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Uvod
Katefina CADILOVA

Regionalni znaceni je jedna z cest, jak
zviditelnit venkovské regiony a podpofit
rozvoj socidlng, kulturné a environmen-
talné orientované ekonomiky v oblastech,
které jsou zajimavé svym piirodnim a kul-
turnim bohatstvim. Hlavni podporovanou
skupinou jsou zdejsi podnikatelé (feme-
slnici, zem&dé€lci, malé a stiedni firmy),
jejichz schopnosti a dovednosti pomahaji
$ifit dobré jméno regionu a naopak pro né
znamena identifikace s regionem jedinec-
nou marketingovou piilezitost.

Regionalni znacky prispivaji také k roz-
voji udrzitelného cestovniho ruchu —
umoziuji turistliim orientaci pii nakupech
v turistickych regionech, poskytuji jim
alternativu ke ,,konzumnimu stylu“ ces-
tovniho ruchu nejen diky mistnim vyrob-
ktm, ale i diky propagaci a osvéte, kterd
znaceni doprovazi. Nakup mistnich vy-
robkl a vyuzivani mistnich surovin také
snizuje zatéz zivotniho prostiedi vzhle-
dem ke krat$im ptepravnim vzdalenos-
tem. Znacené vyrobky, jejich propagace
a prodej, pfipadné i moznost osobniho
setkani s vyrobci a navstéva dilen ¢i farem
zéaroven posiluji turistickou atraktivitu
regionu, dotvaii jeho charakter a ptiznivé
ovliviiuji vnimani regionu jako celku.

V neposledni fad¢ je zavedenim sys-
tému znaceni v regionu iniciovana zadou-

Introduction
Katerina CADILOVA

Regional branding is one of several ways
how to promote rural regions and support
development of socially, culturally and en-
vironmentally oriented economies in areas
that are interesting due to their natural and
cultural heritage. The group that is pro-
vided most of the support includes local
business people, i.e. handicrafismen, farm-
ers, small and medium-sized enterprises,
whose skills and proficiency help to spread
the region’s renown, and, at the same time,
identification with the region represents
a great marketing opportunity for them.

Regional brands contribute to develop-
ment of sustainable tourism as they enable
tourists to find their bearing when shopping
in tourist regions. They also provide an
alternative to the “consumer style” of tour-
ism, not only thanks to local products but
also due to promotion and education that
accompany branding. Buying local prod-
ucts and using local raw materials also
reduce environmental burden because the
transport distances are much shorter.
Branded products, their promotion and
sale, and perhaps a possibility to meet the
producers in person and visit workshops
or farms strengthen the region s attractive-
ness for tourists, form its character and
have a positive impact on perceiving the
region as a whole.
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ci spoluprace, jak mezi podnikateli s po-
dobnou filozofii (vyrobci, prodejci)
navzajem, tak i ddle s mistni samospra-

vou, zastupci ochrany piirody a nezisko-
vymi organizacemi, coz vede k oziveni
mistni komunity a naplnéni jednoho
z piedpokladil k tspésnému Cerpani riz-
nych forem podpory z narodnich i mezi-
narodnich (evropskych) zdroja.

Znaceni mistnich produktli je zaméie-
no na 3 zékladni cilové skupiny — zakaz-
niky, vyrobce a instituce mistni spravy
a samospravy (a dalsi organizace pisobi-
ci pfimo v regionu).

Spotiebitelé, ktefi budou znacené vy-
robky kupovat, pfimo ovlivni Gspés$nost
znacky v regionu. At uz se jedna o turis-
ty a navstévniky regionu (tuzemské i za-
hraniéni), ktefi si chtéji ,,vychutnat™ re-
gion ve vSech jeho podobach, nebo jsou
to mistni obyvatelé, ktefi jsou hrdi na vy-
robky pochazejici z jejich domova a na-

Finally yet importantly, introduction of
the branding system in a region initiates re-
quired co-operation among business people
with a common philosophy (producers, re-
tailers) as well as between them and the
local government, representatives of nature
conservancy and NGOs which results in re-
Jjuvenation of the local community and fulfil-
ment of one of the preconditions for using
different forms of support from national and
international (European) sources.

Local product branding focuses on
three main target groups: the customers,
producers and local government institu-
tions, including other organisations work-
ing in the regions.

Consumers buying branded products
will have a direct impact on the brands
success within the given region. Raising the
demand for branded regional products, they
will help to increase the local producers’
proceeds and support further development
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kupem chtéji podpofit ,,své“ mistni vy-

robcee, zvysenou poptavkou po znacenych
regionalnich produktech pomohou zvysit
trzby mistnim vyrobctim a tim podpoii
dalsi rozvoj jejich podnikani.

Mistni vyrobci, zemédélci a dalsi pod-
nikatelé predstavuji velmi riznorodou
skupinu, kterou ¢asto az do zavedeni znac-
ky nic nespojovalo a jeji pfislusnici se
navzajem vnimali jako konkurence. Zave-
deni systému znaceni jim pfinasi prede-
vsim spole¢nou konkuren¢ni vyhodu opro-
ti vyrobctim mimo region. V optimalnim
pripad¢ dojde k vytvofeni sité¢ mistnich
podnikatelii — vyrobet, zemédélci, prodej-
cl, poskytovatelu sluzeb apod., ktefi si
vzajemné dodavaji zbozi, vyuzivaji své
sluzby a vymysleji spole¢né aktivity. Znac-
ka znamena pro vyrobce i prodejce efek-
tivni formu reklamy a propagace, otevira
také nové moznosti odbytu — jak v regionu,
tak i mimo n¢j (a to i v zahranici, kde jsou
regionalni vyrobky velmi cenény).
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of their businesses. The customers include
Czech and foreign tourists and visitors, who
want to relish the region in all its forms, as
well as local inhabitants who are proud of
products coming from their home and want
to support “their” local producers.

Local producers, farmers and other
businesspersons form a very diverse group
of people who often used to have nothing
in common and sometimes perceived each
other as competitors before the brand was
introduced. The branding system gives
them, in the first place, a common com-
petitive advantage against producers from
outside of the region. Ideally, a network
of local businesspersons is formed includ-
ing producers, farmers and service provid-
ers who supply goods to each other, use
each other s services and create common
activities. The brand represents an effec-
tive advertising and promotion form for
both the producers and retailers and it
opens new sale possibilities within the
region as well as outside of it (even abroad
where regional products are appreciated
very much,).

The local and regional authorities, de-
velopment agencies, nature conservancy
administration and non-governmental or-
ganisations can contribute substantially
to introducing the branding system and
maintaining it. Possible ways and levels
of involvement depend on them and their

Uvod ‘ 'I
Introduction

Obce, kraje, rozvojové agentury, spra-
va ochrany ptirody, NNO apod. mohou
vyznamné pomoci pii zavadéni a udrzo-
vani systému znaceni. Mozné zplsoby
a mira zapojeni zavisi pouze na nich a je-
jich aktivité¢ — od pasivniho Sifeni infor-
maci, ptes finan¢ni ¢i materialni podporu
po aktivni zapojeni do koordinace systému
znaceni a realizaci konkrétnich projektu.

Ptiklady mistniho ¢i regionalniho zna-
¢eni vyrobkl a zemédelskych a potravi-
narskych produkti najdeme dnes snad
ve vSech evropskych zemich. Rostouci
poptavka po produktech se znamym pti-
vodem a zaru¢enou kvalitou je pfirozenou
reakci na globalizaci vyroby a zdsobovani.
Tu sice nemohou regionalni znacky zasta-
vit, mohou vsak pomoci zprostiedkovat
cestu od poctivého femeslnika ¢i zemé-
délce k poucenému zakaznikovi a v opti-
malnim ptipadé¢ tak piispét k zachovani
nebo i rozvoji tradicnich ¢i podpote no-
vych femesel a zemédélskych ¢innosti, coz
ve svém disledku mtize pozitivn€ ovlivnit
ekonomickou strukturu venkovskych ob-
lasti. Soub&éznym a neméné zadoucim
dusledkem je rozvoj mistnich komunit.

Platforma mezinarodni spoluprace,
ktera vznika diky projektu! podpoiené-

vigour entirely — from passive spreading
of information, financial or material sup-
port to active involvement in the branding
system s co-ordination and implementa-
tion of specific projects.

At present, examples of local or re-
gional branding of various, usually agri-
cultural, products can be found in almost
all European countries.

Growing demand for products with
known origin and guaranteed quality is
a natural response to globalisation of pro-
duction and supply. Regional brands can-
not stop this omnipresent process but they
can help to mediate the way from a fair and
faithful handicrafisman or farmer to an
informed customer. In this way, branding
can contribute to preservation or develop-
ment of traditional crafts and agricultural
activities, or support new ones, which may
have a positive impact on the economic
structure of rural areas. Development of
the local communities is an accompanying
and no less required consequence.

The international co-operation platform,
which was formed thanks to the project sup-
ported from the European Social Fund’,

1. ,,Sdileni zku$enosti a vytvofeni mezinarodni platformy v oblasti podpory regionalnich produkti‘, projekt
spolufinancovany z Evropského socidlniho fondu v Opera¢nim programu lidské zdroje a zaméstnanost

(¢islo projektu: CZ.1.04/5.1.01/12.00120).

1. "Experience sharing and formation of the international platform in the field of regional products support”,
a project co-financed from the European Social Fund within the Operational Programme Human Resources
and Employment (project No.: CZ.1.04/5.1.01/12.00120).
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mu z Evropského socialniho fondu, po-
tvrzuje, Ze motivace pro zavadéni regi-
onalniho znaceni i jeho pojeti ma v celé
Evropé mnoho podobnych ryst a zaroven
fadu specifik, kterd nejsou déna jen od-
lisnosti mistnich podminek. Vzajemné

confirms that motivation for the introduc-
tion of regional branding and its concepts
have many similar features all over Europe
but at the same time, there are a number of
specific aspects that are connected with the
different local conditions but not only with

Regionalni znaceni
v Ceské republice
a na Slovensku

informovani a inspirace tak mohou pfi-
spét jak k rozvoji konkrétnich projektt,
tak i ke zvySovani obecného povédomi
o potencidlu mistni produkce a hledani
zdrojt pro financovani jeji podpory.

them. Mutual information exchange and

inspiration can therefore contribute not only 000c R egi on al br an di n g
g in the Czech Republic
and in Slovakia

to development of specific projects but also
to raising general awareness of the local

production’s potential and to searching for

Smyslem této publikace je zachytit financial sources to support them.

zajimavé piispévky, jez zaznély na me- This publication aims at collecting in- -
zinrodni konferenci, ktera se pod ni- teresting contributions given at the Inter- .
zvem ,,Znateni a podpora regionalnich national Conference “Branding and Pro-
produktii — sdileni evropskych zkuse- motion of Regional Products — Sharing ‘
nosti“ konala ve dnech 23. a 24. zafi European Experience” that took place on
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Regionalni znaceni
v Ceské republice
a na Slovensku

Trinact znacek v jednom
systému
Katefina CADILOVA

Regionalni znaceni mistni produkce
v Ceské republice se intenzivn& rozviji
v poslednich zhruba péti letech. Prvni
znacky, které se staly zakladem pozdéjsi
Asociace regionalnich znacek (ARZ),
vznikly diky projektu ,, Lidé prirode, pri-
roda lidem ", podpofeného Evropskou
komisi, v letech 2005 a 2006. Prvnimi
tfemi regiony s vlastni znackou byly
Krkonoge, Beskydy a Sumava a postup-
n¢ se pridavaly dal§i — Moravsky kras,
Orlické hory, Moravské Kravaisko, Go-
rolsko Swoboda, Vysocina, Polabi, Pod-
krkonosi, Hana, Ceskosaské Svycarsko
a zatim posledni Jeseniky. Dalsi znacka
vznika na Prachensku a vazné o ni uva-
zuji 1 na Broumovsku. Vsude se znac¢i
femeslné vyrobky, potraviny, zemédélské
a piirodni produkty a zatim v jediném
regionu — na Sumavé — i ubytovaci a stra-
vovaci sluzby.

