Committee),

reports by the Accademia, which in-
volved its whole structure (province
delegations) in this action.

A letter of presentation of the project has
been sent to all potential members of the
Club together with the complete regulation of
the "Product Club" and an application form.
Of course an exhaustive recall has been nec-
essary, in the course of which all doubts have
been cleared, and the aims of the project
have been described in more detail, and help
has been given, when needed, to fill in the
form.

The result is about one hundred catering
businesses equally distributed in the four
provinces in which the regional area is subdi-
vided, described in the "Flavours of a Unique
Land" brochure which was presented at the

Villa Manin di Passariano on December 19th
2007, the seat of Turismo FVG.

The general objectives of the initiative include:

o the implementation of the local terri-
torial marketing strategy, through the
enhancement of specialties and tradi-
tional agricultural and food culture,

the proposal of a qualitative growth of
tourism in the Belluno area, through
the interaction between tourist opera-
tors and the food sector, finalized to

The measures and the activities undertaken,

o survey and monitoring of the main ag-
ricultural and food products and tra-
ditional specialties,

definition of technical and legal data
sheets for local production chain ac-
tors,

delivery of product data sheets for
members of the local production
chain,

recreate the relationship between do-
mestic supply and domestic demand,

o the proposal of a map of local agri-
cultural and food production and of
a gastronomic tour through the Do-
lomites in the Belluno area, able to
represent the various and rich local
production,

in this framework, are:

o the definition of draft schemes of the
"traditional menu", "Infoetichetta"
a brochure and the establishment of
the "Gourmet provincial path” which
shall be proposed at trade fairs and
events,

the establishment of the "Gour-
met Provincial path" which shall be
proposed to integrate the "Road of
Cheese of the Belluno area”,

The brochure illustrates all these restau-
rants, taverns and farm holiday providers, in
32 pages, in eight itineraries to follow in the
region, from the typical "karst" in the south-

ern and central part of the region to the Alps,
with short descriptions not only of the main
enogastronomic attractions but also of the
artistic, historic and tourist sites.

The brochure will be issued in 45.000 cop-
ies in three languages. In the first months of
2008 all the content of the brochure will be
published in the Turismo FVG official site

www.turismo.fvg.it.

o the protection and conservation of
the local environment and resources,

also through the exploitation of agri-
cultural niche production.

o the establishment of a technical pro-
gramme (which includes production,

marketing and administration) and
its control system, as proposal final-
ized to the integration of the “Road of
Cheese” of Belluno.
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Characterisation and Intention on the Example Land-
Zunge

A sign on the restau-
rant’s wall shows that
it takes part in the
campaign LandZunge.
Furthermore the brand
is on the menu and be-
hind every dish in the
menu, which is based
exclusively on regional
products. For every restaurant The precondition for tak-
ing part in the campaign LandZunge is to offer at least
three regional dishes and to follow special criteria. The
compliance with the criteria is supervised. Optional in
some restaurants the menus give information about
the suppliers and the products origin.

\15:". ]
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Das Beste aus Wder Region

An additional commitment is made by the LandZunge-
Plus campaign. Participating restaurants use solely

beef of regional origin and mostly regional products for
all dishes.

Because of the great success of the campaign (already
80 restaurants took part in the end of 2006) another
one was planned called VitalZunge which is targeted on
refectories and canteen kitchens to use regional prod-
ucts for their menus.

Important Tasks for the Implementation of
Regional Menus

Given, your regional marketing system (i.e. products
are available, quality standards have been defined, etc.)

has already been set up, the main tasks regarding to the
set up of a regional menue are

O contacting and entering negotiations with gas-
tronomers for including regional dishes into
their menu,

o organisation of advertisement (for example bro-
chures, events,...),

o developing a system for the distribution of the
regional food to restaurants including a super-
vising system to guarantee the quality.

Visiting Programs
Characterisation and Intention

The intention of visiting pro-
grams is to bring the con-
sumers to the places of gen-
eration and manufacturing.
This also helps to establish a
partnership between produc-
ers and consumers, between
countryside and urban areas.
It is a challenge to find a way
of providing permanent re-
sources for visiting programs. The corporate market-
ing has to bear a part of the costs of this marketing
measure permanently because the contributions from
the visitors for the service won't be cost-effective.

Albhof <

Tour

The intention of the visiting programs is not only to
attract but also to inform consumers. The invitations
to such events should meet the consumers wish for
amusement, enjoyment, satisfying curiosity (to look
behind the scenes) etc. The visitor's expectations have
to be fulfilled so far that the word-of-mouth advertising
is increasing the number of visitors.

Important Tasks for the Implementation of
Visiting Programs

Tasks of Central Marketing

o To establish a collection of visitable generation
facilities and applicable programs

o To elaborate a handout for hosting partners,
that they can express unerring the central state-
ments and the brand programme

o To establish and to publish a central contact
point for visitors questions, for example the
website and a phone number



“Urban-Regional-Partnership"

_ Nature Conservation by Raising the

Awareness of Consumers in the Kaiserstuhl Region (Germany)

At the PLENUM-Region K‘aiserstuhl an o
exceptional funding project concept .
proves to be successful for regional co;n-
mercialisation on the one hand and oui
nature conversation on the other.ha.nd.
the partnership between urban districts
and rural communities.

Historically, the city and '|t§ surr‘oundlinE
region had a special relationship whlcf
increasingly got lost in the ‘context o
modernisation and globalization.

The intention of the city-land.-partr\ershlp
is to revitalise this correlation Petweer\|
rural communities of the Kals‘erstuh
and several districts of Freiburg-City. It le
the objective to rebuild the confidence o
consumers to the basis of nature, agri-

Combined Nature-Culture-Food Excursions
Characterisation/Intention

The aim of combined nature-food excursions is to in-
form the consumer about coherences between cultural
landscape, agriculture, food processing and regional
marketing. They serve the shaping of opinions and the
networking and so it increases the sales of regional
products. These excursion tours should therefore in-
clude possibilities to buy regional products and/or an
offer of a regional menu. The benefit: the conservation
of companies, the conservation of cultural landscape,
the promotion of sustainable tourism.

For such an offer, already existing approaches can be
merged and combined, upon other terms:

o existing offers for hiking tours,
o existing offers for nature experience tours.

For locals and visitors of the region — even those who
come from surrounding cities — experience packages
and all-inclusive offers could be provided. Basically
these are experience tours to direct marketers, produc-
ers and manufacturers guided by specially educated

guides and always combined with the experience of na-
ture and culture.

The participants of the combined nature-food excur-
sions can experience:

O topic guidance with staging of cabaret and thea-
tre,

o culinary highlights and regional delicacies,

culture, the farmers and the supply with ticula

In 2004 the first city-land-partnersh.lp
d between the community
of Eichstetten and the district Freiburg-
Soon the third partnership
in this region will follow. In every case
the particular communities and districts
have been chosen very accurately byfa
special matrix, which was deve.lf)p.ed o:c
this project to reach a reconciliation 0
interests and to ensure the long-term na-
ture of the partnership.

The local PLENUM agency support.s.the
first communication steps ‘at Pohtlcal,l
regional and citizen’s organisation leve
and arranges a launch event at the par-

was establishe

Mooswald.

r districts and the rural communi-

ties.

During the partnership, both parts or-
ganise an individual exchange program
with different activities and common Vis-
its, such as the visit offarm.er’s markets,
vineyards, local nature trails. ;o.mmon
activities as squeezing apple juice are
also part of the program

o agriculture and old handcraft with offers to join
in,

o cultural history and archaeology,

o tradition.

In Germany, a certification system for the education of
guides of those tour offers does exist*®.

Those guides have been educated and installed with-
in the PLENUM funded nature-culture-food excursion
programmes Alb-Guides (www.alb-guide.de) in the
region of Schwibische Alb and Landgastgeber (www.
landgastgeber.org) in the Allgiu region.

Important Tasks for the Implementation of
Combined Nature-Food Excursions

o Clarifying conceptual questions:
o What qualification do the guides need?
o Who is able to give trainings for the guides?

o Who can work as contact point and organ-
iser?

o What is the thematic main focus?

o Coordination with other campaigns (for exam-
ple the “Bike-experience-topics-routes”)

o Gaining partners for the offer

dungseinrichtungen (BANU) (www.banu-akademien.de)
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o Development of a booking system for the tours,
if possible in collaboration with established tour-
ist offices and booking systems

o Providing marketing material and establishing
marketing

Gastronomic Topic Weeks

Characterisation/Intention

The intention is to set up a platform which makes the
regional products testable through gastronomy. Several
times a year many gastronomers can offer region- and
season-typical delicacies. These topic weeks can be ad-
vertised regionally and supra-regionally and should be
used to attract new visitor groups.

Important Tasks for the Implementation of
Gastronomic Topic Weeks

o Convincing potential project partners

o Assortment of topics (depending on seasons)
and assuring the supply with products of the re-
gional program

o Preparation of information materials for the
topic weeks previously and during these weeks
(flyer, table tents, posters, press releases)

o Providing training courses for gastronomic per-
sonnel (cooking staff, service staff) concerning
an ideal presentation of the whole region at the
topic weeks.

Regional Family Celebrations (e.g. Weddings)

Characterisation/Intention

All-inclusive offers for family celebrations with accom-
modation, board and special events could be an attrac-
tive offer of regional initiatives, as well. Offers are made
for locals and visitors to make the specials of the region
accessible to them.

Important Tasks for the Implementation of Regional Fam-
ily Celebrations

o Gaining of providers as partners

o Preparation of an uniform package under par-
ticular consideration of the regional marketing
program

o Establishment of a corporate marketing

6.2.3 Energy

In the energy sector measures for cooperative sale op-
timisation should address both: The regionalisation
and improvement of value chains for the production
of renewable energy and renewable energy installations
(such as PV modules, boilers, etc.) as well as regional
activities concerning energy efficiency.

Regionalisation of the value chain does not necessar-
ily mean selling the end product within the region but
to raise the value added within the production chain in
the region.

Cooperation along the regional biomass
production chain

Product

Al
I1 Process
A2
A5

Bv-Product Product I Co-Process

A4

Process Product

A6
Product

A5
I3 Process

End
Customer/

I = Intervention
Consumer

A = Stakeholder

Value Chain

Within the branch of renewable energies (for example
wood chips, oil fruits) potential analyses very often re-
sult in the fact, that the amount of available regional
biomass is not used efficiently on the regional market.

Reasons for the great difference between supply and
demand could be for instance that the quality of the
supply of biomass cannot comply with the require-
ments of the demanders. Depending on size and align-
ment of the facilities different qualities of - for example
- wood chips (size, dryness), are required. Furthermore
wood chips aren’t as comfortable as pellets concerning
delivery and storage.

Lacking product qualities within the stage of processing
are a decisive barrier whose improvement is blocked by
the uncertainty of the actual will for conversion of the



end consumers. In the other way potential customers
expect quality promises before investing.

Such situations are classical initial points of value chain
management (see chapter 1). In this case the operation
possibilities of a value chain manager are the follow-

ing:

Analysis, Planning and Consulting

The exact demand (quality, quantity) of wood can be
calculated for potential customers, who can be deter-
mined by a market study. The different heating options
can be compared and offset. The outcomes of this are
the requirements for the heating material quality which
can cause concerted adjustments further up in the val-
ue-added chain.

The Facilitation of Investment

Value chain managers can detect gaps within the re-
gional wood energy chain and gather information for
potential investors to decrease their investment risk.

Intervention

The value chain managers’ task is to enable measures
at the individual stages through communication be-
tween value chain stages and initiation of business re-
lations.

Therefore the assignment of value chain managers oc-
curs along the entire value chain both in intervention
between chain links as well as in optimizing individual
links.

Important Tasks for the Improvement of the
Regional Value Chain of Biomass

o Market study: Analysis of needs and deficits on
different levels of the value chain

o Communication of results and discussion of
possible solutions with regional partners along
the value chain

o Support of activities by a regional value chain
manager

Cooperative Marketing for Energy Efficient Buildings

The awareness of house owners regarding the necessi-
ty and the options for an energy saving related renova-
tion of their buildings rises only slowly. The same holds
for many companies, which did not discover the real
potential of the market of energy saving in a satisfying
extent, until now.

The initiative “Energiesparen und Sanieren” (“Energy
Saving and Refurbishment”) is an excellent example

of a regional cooperative sale op-
timising action in this field. It is a
cooperation of craftsmen, energy
consultants, architects and engi- # [;
neers, regional banks, the Agenda

21 working group “energy and re-
sources”, the environmental organ-
isation “BUND Naturschutz”, the
regional marketing initiative “Eber-
sberger Land” and representatives
of the district administrator’s office
in Ebersberg. The project connects
ecological, economical and social
engagement in an excellent way. $‘

Ebersharger

e e B et W 0 e P
o n S B i

With the renovation of the buildings

in the region, constructed between

1949 and 1978 within the next thirty years a huge con-
tract volume can be estimated*' on which many jobs
can be maintained or created. Furthermore incomes
and jobs in the fields of modernisation of heating in-
stallations, planning, consulting and financing will in-
crease. The aim to increase the proportion of renewable
energy of the total energy consumption significant has
a broad fundament in the district.

Character/Intention

The cooperation intends to show pathways for an effec-
tive use of energy, as a scarce resource and connected
financial savings to homeowners. On the other hand it
should support marketing opportunities for craft enter-
prises, consulting firms and appropriated planners in
the Ebersberg District.

The initiative has implemented the following important
tasks:

o An information campaign about energy-sav-
ing refurbishment consisting of an information
package about energy-saving refurbishment in
the Ebersberg District (“Ebersberger Sanierung-
swegweiser”) for homeowners, including lists of
about 70 registered regional companies, a web-
site, a number of information events (e.g. by lo-
cal banks), participation in regional fairs

o Subsidisation of an economical one-hour energy
consulting

o Technical exchange and networking on the ba-
sis of a so-called technology forum which meets
regularly

41 Calculations by the architecture office Grandter for the “Zentrum fiir Innova-
tive Energien im Landkreis Fiirstenfeldbruck (ZIEL 21)“ (Centre for innovati-
ve energies in the ‘Fiirstenfeldbruck District’); www.ziel21.de
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RegioMarket Assistance — A Support and Qualification
Programme for SMEs in the Renewable Energy Sector

The Weizer Energie-Innovations-Zentrum (W.E.l.Z.)
has developed a marketing oriented support and quali-
fication programme for SMEs.

This programme is based on the experience that supra-
regional market entries are becoming increasingly nec-
essary for the economic development of SMEs. SMEs
often do not have the power and the resources to work
in these markets actively and consistently on their own.
It is necessary to work out this success hard, build it up
in the long run, safeguard this and always adapt to new
market situations.

The RegioMarket Assistance marketing conception is
a self-contained plan and represents a core area of the
leadership of an enterprise or an organisation. It con-
tains marketing aims, marketing strategies and the op-
erational implementation of concrete marketing meas-
ures as well as quality control. To reach aims like the
increase of market shares, sales volume and profit fast
and lasting, it requires a conscious market oriented
corporate management, which orients all enterprise
activities towards current and potential markets. For
this it is necessary to analyse yourself and your envi-
ronment accurately to develop a promising company
strategy, which build on the strengths and weaknesses
of the own enterprise and the possibilities and dangers
of the environment (market, competition etc.).

W.E.I.Z. offers qualification workshops, in which en-
terprises get actively involved into marketing - learn-
ing by doing. The aim of these workshops is to convey
required tools and a corresponding know-how to the
participants, that they will be able to execute marketing
activities in the enterprise on their own. The education
is fortifying both the personal and the functional com-
petences and enables them to use necessary market-
ing processes actively in the enterprise. The workshop
is conceived for managers and employees of SMEs as
well as founders, which would like to build up and en-
large their know-how in marketing & new markets. No
special basic knowledge is required for it.

For further information: www.w-e-i-z.com

Cooperative PR of Renewable Energy Highlights and
Tourism

A further interesting approach is cross-marketing be-
tween the energy and tourism sector. As renewable en-
ergy is still an innovative field of action and as there is
still a high need for information on technologies and
experiences, renewable energy installations and pro-
ducers are more and more popular as targets for excur-
sions and day-trips.

The energy region Weiz-Gleisdorf addresses this poten-
tial market by a special offer for cyclists: the Funergy
tour

Course — distance = Weiz — St. Ruprecht — Gleisdorf
— Nitscha — Krottendorf — Weiz (38 km)

Characteristics

Starting off in the energy town of Weiz and going on
to the sunny town of Gleisdorf along the Raabtal cy-
cle path (is called R11) and then back via the WZ 10
past traditional Austrian restaurants serving wine and
home-made foods and the Styrian ,,Apple Road*. There
are many attractions to be enjoyed along the route. Rad-
mannsdorf Caste, Weizer Kunsthaus, Gemini house,
impressive areas of natural beauty along the Birental
Valley, Friedensgrotte (peace grotto) and Foucault’s
Pendulum in St. Ruprecht, Street of solar Energy in
Gleisdorf, the wine-growing community of Nitscha, the
Garden of Generations in Krottendorf and the Spiritual
Walk between Tabor Church and Weizberg Church. And
you can cool off in the swimming pools in Weiz, St. Ru-
precht or Gleisdorf. Cycling inns and traditional Aus-
trian restaurants serving wine and home-made foods
would be happy to welcome cyclists for refreshments,
culinary delights or even help them out in case of any
mishaps.

6.3 Cooperative Product and
Service Development

In the chapters 6.1 and 6.2 we focused on sale and
communication measures of cooperative regional
marketing initiatives. This section addresses the pro-
duction and the product itself. The cooperation along
regional value chains often leads to new product de-
velopments as the strengths of different partners can
be merged. Such cooperation can take place within a
sector or across different sectors, e.g. the food and the
tourism sector.

Several reasons can play a role, if a regional marketing
initiative starts thinking about a joint product develop-
ment:



o The need to diversify the offer of the regional
marketing initiative

o The wish to offer a broad basket of goods
O The wish to address new target groups
O The reaction on new trends

o The demand of the distribution partners and
end customers

However, product development should not happen by
chance or without a detailed reflection on its aims and
different options. The following key-questions may help
to reflect the major issues concerning a cooperative
product development**

o Is production compatible with an existing model
or with the guidelines and objectives of the re-
gional initiative?

o Which costs and which benefits for the initiative
are related with the product development?

o Does the new product support or undermine
our credibility?

o |s the product appropriate for means of commu-
nication?

o Does the new product fit in with our regional
identity?

o How is it compatible with the image of the re-
gion?

o What images does the product itself have?

o Does production influence the natural scenery
for instance (and how relevant is this to the ini-
tiative)?

Cooperation, especially in the field of product develop-
ment, requires a lot of openness of the involved part-
ners. It might be necessary to agree to compromises
(e.g. on quality standards or production processes) or
even to disclose business secrets. Therefore, the out-
puts of such collaboration must be promising for the
partners. A cooperative product and service develop-
ment has a good basis if one or more of the following
conditions hold:

o Single producers often don’t have the possibili-
ties and capacities to develop new products.

o Certain types of offers can only be developed
if partners with different backgrounds work to-
gether (e.g. from the fields food production and
tourism).

42 Deutscher Verband fiir Landschaftspflege (DVL) e.V. (2006): Branding the
Landscape — A Guide. Page 23, modified

o Profitability for many new products can only be
achieved from a minimum quantity or booking
rate.

o The know-how exchange can lead to products of
a higher attractiveness.

O Some target groups can only be reached via dis-
tribution channels that won’t cooperate with sin-
gle producers or service offerers and therefore
won't sell their new products.

o Cooperative product development opens a wid-
er range of possible communication measures
in the field of marketing.

o The cooperation of different partners can help
to close regional material and value circles (e.g.
through new possibilities for the utilisation of
residues).

The subsequent examples give an idea of the wide
range of possibilities for cooperative product or service
development in different sectors.

Example for the Development of a New Product Line in
the Food Sector:

i i ducts by
Organic Convenience Pro C
UI\%SER LAND (Upper Bavaria, Germany)

tive UNSER LAND runs

) it
The regional marketing ini |and O { Munich. This

: i a
a network of sub-regions i e
well established initiative offers a well-stocked b

ket of goods. With their new product line of pltzl;leedt
vegetables UNSER LQND wantls)itnc:3 i;t;aacjvr;i\:/age sgof
cts com

irroziisc' Z:j :Z\r:lvz:i)e:ce food products and therefore
se%ve the needs of a new group of consumers.

n one of the UNSER
NSER LAND regions
k together as a big
roducts are sold in the whole

The vegetables are prod}Jced i
LAND districts. As the smgle u
(called solidarity communities) wor
partnership, the new p
network.
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Example for a Cooperative Offer in the Tourism Sector:

Project «Reiseziel Natur” auf der Schwiabischen Alb (District

The project ,Reiseziel Natur*
(,Destination Nature") is a good
example for cooperative service de-
velopment in the field of tourism.
Before this project was started in
2005 a hardly manageable multi-
tude of different touristic offers al-
ready existed in the Schwabische
Alb region. Most of them had a
strong link to sustainable tourism
with a focus on cultural landscape
and nature conservation.

The overall objective of the new of-
fer “Reiseziel Natur” was the join-
ing of the existing offers and a com-
mon marketing approach.

The common marketing is based
on three pillars: An exhibition in the
information centre at the train sta-
tion in the city of Munsingen, the
website and an information bro-
chure.

Example for a Cooperative Offer by Food Producers and Restaurants:

The Project ,Landzunge” (AIIgéu-Oberschwaben, Germany)

Land <8¢

L

The project ,Landzunge — Das Beste
aus der Region® (Rural Savour — The
best from the region), which already
has been presented in section 6.2. is
also a good example for a cross-secto-
ral product and service development
activity. In cooperation between region-
al food producers and guesthouses
with restaurants in the region of Allgau-

of Reutlingen, Germany)

www.reiseziel-natur.de

Oberschwaben typical regional dishes
have been developed and are jointly
marketed. An important objective of
this project is to pay “fair” prices to
every link of the value chain.

www.landzunge.info

-

Example for the Development of System- and Service Packages in the Energy Sector:

System- and Service Packages for the District of Fiirstenfeldbruck (Upper Bavaria, Germany)

88

The principle of a
System- and Serv-
ice Package is the
following: A group
of regional partners
develops a stand-
ZIEL21 ardised facility for
w%iw‘” the use of renew-
able energy and at-

tendant service. A

quality system ensures the correct in-
stallation as well as maintenance. The
fact that all services are done by one
source and the good functionality of

the standardised facility can be passed
on by word-of-mouth-advertisement
which provides business confidence.
The result is that more potential cus-
tomers decide in favour of the System-
and Service Packages and assure the
success of the project.

The first kind of these service packag-
es, developed within the scope of the
Agenda 21 inthe district of Furstenfeld-
bruck, was a standardised solar panel
including software, a quality system
to ensure the professional installation

and particular solar credits from a local
bank to simplify financing.

The great success of the project (it won
the German and European solar award
of EUOSOLAR in 1999) lead to the fur-
ther development of the universal Sys-
tem- and Service Packages for the use
of different kinds of renewable ener-
gies. Examples are the establishment
of common photovoltaic facilities, the
backfitting of motor vehicles or com-
bined heat/power stations for the use
of biofuel.



6.4 Cooperative Distribution in Regional
Value Chains

One of the key questions to be solved when setting up
regional value chains is: How do the goods reach the
customer?

For determining distribution channels, it first has to be
decided whom specifically to sell to. On the basis of an
analysis of the demand side the protagonists should
decide on the selling channels which promise success.
After this decision the relevant commercial partners
have to be selected and the selling channels have to
be set up.

Because regions have very different working process-
es, markets and structures for distribution, a very in-
dividual approach has to be found. Regional trade re-
lations often conflict with well-established workflows.
Local tourism marketing is often not harmonised with
regional or national tourism offices.