Vsechny znacky sdruzené v ARZ spo-
juji vedle nepiehlédnutelného jednotného

14

Regional branding
in the Czech Republic
and in Slovakia

Thirteen brands within one
system

Katefina CADILOVA

Regional branding of local production in
the Czech Republic has been developing in-
tensively in the last five years. The first brands,
which became the basis for the future Asso-
ciation of Regional Brands (Asociace re-
gionalnich znacek, ARZ), arose within the
project ,, People for Nature, Nature for Peo-
ple* supported by the European Commission
in 2005. The first three regions with the indi-
vidual brand were Krkonose (Giant Mts.),
Beskydy Mts. and Sumava Mts. (Bohemian
Forest). Later on, other regions followed: the
Moravian Karst, Orlické Hory (Orlické Mts.),
Moravské Kravarsko, Gorolsko Swoboda,
Vysocina (Highlands), Polabi (the Elbe Val-
ley), Podkrkonosi, Hana, Czech-Saxon Swit-
zerland and the Jeseniky Mts. (this brand is
the last one for the time being). Another brand
is being established in the region of Prdachensko
and people from the Broumov region give it
a serious consideration. In all of the regions,
the brand is granted to handicrafts, food, farm
and nature produce, and there is one region
(Sumava) that includes accommodation and
restaurant services, too.

Regionalni znageni v Ceské republice a na Slovensku ‘ 2
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vizudlniho stylu i stejné zdsady udélovani.
Mezi jejich zésadni charakteristiky patfi
kromé zaru¢eného ptivodu i respekt k zi-
votnimu prostiedi ve vSech fazich vyroby
i spotieby. Sleduje se rovnéZz podil ruéni
nebo dusevni prace a mistnich surovin,
ty vSak nejsou vzdy podminkou, pokud
produkt ziska dostatecné hodnoceni v ji-
nych kritériich, ktera vyjadiuji specific-
nost pro region, vztah k tradici a vyjimec-
nou kvalitu.

V Ceské republice vznikaji i dalsi
znacky, které nejsou zaclenény do aso-
ciace. Z téch jiz zavedenych je to napfi-
klad Regiondlni produkt Cesky rdj nebo
ochranna znamka Tradice Bilych Kar-
pat®. Jejich principy jsou velmi podobné
tém, které dodrzuje ARZ. V poslednich
letech se objevily i dalsi znacky — napfi-
klad Mistni vyrobek ze Zapadu Cech,
Tradi¢ni vyrobek Slovacka nebo neddvno
zavedena znacka Regionalni produkt Ji-
zerské hory. I ty vychazeji z podobnych
kritérii, neuplatiuji je vSak v plné §ifi.

Ptesto, ze znacky sdruzené v ARZ re-
spektuji jednotna pravidla, jednotlivé
znacky jsou do zna¢né miry jedine¢né
v navaznosti na podminky, ve kterych
vznikly a funguji. Zatimco u prvnich ti
regionl se znacky zavadely prevazné
v chranénych tzemich, u dalsich toto
hledisko postupné ustupovalo a spolec-
nym znakem zistalo, Ze se jedna o ven-

Along with a marked and unified graphic
design, all of the brands in the Association
also have common granting principles. Their
basic characteristics include the guaranteed
origin and respect for the environment in all
phases of both production and sale. The brand
also concerns proportion of manual or mental
work and local raw materials. However, these
are not always required if the product gets
sufficient evaluation in the other criteria that
express specificity within the respective region
and extraordinary quality.

Other brands that are not included in the
Association also arise in the Czech Republic.
The established ones include e.g. the Region-
al Product of Cesky raj (“Czech Paradise”)
or the trademark “Tradition of the White Car-
pathians”®. Their principles are similar to
those applied within the Association of Re-
gional Brands. In the last years, other brands
emerged — e.g. the West-Bohemian Local Prod-
uct, Traditional product of Slovacko, or the
recently established brand “Regional Product
of Jizerské Mts.” These brands are also based
on similar criteria but they do not apply them
fully and their co-ordinators are not members
of the Association.

Although the brands associated in ARZ
respect common rules, the individual brands
are unique to a great extent, depending on the
conditions in which they arose and work.
While in the first three regions, the brand was
established in protected areas predominantly,
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kovské oblasti, které maji ¢asto vyrazny
turisticky potencial, ale také strukturalni
problémy. Rada regionti leZi v nékdejsich
Sudetech, které se dosud vyrovnavaji
s nasledky pretrzené historické kontinu-
ity, v poslednich letech umocnéné krizi
¢i ptimo kolapsem tradi¢nich odvétvi
mistniho primyslu. V asociaci jsou v sou-
casné dobé i tfi regiony, které se této cha-
rakteristice vymykaji, nebot’ se jedna
o tradi¢n€ zemédélské, respektive ovoc-
naiské oblasti — Polabi, Podkrkonosi
a Hanou. I ty ale zazivaji hledani nové
identity vychazejici z udrzovani zivota-
schopnych tradic.

Znacky se 1isi poctem udélenych cer-
tifikatd i podminkami, v nichz pracuji
jednotlivi koordinatoti — vedle typu orga-
nizace, ktera tuto funkci vykonava, jsou
velmi podstatné financni zdroje, které ma
koordinator k dispozici, a s nimi souvise-
jici ¢as, ktery miize znaceni vénovat. Op-
timalni polovi¢ni tivazek je v naprosté
vétsing piipadl utopii, i kdyz na zavede-
ni znacky se zpravidla podafi najit zdroje
v n¢jakém evropském, narodnim nebo
krajském dota¢nim programu. Jesté slo-
Zit&j$i je udrzeni a rozvoj znaceni po skon-
¢eni tivodniho projektu. Asociace mize
pomoci pouze sdilenim zkusenosti a spo-
le¢nou propagaci (na kterou cerpa rovnéz
ruzné dotaéni a grantové prostiedky).
V posledni dobé se snazi hledat i dalsi

18

this phenomenon was receding in the others
and what they have in common until now is
mainly the fact that they are rural areas with
a great tourist potential but also with struc-
tural difficulties. A number of the regions lie
in the former Sudetenland that still copes with
the consequences of interrupted historical
continuity that is strengthened by recent crisis
or even collapse of the traditional industrial
sectors in these regions. At present, the As-
sociation includes three regions that go beyond
this characterisation because they are tradi-
tional agricultural and fruit-growing regions:
the Elbe Valley, the regions of Podkrkonosi
and Hana. Nevertheless, these regions also go
through a process to find a new identity based
on preservation of viable traditions.

The brands differ in the numbers of certifi-
cates granted and in conditions in which the
individual co-ordinators work. Along with the
type of organisation that performs this func-
tion, financial sources that the co-ordinator
can use are also quite substantial, as well as
the time that he or she can dedicate to brand-
ing. The optimum halftime job is mere vision
in vast majority of cases although establish-
ment of the brand can usually be covered from
some European, national or regional subsidy
programme. It is even more difficult to sustain
and develop the branding after the introduc-
tory project is finished. The Association can
help only by sharing experience and through
the common promotion that is also financed

Regionalni znageni v Ceské republice a na Slovensku ‘ 2
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distribucni cesty, které by nejen zvySova-
ly povédomi o tom, co je to regionalni
znaceni, ale mohly by pomoci i pfimo
s odbytem certifikovanych produktti.

Katetina Cadilova pracuje jako narod-
ni koordinatorka Asocicace regionalnich
znacek, o.s.

Kontakt: cadilova@arz.cz
Vice informaci: www.arz.cz

from various subsidies and grants. Recently,
the Association tries to find other distribution
ways, not only to raise awareness of what re-
gional branding is about but also to help with
sale of the certified products.

Katerina Cadilova works as a national co-
ordinator of the Association of Regional
Brands
Contact: cadilova@arz.cz
More information: www.arz.cz

Piehled udélenych certifikatl (prosinec 2010) / Survey of awarded cerficates (December 2010)

0d/ Pocet certifikatii /

Inacka / Brand Sine  Number of certificates Regionélni koordinétor / Regional coordinator
KRKONOSE originalni produkt® 2005 19 Mistni akéni skupina Krkonose, o.s.
Vyrobeno v BESKYDECH® 2005 25 Lidé v Beskydech, o.s.
SUMAVA origindIni produkt® 2005 73 vyrobki/products  Regiondlni rozvojovd agentura
22 sluzeb/services Sumava o.p.s.
MORAVSKY KRAS regionalni produkt® 2006 30 MAS Moravsky kras, 0.s.
ORLICKE HORY originalni produkt® 2007 2% Mistni akéni skupina POHODA venkova, 0.5.
MORAVSKE KRAVARSKO regionalni produkt® 2007 17 Mistni akéni skupina Regionu PoodF, 0.s.
GOROLSKO SWOBODA regionalni produkt® 2007 3 Mistni skupina Polského kulturné-osvétového svazu
v Jablunkové
VYSOCINA regionalni produkt® 2007 35 ZERA - Zemédeélskd a ekologickd regiondlni agentura, o.s.
POLABI regionaIni produkt® 2008 16 MAS Podlipansko, o.p.s.
PODKRKONOSI regionaini produkt® 2008 15 Podchlumi, o.s.
HANA regionaIni produkt® 2008 7 Obcanské sdruzeni Aktiv+
CESKOSASKE SVYCARSKO regiondlni produkt® 2010 15 Ceské Svycarsko, 0.p.s.
JESENIKY originélni produkt® 2010 18 MAS Horni Pomoravi, 0.p.s.
Celkem / Total 3222'j ;}r,;?rz::v/a’::l’g ‘sllcl:;eb | service providers
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Tri pripadové studie

Rozvoj a aplikace znacky
SUMAVA originalni produkt®

Katefina VLASKOVA

Zavadéni znacky

V roce 2005 prisel Ing. Tomas Kaz-
mierski (tehdy feditel Regionalniho en-
vironmentalniho centra CR) s projektem
zavadéni regionalnich znacek pro vyrob-
ky a zeméd¢lské a ptirodni produkty
v izemi NATURA 2000. Region Sumava
byl spolu s Krkonosemi a Beskydami
jednim ze 3 tzemi, na kterych se zavade-
ni regionalni znacky testovalo. Jednou
z dulezitych pocatecnich otazek byl vybér
mistniho koordinatora znacky, volba byla
mezi zalozenim nového sdruzeni mistnich
producentdl nebo svéfenim koordinace
znacky do péce jiz fungujici spolecnosti
pusobici v regionu. Prozietelné nebylo
zalozeno sdruzeni producentd, ale koor-
dinaci znacky byla povétena Regionalni
rozvojova agentura Sumava, 0.p.s., coZ
se v budoucnosti ukdzalo jako dobra vol-
ba. Uspofily se tak nemalé prostiedky pfi
administraci a aplikaci znacky, zejména
pokud jde o rezijni a mzdové néaklady,
anavic bylo mozné vyuzit zkusenosti této
jiz zavedené firmy s Cerpanim dotaci a ve-
denim velkych projektt. I proto se opa-
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Three case studies

Development and application of the
brand SUMAVA the original product®

KateFina VLASKOVA

Introduction of the brand

In 2005, Mr. Tomas Kazmierski (the then
director of the Regional Environmental Centre
Czech Republic) initiated a project to intro-
duce regional brands for products originating
from NATURA 2000 sites. The regions of
Sumava, Krkonose (Giant Mts.) and Beskydy
Mts., were the first three territories where in-
troduction of regional branding was tested.
One of the primary issues concerned appoint-
ment of the local co-ordinator and decision
whether a new association of local producers
is to be founded or if the brand should be en-
trusted with an organisation that is already
established and works in the region. Finally,
the Regional Development Agency was en-
trusted with the brand s co-ordination, which
proved to be the right decision in the next
years. In this way, substantial financial means
were saved in the brand s administration and
application, especially as far as wages and
running costs are concerned. Above that, it
was possible to use experience that this estab-
lished organisation has with management of
big projects and using subsidies and grants.
This is one of the reasons why the Agency
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kovan¢ podafilo ziskat dota¢ni prostiedky
na rozvoj Sumavské znacky.

V roce 2005 probehlo nékolik koordi-
nacnich schiizek za ucasti ndrodniho ko-
ordinatora, mistniho koordinatora, zastup-
ci vyznamnych subjektt z regionu
a samotnych vyrobcd. Na téchto jednanich
byly pfipravovany podminky a kritéria
udé€lovani a uzivani znacky, velky diraz
byl kladen na kvalitu vyrobkut. Souc¢asné
doslo k vytvoteni a schvéleni grafického
navrhu loga. Stejny postup probihal
i v Krkonosich a Beskydech, pouze s ma-
lymi ¢asovymi nuancemi. Soucasné regi-
onalni koordinator zpracoval databazi
vyrobcll a informoval je o vzniku regio-
nalni znac¢ky a moznosti zapojeni do vzni-

managed to raise funds for the SUMAVA
brand’s development repeatedly.

In 2005, there were several co-ordination
meetings with the national co-ordinator, local
co-ordinator, representatives of the region's
important institutions and the producers being
present. At the meetings, the preconditions
and criteria for granting and using the brand
were prepared while great emphasis was put
on the products’ quality. The graphic design
and the logo were also created and approved.
The same processes also took place in
Krkonose Mts. and Beskydy Mts., only with
a small time shift. At that time, the regional
co-ordinator worked out a database of pro-
ducers and informed them about the regional
brand s establishment and about their possible
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kajiciho systému. Bohuzel vétSina oslo-
venych vyrobct reagovala nediveériveé
a zpocatku nechtéla vstoupit do jeste ne-
vyzkousen¢ho a neovéteného systému.

Rozvoj znacky

Po ro¢ni piipravé mohla v ¢ervnu 2006
na Sumavé poprvé zasednout certifikag-
ni komise, byly pfijaty 3 zadosti o znac-
ku a ty byly také schvaleny. Do soucas-
né doby se konalo 12 zasedani komise
pro vyrobky, celkem bylo ud€leno 74 cer-
tifikat(, znacku muze uzivat na 500 dru-
ht vyrobkt (nékteré certifikaty jsou
udélovany celym skupindm technologic-
ky podobnych produktti). Pocatky zna-
¢eni vSak nebyly viibec jednoduché, vzdy
pied piipravovanym zasedanim certifi-
kacni komise musel mistni koordinator
aktivné vyhledavat a kontaktovat vyrob-
ce (telefonicky, e-mailem, i osobn¢) a sna-
Zit se je presveédcit, aby se zapojili do sys-
tému, sami vyrobci se zajmem o ziskani
znacky koordinatora kontaktovali vyji-
mecné.

Takova praxe probihala dva a piil roku,
v tomto obdobi bylo udéleno cca 50 cer-
tifikatd, pak nastal zlom, do systému se
zacali hlasit vyrobci sami, bez aktivniho
piesvédCovani. Marketinkové aktivity
a mravenc¢i prace regionalniho koordina-

tora zaCaly mit pozitivni odezvu. V na-

22

involvement in the system. Unfortunately, most
producers’ responses were rather sceptical;
they did not want to get involved in a system
that is not well-tried and acknowledged.

Development of the brand

After a one-year preparation, the first
meeting of the certification commission could
take place in Sumava in June 2006; three
applications for the brand were accepted and
all of them were approved, too. Until now,
there were twelve meetings of the commission,
it has granted 73 certificates and altogether
500 kinds of products can use the brand. Nev-
ertheless, the beginnings of branding were
not easy at all; the local co-ordinator herself
had to contact the producers actively (by
phone, by e-mail and in person), always be-
fore every meeting of the certification com-
mission, in order to persuade the producers
to get involved in the system because the pro-
ducers themselves contacted the co-ordinator
to express interest in the brand only rarely.

This was true for about two and a half
years when about 50 certificates were grant-
ed. Then there was a turning point — the pro-
ducers themselves began to apply for the
brand, without their being persuaded ac-
tively and without significant marketing ac-
tivities. Thus, the regional co-ordinator’s
unflagging work finally began to bring the
positive response. Based on the brand s suc-
cessful establishment for products, prepara-
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vaznosti na uspésny rozjezd znacky pro
vyrobky se v regionu zacaly pfipravovat
podminky pro udélovani znacky také
sluzbam v turismu, prozatim pro ubyto-
vaci a stravovaci sluzby. V priabéhu 15 mé-
sict (2007-2008) byla pracovni skupinou
pripravena certifikacni kritéria a dalsi
dokumenty a v srpnu roku 2008 byly
na prvnim zasedani certifikacni komise
udéleny 3 certifikaty ubytovacim zafize-
nim. V sou¢asné dobé je na Sumavé cer-

tifikovano 22 ubytovacich zatizeni.

Cile a pfinosy znacky - silné stranky

Po pétiletém fungovani Ize konstato-
vat, ze aplikace znacky v regionu ma
mnoho pozitivnich dopadu.

Pozitiva znaéeni na Sumavé:

» podpora Setrného podnikani
(ve zvlasté chranénych Gzemich)

» garance ptvodu produktd

« zvyseni kvality vyrobkd a sluzeb

« zlepseni konkurenceschopnosti

» podpora patriotismu a zachovani tradic

» propagace mistnich,specialit”
aregionu Sumava

« rozsifeni turistické nabidky

» podpora pocitu sounalezitosti
s regionem a vzajemné spoluprace

» ocenéni podnikatele (prosel pfisnym
procesem certifikace, ktery zdkaznikovi
garantuje vysokou kvalitu)

tion of the conditions for granting the brand
also to accommodation and restaurant serv-
ices began afterwards. Within 15 months in
2007 and 2008, the certification criteria and
other documents were prepared in a working
group, and three certificates were granted to
accommodation services at the first meeting
of the certification commission in August
2008. At present, there are 22 certified ac-
commodation service providers in Sumava.

The brand’s goals and benefits -
the strengths

After a five-year period, it is possible to
conclude that application of the brand has
a number of positive impacts in the region.

Positives of branding in Sumava

« Support to environment-friendly business
(in specially protected areas)

« Guarantee of the products’ origin

« Increasing quality of the products and
services

« Growing competitiveness

» Support to patriotism and preservation of
traditions

« Promotion of the local specialties and the
region of Sumava

« Enlarged offer for tourists

« Strong bond to the region and mutual
co-operation

« Appreciation of the producers (they have
gone through the certification process that
guarantees high quality for the customer)
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Po dvouletém obdobi, kdy platnost
certifikatu vyprsi, opétovné zazadalo
o prodlouzeni znacky 95 % vyrobci (36
z 38), dva nepozadali z divodu ukonceni
vyroby. Z toho vyplyva, Ze o prodlouzeni
uzivani znacky zada drtiva vétsina certi-
fikovanych vyrobcet, coz je také vyrazem
uspésnosti a ptinosu znacky. Piinos znac-
ky byl regionalnim koordinatorem zjist'o-
van také nékolika prizkumy.

Slabé stranky - vyrobky

» nepravdivé Udaje uvadéné zadateli
v zadosti (probihaji kontroly)

« stale nedostatecné povédomi
o znacce u verejnosti, ale i u vyrobcl

 prodejni mista — certifikované vyrobky
neoddéleny od ostatnich

» mald podpora ze statni sféry (krajské
urady, CzechTourism, stat)

» neznaceni vyrobkl logem 30%
(probihaji kontroly)

« financovani - nakladna propagace

Slabé stranky - sluzby

 zdanliva slozitost zadosti — odradi
pfipadné zdjemce

o pocatecni nedlivéra podnikateld

« zatim minimalni pfinos = hlavné
prestizni zalezitost
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After the two-year period, during which the
validity of the certificate expires, 95% of the
producers (i.e. 36 out of 38) applied again for
the prolongation of the certificate; two produc-
ers did not apply because they terminated their
production. This means that almost all of the
certified producers reapply for the brand to be
able to continue using it, which is a proof of
the brand s success and benefits. The regional
co-ordinator has also carried out several re-
search works to find out the brand s benefits.