The following key questions® can help to establish a
good method of distribution:

o Which channels of distribution for which prod-
ucts are already available?

o Do these distribution channels reach the target
group particularly well?

o Which effort in terms of time and money can
and does the regional initiative want to expend?

o Which markets can be reached by this?

o Can the existing contacts of members of the re-
gional initiative to new partners be used for dis-
tribution purposes?

Distribution Scheme for Regional Food Products

PRODUCERS PROCESSORS

FARMERS

Landscape — A Guide. Page 40, modified

TRADERS

o Will it be useful and possible to centralize the
distribution or even to build up a central market-
ing organisation?

Different Channels for Distribution

The choice of distribu-
tion channels mainly
depends on the quan-
tity and quality of the
products. Moreover
the needs and expec-
tations of costum-
ers vary according
to the different types
of points of sale. In
the food sector the differences between organic food
shops, food retailers, canteens or wholesale are obvi-
ous. In the energy sector many different distribution
channels are possible, dependent from the products
or services offered. Tourist products are also traded
via many different channels, e.g. travel agencies, in-
ternet or even supermarkets. Therefore the “typical”
costumer should play a role in these considerations.

For the physical part of the distribution of food or en-
ergy products — logistics — various approaches are im-
aginable. Possible solutions to organise logistics are*:

o Logistics of the producer
o Logistics of the trading partner
o Regional logistics providers

o Own logistics

RETAILERS CONSUMERS

Farmers Market
Regional Grocery
Specialised Trade

Food Retailing
LARGE-SCALE CONSUMERS
Hospitals
Gastronomy
Canteens

Day Care

the Landscape — A Guide. Page 43
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Example for Using Existing Logistic Systems:

Delivery Service “Gutes vom See” (District of Konstanz,
Germany)

large-scale canteens and gastrono-
my. For that, an important partner
of the partnership is the Fruchthof
Konstanz, an established local fruit
wholesaler.

The ,,Gutes vom See“ delivery serv-
ice is an association of food pro-
ducers, manufacturers, traders
and gastronomers in the region of
the western Lake Constance that
was founded in 2004. The main
objective is the promotion of eco-
friendly and organic products from
the region in food retailer markets,

www.gutes-vom-see.dc

Example for a Newly Established Logistic Structure:

UNSER

The ,UNSER LAND GmbH* (Ltd.) (Upper Bavaria, Germany)

The UNSER LAND regional market- develop a consumer and market  ducers, and dis-
ing network has a dual structure. friendly offer of high quality food. tributes them to
It consists of an economically ofi- | |NSER LAND Ltd. is partner of trade  companies.

A high number of so
called market sup-
porters are in direct L A N D
contact with the su-

permarkets for giving advice and
solving day to day problems.

ented limited company responsible
for price- and product-policy and
logistics, and a UNSER LAND as-
sociation, which involves non-eco-
nomic-oriented partners who take
care of the principles of a sustain-
able regional development.

The “UNSER LAND Ltd” brings
together farmers, craftsmen, mar-
keting people and environment to

trade companies (supermarkets)
and gastronomy for an efficient
distribution of many of the UNSER
LAND-products. Dependent from
the sale channel there are differ-
ent logistic models used by UN-
SER LAND Ltd. For the delivery of
supermarkets the UNSER LAND
logistics gathers the products from
a variety of small farmers and pro-

For the supply of bakeries and
butchers, however there are di-
rect contacts between processors
(mills, slaughter) and trade.

From Centrali istributi

Orgal"isationllsed Distribution to a Central Marketing this will be done through delivery by si

. or with previous accumulation. " by single producers
pending on the volume of goods and the potential

E;rtners, centralised organisations (as the UNSEellQ
ND Ltd.) will be necessary. Food retailers and large-

scale gastronom , .
y won’t negotia i ; :
producers. gotiate directly with single

:—:El:ils a stmooth transition between a centralised dis

ion structure and a central i -
: . marketing o i

tion. While the first co 5 trom of lo

on ncentrates on the question

. of lo-

glfs:cs and customer relations, thus bundling the needs

number of different partners, the latter completes
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Zhere :'alre similar problems to solve in the field of bio-
pTaerl]';gsy. I:hthe case of the supply of energy production
with wood chips, the question occurs whether

th : .
e regional market system with a joint communication

policy and quality assuran
ce or even the establishme
of own shops or production facilities. "



Exampl

Biomassehof Allgau (Kempten)

The Biomassehof Allgau, Whl.Ch
was founded in 1997, is a service
provider for energy wood products
and offers a broad range of prod-
ucts from split logs over wood
briquets and wood chips to wood
pellets. It buys raw wood f.rom re-
gional forests, processes it into dif-

e for a Regional Biomass Storage Yard:

—_—\"‘_:f_':‘

stores them and sells it to the end
consumer.

The Biomassehof Allgau has been
awarded with the Deutsche“r. So-
larpreis 2002 by the Europdische
Vereinigung fur Erneuerbare Energ-
ien e.V. (EUROSOLAR) in 2002.

HOLZBRENNSTOFFE

heatin
ferent products for woo¢ block € wwholzbrennstoffe.de
(wood chips, pellets,wood ocks), wWwWw.nolzt
The tasks of a centralised distribution structure com- o Establishment of an incentive- and reward-sys-
prise: : tem for costumers
o Organisation of resource planning and logistics o Quality assurance (production criteria, manag-

(collection, storage, delivery)

o Ordering system and controlling of flow of o

goods

o Management of invoice issuing and dunning

process

o Provision of packaging and labels (scan codes

ing of controls, etc.)

Development of regional products by means of
market survey and further improvement of ide-
as

o Production of regional products (e.g. operation
of plants for processing)

etc.) o Development and operating of regional shops

o Gaining of food retailers and respective negotia- o Development and operating of mobile points of
tions : sale

o Gaining of specialised food traders (like baker- O Acting as responsibility body for funding of re-

ies or butcheries) and respective negotiations

o Gaining of gastronomy and community catering O

and respective negotiations

search and development projects

Eventually, development and management of a
regional brand

o Gaining of heating plants and other buyers

o Tasks in the field of direct marketing from the

farms (e. g. directory of vendors)

Tasks of a central marketing organisation:

o Qualification and consulting of partners in all

aspects of marketing

o Allocation of information material about region-

al marketing for consumers

o Realisation of communication measures for re-

gional products

6.5 Implementation of a Regional Brand

In most cooperative regional marketing processes
sooner or later the issue of a regional brand arises. If
different companies collaborate beyond a common vi-
sion and with joint quality requirements a catchy sign
or label with a short claim can help to transport the
message of the initiative in an intelligible way.

But a brand does not only develop through the produc-
tion of a common logo, claim and corporate design.
Furthermore, diverse measures of identity shaping (see
chapter 4), collective product development and design
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of regulations of utilisation (i.e. production criteria) are
necessary to create the basis for the regional brand.

The different definitions of brands and their benefits
have been discussed in chapter 2. Here, we want to ad-
dress the “technical” requirements regarding to the im-
plementation of a brand.

In the first section we present a step by step procedure
for the development of a regional brand. In sections
7.5.2 - 7.5.4 we highlight a number of important issues

you should keep in mind when setting up a regional
brand.

As chapter 7 addresses further important characteris-
tics of regional branding systems (quality criteria) we
decided give examples for regional brands from differ-
ent categories only at the end of chapter 7.

6.5.1 Setting up a Regional Brand — The Process

The following figure proposes a straightforward way to
develop a brand. Subsequently, each step is explained

below.

Brand development at a glance

Situation Analysis/SWOT

Identity/Enduring Values Targe segment

Creating the Brand s Core Identity

Brand Organisation

Brand Architecture

Building/Growing the Brand/concerted M-Mix

The situation analysis describes the first step of the
process which aims at the identification of the strengths
and weaknesses of the region compared to other re-
gions as well as opportunities and threats anticipated
from a macro level. The summary of both analyses is
shown through a SWOT table. The procedures related
to regional analyses have been outlined in chapter 4.

The next step consists of the identification of the inter-
nal and external perception of the region. In this con-
text the terms brand identity and brand image can be
distinguished. Simply spoken identity can be seen as

what the region tries to communicate, whereas images
are defined as what the consumer perceives or the re-
sult and the understanding thereof.

Identity and Image

As seen As seen by
by the the stake-
company holders

The second phase focuses on the determination of the
identity and personality features of the target segments
in focus. The stakeholders of the initiative have to de-
termine which target groups shall be addressed and
how. The address of specific target segments fosters
the differentiation from the competition and facilitates
the identification of the region by the consumer. In this
phase, it is of great importance that a balance between
the values of the target segments and those communi-
cated by the brand is aspired.

Based on previous activities the brand’s core identity is
created. This core brand describes the region’s identity
as well as the vision of the region’s stakeholders. Ac-
cording to Hankinson (2004) the core brand includes
three components:

o Brand personality that is characterised by func-
tional, symbolic and experiential attributes

o Brand positioning comprises the elements that
make the region’s brand unique and how the re-
gion wants their offers to be perceived.

o Brand reality draws on the ability to keep the
promise made.

After the fundamental elements of the brand have been
developed, it has to be assured that all activities are
managed and organised professionally. This phase ad-
dresses the establishment of the structure and culture
for a long term brand management. There is a need for
a central organisation which is responsible for the ac-
tivities of the brand. Furthermore, it shall guarantee a
sound and consistent brand management. Otherwise it
can be assumed that conflicting objectives will hinder
the advancement of the brand’s activities. The board
should consist of persons who possess besides the vo-



Example for the D

The Srce Sloven-
ije/Heart of Slov-
enia brand name
represents an in-
tegrated tourism
product, based
around the offer-
ing of active trav-

el and vacations in the heart of central

efinition of a Brand Identity and Image

in this region (local and regional ?gy-\
ricultural products and services) Witf

the local sights, and promotes a vari-
ety of programmes for different target
groups. In the broader sense, the name
Srce Slovenije/Heart of Slovenia repre-
sents a framework for the forma}tlon of
a common identity of this region. l:s
key values include kindness, frlenddl.-
ness, a domestic atmosphere, tradi-

nce and the heartbeat of Slovenia.

esse )
pects in the form-

f the central as
a;eoc; the common identity is the.fu-
ture tourist destination, Srce. Slovem.]e/
Heart of Slovenia, which will cgmblne
the diverse options of this region an.d
will be represented as a destination in

Slovenia and abroad.

Slovenia. Therefore, it combines thz
various aspects of the services foun

cational skills also social competence since they have
to coordinate the different objectives of the diversity of
participating groups which will require good communi-
cation skills as well as patience. In the case of plurality
of participants an earlier establishment of such a board
should be considered in order to coordinate any activi-
ties right from the beginning.

Brand architecture encompasses the design of the prod-
uct and/or service bundle underlining the uniqueness
of the region in order to present an attractive offer for
the target groups in question. Additionally, this stage
determines the branding strategy used (see chapter 2
for the different types of branding strategy). Regarding
to regional branding the selection is limited. Often, re-
gional brands are developed as umbrella brands. Since
there will be many brands already established in the area
the umbrella brand should also be able for co-branding.
The activities of this stage mark the fundaments for the
brand equity, i.e. the added value endowed to products
and services.

Marketing experts recommend to first go through the
steps and decisions outlined above before really start-
ing to implement the brand by measures they structure
along the so called 7 Ps: product, pricing, promotion,
place, physical evidence, processes, people. These is-
sues have been addressed in previous chapters, al-
ready.

However, in the following sections we further highlight
some important issues concerning the implementation
of a regional brand.

6.5.2 Conveying a Clear Message

A brand needs a central message or a combined set of
such messages. Often such messages are formulated
in terms of a goal like

tion, ecolog

y, a healthy life-style: the

o “Qualified Demand — Quialified Supply”
o “We want the change”
Sometimes the major benefit is the central message:
o “Regional Products — Regional Labour”
o “Tastes of Unique People”
o “Buy together — Save together”
o “Keep regional money in the region”
o “Because we know where it comes from”

All activities and the reporting later in the process
should concentrate on the central message. If the mes-
sage is “regional products in every hotel” the initia-
tive should measure the steps towards this goal and
frequently publish the numbers of hotels which serve
regional food. If the message is “new labour” the cam-
paign should report stories of new work places or the
success of a supply company in the region. And if the
focus of the message is on the regional origin of the
products information on the products and articles
about the products would be published frequently.

In the ideal case a central message directly translates
into a claim for the campaign or a logo. But even if it
does not, every partner should be aware of this central
message and use it in speeches, presentations, publi-
cations, talks. It is a major task of the campaigner to
force, train and support the entire team to use the cen-
tral messages!

6.5.3 Creating Recognition

Marketing success is a matter of repetition and reputa-
tion! This is the reason why campaigners and market-
ers create logos or brand names for their activities and
products.
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Itis an ultimate goal to incorporate as much of the cen-
tral message and the regional uniqueness into a logo.
Nevertheless the logo should not be overloaded with
information. It is more important to have a nice memo-
rable graphics, maybe along with an attracting claim
like “quality is our nature” or “the regional product -
where economy meets ecology”. Such a sign can well
go along with multiple textual messages. It always pays
to hire a professional to design such a logo and a uni-
form layout for all campaign materials, the so called
“corporate design”.

KAISERLICH

genieBen

OKEUSI GOREMISEE

A logo is not just the little picture in the upper right
corner of every letter! It links together all publications
and activities. It shows up on flyers, flags, give-aways,
on the web site, as a door label of hotels with region-
al products, in the advertising of all partners — and, of
course on the products themselves.

Sometimes suppliers feel that their own brand name
or company logo is more important than the logo of
the campaign. Tell them that there are good reasons for
“co-branding”: a commonly used logo can give extra
emphasis to the quality of their own brand. Why would
SONY use the intel inside logo on their computers?

Interestingly, in English the word recognition has two
meanings: “remember that you have seen it before”
and “high reputation”. That is something you should
remember when establishing a logo. It is more than just
a little picture. It is like a stamp and stands for quality.
Make sure that only qualified and authorised partners
are allowed to use that stamp. And only proven and
high quality products and services should be allowed
to use the stamp. Set up criteria together with your re-
spective partners and formally sign a contract.

Not advertising, but publicity establishes a brand. So
your brand should make good news — announce a new
category, not a new product! Achieve a good reputation
— if others say something good about your brand it is

much more effective than what you say about it your-
self. And that is the reason why publicity is more impor-
tant than advertisement.

6.5.4 Protection and Registration of Brands

In order to control the use of your logo you have to have
it formally protected by the appropriate legal authority
in your country or on EU level.

There are a number of definitions that need to be known
when thinking about such a registration.

Definitions

o Brand: A label for products or services, former
registered trademark

o Registered Design: A sample of the two- or three-
dimensional outward appearance of a complete
product or parts of it, which especially results
from lines, contours, colours, shapes, texture,
materials and its ornamentation. Whether a
logo falls into this category or not, has to be cer-
tified. Usually the trademark protection is valid
for logos or the like.

o Product: Each industrial or technical object, in-
cluding package, equipment, graphical symbols
and typographical characters as well as single
components which can be assembled to a com-
plex product. A computer program is not a prod-
uct.

o Utility Patent: An invention which is susceptible
of industrial application (lowest requirements,
“small patent”)

o Collective Trademark: The holder of a collective
trademark has to be an association with legal ca-
pacity or a legal person of the public law.

o National Trademark: A trademark, which is pro-
tected in a country

o Community Trademark: A trademark which is
patented throughout the European Union.

o International Trademark: A trademark which is
protected in the European Union and in Third
Countries

Equally: National Registered Design and Inter-
national Registered Design

What are the Advantages of Registering a Trademark?

Registering a trademark facilitates the defence of the
trademark against imitators who want to participate il-
legally in the commercial success of your trademark.
The registration of a trademark in the public trademark



register also allows it to be easily found and helps pre-
vent unintentional trademark violations.

Even cases have been reported, where outsiders have
registered existing but not protected brand marks,
which enabled them to either interdict the use of the
brand to the original inventor of it or to demand licence
fees.

A national trademark offers protection for the entire po-
litical region of the respective nation. For the correct
procedures you should address your national Patent
and Trade Mark Offices.

European and Alpine Space National Patent and Trade
Mark Offices

» Austria: www.patentamt.at/Home/index.html

» France: www.inpi.fr

» Germany: www.dpma.de

» Italy: www.uibm.gov.it/

» Liechtenstein: www.llv.lifamtsstellen/llv-aht-
geistiges_eigentum/

» Slovenia: www.uil-sipo.si

» Switzerland: www.ige.ch/

» European Patent Office: www.epo.org

» European Office for the Harmonization in the Internal
Market (OHIM): http://oami.europa.eu/

If you want to protect your trademark in all of the 27
Member States of the European Union, it is feasible to
register a Community Trademark at the Office for Har-
monization in the Internal Market (Trade Marks and
Designs) in Alicante (www.oami.europa.eu).

The main tasks before registering are:

o Older trademarks have precedence over new-
er— that means, on the basis of an injunction,
newer trademarks can be prohibited from use
or even cancelled. That is why you should find
out if the trademark, name, logo or claim has
already been protected by other companies or
institutions. In order to prevent process risks
and cost disadvantages, search for older rights
— both registered and unregistered, as well.

o There are different supports you should use
to conduct a search. For example the cost-free
available trademark databases of the European
Union Trademark Office and the World Intellec-
tual Property Organization (WIPO), a special-
ised agency of the United Nations. In 1891 the
WIPO established the Madrid System for the

international registration of marks. Today the
“Madrid Express” contains the current status of
all international registrations. Additionally, in-
formation can be obtained from the fee-based
“ROMARIN” System of the WIPO, which con-
tains the current status of all international reg-
istrations with all the details.

o Madrid System for the International Registra-
tion of Marks: www.wipo.int/madrid/en/

o ROMARIN database: www.wipo.int/romarin/

o Database of the European Union Trademark
Office: oami.europa.eu/

o Since older company names can also take prec-
edence over your more recent trademark appli-
cation, we also recommend searching opposing
entries in the Company Trade Register (For this,
you should contact a company trade register
court or an attorney/notary).

o Choose the correct Nice-classes for your regis-
tration. For that many companies consult spe-
cialised lawyers for supporting them in the re-
search and the registration of their brands.

The NICE-Classification

“The International (NICE) Classification of Goods and
Services for the Purposes of the Registration of Marks
serves to determine the scope of protection of trade
marks. Although the European Community is not party
to the NICE agreement the OAMI has adopted the use
of the NICE classification and makes its use manda-
tory for applicants of a Community Trade Mark. Cur-
rently the 9th edition is in force. The NICE classification
is divided into classes of Goods (classes 1 to 34) and
Services (classes 35 to 45). Each class number is rep-
resented by a heading giving general information about
the type of product or service that belongs to it.”*

What does a registration cost?

The costs for a registration differ from country to coun-
try and depend on the scale of protection (i.e. classes,
nationwide or EU-wide protection), they can amount
up to several thousand EUR.

45 Source: http://oami.europa.eu/en/database/euroace.htm, 30.10.2007
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7  Successful Alpine Space Brand
and Marketing Systems —
Criteria and Examples

7.1 Introduction: RegioMarket Criteria for a
“Good” Regional Market System

It was one of the major goals of the RegioMarket project
to enhance the development of cooperative regional
marketing initiatives in the
fields of food production,
tourism and gastronomy and
energy. Some of the Regi-
oMarket partners have vast
experience in setting up such
systems, others have built
their systems only recently.
Some of the partners are ac-
tually within the decision making process for setting up
regional marketing structures, joint marketing efforts
or a regional branding system.

Therefore, the exchange of experiences — between more
experienced and less experienced regional initiatives,
within sector specific work-
ing groups and across sec-
tors — formed one of the key-
tasks of the RegioMarket
transnational activities.

It was the main question
within this working process,
if there are factors and cri-
teria by which successful and less successful regional
market systems can be characterised.

Very soon the idea came up to elaborate a RegioMarket
criteria set for “good” regional market systems relying
on the experiences the project
partners had gathered within
their regional processes and on
the evaluation of further best
practice examples.

Three sector specific working
groups went through an inten-
sive discussion and elaboration
process comprising several in-
ternational workshops and ex-
change of draft papers.

Partners cooperating in RegioMarket have a consensus
on following key factors for successful regional market-
ing systems:

o Transparency and honesty: If consumers buy a
regional product or order a regional dish, they
can rely on the regional origin of the majority
of the preliminary products. Regional products
shall create trust between customers — whether

they live in the region or outside — and the pro-
ducers in the region.

O Quality criteria and controls: The definition of
“regional products” does not only include prov-
enance, i.e. origin from a specific region, but
also specified quality and production schemes
with respect to this region. Criteria for the qual-
ity and the production methods need to be de-
fined objectively and controlled by an external
control organism. This will bring credibility to
the commercial offer of that region and can be
an efficient way to promote, save and develop
the region with its natural and cultural heritage.

o Producer and consumer dual approach: Partners
on both the production and the consumption
side shall cooperate. Economic and non-eco-
nomic groups should equally cooperate to gain
success of the initiative.

o City-Land-Partnership: Consumers in cities and
towns shall get the opportunity to not only re-
ceive goods and services like food or energy
from their countryside but also link to the pro-
ducers and estimate their efforts. In this sense
regional products shall carry a message to the
consumer: You are responsible and you can take
action to preserve the places you live in or go for
weekend or for holidays.

o Regional added value: Partners of regional mar-
keting systems should create added value in the
region as far as possible.

o Sustainability: Regional market systems should
follow the principles of a sustainable regional
development taking into account ecological,
economic and social aspects in parallel. Sustain-
able development is therefore reflected also in
the respective criteria systems.

The sets of criteria and indicators outlined in the sec-
tions below have been elaborated by the RegioMarket
partnership as a proposal for further discussion and
are supposed to be a starting point for the definition
of a regional market support or branding system. Re-
gional initiatives are free to adapt the set of criteria as
needed. However, the RegioMarket partners agree that
only if a certain degree of coherence with the following
criteria is in place the regional market system shall be
called “RegioMarket approved”.

Reasons for coming up with RegioMarket criteria com-
prise:

o Regional market systems in the Alpine space
shall be built on a high level of commonly ac-
cepted values linked with the Alpine territories
and places.

o Producers shall get indications towards better
production — in terms of product quality and



production methods that help to preserve the
Alpine Space.

o Consumers shall get a promise from the produc-
ers and start reflexion on the feasibility of ex-
tended regional supply.

Throughout the RegioMarket project partners devel-
oped these sets of criteria as a good practice guideline
for initiatives that want to establish a credible regional
support system or a regional brand. Further steps could
be an overall awarding and controlling system and the
installation of an authorized organisation.

A “Good” Regional Market System

A regional marketing system is a cooperation to manu-
facture goods from local resources and to sell products
and services from a region in the region or beyond it on
a national or supranational scale. Such a marketing sys-
tem is in line with the RegioMarket definition if

O cooperation partners are cooperating according
to certain structure and process related criteria,

o the regional initiative has formally defined their
partnership in a statute and set clear partner cri-
teria to define the group of regional partners,

o all products which are produced and marketed
by the regional partnership follow a number of
quality requirements.

Throughout the RegioMarket project partners devel-
oped an evaluation scheme to approve regional market
systems. For this purpose a measuring system has been
developed which allows to calculate a degree of coher-
ence. If the degree is higher than a defined threshold,
the system can receive the RegioMarket quality stamp.

In chapters 7.2 — 7.5 the RegioMarket criteria for
“good” Regional Market Systems in the food, tourism
and gastronomy and energy sectors are displayed. They
are the results of discussions in the respective Regi-
oMarket working groups. The RegioMarket partnership
understands these sets as an input for further discus-
sion on product quality and sustainable development
in the Alpine Space and the promotion of regional value
chains.