Weaknesses - the products

« False information provided by the
applicants in their applications (check-ups
continue)

« Both the public and the producers are
aware of the brand only insufficiently

« Certified products are not separated from
the others at selling points

o Small support from the authorities
(regional authorities, CzechTrade, the
Government)

« 30% of the products are not marked with
the logo (check-ups continue)

« Financing - the promotion is costly

Weaknesses - the services

« Seeming complexity of the application
discourages potential applicants

« The businesspeople are sceptical at the
beginning

« The minimum benefits so far; the brand is
mainly a prestigious thing
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« zatim neni nastaven systém ovérovani
spokojenosti host

« casova naro¢nost spojend s udilenim
znacky

» mald podpora ze statni sféry (krajské
urady, CzechTourism, stat)

« financovani

Financovani

Pro Gspésny rozvoj regionalni znac-
ky je tfeba investovat nemalé finan¢ni
prostiedky do jeji propagace a marke-
tingovych aktivit, ro¢ni poplatky zis-
kané od drziteld Sumavské znacky po-
kryvaji cca 10% (okolo 100 000 K¢
ro¢ng) veskerych nakladl spojenych
s aplikaci a propagaci Sumavské znac-
ky (v roce 2009 cca 1 mil. K¢). Plati
zde pfima imeéra, ¢im vice prostiedkil
lze do propagace znacky investovat, tim
Uspésngjsi je sama znacka. Samoziejmeé
za predpokladu efektivniho a ekono-
mického vyuzivani finan¢nich prostied-
kt. Fungovani Sumavské znacky jiz
od pocatku (2005) bylo financovano
zejména z evropskych fondt (Evropsky
fond regionalniho rozvoje, Evropsky
socialni fond), ale také ze statniho roz-
poctu CR a astetné i Krajskym ufadem
Jihoc¢eského kraje. V soucasné dob€ ma
Sumavska znacka zajisténo financovani

« So far there is no system to verify the guests’
satisfaction

« Time demands related to granting the brand

« Small support from the authorities (regional

authorities, Czech Trade,
the Government)

« Financing

Financing

If a regional brand is to develop success-
fully, it is necessary to invest substantial
funds into promotion and marketing ac-
tivities as annual contributions from the
brand holders cover only about 10% (ap-
proximately CZK 100,000 per year) of all
the annual costs related to the application
and promotion of the Sumava brand (in
2009 it was about 1 million CZK). There is
direct proportion — the more financial
means we can invest in the brand’s promo-
tion the more successful the brand is. This
is true, of course, if the finances are used
effectively and economically. Since its very
beginning in 2005, functioning of the
Sumava brand has been covered mainly
from European funds (ERDF, ESF) as well
as from the Czech Republic s national budg-
et and partly also from the Regional Office
of the South-Bohemian Region. At present,
the Sumava brand has ensured financing
until August 2011 and that is why the ques-
tion of further financing is an urgent one.
There are several possibilities including
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do srpna 2011, a proto je aktualni otaz-
ka, jak zajistit jeji dalsi fungovani. Na-
bizi se nékolik moznosti véetné castec-
ného omezeni marketingovych aktivit,
coz regiondlni koordinator povazuje
za posledni alternativu. Proto jiz v tom-
to roce pristoupil k 25% zvyseni poplat-
ki za uzivani znacky, coz situaci nefesi,
ale je soucasti souboru opatfeni, ktera

povedou k finan¢nimu udrzeni znacky.

Dalsi moznosti budouciho
financovani znacky:

» dotace a granty

« financ¢ni podpora doté¢enych
krajskych uradd a mistni spravy
a samospravy

e sponzoring

« prispévek jednotlivych drziteld
znacky na marketingové aktivity nad
ramec béznych aktivit

« provize z prodeje certifikovanych
vyrobkl a sluzeb napt. prostrednic-
tvim e-shopu ¢i rezerva¢niho systému

« maximalni vyuzivani a vyhledavani
moznosti propagace zdarma (PR,
prezentacni akce pfidruzené
k propagaci turismu na Sumave,

apod.)
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a partial reduction of the marketing ac-

tivities, which the regional co-ordinator
considers the last alternative. That is why
the fees for using the brand were increased
by 25% this year, which is not the solution
to the problem, but it is necessary to take
a set of different measures to sustain the
brand financially.

Further possibilities for financing
the brand in the future:

« Subsidies and grants

« Financial support from the respective
regional authorities and local authorities

 Sponsorship

« Contributions from the brand holders to
cover marketing activities that are outside
of the scope of regular promotion

o Commission on selling certified products
and services e.g. through e-shops and
internet reservation systems

o The maximum utilisation of and search
for free promotion (PR, presentation events
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« dalsi propagace zdarma - disledné
oznacovani certifikovanych vyrobku
a jejich oficialnich prodejnich mist
logem SUMAVA originalni produkt®

Soucasné poplatky za uzivani znacky:

» Vyrobky:
1. certifikace 2 000 K¢ / 2 roky,
obnova certifikdtu 2 500K¢ / 3 roky

« Sluzby v cestovnim ruchu:
1. certifikace 4 000 K¢ / 2 roky,
obnova certifikdtu 5 000K¢ / 3 roky

Marketingové nastroje

Ziskani finan¢nich prostfedkti z Ev-
ropské unie na tfi roky umoznilo pomér-
né rozsahlé marketingové aktivity, které
byly Casto spojené s propagaci turistic-
kého regionu Sumava, coz vedlo k uspo-
ram finan¢nich prostredki a ke zefektiv-

néni propagace.

V ramci propagace znacky jsou
realizovany tyto aktivity:

« pravidelny pofad,Seznamte se
s pravymi Sumavskymi vyrobky”
v Ceském rozhlase Ceské Bud&jovice,
reportaze od vyrobctl (kazdou sobotu,
stopdaz cca 10 min.)

« reportaze Ceské televize (pofad POKR,
Toulava kamera)

associated with tourism promotion of
Sumava etc.)

« Other free promotion possibilities: thorough
marking of the certified products and their
official selling points with the logo SUMAVA
the original product®

The present fees for using the brand:

e Products:
1st certification: CZK 2,000/ 2 years,
certificate renewal: CZK 2,500/ 3 years
« Tourist services:
1st certification: CZK 4,000/ 2 years,
certificate renewal: CZK 5,000/ 3 years.

Marketing tools

Getting of financial means for three
years from the EU enabled relatively ex-
tensive marketing activities that were often
connected with promotion of the tourist
region of Sumava. This resulted in saving
money and making the promotion more

effective.

The following activities are organised
within the brand’s promotion:

« Aregular radio programme “Let us get
acquainted with the genuine Sumava
products”in the Czech Radio in Ceské
Budéjovice (regional centre); every
Saturday there are 10-minute reports from
the producers

o There were two reports in the Czech
Television, the programme “POKR’,
“Toulavd kamera”
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¢lanky v tiskovinach (Plzerisky denik,
TIM,...)

propagacni stanek s vizualnim stylem
znacky

6 banner( s propagaci znacky
(1000 x 2 100mm)

propagace na veletrzich cestovniho
ruchu a dalSich prezentacich: Praha,
Mnichov, Stuttgart, Utrecht, Lipsko,
Viden, Bratislava, Ceské Budé&jovice,
Plzen

100ks banner(i umisténych na Sumavé
turisticka nabidka: Setkdni s tradici -
RemesIné dilni¢ky

turisticka nabidka: Setkani s tradici —
Tradi¢ni Sumavska kuchyné

Tiskoviny:

noviny Doma na Sumavé (pololetnik,
mutace CJ/NJ, néklad cca 28 000ks,

jiz 8 vydani)

katalog certifikovanych vyrobku

a sluzeb (1x ro¢né, ndklad 15 000ks, jiz
4 vydani)

katalogové listky pro kazdého drzitele
znacky (95 druh(i po 1 000ks)

prehled certifikovanych sluzeb (naklad
10 000ks, CJ/NJ)

souhrnné tiskoviny s propagaci znacky,
3 druhy

distribuce tiskovin na 150 mist
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o Articles in printed media (Pilsen Daily,
TIM etc.)

« A promotion stand with the brand’s
visual style

« Six posters with the brand's promotion
(1,000 x 2,700mm)

« Promotion at tourism fairs and other
presentations in Prague, Munich, Stuttgart,
Utrecht, Leipzig, Vienna, Bratislava, Ceské
Budeéjovice, Pilsen etc.

« 100 posters placed all over Sumava

« Atourist offer: Meeting the tradition —
Handicraft workshops

« Atourist offer: Meeting the tradition —
Traditional Sumava cooking

Printed materials:

« The newspaper “At home in Sumava’,
a biannual in both Czech and German,
28,000 copies, 8 issues

« Catalogue of certified products and
services (published once a year, 15,000
copies, 4 editions)

« Catalogue sheets for every brand holder
(95 kinds with 1,000 copies each)

« Anoverview of certified services (published
in 10,000 copies in both Czech and
German)

« Summarising printed materials to promote
the brand, three kinds

o The printed materials are distributed to
150 places.
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Zavér

Veétsinu slabych stranek Ize eliminovat
aktivnim pfistupem regionalniho koordi-
natora, zvySenou komunikaci, efektivni
propagaci znacky a hledanim vychodisek
pro dalsi financovani znacky. I pfes zjis-
téné slabé stranky lze konstatovat, ze cile
znaceni byly naplnény, pfinosy a silné
stranky dalece pfevySuji stranky slabé.
Aplikace Sumavské regionalni znacky
(zatim hlavné u vyrobk) s sebou pfines-
la dalsi neocekavana pozitiva, zejména
ve formé navazani novych kontakt
a spoluprace mezi mistnimi podnikateli
a dal$imi subjekty. Co bohuzel kali dob-
1y pocit z ispésné realizovaného projek-
tu domaciho znageni na Sumavg, je mala
podpora ze strany statni sféry, ktera je
u projektd vznikajicich ,,0od spodu ob-

vykla.

Katefina V1askova je regionalni koor-
dinatorkou znacky SUMAVA origindlni
produkt®, projektovou manazerkou a ko-
ordinatorkou cestovniho ruchu, vedouci
TIC Stachy, Regionalni rozvojova agen-

tura Sumava o.p.s.

Kontakt: viaskova@rras.eu

Vice informaci: www.rras.cz

Conclusion

Most of the weaknesses can be elimi-
nated thanks to the regional co-ordinator’s
active approach, more intensive communi-
cation, effective promotion of the brand and
by looking for further financing possibili-
ties. Despite the weaknesses, we can say
that the branding's objectives have been
fulfilled and that the brand s weaknesses are
far beyond the benefits and strengths. Intro-
duction of the regional brand Sumava,
mainly for products so far, has brought
other unexpected positive features, espe-
cially in a form of new contacts and co-
operation among the local businesspeople
and other people, institutions and organisa-
tions. However, what interferes the good
feeling from the successful project of local
branding in Sumava is the small support
from national institutions, which is, unfor-

tunately, usual for bottom-up projects.

Katerina Viaskova works as a regional
coordinator of the brand SUMAVA original
product®, she is a project manager and tour-
ism coordinator, head of Tourist Infomration
Centre TIC Stachy, Regiondlni rozvojova

agentura Sumava o.p.s.

Contact: viaskova@rras.eu

More information: www.rras.cz
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Znaceni mistnich produkti -
novy pohled na turisticky region
Moravsky kras

Jozef JANCO

Uvod

Moravsky kras s okolim je regionem
s mimofadnymi pfirodnimi hodnotami
(CHKO Moravsky kras, evropsky vyznam-
né lokality soustavy NATURA 2000, ram-
sarsky mokiad Podzemni Punkva). Nazev
regionu Moravsky kras se zacal pouzivat
od roku 1905. V obdobi 1850 az 1920 se
pouzival niazev Moravské Svycarsko, kte-
ry se ojedinéle vyskytuje i dnes. Oblast
disponuje ohromnym turistickym potenci-
alem, ktery je ale pfevazné vazan na pou-
ze kratkodobé navstévy jeskyni zptistup-
nénych verejnosti. Z celkového poctu vice
nez 1000 jeskyni je 5 zpfistupnéno pro
vetejnost. Navstévnost téchto jeskyni je
v prubéhu roku i na jednotlivych lokalitach
znacné rozkolisana. V priméru dnes dosa-
huje cca 0,4 milionu navstévnikl za rok.
Vétsina (64 %) navstévnikt travi v Mo-
ravském krasu jen né€kolik hodin, maxi-
malné jeden den. Zbyvajicich 36 % zlsta-
va v krasu delsi dobu.

Soucasny stav cestovniho ruchu stale

neodpovida potencialu, ktery tento region
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Local product branding - a new
view of a tourist region Moravian
Karst

Josef JANCO

Introduction

The Moravian Karst is a region with
outstanding nature values (Protected Land-
scape Area of Moravian Karst, sites of
European importance — Natura 2000,
a “Ramsar” wetland “Podzemni Punkva”).
The name “Moravian Karst” has been used
since 1905. The name “Moravian Switzer-
land”, which is used sporadically until
today, was used in 1850 — 1920. The area
has an extraordinary tourist potential that
mainly concerns only short-term visits to
caves open to the public.

Out of the total number of 1,000 caves,
only five are accessible for the public. At-
tendance of these caves varies substan-
tially during the year. In average, about
400,000 visitors come every year. Most of
the visitors (64%) spend here only several
hours, or one day as maximum. The re-
maining 36% stay longer in Moravian
Karst.

The present state of tourism in this area

still does not correspond to the potential
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nabizi. Jednotlivé subjekty plisobici v ob-

lasti cestovniho ruchu v Moravském krasu
podnikaji samy. Vzajemné spolupracuji
predevsim na platformé informacéniho ser-
visu a poskytovani obrazovych a jinych
propagacnich materialti. Chybi z jinych
turistickych destinaci zndma a pro mnohé
navstévniky samozfejma centralni koordi-
nace aktivit.

Propagace pfedmétné destinace mimo
region se odehrava formou tisténého infor-
macniho a propagac¢niho materidlu (jed-
notlivé subjekty jej vydavaji samostatné
pro vlastni potiebu, zcela vyjimecné sdru-

zuji finanéni prostfedky) a prezentaci

that this region offers. Individual compa-
nies and organisations working in tourism
in Moravian Karst do their own busi-
nesses. They co-operate only in the area
of information services and providing
promotion materials. However, central
co-ordination of the activities, which is
well known from other tourist destinations
and taken for granted by many visitors, is
missing.

Outside of the region, the destination is
promoted in a form of printed information
materials (the individual companies and
organisations produce them separately and
they put together financial means only ex-

ceptionally) and presentations at tourism
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na veletrzich cestovniho ruchu. Informace
v regionu podavaji informacni centra.
Nejvétsi slabinou Moravského krasu
jako turistické destinace je absence pro-
duktové orientovaného piistupu k cestov-
nimu ruchu. Jednotlivé obce se pomérné
nakladné propaguji na nejriznéjsich vele-
trzich, ptficemz je zfejmé, Ze potencialni
zékaznici nejsou oslovovani nabidkou
Moravského krasu jako takového se vSemi
jeho atrakcemi, ale koupili by napt. paket
specialné sestavenych vikendovych poby-
ti s konkrétnim programem pro konkrétné

definovanou skupinu klientd.

Prezentace ve spolupraci s ostatnimi
subjekty vefejného sektoru majicimi v na-
plni ¢innost v oblasti cestovniho ruchu
nefunguje. Pro Moravsky kras neexistuje
strategie rozvoje turistiky, a¢ cestovni ruch
by mohl byt jednim z nosnych piliid roz-
voje ekonomiky regionu. Oblast postrada
ubytovaci kapacity, jednotny a ptehledny
informacni systém, nerozviji dostatecné

moznosti zimni rekreace.

V Moravském krasu chybi dostatecna
nabidka alternativ ke ,,konzumnimu sty-
lu“ cestovniho ruchu — produktti umoz-
flyjicich hlubsi nahled do Zivota v regio-

nu, ktery turistdim umozni vnimani

32

fairs. Inside of the region, information is

provided by information centres.

The absence of product-oriented ap-
proach to tourism is the biggest weakness
of Moravian Karst as a tourist destination.
Single towns and villages promote them-
selves at various fairs in a relatively costly
manner while it is clear that potential cus-
tomers are not addressed with an offer cov-
ering the whole Moravian Karst with all its
beauties but they would buy e.g. a package
of specially created weekend stays with
a specific programme for a specific group

of clients.

Presentations in co-operation with the
other public institutions that work in tour-
ism do not work. There is no tourism devel-
opment strategy for Moravian Karst al-
though tourism could be one of the key
pillars of the region’s economy. The area
misses accommodation capacities, a united
and well-arranged information system, and
e.g. winter recreation possibilities are not

developed sufficiently.

In Moravian Karst, we miss an adequate
offer of alternatives to the ‘“consumer
style” of tourism, i.e. products that enable
the tourists a deeper insight in the region's

life, perception of the region s natural, cul-
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souvislosti ptirodnich, kulturnich, soci-
alnich i ekonomickych stranek regiond,
a tim jednak zvysi kvalitu rekrea¢niho
prozitku, ale zaroven i podpofi uvédome-
lejsi chovani turisti. Pfitom poptavka
po téchto produktech ze strany turistl

a spotfebitell roste.

Regionalni znac¢ka = znacka regionu

Nase vize:

Znacku spojit se Sirokou a ucelenou
nabidkou aktivit, akci, sluzeb a informac-
nich a motiva¢nich produktt, které budou
mit potencial dlouhodobé uspét na trhu
cestovniho ruchu.

Jak na to:

» Osloveni vyrobcl a poskytovatel
sluzeb

« Priprava produkt(

« Sestaveni nabidky

» Vznik cestovni agentury
« Distribuce

» Prodej produktt

» Marketing produktt

Pii torbé novych produkti cestovniho
ruchu jsme vychazeli ze zakladnich prin-
cipl a teorie zazitkové turistiky. Zazit-
kova turistika vznikla jako marketingo-

tural, social and economic features. This
would enhance the quality of their recrea-
tional experience and support a more
aware behaviour of the tourists. Demand
for these products is growing on the side of

tourists and consumers.

Aregional brand = the brand of the region

Our vision:

The brand should be connected with
a wide and comprehensive offer of activities,
events, services and information and motiva-
tion products that will have the right poten-
tial to succeed in the tourism market.

How to do it:

» Addressing producers and service
providers

e Product preparation

« Compilation of the offer

« Establishment of a travel agency
« Distribution

« Sale of the products

» Marketing of the products

When creating new tourism products, we
took advantage of the basic principles and
theory of tourism focused on experiences.

Experiences-focused tourism has arisen as
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vy nastroj pro podporu mistni znacky.

Vychazela z myslenky, ze pokud se za-
kaznik blize seznami s vyrobou svého
oblibeného produktu, s filozofii (tradici)
firmy, nauci se byt jeho ur¢itym exper-
tem (pozna ho napt. podle chuti mezi
dalsimi znackami), zvysi se jeho loaja-
lita coby zakaznika k této znacce tim, ze
mezi svymi znamymi bude vypraveét
o svych zazitcich, zacne ji dale propa-
govat a $ifit.

Co to je zazitek? Zazitek je Casto so-
cialn¢ konstruovan a organizovan, ¢imz
v zadném ptipad¢ neni ,,pfirozeny*. Tu-
risté ¢asto vyuzivaji zbozi a sluzby, které
nejsou v urcitych ptripadech nezbytné

a neobycejné. Pokud se tfeba jen pohled
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a marketing tool to support the local brand.
1t was based on the following idea: if a cus-
tomer gets acquainted with production of his
favourite product and with the company's
tradition and philosophy, and he will become
an expert (e.g. recognising it among the
other brands by taste), his loyalty to the
brand increases while he tells his friends
about his experiences and promotes the
brand.

What are the experiences about? The ex-
periences are often constructed and organ-
ised socially, which means that they are not
“natural” at all. Tourists often use service
and buy goods that are not necessary and
unordinary in some cases. If, for instance,

a mere view of a tourists’ space or a nice
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na turisticky prostor ¢i hezké misto dob-
fe zpracuje a prezentuje, miize vyvolavat
v turistech mnohem vétsi citlivost pro
vizualni prvky krajiny nebo mésta, nez
kdyby se na né¢ divali sami nebo v porov-
nani s podnéty, s nimiz se mohou setkat
v kazdodennim zivotg.

Turisté se v podstaté uc¢i prozivat za-
zitky, a tak vyzaduji jasné indicie, zZe na-
bizena turisticka lokalita je vhodné misto
pro takovyto zazitek. Cim se vlastné lisi
cileny zazitek od normalniho zazitku? Je
to bezpecny, uzivatelsky pfistupny a po-
chopitelny produkt cestovniho ruchu, kde
se navstévnik seznami s prezentovanou
atraktivitou. Poté je mu umoznéno na
vlastni ktizi si odzkouset (cileny) zazitek,
véetné hlubsiho (populérné-védeckého)
vysvétleni, jak se dnes divame na to, co
si praveé odzkousel a zazil.

Kombinace osobniho prozitku a pro-
fesionaln€ prezentovana analyza podsta-
ty onoho prozitku (atraktivity) casto
vyvola takovou reakci, ze dojde k osob-
ni mentalni proméné, ke zméné vnimani,
pohledu na prezentovanou problematiku
(atraktivitu). Takovyto prozitek soucas-
né s analyzovanou podstatou a Sir§im
kontextem mnohdy v tcastnicich vyvo-

14 zvyseni loajality k prezentované atrak-

place is processed and presented in a sophis-
ticated manner, it can invoke for the tourists
much more sensitivity for visual elements of
the landscape or town than they could ever
have if they looked at the places only by
themselves, or in comparison with incentives

they can meet in everyday life.

In fact, the tourists learn to live through
experiences and thus they require clear signs
that the tourist locality offered is a good
place for such experiences. In what does
a targeted experience differ from a normal
experience? It is a safe, user-accessible and
understandable product of tourism during
which a visitor gets acquainted with the at-
traction presented. Then the visitor is ena-
bled to go through the targeted experience
in person, including a deeper, educational
explanation of how we look at what he has
Jjust tried and experienced.

A combination of a personal experience
and a professionally presented analysis of
the experience’s substance often results in
a strong response connected with a person-
al mental change, a change in perceiving
and view of the issues presented. Such an
experience, together with the substance
analysed and a wider context, often leads the

participant to a greater loyalty to the attrac-
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tivité, vybuduje v nich dlouhodobé;jsi
zé&jem o danou problematiku az po osob-
ni angazovanost (hobby) ¢i zménu Zivot-

niho stylu.