7.2 RegioMarket Criteria for a “Good” Regional
Market System in the Food Sector

The members of the working group on regional mar-
ket systems in the food sector agreed on the following
structure of their proposal on a RegioMarket criteria
set:

A) Structure and Process Criteria
B) Partner Criteria
)

C) Basic Product and Production Criteria

D) Specific Product and Production Criteria

These four types of criteria will be described in detail in
the following chapters.

This RegioMarket definition of regional systems and
products is not in contradiction with EC regulations Nr.
509/2006 and Nr. 510/2006 (PDO, PGl, TSO). It is sup-
posed to give consumers transparency which goes be-
yond those regulations and to help producers defining
their regional value adding systems.

7.2.1 Structure and Process Criteria

These criteria explain how the development of the re-
gional market system shall be driven in order to opti-
mally involve relevant stakeholders and to build a sta-
ble regional partnership.

o The regional mar-
keting initiative
supports creation
of added value in
the region. This
implies preserv-
ing small scale
production facili-
ties, creating and
securing  work
places and building on regional resources as far
as possible.

o The regional marketing system follows the rule
of fair pricing. All partners of the production-
trading-chain shall be adequately honoured for
the production of the product itself and as well
for their contribution to the sanity of nature and
culture.

o Throughout the development process and in its
structures the regional market system shows a
dual structure. Partners on both the production
and the consumption side, economic and non-
economic groups cooperate to gain success of
the initiative.

o When defining “specific product and produc-
tion criteria” members from all links alongside
the production-trading-consumption-chain are
involved.

o The regional partnership has an independent
control system for its products built on accred-
ited control institutions as far as possible.

o The initiative seeks cooperation with external
stakeholders, such as research institutes, envi-
ronmental oriented NGOs and others.

O The initiative is open for inter-regional coopera-
tion with other initiatives or institutions in Al-
pine Space.
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7.2.2 Partner Criteria

These requirements apply for people and organisations
that are willing to be seen as partners of the regional
market system. Only partners who obey to these crite-
ria shall be allowed to use the regional brand, partici-
pate in joint marketing activities and get benefit from
the system.

Production and business partners of the regional mar-
ket system can be

o farmers and producing companies,

o trades and logistics companies,

o crafts for production and services,
or a consortium of such, if they

o have their domicile and production site in the re-
gion or can prove that production of the regional
products is separated from other products,

o have admission to run their business and their
production technology provide high quality
workplaces in terms of technical equipment,

o fully respect social rights of their employees and
business partners as defined in European Social
Charter,

o disclose their production methods to control in-
stitutions as well as to consumers if requested,

o actively support the development of the produc-
er-consumer-partnership#,

o help to overcome the major challenge of climate
change by applying energy efficiency means or
using renewable energies,

o contribute to the preservation and development
of the natural and cultural heritage of their re-
gion 4

47 While details need to be negotiated and settled in a contract, partners should
as a minimum take part in regular information and qualification meetings
on topics like regional marketing, branding, quality management etc.

48 Specific contributions in this sense need to be defined per region. However
a harmonised goal of having 10 % of the partner’s land being dedicated to
nature preservation or reserved for extensive production seems to be feasi-
ble especially in the Alpine Space, where biodiversity belongs to the major
strengths.

Other partners can be
O gastronomic services,
o municipalities,
O associations,
O institutions

if they follow the above criteria respectively or actively
support production partners in doing so, especially by
using the offerings of the production partners.

7.2.3 Basic Product and Production Criteria

These criteria outline requirements that apply for all
products of the regional program. In some sense this
describes the minimum standard for a product to be
allowed to participate in the joint regional market sys-
tem. Partners from the different food sectors should
come up with a consensus on this base line.

In general terms a regional product shall

O add to the palette of regional
and/or traditional products,

o have an optimal quality and in-
duce high satisfaction on the
consumers’ side,

o help to create identification of
producers and consumers with
their region.

In order to support those goals the defi-

nition of the regional market program shall contain the
following basic criteria and a mechanism to control
them:

o Product quality is in line with at least one subna-
tional, national or international quality standard,
if such exist for the product.

o Production criteria are built upon at least one
national or international multilevel quality
standard#® or a subnational standard accepted
by EC°.

o Controls of the regional program rely on the
established control systems of the respective
norms.

o Information about the regional product is free
from misleading information about the origin of
the product and its ingredients.

O Unprocessed regional food and food with one
ingredient only (e. g. meat) is 100 % produced
in the region.

49 e. g. EUREPGAP, IFS, BRC, QS (Germany), QM-Schweizerfleisch
50 e. g. Qualititszeichen Baden Wiirttemberg



O Processing of regional food has to be done in-
side the region. Taking the entire value chain at
least 2/3 of the final product value have been
created in the region.s'

o For processed food labelled as regional special-
ty ingredients of the final product are as far as
technically possible from
the region and follow the
respective basic and spe-
cific criteria. The program
definition contains follow-
ing minimum regulations:

Ingredients that for techni-
cal reasons’? cannot be pro-
duced in the region must not exceed a weight
threshold of 25 %.

o The time an animal has to be in the region be-
fore being considered a source for a regional
product is minimum 2/3 of its lifetime.

o Non-regional ingredients preferably stem from
a neighbouring market system which is in line
with RegioMarket criteria.

o Following criteria are in common for all end
products unless overwritten in specific criteria:

o Production of the product itself and of any
preliminary product is free from genetic en-
gineering.»

o The entire farm does not use sludge or com-
post from domestic waste.

o Animals are held according to accepted rules
of animal welfare.

o Nutrition of fields with artificial fertilizers fol-
lows the concept of integrated farming® or
specific recommendations based on analy-
ses

o Use of permitted chemical pesticides is only
allowed if biological treatment does not
promise success.

7.2.4 Specific Product and Production Criteria

These criteria depend on the very product and shall be
defined alongside the entire production-trading-con-
sumption-line. According to the Process and Partner

51 Reference point is the price at which the product is sold from the final pro-
duction entity.

52 This implies that ,,raw product can be bought cheaper outside the region*
cannot be accepted as a reason to give up the regional supply of ingredients.
However, if there is a shortage of supply with raw products that can be ac-
cepted as technical reason.

53 This means that neither the product nor the preliminary products fall under
regulations (EG) Nr. 1829/2003 and (EG) Nr. 1830/2003 dated 22.09.2003.
Furthermore it means that products are free from genetically manipulated
organisms (GMO) even if there is no liability of declaration.

54 e. g. ,agriculture raisonnée* in France or ,Integrierter Anbau“ in Germany

Criteria producers and consumers as well shall be in-
volved in the development of such criteria.

As indicated in the Basic Product and Production Cri-
teria production follows at least one subnational, na-
tional or international multilevel quality standard and
undergoes respective controls.

For every product the specific criteria need to explain

o which standard and control scheme shall apply
for the product,

o which criteria shall apply in addition or to what
extent the regional quality programme exceeds
those requirements for the very
product,

o how criteria of the standard shall
be exercised and controlled.

7.3 RegioMarket Criteria for a
“Good” Regional Market
System in the Energy Sector

The members of the working group on cooperative re-
gional marketing in the energy sector suggest the fol-
lowing key-issues of a RegioMarket criteria set:

o regional oriented and environmentally friendly
production value-added process,

O state-of-the-art technology,

o conservation of typical regional landscapes,
o inter-regional cooperation in Alpine Space,
o SME orientation,

O state-of-the art quality assurance system,

o environmental orientation and corresponding
vision,

O cooperation with external stakeholders,

o all inclusive service-network,




o excellent management based on a sustainability
oriented vision.

In the following section these issues are explained.
Each of them builds a criteria group which again con-
sists of a number of so called sub criteria.

Criteria Group 1: Regional Oriented and Environmen-
tally Friendly Production Value-Added Process

Explanation of Criteria Group

RegioMarket aims at strengthening the position of Al-
pine Space. A means to reach that goal is of course
strengthening each region of the Alpine Space. There-
fore high emphasis is put on regional orientation of
companies and initiatives. In other words: a company
or initiative has a true RegioMarket character if its value-
added process is mainly done in the region; this fosters
economic growth in the region and helps to secure em-
ployment. Furthermore, production processes should
be environmentally oriented in order to preserve the re-
gion’s nature. This is not only important because of the
quality of life in the region itself, but has also further
benefits: such a region is attractive for skilled personnel
who represent an important pillar of economic growth
in today’s global business.

Sub Criteria

o Initiative should support creation of added val-
ue in the region (=> region-based players and
members of a cooperation network, i.e. home-
based players).

o The firm has its premises and sites in the region.

o The firm is member of a cooperation network
(e.g. cluster).

o Environment-friendly production (efficient pri-
mary energy use, sustainable use of resources,
and others); see also EMAS system

o The production is in line with at least one na-
tional or European quality standard referring to
the sustainable use of resources; regular con-
trols are given.

o Regional sourcing.

O The components of the final product are as far
as possible from the region.

o Combination with non-renewable energy sourc-
es.

o Product externalities are taken into account.

Relevance

O protect environment,

o strengthen the economy
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Criteria Group 2: Technology in Use is State-of-the-Art
from a Regional, National and European Point of View,
Respectively

Explanation of Criteria Group

The products and services of the company/initiative
should be of high quality. Furthermore, as already men-
tioned above, production processes should have as lit-
tle negative external effects on a region’s nature and
culture as possible. The best way to reach these goals is
to have modern facilities and make use of modern tech-
nologies. As the meaning of “state-of-the-art” may differ
between certain regions, “modern” has to be assessed
not only from a regional point of view, but also from a
national and European perspective, respectively.

Relevance

O protect environment,

o strengthen the economy

Criteria Group 3: Company or Initiative Should Sup-
port Conservation of Typical Regional Landscapes

Explanation of Criteria Group

From RegioMarket's perspective
strengthening the region refers
not only to attracting new busi-
nesses but also to conserve the
attractiveness of the region’s en-
vironment, e.g. its landscapes.
Especially in the Alpine Space
tourism seems to have a bright
future. An essential asset — or even a Unique Selling
Proposition — is its natural environment. Preserving it
not only contributes to a high quality of life for the peo-
ple living in the region but also fosters the growth of
one of global economy’s most important sectors in the
future.

Sub Criteria (Examples)

o No use of genetically engineered plants.
o Crop rotation on a high level.

o Conservation of characteristic landscape.
o No ploughing of grassland.

o Share of cultivable land used for energy related
crop growing should not exceed a certain level.

o Architecture is in line with style generally used in
the quarter/area/region.

Relevance

o conservation of typical regional landscape



Criteria Group 4: Interregional Cooperation with other
Companies or Institutions in Alpine Space

Explanation of Criteria Group

These criteria should make sure that the cooperation
is not limited to a certain region. An initiative in the
Renewable Energies sector needs a big market power
in order to be attractive for possible partners from the
business world. In the course of RegioMarket it turned
out that many companies are interested in participat-
ing in a marketing cooperation provided that this co-
operation has critical mass and could serve as a base
for entering new markets. This refers to both the sheer
number of participants and the geographical markets
covered by the initiative. Thus, the cooperation in ques-
tion clearly should have international focus. As Regi-
oMarket is embedded in the Alpine Space program, the
geographical focus of such cooperation should finally
be — at least — Alpine Space.

Sub Criteria

o Duration (Start of cooperation [year]?)
o Number of partners

O Intensity of cooperation (What does the coop-
eration stand for? Is a regular exchange between
the partners given?)

Relevance

o Strengthen the economy

o Foster Alpine Space identity

Criteria Group 5: Company or Initiative Should Be SME
Oriented

Explanation of Criteria Group

The role of SMEs in modern econo-
mies is without any doubt a crucial
one. According to the European Com-
mission, “SMEs play a decisive role in
job creation and exports and act as a
factor of social stability and economic
drive [...]". Not surprisingly, SMEs of-
ten show lacks of competence in fields
such as marketing. Therefore, coop-
eration is an ideal means for small and medium-sized
businesses, to overcome these shortcomings. As men-
tioned above, SMEs’ relevance for economic and em-
ployment growth is high, therefore supporting SME
cooperation has a lot of advantages for both the SME
themselves as well as the economies — and thus the re-
gional development — in the Alpine Space.