Princip transformace produktu
do zazitkového cestovniho ruchu by
mél spliovat nasledujici podminky:

» propaguje skute¢nou atraktivitu

« musi obsahovat prvek, ktery jsou
zakaznici ochotni vyzkouset - zazit

« turisté jsou ochotni za tento zazitek
zaplatit

« zazitek musi byt prenositelny a slouzit
tak k dalsi propagaci

o zazitek musi mit ur¢itou miru variant-
niho feseni dle individuélnich piani
zakaznika

« pfiprava produktu zazitkového
cestovniho ruchu musi mit k dispozici
varianty pro rdizné zdatné zdkazniky

« tradice (atraktivita) v zaZitkovém
cestovnim ruchu musi byt uvéfitelna
(autentickd)

« do projektu musi byt zapojen ¢lovék,
ktery danou tradici ovlada (je v dané
tradici odbornikem)

« schopnost poutavého pfiblizeni
tradice
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tion presented; it builds up long-term inter-
est in the given issues, sometimes including
his/her personal activity (hobbies) or lifestyle

change.

The principle of transforming

a product into an experience-oriented
tourism should fulfil the following
preconditions:

« [t promotes a real attraction

« [t must contain an element that the
customers are willing to try and
experience

« Tourists are willing to pay for this
experience

« The experience must be transferrable and
thus serve for further promotion

o The experience must have a certain level
of variability to accommodate to the
client’s individual wishes

« Preparation of an experience-oriented
product must include options for
customers with different abilities

« Tradition in an experience-oriented
tourism must be believable, i.e. authentic

o Aperson who is a specialist in the given
tradition and is familiar with it must be
involved in the project

« The traditions must be presented in an
attractive way.
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Jak na to?

1. krok:

Vytvorit historku dané atraktivity,
kterd umozni navstévnikim emocionalné
se ztotoznit, vstoupit do déje (na zaklade
vlastnich zkuSenosti, pfedstav si vytvaret
vlastni vnitini pfibeh, jak to asi mohlo
probihat). Historka ma velice tésnou sou-
vislost s autenticitou produktu.

Je dulezité spojit rozlicné elementy
celku do souvislého pfib¢hu, aby byl za-
zitek vystizny a pasobivy. Divéryhodna
a autenticka historka poskytne produktu
a zazitku socialni vyznam a obsah a kli-
entovi dobry diivod nabizeny produkt
okusit. V pfipadé objektu se historkou
atraktivita ozivi, navstévnik si dokaze
predstavit, jakym Zivotem objekt zil, jaké
plnil funkce, s jakymi nastrahami se se-
tkal apod. Turisticky zajimava je prezen-
tace funkénosti (vyvoje) objektu v Case.
Napf. u vodniho mlyna prezentovat vyvoj
techniky mleti od starovéku az po dnesni
technologie. Pfiblizit zivot sttedovékého
mlynare (ekonomika, plan denni ¢innos-
ti), vyvoj vyuzivani hnaci sily (voda, vitr,
elektfina), az po pojednani o kvalit¢ mou-
ky mleté tradi¢nimi a modernimi techni-

kami.

How to doit?

First step:

to create a story of the given attraction
that will make it possible for the visitors to
identify with it emotionally and to get into
what is happening (based on their own expe-
rience and images to create their own inner
story saying what might have happened). The
story is closely connected with the product s
authenticity.

It is important to connect various elements
of the whole into a continuous story for the
experience to be apt and impressive. A trust-
worthy and authentic story will provide the
product and experience with social impor-
tance and content, and the client with a good
reason to try the product offered. In case of
an object, the story will revive its attractive-
ness and the visitor will be able to imagine
the object s former life, its functions and per-
haps even plots etc. Presentation of the ob-
Jjects functionality and development in time
is interesting from the tourists’ point of view.
For instance, in case of a water mill, it is
possible to present the grinding technology
development from the Ancient time till the
presence.

The presentation can inform about the

medieval millers’ lives (economy, plan of
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Udalost je sama o sob¢ akéni, nicméné
navozeni (mnohdy historické) udalosti jiz
umoziuje navstévniktim se do situace po-
nofit a vytvaret si v duchu vlastni zazitky
a pribéh. Jednou z moznosti je popsat pri-
béh udalosti z pohledu typove konkrétnich
osob (tfeba na rozdilnych stranach udalos-
ti), jejich konkrétni problémy a ukoly, coz
historka navstévnikovi vyznamné ptiblizi
—naptiklad popis dilematu generald bitvy,
ktefi promysleli ruzné taktické varianty,
co je ovlivnilo, ze vybrali jednu z nich.
Velice vdécnym ptipadem je hypoteticka
konstrukcee, co by se stalo, kdyby (kdyby
se rozhodl jinak, kdyby se udalost vyvi-
nula jinak). Pro laické turisty je naopak
pritazlivé ptiblizit jim vypravéni obycej-
ného vojaka, jeho lidské pocity, ukoly
které musel plnit, problémy, kterym musel
Celit (hlad, Zizen, nenavist, strach, od ide-
ologie oprostény moralni problém ,,neza-
biji vs. zabiji mé*, apod.).

U osobnosti se historka vytvaii po-
mérne lehce, nebot’ kazdy ¢lovek néjakou
historku zazil (zajimava je zejména his-
torka vyznamné osobnosti). Navstévnicky
zajimavé je orientovat se na nekteré ,,ne-
oficialni* vyklady (pasaze) zivota. Ne
nezbytné bulvarni, ale opét lidska dilema-
ta: pfiblizit normalni problémy (i osobnost
je jen ¢lovek), piipadné historky spojené
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daily activities), development of the use of
driving forces (water, wind, electricity) or
quality of flour grinded by means of tradi-
tional and modern techniques.

The event in itself is action-based but re-
awakening of an even, often a historical one,
enables the visitors to immerse into the situ-
ation and create their own experiences and
stories in minds eye. One of the possibilities
is to describe the events in the eyes of spe-
cific types of persons (e.g. on different sides
of the event), their concrete problems and
tasks. The story can include e.g. description
of the dilemma that generals have in connec-
tion with a battle, their various tactical op-
tions, what had influenced them to choose one
of them. A hypothetical construction “what
would have happened if....”" (E.g. if he had
made a different decision or if the events had
gone differently) is a very likeable case. For
inexperienced tourists, however, stories of an
ordinary soldier, including his human feel-
ings, tasks and problems (hunger, thirst, ha-
tred, fear and moral issues such as “if [ do not
kill them they will kill me” etc.), can be at-
tractive.

Stories are made up relatively easily for
personalities because everyone has experi-
enced a story (stories concerning celebrities
are particularly interesting). It is attractive
for visitors to focus on some “unofficial” ex-
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s jeho dilem (co ho ovlivnilo, jak se kon-

krétni vybrana udalost v jeho dile odrazi-
la, atd.).

I tradi¢ni vyroba ma své historky. Za-
jimavy je technologicky vyvoj, krajové
(narodni) odli$nosti vyroby, historka ka-
talyzujici vznik konkrétniho napadu (viz
vSem znameé jablko, které spadlo na hlavu
Siru Isaacu Newtonovi, a co zpiisobilo, ¢i
zapomenutd dfevéna ty¢ zapichnuta
do hnojisté coby ptredchiidce slavného
ohybaného nabytku Thonet). Po technické
strance je pak zajimavé pfiblizit podstatu
technologie, chovani materialu, vzajem-
nou interaktivitu — material vs. energie vs.

technologie.

planations of life. Not necessarily sensation-
alist, but human dilemmas: to outline normal
problems (celebrities are also mere humans),
or stories connected with his/her work (what
has influenced him/her, how a concrete event
is reflected in his/her work etc.).

Traditional production also has its stories.
Technological development, regional or na-
tional variations of the production, or a story
catalysing emergence of a concrete idea are
interesting (see the famous apple that fell on
the head of Sir Isaac Newton and what it
caused). From the technical point of view, it
is also interesting to outline the technology s
substance, the material’s behaviour or mu-
tual interactivity, i.e. the material vs. energy
vs. technology.

39



Regionalni znaceni napfic¢ Evropou
Regional branding throughout Europe

2. krok:

Sehnat dostatek relevantnich dat
a fakt (obrazky, texty), které dodaji
historce o atraktivité na autenticité. Au-
tenticita je v tomto piipadé¢ chapana jako
davéryhodnost produktu.

Zjednodusené feceno, autenticita od-
razi existujici styl zivota a kulturu dané-
ho regionu. Neexistuje univerzalni kon-
cept ,,genia (loci)*“ ¢i opravdovosti.
Produkt by mél byt zaloZen na kultuie
svych mistnich provozovateld, aby citili,
7e je prirozenou soucasti jejich vlastni
lokalni identity. Cast autenticity produk-
tu vychazi z kulturné etické udrzitelnos-
ti. To znamena, ze etické zbozi neurazi
etnické ¢i kulturni spolecenstvi, ani nema
profit na jejich tkor. Napft. pfedvadeét
a oblékat se jako Sami — Laponci (lovei
sobll), a tim vydélavat na jejich identité,
je neetické, nebot’ to vytvaii Spatny a fa-

lesny obraz o skute¢ném zivoté Laponcti.

3. krok:

Vybrat vhodny zdroj piijmu, kterym
se budou atraktivity (produkt z ni vycha-
zejici) formou zpoplatnéni napliovat:

» Vicedenni produkt (doplikové sluzby:
ubytovani a stravovani)
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Second step:

to collect enough relevant data and facts
(pictures, texts) that will give the story at-
tractiveness and authenticity. In this case,
authenticity is taken as the product’s trust-
worthiness.

To put it simply, authenticity reflects the
existing lifestyle and culture of the given
region. There is no general concept of “gen-
ius loci”, or genuinity. The product should
be based on the culture of its local people
for them to feel that it is a natural part of
their local identity. A part of the products
authenticity is based on the cultural and
ethical sustainability. This means that ethi-
cal goods do not offend ethnic or cultural
communities neither have they profits at the
expense of the communities. For instance,
to wear Lapp clothes of Laplanders (rein-
deer hunters) and thus make money on their
identity is unethical because it creates a bad
and false picture the true life of the Lap-
landers.

Third step:

to choose a suitable source of income
through which the attractions and related
products will fulfil in a form of charge:

» A multi-day product (complementary
services: accommodation and food)
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» Nabidka rliznorodych programi -
cileny zazitek formou zazitkového
workshopu, kdy za Ucast na ném
zaplati turista ucastnicky poplatek

« Moznost zhotoveni vlastnoru¢niho
vyrobku (pfipominky vlastnoru¢niho
experimentu, doklad o ucasti -
ovéreny vysledek pokusu, fotografie
s vytvorem prace, s osobnosti,
videozdznam vlastni zahrané etudy,
apod.)

» Prodej suvenyru (i pro ty, kterym se
vlastnoruc¢ni vyrobek nepodafril)

» U objektu je nasnadé vstupné, ale
v pfipadé orientovani prezentace
na funkci objektu je mozné pripravit
workshop (zazitkovou dilnu) a prodej
suvenyrd

» Dramatizace udalosti ¢i vyzkouseni si
aktivit vedoucich k udalosti

« Zpoplatnéni udalosti se mdze
realizovat prostrednictvim vstupného
nebo poplatku za workshop.

4. krok:

Podle zdroje prijmu navrhnout for-
mu zaZitku — ovéteni platnosti tvrzené-
ho pfibéhu — podle vyse uvedeného
principu ,,Heuréka, ono to funguje!*
Podstata zazitku — ovéfeni platnosti

tvrzené historky u objektu spociva veétsi-

« Offer of various programmes - a targeted
experience in a form of experience
workshop; the tourists will pay a participa-
tion fee

o The tourists can make their own products
(reminders of the experiment in their own
hands, a certificate of participation - a veri-
fied result of the experiment, photographs
with the products and personadlities, videos
recording their acting etc.)

« Sale of souvenirs, also for those whose
products did not come out well

« Entrance fee is taken for granted in case
of objects; an experience workshop and
sale of souvenirs can be prepared in
connection with the object’s function

« Events can be played as drama or activities
resulting in the real events can be tried

« Theevents can be charged in a form of
an entrance fee or fee for the workshop.

Fourth step:

to propose a form of the experiences
according to the source of income — fo
verify validity of the story told — according
to the above principle “Eureka — it works!”

The experience’s substance — to verify
validity of the story told about the object
usually consists in testing the difference in

the objects functions (different properties)
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nou v odzkouseni si rozdilu v prezento-
vanych funkcich (odlisnych vlastnosti)
objektu, odzkouseni si funkci objektl
v riznych historickych etapach vyvoje

a oveéfeni si GspéSnosti a vylepSeni v Case.

5. krok:

Ziskat odborniky na danou proble-
matiku, ktefi definuji mozné problémy
ohrozujici produkt (pravni, klimatické, en-
vironmentalni, bezpecnost pfi praci) a za-
roven popularnévédeckou formou osveétli
podstatu atraktivity.

Nejprve je nutné atraktivitu charakteri-
zovat. Definovat si potencialni zakazniky
(produkt spojeny s tradi¢ni vyrobou luxus-
nich $perk asi oslovi mensi pocet zajemct
nez produkt spojeny s tradi¢ni vyrobou
papiru). Pak nastupuji dal$i omezeni: kli-
maticka, ekologicka, technologicka, pravni,
ktera mohou vyznamné ovlivnit funkénost
produktu. Napft. produkt spojeny s ledem
bude mit vyrazné sezonni charakter. Atrak-
tivita chranénd autorskym pravem bude mit
téz své limity vyuziti. Je samoziejmé, ze
projektovy manazer ¢i provozovatel neni
odbornik na vSe, proto je nezbytné tuto
obecnou charakteristiku atraktivity dale
rozpracovat s odborniky. Pii tvorbé turis-
tickych produkti je dtlezita nejen dobra
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presented, in testing functions of objects in
various historical development phases, and
in verifying the success and improvement in

time.

Fifth step:

to get experts in the given branch in-
volved to define possible problems threaten-
ing the product (legal, climate-related,
environmental, safety at work) and also to
inform about the attraction s substance in
a popular way.

First of all, the attraction must be char-
acterised and the potential customers must
be defined — a product connected with tra-
ditional production of luxury jewellery will
probably address a smaller number of peo-
ple than a product connected with tradi-
tional paper production. Then there are
other limitations: climate, environmental,
technological and legal limits that can have
a substantial influence on the product’s
functioning. E.g., a product connected with
ice will be of quite seasonal nature. Attrac-
tion protected by copyright will also have
its limits in use. It is obvious that the project
manager is not an expert in everything, that
is why it is necessary to develop this gen-
eral characteristic of the attraction in co-

operation with specialists. When creating
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*

znalost trhu cilového, ale i ,,zdrojového*
—tzn. ,,zbozi“, které je schopen Moravsky
kras na cilovy trh nabidnout.

Praktické aplikace v Moravském
krasu

Podminky pro tvorbu turistickych pro-
dukti jsou v soucasné dobé v Moravském
krasu velice pfiznivé:

« ze strany navstévnikd regionu sili
poptavka po ucelenych a kvalitnich
produktech a sluzbach;

 zaroven existuje spole¢ny zdjem
poskytovatell sluzeb cestovniho

ruchu tyto produkty tvofit
a spolufinancovat.

SV s Uslechtilou plisn; W

"'M.Y‘l‘w |

tourist products, we have to know well not
only the target market but also the “sources”,
i.e. the goods that Moravian Karst can bring

to the target market.

Practical applications in Moravian
Karst

At present, preconditions for creating
tourist products in Moravian Karst are very
favourable:

« Thereis a growing visitors’ demand for

comprehensive and quality products and
services

o There s also a common interest of the
tourist service providers to create and
co-finance these products.
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Co to je produktovy balicek?

Produktovy bali¢ek je atraktivné zaba-
lena aktivita, sluzba, ktera se pro navstév-
nika domluvi, pfipravi, vyladi a zabali.
Diky balickim muize navstévnik vyuzit
daleko $irsi nabidky sluzeb cestovniho ru-
chu v Moravském krasu. Zakoupit si je
muze prostfednictvim webovych stranek
nebo v informacnich centrech v regionu,
v siti proviznich prodejcti, tedy v cestov-
nich kanceléfich, cestovnich agenturach,
v recepcich hotelt, v outdoorovych obcho-
dech apod.

Jiz n€kolik let existuje ze strany na-
vstévnikl regionu poptavka po komplex-
nich sluzbéch a ochota si za takovou sluz-
bu zaplatit. Nabidka komplexnich sluzeb
v regionu prakticky neexistuje (cestovni
kancelafe je nenabizeji). Produktové balic-
ky jsou zadané i ze strany poskytovateli
sluzeb. Pomohou jim uplatnit jejich vyrob-
ky a sluzby na trhu cestovniho ruchu (lido-
vi femeslnici, provozovatelé aktivit apod.).
Vytvateni podminek k tvorbé produktovych
balickl a jejich tvorba patii mezi predni
priority jednotlivych rozvojovych strategit.

Jaky ptinos budou mit balicky zazitka
pro Moravsky kras? Moravsky kras ziska
ucelenou nabidku balicku zazitka, které
bude moci vyuzit k propagaci svych moz-
nosti v oblasti cestovniho ruchu. Existence
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What is a product package?

The product package is an attractively
packed activity or service that is arranged,
prepared, balanced and packed for the visitor:
Thanks to packages, visitors can use a much
wide offer of tourist services in Moravian
Karst. They can buy the packages through
our website or in regional information centres
as well as in a network of different selling
points (travel agencies, hotels, outdoor shops
etc.).

The visitors have been demanding com-
prehensive services for several years and they
are willing to pay for such services. However,
there is basically no offer of these services in
the region, travel agencies do not offer them.
Product packages are demanded by the serv-
ice providers (handicrafismen, operators of
various activities), too because the packages
would help them succeed with their products
and services in the tourism market. Preparing
conditions for creation of product packages
and the actual creation belong to the key
priorities in single development strategies.

What will be the benefits of experience
packages for Moravian Karst? The region
will get a comprehensive offer of experience
packages that it will use in promotion of the
region § tourist potential. Existence of experi-

ence packages will increase competitiveness
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balickl zazitkt zvysi konkurenceschopnost
Moravského krasu na trhu cestovniho ru-
chu. Moravsky kras bude moci lépe vyuzit
svého piirozeného potencialu sluzeb, které
v cestovnim ruchu dosud nevyuzival.
Zajem o ucelené balicky sluzeb a kom-
ponované programy roste zejména ze stra-
ny firem a zdjmovych skupin. Zaroven
pribyva pocet osob, které nemaji ¢as hledat
casto slozit¢ a zdlouhavé pozadované sluz-
by, ale rad¢ji za zprostfedkovani téchto
sluzeb zaplati. VSechny tyto indicie nasvéd-
¢uji tomu, ze dale poroste zajem o ucelené
balicky sluzeb a turistické produkty. Je vSak
potfeba zdiiraznit, Ze se jedna o tvorbu no-
vého produktu, ktery doposud v Morav-
ském krasu neexistoval a primarné jde
zejména o vytvoreni ucelené nabidky tu-
ristickych sluzeb a aktivit tohoto regionu.
Objem prodanych produktovych balickt
bude zalezet na mnoha faktorech, jako je
naptiklad povédomi o existenci balicki
na trhu, které souvisi s délkou a intenzitou
propagace a marketingu projektu, zptso-
bem prodeje, pocasim a spoustou dalSich
vnéjsich faktort. Odhadujeme, Ze na to,
aby se balicky v Moravském krasu uplat-
nily, bude potieba obdobi zhruba 3 let.
Pii vytvafeni ucelené nabidky budou
vytvofeny i balicky, které se na trhu uplat-
ni spiSe vyjimecné nebo vibec. Jejich role,

of Moravian Karst on the tourist market. The
region will be able to utilise its natural po-
tential in services that it had not used so far
in the tourism sector.

There is a growing interest in comprehen-
sive packages of services and thematic pro-
grammes, especially within companies and
interest groups. At the same time, the number
of people who have no time to search for the
required services circuitously but prefer to
pay for mediating them is also going up. All
of these indications suggest that interest in
the comprehensive packages of services and
tourist products will continue increasing.
However, it is necessary to emphasise that it
concerns creation of a new product that has
not existed in Moravian Karst so far and
primarily, a comprehensive offer of tourist
services and activities in the region should be
formed. The amount of product packages sold
will depend on many factors such as aware-
ness of the packages’existence in the market.
This is connected with the length and inten-
sity of the project s promotion and marketing,
with the way of selling them, the weather and
a number of other outside factors. We estimate
that it will take three years for the packages
to get established in Moravian Karst.

Creation of the comprehensive offer also
includes packages that would be bought only
exceptionally or not at all. However, their role
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spocivajici v dokresleni komplexnosti
nebo zatraktivnéni nabidky, je vSak na trhu
nezastupitelnd. Vzhledem k situaci, ze vét-
$ina mistnich sluzeb a aktivit je propago-
vanych pouze lokalné€, v mnoha piipadech
viibec nelze vyhledat a koupit si takovou
sluzbu pred cestou do regionu. V regionu
s ni klient jiz ¢asto nepocita a nema na ni
prostredky nebo si vybere destinaci jinou,
kde mu podobnou sluzbu poskytnou. Niz-
ky objem prodanych sluzeb poskytovatele
neuzivi, coz se nasledné projevi na kvalité
a dostupnosti sluzeb. Vytvotenim produk-
tovych bali¢kt navic vznikne fada novych
sluzeb, které by se samostatné na trhu ne-
uplatnily.

Existuje konkurence? Existuje. AvSak
vzhledem k nevyuzitému potencialu trhu
a vzdalenosti mezi jednotlivymi dodavate-
li sluzeb je zatim zanedbatelna. Je urcité
nutné s ni pocitat, az produkt zacne na trhu
fungovat. Pfedpokladame vsak, ze bude
mit na fungovani produktu spise pozitivni
dopad — poskytovatele sluzeb bude moti-
vovat ke zvySovani kvality.