Sub Criteria

o Size of companies (see definition issued by Eu-
ropean Union.

o Numbers of employees? <9; 10 — <49; 50 —
<249).

o Is an overlap of
management and
ownership in the
company given?

o Is the company
running inde-
pendently (legally
and economical-
ly)?

Relevance

o strengthen medium-sized businesses

o foster Alpine Space identity

Criteria Group 6: Company or Initiative Should Have
a State-of-the-Art Quality Assurance System or Some-
thing Equivalent

Explanation of Criteria Group

Globalization is currently the most important develop-
ment for economies all over the world. Each company
has to make large efforts in order to be competitive:
reduce costs, improve organisational structures, be in-
novative, and others. In this era of high competition it
is indispensable to provide customers with high quality
products and services. This does not only refer to the
essential benefit of a product or service but also to op-
tional extra services. Therefore a state-of-the-art quality
assurance system is an important brick in the wall of a
successful cooperation.

Sub Criteria

o See EMAS system (or other national or Europe-
an quality standards)

Relevance

o Fulfil minimum quality requirements

Criteria Group 7: Company or Initiative Should Be
Environmentally Oriented and Should Have a Corre-
sponding Vision

Explanation of Criteria Group

RegioMarket explicitly aims at fostering sustainable de-
velopment. Sustainability in this context also refers to
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the protection of the environment. The environmental
orientation of a RegioMarket-based cooperation is two-
fold: First, cooperation in the Renewable Energies sec-
tor is environmentally oriented a priori as the essential
benefit of the offered products and services aims at the
efficient use of natural resources. Second, RegioMarket
recommends that each participating company — and
of course the cooperation itself — should have an en-
vironmental mission statement. This makes sure, that
not only products and services but also the operations
of the companies involved are environmental friendly.
Thus, the mission statement must not be limited to a
global vision but should also mention implementation
strategies and concrete measures. In case the company
or initiative does not have such a vision, the certifica-
tion process should include a respective commitment;
this could be in the form of signing a “Declaration of
Environment” issued by RegioMarket.

Relevance

O protect environment.

Criteria Group 8: Cooperation with External Stake-
holders

Explanation of Criteria Group

These criteria aim at obtaining an overview of the com-
pany’s cooperation with external stakeholders such as
research institutes, NGOs, municipalities, etc. There-
with the focus is on the type of cooperation, types of
partners, kind of relationship with them as well as the
objectives related to these cooperation. Cooperation
with external stakeholders is seen as a relevant indica-
tor to identify the importance of social responsibility
taken by the company.

Sub Criteria

o Relationship to stakeholders in general.

o Type of cooperation (Which types of external
stakeholders do the company cooperate with?
NGOs/Research Institutes/consulting firms/
customers).

o Which are the aims of this/these cooperation?
o Is the cooperation a success?

o Does the firm follow a short- or long-term per-
spective with this/these cooperation?

o Number of partners.

Relevance

o link economy and ecology.

Criteria Group 9: Company/Initiative Should Represent
all Inclusive Service-Network (Product Bundles, Sys-
tem & Service Packages such as Contracting) Instead
of Selling Single Products

Explanation of Criteria Group

This part of the overall assessment focuses on identify-
ing the wide and/or depth of the product and service
range the company is offering to customers. It is ex-
pected that companies provide their customers with all
services needed to successfully apply the products or
services. Consequently, the customers have one con-
tact for all probable queries. Furthermore it is anticipat-
ed that companies actively involve customers in their
processes.

Sub criteria
o Does the firm offer a range of products? (Wide
vs. Deep)
o What kind of add-ons does the firm offer?
o Decided customer orientation
o What kind of measures is installed to involve the
customers?

Relevance

o quality,

o offer the customer all-inclusive products and
services,

o value creation in the region.

Criteria Group 10: Company Should Have an Excellent
Management Based on a Sustainability Oriented Vi-
sion

Explanation of Criteria Group

This set of criteria consists of crucial items allowing
the assessment of the management. With it the special
focus is on the management’s capacity to prepare the
company for future challenges. Furthermore, the items
focus on the assessing of the management’s gravity re-
lating to environmental issues.



Sub Criteria

o See EMAS or similar system.
o References.
o Interview with tax consultant and others.

o Data acquisition from third party institutions
such as credit reform.

o Expansion of available supply of electricity.

O Influence on behavior of suppliers, partners,
sub-contractors.

o Company/initiative puts high emphasis on edu-
cation and further education/training for both
staff and management.

Relevance

o strengthen the economy.

7-4 RegioMarket Criteria for a “Good” Regional
Market System in the Tourism Sector

The members of the working group on regional market-
ing systems in the tourism and gastronomy sector have
developed a RegioMarket criteria set aiming in a proc-
ess consisting of in several steps.

There are good reasons for developing a minimum set
of common requirements to be applied to tourism and
gastronomy activities in the Alpine Space:

o They increase coherence and identity of different
tourist activities and services that operate in dif-
ferent countries but share a similar environment
in terms of endowment of natural resources.

o They contribute towards building new systemic
relationships and strengthen existing network-
ing systems, both internally and externally.

o They improve communication towards the final
consumers by enhancing transparency and cred-
ibility of the marketing systems and of the prod-
ucts traded through it.

o They help to increase the quality of the products
and services supplied, both for existing ones
and for those ‘under construction’, for which
they can represent important guidelines for ori-
enting the development of the activity.

o Finally, therefore, they can contribute towards
the valorisation of the Alpine territory, of its en-
vironmental resources and of its human and so-
cial capital.

The set of common criteria which should characterise
“good” RegioMarket Tourist and Gastronomy products
comprises four categories:

1. System Criteria: this category includes the general
criteria controlling the development of the system,
the main rules of governance and the actions to be
undertaken to involve stakeholders and build sta-
ble relationships amongst them.

2. Partner Criteria: this category in-
cludes the set of criteria that each
partner should comply with in or-
der to be part of the system, thus
using its network and enjoying its
benefits. It also includes criteria
paying attention to using produc-
tion techniques and processes
that contribute to the conserva-
tion or improvement of the gener-
al environmental quality of the Alpine territory. This
is important, if we want to establish a marketing
system that has relevance also in terms of sustain-
able development.

3. Product Criteria: these criteria are those used and
ascertain the link between the food served and the
territory in which it is produced.

4. Service criteria: this group includes all those crite-
ria defining the quality of the catering environment
and of the services through which the regional
products are offered to the client.

The common set of criteria can be equally used wheth-
er the regional marketing system entails the develop-
ment of regional recipes and menus (as in the case of
the German and Slovenian examples) or is approached
through the creation of Itineraries and Roads for food
and eno-gastronomy products, as it is more common
in the Italian situation (see examples in section 6.2.2).

7.4.1 System Criteria

A RegioMarket Tourist and Gastronomy system

O creates value added in the
Region: This means that the
activity or the service has
positive economic spill-overs
on creation of employment
and on the activation of other
productive activities in the
region. In being so, it acts as
an engine to the endogenous
development of the region.

o distributes value added fairly along the produc-
tion chain: This implies that participants of an
initiative share a common vision on the distribu-
tion of profits generated through the production
chains, which should not remain with one or few
final segments but are redistributed to all those
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who have entered in the process according to
their contribution to it.

contributes towards the creation of a clear re-
gional identity: This means that the typologies
of production methods and of the offered serv-
ices are rooted in the cultural and traditional val-
ues of the region.

contributes towards the creation of a positive im-
age of the region: This entails that the initiative
is able to implement strategies and processes
so that it "sells the territory” with all its cultural
and environmental and not only an economic
activity physically based on it. The "image” can
be seen as a proper “brand” of the region.

is able to create collaborative relationships in the
region: This is essential for a good functioning
of the initiative, which should be able to create
connections between its participants by build-
ing the conviction that they are all working for a
common interest.

contributes to the preservation and development
of the natural and cultural heritage of its region:
This is essential for activities that take place
in regions which are endowed with important
natural resources like the Alpine Space. It also
means that the initiative should not be focused
on promoting economic activities that are com-
pletely unrelated to the tradition and culture of
the Alpine systems.

is open to cooperation with other institutions
or initiatives in Alpine Space: This open attitude
is essential for amplifying the positive relation-
ships and networks created through the single
initiatives.

has a control system based on ex-ante, ongo-
ing and ex-post control and monitoring per-
formed either through a technical panel or an
independent audit institution: The inclusion of
this criterion is based on the acknowledgment
that a well-functioning monitoring and auditing
system is vital for the creation of a credible and
stable reputation of the initiative with regard to
the final consumer.

is able to implement a strong communication
strategy: Communication is an indispensable
condition for the success of the initiative. The
strategy must be able to communicate clearly
all the positive values created by the initiative.
The communication means, at least at a system
level, should be based also on innovative instru-
ments like the world wide web.

7.4.2 Partner Criteria

A “good” partner of a RegioMarket Tourist and Gas-
tronomy system:

O

has the seat of activity lo- p
cated in the region: This is
an essential condition for
building up an authentic
regional market system,
as its participants must
be strongly related to the
regional environment and
have a direct interest in its
sustainable development.

carries out an activity coherent with the general
image of the territory and of the regional market-
ing strategy, so that it adds to strengthening the
regional identity: This implies that each partici-
pant to the initiative shares common interests
and that participants are aware that they are
working for achieving mutual benefits.

uses sustainable production methods: This
means that the initiative promotes positive at-
titudes towards products obtained from cultiva-
tions respecting good agricultural practices es-
tablished at a regional level and paying attention
towards the use of water and energy.

respects local architecture style: Participants
should be aware of the importance of following
an architecture style well harmonised in the re-
gional landscape and follow this principle when
restoring existing structures or building new
ones.

is transparent in communicating production
practices and processes: The Participants’ atti-
tude is open to disclose production and process-
ing methods to control institutions and to con-
sumers whenever requested.

is open to receiving training measures: Partici-
pants should be available to receive training
that supports developing capacities, attitudes
and behaviours consistent with the general Re-
gioMarket Tourist and Gastronomy system and
its criteria.

7.4.3 Product Criteria

A product under a RegioMarket Tourist and Gastrono-
my system:

O

is based (completely or to a defined extent) on
the use of traditional or conventional products
from the region for the preparation of dishes:
This criterion helps to establish links between




the RegioMarket
Tourist and Gas-
tronomy  system
and the RegioMar-
ket Food Product
System in a holis-
tic approach.

o is prepared (completely or to a defined extent)
following traditional recipes from the region:
This criterion represents the value-added of a
RegioMarket system in comparison with any
other indistinct gastronomy product offered in
the region.

7.4.4 Service Criteria

A service under a RegioMarket Tourist and Gastronomy
system:

o offers menus in-
cluding a choice
of regional dishes
and recipes from
the region: This
criterion repre-
sents the link with
the product criteria mentioned above.

O uses serving equipment suited to the food and
beverages (e.g. wines in wine regions) offered:
This particular criterion is important to attract
more sophisticated clients and help give them
the perception that the system is well harmo-
nised in all its aspects.

o is trained to give advice on the choice of the
most appropriate beverages (e.g. wines in wine
regions) to accompany the food: This criterion
helps creating a positive and satisfactory rela-
tionship with the client who feels well catered
and enjoys the full benefits of a meal where the
different tastes are well-matched.

o provides information to clients about the prod-
ucts and the production techniques: This adds
to the transparency of the whole system and
gives the client the perception that he/she is ac-
tive part of the system and can positively con-
tribute to it with his/her choices.

o keeps menus and the price lists in a visible posi-
tion: Also this criterion contribute towards the
transparency of the system.

O is trained to ‘tell stories’ about the history and
cultural heritage of the region: This criterion cre-
ates a perception for the client that, by eating a
dish, he is relishing a full region, with its tradi-
tions and cultural heritage.

o makes available to the client brochures, travel
guides, maps and books on the cultural and
tourist features of the area: This criterion again
helps creating for the client the specific image.

o provides staff able to speak one or more Euro-
pean languages: This criterion builds an interna-
tional reputation of the system, in the perspec-
tive of an Alpine Space system.

7.5 Examples for Criteria Systems of
Regional Marketing Systems in the
Alpine Space

Some of the further developed systems the RegioMar-
ket project partners are involved in are characterised in
this section. The choice below covers different fields of
activity including initiatives dealing with food products,
tourism services or energy matters.

7.5.1 The Brand ,Kaiserlich Genieflen“ (Kaiserstuhl
Region, Baden-Wiirttemberg, Germany)

Winegrowers, distillers, farmers,
millers, bakers and many others
have allied to the brand commu-
nity “Kaiserlich geniefRen” in order
to save and to develop the Kaiser-
stuhl region as a unique space for
living and economy and as an area of unspoiled na-
ture.

%«(—-—
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The development of the brand “Kaiserstuhl” is carried
out in the context of PLENUM, a project of the federal
state Baden-Wiirttemberg for conservation and devel-
opment of nature and environment. Beside environ-
mental projects, pilot projects from the fields of mar-
keting, agriculture, tourism and environmental educa-
tion are initialised to show that economical action and
applied nature conservation do not stand in contradic-
tion. In a broad will-formation process all stakeholders
have agreed on a registered word mark and logo with
the slogan “Kaiserlich geniefen” combined with a styl-
ised scenery of the “Kaiserstuhl” landscape. The term
“Kaiserlich genieflen” translates like “enjoying like the
emperor” and refers to the enjoyments that the region
provides for gourmets and nature lovers.

All partners of the brand community “Kaiserlich ge-
nieRen” commit to actively support the enforcement of
the regional economy and to work on the building-up of
a regional producer-consumer-partnership. All partners
make a special contribution to the preservation of the
unique nature in the area of the “Kaiserstuhl”, e. g. by
cultivating 10% of their agricultural area extensively or

KAISERLICH

genieBen
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by cultivating it according to the professional require-
ments of nature conservation.

The criteria system of the , Kaiserlich geniefRen* brand
is clearly structured. On a first level partner criteria for
producers and providers of products and services were
defined. The second level is a criteria set of comprehen-
sive basic product criteria. And as a third level specific
criteria for various products and services were deter-
mined.

Partner-Criteria

Partners and users of the brand “Kaiserlich genief3en
can be companies or consortiums of those from the

fields of

o agricultural or forestry production, processing
or marketing,

o trade and logistics,

o handcraft (production and services),

O gastronomy-, lodging- and tourist-services,
if they

o are domiciled in the Kaiserstuhl region,

O are an approved company with an adequate level
of qualification and technical equipment,

o actively support the enforcement of the regional
economy,

o work on the building-up of a regional producer-
consumer-partnership in order to promote the
development of the joint quality system,

o make a special contribution to the preservation
of the unique nature in the area of the “Kaiser-
stuhl” (specification in a separate appendix of
criteria).

All products of the “Kaiserlich genieflen” quality brand
are manufactured having regard to basic product cri-
teria that all partners along the production chain have
committed to. They guarantee e. g. that

O the product enriches the characteristical region-
al choice of products from the “Kaiserstuhl”,

o only fresh and top-quality goods are used,

o fertilisation and pest management are carried
out after strict criteria of winegrowing or of the
quality sign of Baden-Wirttemberg for control-
led cropping,

o no genetically modified organisms and no sew-
age sludge are used,

o well-trained personnel is deployed in production
as well as processing and high quality of jobs is
warranted.

The criteria sets for specific products comprise the fol-
lowing:

o grain, flour and bread,

o vegetables and vegetable products,
o fruit and fruit products,

o liquors,

o honey,

O ice cream,

o regional menu cards,

o lodging.

Product and production criteria follow as far as possi-
ble national or international standards. For all products
there are also a number of criteria which supersede or
surpass those standards — at least when it comes to the
definition of “regionality” and the definition of “good
partnership”. The latter is very important for the Kaiser-
stuhl partners.

www.naturgarten-kaiserstuhl.de

7.5.2 The “Jarina” Brand (Slovenia)

“Jarina” is the brand of a regional mar-

keting initiative for products and serv-

ices in Slovenia. The brand is owned

by Jarina cooperative (Jarina z.0.0.)

and is only allowed to be used in ac-

cordance with a respective guideline

that defines the Jarina criteria. The

brand is registered as a brand by valid legislation in the
field of industrial property protection in the Republic of
Slovenia.

The right to use the brand is granted to producers who
fulfil the conditions of the criteria. The matters regard-
ing the brand are arranged by the expert commission
for the brand, which is named by the Jarina Board.

Members of the evaluation commissions are experts
for sensory evaluation with completed test for evalu-
ator. Evaluation commissions perform the evaluations
in the way, defined by the basic guideline and special
guidelines for specific products. The producers have
to apply their products for evaluation on the basis of
a public appeal for evaluation, published by Jarina co-
operative.

The brand can be assigned to milk and dairy products,
durable meat products, herbs and tea, bread and wheat
products, fruit products (dried fruit, juice, jam, marma-
lade, fruit wines, vinegar, compote), canned vegetables,
natural distilled spirits, honey and honey products, arts
and crafts products.

General conditions for all products are:



o All sanitary and other regulations for marketing
of the product have to be fulfilled.

o The product has to fulfil the quality criteria, set
by Jarina cooperative.

o The producer is obliged to use the unified pack-
age (if existing).

The user of the brand can be a farmer, a member of
the farm household, an agricultural or development co-
operative, an association, a craftsman, an independent
entrepreneur or a citizen with registered activity. The
user of the brand can perform independently or by a
common organizational form on the market.

The right for using the brand can be awarded to a pro-
ducer who submits the evidence on fulfilling the qual-
ity from evaluations like »Dobrote slovenskih kmetij na
Ptuju« (good things from Slovenian farms in Ptuj) or
who submits his products for evaluation to Jarina co-
operative. From the day of assigning the right for the
use of the brand the producer gains the right to use
the logo on his products, promotional materials and
selling points.

The user of the brand binds himself to maintain perma-
nent quality level of the product. The Board permanent-
ly controls the quality of the products.

7.5.3 Brand “Parco delle Prealpi Giulie”
(Friuli Venezia Giulia, Italy)

The Prealpi Giulie Regional Nature
Park is a mountain park, covering an
overall surface area of around 10,000
hectares in the Province of Udine.
The park’s territory spans two differ-
ent geographical areas — the Giulie
Alps and the Subalps.

The RegioMarket project gave the opportunity to fur-
ther develop an already existing Park’s brand which had
been set up earlier to certify quality, environment pro-
tection and the typical origin of products and services.
Within RegioMarket a quality system around this logo
was created and a certification system for tourism serv-
ices was set up.

The result was the creation of five different regulations
that include a common part, regarding general prin-
ciples and a specific part with statements for each of
the five categories involved. The general brand criteria
are mainly based on quality, environment sustainability
and valorisation of typical products and recipes. Spe-
cific regulations state particular requirements related to
the activity of the partners in the system.

The regulations have been developed in workshops
with representatives of the involved sectors.

Impact of the criteria:

O Identity: representation of the territory.

o Sustainability: balanced contribution to environ-
ment (conservation) and economy (develop-
ment).

o Quality: minimum standard in tourism offer.

o Each regulation (five in total) lists specific re-
quirements.

The whole set of criteria consists of the following
parts:

o architectonic intervention,

O reception and public relations,

o public areas,

o valorisation of the territory,

o environmental sustainability and landscape,
O energy,

o water,

o reduction and recycling of refusals,
o agriculture and food transformation,
o sales,

o hotels, guesthouses, rural houses,

O restaurants,

O tourist services.

The regulation comprises two kinds of rules: manda-
tory and facultative ones. Facultative rules have a value
(from 0,5 to 3 points). To access the brand, all man-
datory requirements have to be satisfied and the total
amount of facultative rules has to be equal or more
than 20 points.

Also a control system for the proper use of the brand
has been outlined, by the institution of a control com-
mission in order to program and activate monitoring
to enterprises. The quality controls are managed by the
park’s administration office, representatives of the sci-
entific community and of the involved economic sec-
tors.

Main elements of control system are:

o regulation system that explains the correct use
of the brand,

o control board formed by Park’s representatives,
scientists, enterprises of all categories,

o direct control on field by qualified auditors
teams,

o periodical report from audits,

o technical assistance to enterprises to overcome
critical elements to join the brand.
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In fact, in order to help partners to reach a satisfying
quality standard, the regulation system has been con-
ceived not only as an instrument of control, but also
as a guideline to drive and support partners towards
good practices. Involved enterprises can contact the
Park directly and get help in interpretation of the regu-
lation statements finding certain and accepted answers
to questions about quality. In different words, the aim
of the regulation system is not only to say “what”, but
also to say “how”.

www.parcoprealpigiulie.org

7.5.4 The “LandZunge” Brand
(Allgédu-Upper Swabia, Germany)

The LandZunge Project was
established as a gastronom-
ic cooperation in the Allgau-

Upper Swabia region. The La l'ld Z{ . ge
project has three tightly in- I
terwoven objectives:

Wb

o The LandZunge Brand: Promotion of regional
marketing for high quality products.

o The LandZunge Promotion: Promotion of the
regional, rural, quality-oriented restaurant and
catering industry.

o LandZunge Media: Cooperative publicity with
promotion campaigns, advertisements and
LandZunge Magazine.

The criteria for products of
LandZunge Promotion’s label
are multidimensional. Regional
provenance is one aspect, the
ambition of the producer is an-
other: preferably of artisan and
traditional character than indus-
trial and commercial, rather regional than global. Land-
Zunge promotes potato salad rather than French fries,
and organic orchards, Alpine dairy farming and sour-
dough rather than plantations, factories and processed
foods. Nevertheless, the LandZunge Promotion is re-
alistic and also backs associates who can deliver large
quantities economically to the restaurant industry. The
promotion must be effective and should operate sus-
tainable.

Above all, however, LandZunge is uncompromisingly
obligated to the sense of taste. All LandZunge products
will therefore be taste-tested by a small jury. Likewise, an
award from the annual competition for “Regional Tast-
er” is binding. The criterion of flavour also applies to
organic products. For LandZunge, this means: organic
is an option but not a necessity — otherwise the variety
of the best regional products would be diminished.

LandZunge Brand’s product criteria comprise five cat-
egories:

O regional provenance (Allgdu and Upper Swa-
bia),

o seal of Quality (“QS” (Quality Assurance), “QZ",
organic, et al.),

o rural production (Species-appropriate animal
husbandry) (Certification of suppliers) + Fair
prices (Verification of the producer),

o optimal manufacture (Artisan methods) (In-
spection and testing of the suppliers),

o flavour (Testing of each product by experts).

The goal: The LandZunge brand should become identi-
fied with the Allgau-Upper Swabia region in the minds
of local residents and guests. The brand stands for co-
operation between restaurant owners and farmers, re-
gional loyalty, an obligation to quality, and gastronomic
ambition. Restaurant owners, who join the LandZunge
Promotion, obligate themselves to the use and label-
ling of as many high quality regional products as pos-
sible.

The quantities, the provenance and the approved sup-
pliers within the realm of the LandZunge’s supervision
must be open to disclosure at any time. Suppliers may
be visited and inspected at any time by representatives
of LandZunge GbR.

LandZunge GbR will recognize other existing regional
brands such as “Prima Rind”, “Von Hier”, or “Bergbau-
ern” as premium products. This also applies in princi-
ple to all organic products of the region. However, they
must also be registered with LandZunge GbR and will
be subject to monitoring procedures.

The LandZunge Project consists of agricultural produc-
ers and restaurant industry specialists. It deliberately
aims to further develop product criteria in dialogue.
LandZunge GbR and its partners actively strive for pro-
duction methods, which also offer clear health advan-
tages. They actively seek suitable suppliers.

The motto for LandZunge is therefore:

The best of the region — On the tables of the restaurant
and catering industry — In the country inn as well as in
the canteen kitchen.

www.landzunge.info

7.5.5 ezal-partner (Allgau Region, Baden-Wiirttemberg,
Germany)

eza! energie- und umweltzentrum allgiu

The “ezal energie- und umweltzen- .
trum allgdu” (the Energy and Envi- ;"—> -(7,!, 1]
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energie- & umweltzentrum allgau



ronmental Centre in the Allgau Region) is a non-profit
corporation located in Kempten, Allgiu. The centre was
supported within the “Hightech-Offensive Bayern” (a
campaign of the Bavarian government aimed for the re-
newal of the economic and technologic basis) to bring
forward both — energy efficiency and renewable energy.

The centre is broadly supported by municipalities, busi-
nesses and action groups of the Allgiu. To promote en-
ergy saving and renewable energy, ezal operates in the
fields of public relations, energy consulting, education,
training and qualification of energy consulters and spe-
cialists and energy management.

Network ezal-partner

More than 120 companies (architects, engineers, build-
ing enterprises, craftsmen, producers and dealers) be-
long to the ezal-partner network. These companies
have agreed to respect various guidelines, quality as-
surances and further trainings. They are allowed to use
the “ezal-partner” brand mark as a quality sign. The
network provides qualification and information for the
partners. Especially the “ezal-partner days” support
the exchange between its members. All partners are
obliged to participate in a certain number of qualifica-
tion measures per year. Furthermore the partners are
promoted through the eza! consulting agencies in the
whole Allgdu Region.

In principle every company in the building or energy
sector can become an ezal-partner, regardless if they
are an architect’s or engineering office, a building com-
pany, a handicrafts enterprise, producer or merchant.

The conditions for participation are the commitment to
the so-called energy code (Energiekodex) and the com-
pliance with quality criteria. Furthermore an admission
fee to the amount of 25 percent of the annual subscrip-
tion (which is determined according to the size of the
participant) has to be paid.

ENERGY CODE (ENERGIEKODEX)

All partner companies commit to the following energy
code:

1. We confess to energetically and ecologically optimised
building and reconstruction and to the application of re-
newable energy and resources.

2. We point out environmentally sound and energy-saving
products and encourage our customers to buy them.

3. We consult holistic and act in the sense of intersectoral
cooperation. Thereby we inform unreserved about costs
and options to economise.

4. We keep ourselves up to date in the field of renewable
energy, efficient use of energy and ecology by permanent
training and further education.

5. We offer best quality to our customers and establish the
quality assurance measures, decided by the ezal-partners,
in our company.

The energy code is a commitment for all ezal-partners
and a marketing tool for the network. The conditions
for participation and details about quality assurance
are internal tools of the initiative and therefore not ac-
cessible for the public. Interested companies get the
respective information on request.

www.eza.eu

7.5.6 The ,Flavours of a Unique Land” System in the
Friuli Venezia Giulia Region

The project Sapori di gente unica (Flavours FRILILI
of a Unique Land) of the Friuli Venezia VENEZIA
Giulia Region has developed the region- GIULA
al tourist promotion slogan “Guests of S CId'-'t‘ 3
. w o apori di
Unique People”. It is intended to promote gente unica

and valorise the traditional regional cui-
sine of typical and unique products of the
region. Moreover, it is intended to provide
the single operator and the whole of the operators who
join it with an innovative promotional and marketing
instrument by different means of advertisement.

“Flavours of a Unique Land” makes it possible for ca-
tering businesses (restaurants, but also trattorias, tra-
ditional taverns, agritourism restaurants) with certain
characteristics and quality standards, strictly fixed by
a regulation drawn up in close collaboration with the
regional studies centre of the Accademia, to join the
Club. Accession rules favour in the first place catering
businesses that offer their guests, as a priority, the tra-
ditional regional cuisine and in particular - and this is
what the action is aiming at — the local cuisine of their
area (cuisine of the mountains, of the plains, of Vene-
tian, Austrian or Slovene influence, sea cuisine, etc.).
As per the choice of wines in the cellar and in a list
which can host also wines from other regions or states,
the focus must be put on regional wines. These pre-
requisites are followed by strict simple rules that con-
cern hospitality of guests, cleaning and functioning of
restaurants, tablecloths, cutlery, crokery, etc. but also
hygiene and food safety. “Flavours of a Unique Land”
intends also to offer tourists a guaranteed price: a full
course meal (appetizer, first course, second course
with side dish, dessert, wine of the House and water)
must not exceed 35 € per person. Prices will be fixed
according to the type of restaurant and to the overall
quality of the offer, will be clearly stated and advertised
in the Turismo FVG promotions, in tribute to transpar-
ency criteria to offer to the guests. With the very aim of
safeguarding tourists Turismo FVG has set up, togeth-
er with the Accademia, a Commission of experts which
has the task to make controls and on-the-spot inspec-
tions both before acceptance of applications for acces-
sion and afterwards, periodically, at random, to verify
the prerequisites continue to be present.
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8 Final Comments and Future
Prospects

Challenges in the Alpine Region

Due to the mountainous location, the agriculture of the
Alpine Region is characterised by difficult production
conditions and can, with regards to mass production,
scarcely compete with optimum sites in the EU. One
of the Alpine Region’s other characteristics, however,
is a wide variety of qualitatively first-rate products and
a varied cultivated and natural landscape with a high
degree of biodiversity. The increasing approximation of
the agricultural prices within the EU to global market
levels and the significant reduction to be expected in
EU-funding represent enormous challenges to the agri-
culture of the Alpine Region.

Many areas of the Alpine Region enjoy a long tradition
of tourism. Tourism is a significant economic factor.
This is subject to strong competition, however. Inex-
pensive long-distance travel and the development of
new tourist destinations should be mentioned in this
context. The decline in classic tourism to be expected
as a result of climate change will also bring about great
changes.

In the field of renewable sources of energy the Alpine
Region enjoys great potential. Thanks to the topogra-
phy, water energy can be used intensively. The devel-
opment of new, innovative technologies such as the
passive house would make it possible to establish suc-
cessful new branches of industry. The renewable energy
sector is characterised by a high proportion of small-
and medium-sized companies. Necessary cooperation
for the purposes of optimising the range of products
offered and increasing the economic impact in this field
are thus the challenges posed to all future develop-
ment. A strict orientation to sustainability aspects will
be equally significant for the cultivated landscape of the
Alpine Region.

Strengthening of Long-Term
Regional Economic Collaboration

One possible response to the challenges represented
by the globalized markets and other developments
discussed above is the strengthening of the regional
economy and its long-term orientation. Not for noth-
ing does the EU place its faith in the creative power
of sustainable, integrated development in the shape of
the Leader programme. The messages for the future,
pointedly phrased, read as follows: “Help yourselves,
utilise your own creative potential in order to shape
your own future and leave your children an inhabitable
earth”. Through the setting up of regional economic

cooperations or the optimisation thereof, small- and
medium-sized businesses can be increasingly inter-
connected and value-creation chains improved. If the
course of events is favourable, this could lead to the de-
velopment of new products and services, the extension
of existing ranges of products and new markets being
opened up as a result of production capacities being
increased whilst the same time high quality standards
are maintained. The long-term orientation of such of-
fers places its faith in the available regional resources
and promotes in the long run the preservation of one’s
own living and economic regions in the Alps.

Among the examples that could be given for this are:
The introduction of regional shelves in the food retail
shops, on which the consumers are offered products
from the region produced in an environmentally-friend-
ly manner. The development of a new programme of-
fered by the nature guides, who take tourists and locals
alike on excursions into the countryside and convey to
them a sense of the history of nature und ecology, al-
lowing them to experience farms with all their senses
and incorporating regional gastronomy in their routes.
The optimisation of the services offered in the renew-
able energy sector through the introduction of quality
training for employees and the merging of different re-
gional partners is also a part thereof. Many further pos-
sible approaches have been described in this brochure,
in particular in Chapter 6.

The development of brand names for regional coopera-
tives is a further instrument for the strengthening of the
regional economy. Examples of such branding are lo-
cal quality seals for foodstuffs, trademarks for regional
menus or tourist routes as well as regional energy coop-
eratives. In this way it is possible to bring across mes-
sages pertaining to quality and environment, to make
the customer aware of the branding or identification
signs of the brand partners, to achieve a higher degree
of customer loyalty and to make a greater financing po-
tential for marketing and communication available.

Such development work should be done in as profes-
sional a manner as possible in order to avoid losses
due to friction and economic damages and the repeti-
tion of frequently made mistakes.

Thanks to the RegioMarket Project it has been possi-
ble to gather valuable experiences and knowledge on
the subject of the marketing of regional cooperatives,
in a transnational cooperation. This guideline provides
those interested with tips on how to proceed with their
own development work in this field, enriched with ex-
amples from everyday practice.



RegioMarket Criteria

The core of the RegioMarket Project work, however, is
the development of criteria for the three sectors food-
stuffs, tourism and gastronomy as well as renewable
sources of energy (see chapter 7). These criteria are not
“armchair decisions” but have been worked out on the
basis of experiences made by the partners and scien-
tifically accompanied. Significant content key-points for
all three sectors were: Quality and the control thereof,
regional responsibility achieved by the utilisation of re-
gional resources to as large an extent as possible and
the integration in regional networks. Sustainability as-
pects were also taken into account.

These criteria can be called upon as guidelines for the
designing of systems of regional markets and brand-
names. It is intended that the development of high-
quality, long-term and successful cooperative market-
ing systems and brand-names in the Alpine region
should be supported in this way. This has also already
been successfully realised in the course of the Regio-
Market project.

Vision for a RegioMarket Quality Seal

The criteria for RegioMarket that have been
developed could, in addition to the possi-
ble applications described above, also be
the starting point for a visionary approach.
They could form the basis for the setting up
of an alpine-wide RegioMarket quality seal,
with which, across all sectors, outstanding
product and service offers made by regional coopera-
tives in the Alpine region could be identified. This qual-
ity stamp would convey messages that fully agree with
the current trend in consumer requirements:

o Regional origin
o High quality
o Innovation

o Sustainability

The quality seal could be used as a supplement to the
own brands of regional cooperatives or individual com-
panies in the brand communication process and thus
as a kind of co-branding. This could apply both to the
communication of the brands themselves as well as for
the promoting of individual products or service offers.
This would result in a number of advantages that are in
part identical with those offered by regional umbrella
brands (brands that encompass a variety of products of
a number of different manufacturers):

o Alpine-wide uniqueness

o The genesis of a high degree of recognition for
broad ranges of offers from a number of differ-
ent sectors in the entire economic region of the
Alps

o A multitude of possibilities for cross-marketing
as a result of an approach spread across all sec-
tors

o A high financing potential for communication
o Support of the penetration of individual brands

o Solid promotion of the small and medium-sized
companies involved

o A combination of various central messages such
as regional origin or environmental protection
which are today communicated by means of a
variety of quality seals

Due to the short duration of the RegioMarket project it
was not possible to undertake any significant steps in
this direction beyond the development of the criteria
and initial thoughts on the subject of installing up a
RegioMarket quality seal.

In order to realise this vision of a RegioMarket quality
seal in practice it would make sense to undertake the
following:

o The setting-up of a network of interested coop-
eratives, companies or interested parties from
the fields of politics and marketing. To a certain
extent, it would be possible to resort to already
existing networks. This could possibly also take
the form of inter-project cooperation on future
INTERREG-Projects.

o Examination and subsequent drawing up of the
present criteria.

o Elaboration of necessary structures and activity
characteristics for an organisation to manage
the seal.

o Development of an initial communication con-
cept.

O Implementation of a pilot organisation tied in
with initial communication measures. In the
start-up phase it would be conceivable to do this
at first on a regionally limited scale.

The future will show whether this vision will take shape
and unfold a positive effect for the future of the Alpine
Space.
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