Zavér
Z hlediska udrZitelnosti po strance per-
sondlni a instituciondlni je uspéch nove

vytvarenych produkti cestovniho ruchu
v Moravském krasu, které jsou spojeny
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in the market is irreplaceable as they make
the offer complete and attractive. Because of
the fact that most local services and activities
are promoted only locally, it is often impos-
sible to look out and buy such a service before
going to the region. When in Moravian Karst,

the clients do not take such services into ac-
count, do not have money enough for them or
decide to go to another destination where
similar services are available. A small amount
of services sold will not sustain the providers,

which will then be reflected in the quality and
availability of the services. Creation of the
extra product packages will give rise to

a number of new services that otherwise
would not succeed in the market.

Is there competition? Yes, there is. How-
ever, it is negligible for the time being due to
the market s unused potential and the dis-
tances between the single service providers.
1t will be necessary to take competition into
account once the product gets established in
the market. Nevertheless, we suppose that
competition will have a rather positive impact
on the product s functioning as it will motivate

the service providers to improve the quality.

Conclusions

In terms of personnel and institutional
sustainability, the success of newly created

tourist products, which are connected with
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s regionalni znatkou MORAVSKY KRAS
regiondlni produkt®, zavisly na souéin-
nosti zejména tfi druht subjekti:

« MAS Moravsky kras o.s. a obci
Moravského krasu;

« realizdtora projektu a spravce systému
prodeje produkt(;

 poskytovateld sluzeb

Poskytovatelé sluzeb predstavuji nej-
mén¢ stabilni ¢lanek, jehoz udrzitelnost
je zavisla zejména na komerc¢nim uspéchu
akce. Nebude-li mit poskytovatel sluzby
dlouhodob¢ zadny komer¢ni efekt, ztrati
o produkt a spolupraci zajem (pouze pro-
pagacni efekt celé akce ho nezajima nebo
pouze okrajove).

Finanéni udrzitelnost v soucasnosti
umoznuji dotace a granty, coz vytvari
moznost pfipravit propracovany systém,
ktery bude funkéni i po roce 2013, kdy
vétsina dotacnich programi skonéi.

Ing. Jozef Janco je regionalnim koor-
dinatorem znatky MORAVSKY KRAS
regionalni produkt® a manazerem MAS
Moravsky kras o.s.

Kontakt: masmk@seznam.cz

Vice informaci:
www.mas-moravsky-kras.cz

the regional brand MORAVIAN KARTS re-
gional product®, will depend on co-opera-
tion of the following groups:

« Local Action Group Moravian Karst
and local authorities in Moravian Karst

» The organisation implementing
the project and the product sale system
administrator

« Service providers

The service providers are the least stable
component whose sustainability depends
mainly on the whole project’s commercial
success. If service providers do not have any
long-term profits, they will lose interest in the
product and co-operation, as they are usu-
ally not interested in the whole project s pro-
motion effect.

At present, the financial sustainability is
covered from subsidies and grants which
enable to prepare a well-elaborated system
that will also be functioning after 2013 when
most subsidy programmes will be terminated.

Ing. Jozef Janco works as a regional co-
ordinator of the brand MORAVSKY KRAS
regional product®, he is a manager of the

local action group Moravian Karst.

Contact: masmk@seznam.cz

More information:
www.mas-moravsky-kras.cz
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Polabi - zkusenosti atypického
regionu

Markéta POSIKOVA

Zna¢ka POLABI regionalni produkt®
je jednou z mladsich regiondlnich znacek
v Ceské republice. Byla vytvofena v roce
2008 v ramci systému regionalnich znacek
Domaci vyrobky, ktery rozviji Asociace
regionalnich znacek, o.s.. Zavedeni znacky
a vytvoreni jeji grafické podoby bylo fi-
nancovano z projektu ,,Vandrovani Podli-
panskem®, ktery byl spolufinancovan Ev-
ropskou unii a stitnim rozpoétem CR.
Udéluje se vyrobktim spotiebniho charak-
teru, ptirodnim a zemedélskym produktiim,
které spliuji certifika¢ni kritéria. Jejim
cilem je zviditelnit region Polabi a vyuZzit
jeho socio-ekonomickych vyhod. Znacka
ma podpotit mistni producenty (zemedél-
ce, zivnostniky, malé a stfedni firmy), kte-
i v tomto pfirodné hodnotném, zdravém
uzemi hospodaii Setrné, tradi¢né a v sou-
ladu se zajmy ochrany pfirody.

Pti vzniku znacky se koordinacni mist-
ni akéni skupina (MAS) rozhodovala, zda
pfipravit znacku ,,Podlipansko* a vénovat
se pouze vyrobciim ze svého uzemi, nebo
ve spolupraci s okolnimi MAS z Polabi
piipravit znacku pro §ir§i uzemi celého
Polabi. Spole¢né s partnerskymi MAS,
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The Elbe Valley (Polabi) -
experience of a non-typical region

Markéta POSIKOVA
The brand ,, Polabi — regional product®*

is one of younger regional brands in the Czech
Republic. It was established in 2008 within
the regional brands system “Domestic Prod-
ucts” that is developed by the Association of
Regional Brands. The brand s introduction
and creation of its graphic appearance were
financed from a project co-financed by the EU
and the Czech Republic's national budget. The
brand is granted to consumer products, nature
and agricultural products that meet the certi-
fication criteria. It aims at promoting the Elbe
Valley and using its socio-economic advan-
tages. The brand is to support local producers
(e.g. farmers, handicraftsmen, small and me-
dium enterprises) who work in this valuable
and healthy region in a thoughtful and tradi-
tional way, and in accordance with nature
conservancy.

When the brand was under preparation,
the co-ordination LAG (local action group)
was deciding whether to prepare the brand
“Podlipansko” and to work only with produc-
ers from its own territory, or whether to pre-
pare, in co-operation with the other LAGs
from the Elbe Valley, the brand for a larger
territory of the whole Elbe Valley. Together
with partner LAGs, potential certified produc-
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potencidlnimi certifikovanymi vyrobci

1 zastupci dalsich NNO v regionu zvazo-
vala spravni rada MAS Podlipansko, kte-
rou variantu zvolit. Nakonec dala na do-
poruceni ARZ a rozhodla se pro §irsi
uzemi. Bylo to jedno z nejkontroverzné;-
Sich rozhodnuti spravni rady v jeji historii.
Téma regionalni znacky, zejména v navaz-
nosti na problémy s licen¢ni smlouvou, se
stalo trvale ,,horkym* tématem pro sprav-
ni radu. V rdmci evaluace firemni strate-
gie rozvazuje spravni rada, jak se znackou
dale pracovat.

Polabi neni typickym turistickym
regionem, piesto se MAS Podlipansko,
jako koordinator znacky, spolu se svymi

ers and NGO representatives, the Board of
Directors of the LAG Podlipansko was con-
sidering both options after community de-
bates. In the end, it respected recommendation
of the Association of Regional Brands and
decided to cover the larger territory. This was
one of the most controversial decisions in the
Board’s history. The regional brand, espe-
cially in relation to problems with the licence
contract, has become a permanent “hot”
topic for the Board. Within evaluation of the
organisation § strategy, the Board of Directors
thinks about the future work with the brand.
Although the Elbe Valley is not a typical
tourist region, the LAG Podlipansko, as the
brand’s coordinator and its partners try to

49



Regionalni znaceni napfic¢ Evropou
Regional branding throughout Europe

partnery postupné snazi prilakat do regio-
nu co nejvice navstévnikl. Hlavni cilovou
skupinou jsou obyvatelé Prahy, pro které
je Polabi i vlastni Podlipansko dostupné
vSemi dopravnimi prostiedky. Dal$im ci-
lem znacky je tedy prispét k udrzitelné-
mu cestovnimu ruchu — zkvalitnénim
rekreacniho zazitku turistd tim, Ze znacka
garantuje ptivod vyrobku v regionu, Setr-
nost k zivotnimu prostfedi, kvalitu a pfi-
mou navaznost na dané uzemi.

O udéleni prav k uzivani znacky (certi-
fikatu) pro urcity vyrobek rozhoduje Cer-
tifika¢ni komise. Komise ma 9-15 ¢lenu,
a to zastupct vyrobcll (minimalné polovi-
na ¢lenti komise) a nasledujicich subjektii:
regionalni koordinator, ARZ, Hospodar-
ska/Agrarni komora, krajsky turad, NNO
a dalsi. Komise muize pfizvat dalsi hosty
(s poradnim hlasem).

V regionu Polabi se certifikacni komi-
se schazi od tinora roku 2009. Setkani se
uskuteciiuji dvakrat rocné. V srpnu 2010
roku se tedy konalo ¢tvrté zasedani ko-
mise. Aktualni pocet certifikovanych vy-
robkt je 16, jedna se o intarzovanou
dfevovyrobu, dratovani, med a vceli pro-
dukty, dvakrat kovaiskou vyrobu, kera-
mickeé kocky z Kerska, hrnkové kvétiny,
drobnou dekorativni keramiku, ov¢i syry,
pivo z pivovaru Svaty Jan, keramické
formy na peceni, originalni obrazy, vino
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attract more visitors to come to the region.
The main target group includes Prague inhab-
itants for whom the Elbe Valley is accessible
by all means of transport. The brands an-
other goal is to contribute to sustainable tour-
ism and to improve the tourists’ recreational
experience by using the brand to guarantee
the product s origin in the region, friendliness
to the environment, quality and direct link to
the given area.

A certification commission decides about
granting or not granting the right to use the
brand (the certificate) to a product. The com-
mission has 9 to 15 members, namely repre-
sentatives of the producers (at least half of the
commission’s members) and the following
organisations: the Association of Regional
Brands, the co-ordinator, the chamber of com-
merce, agrarian chamber, regional authority,
NGOs etc. the commission can invite other
guests as advisors.

The certification commission has been
working in the region of the Elbe Valley since
February 2009. The meetings are twice a year.
The fourth meeting of the commission was
held in August 2010. At present, there are 16
certified products that include marquetry
wood products, tinker, honey and bee prod-
ucts, two smiths, ceramic cats from Kersko,
potting plants, small decorative ceramics,
sheep cheeses, beer from the brewery Svaty
Jan, ceramic baking moulds, original pictures,
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z vinafstvi Bettiny Lobkowicz, uzena
masa, svicky z palmového vosku a ru¢né
malované originaly.

S vyrobci komunikujeme pfevazné te-
lefonicky, protoze na e-maily vétSinou ne-
reaguji. Polabsti vyrobci jsou zvani na akce
organizované koordinatorem znaceni, tedy
MAS Podlipansko, ale i na dalsi setkani,
na néz je sama MASka pozvana. Letos se
jednalo napf. o otevirani pivovarské expo-
zice v Cernokosteleckém pivovaru, vysta-
vu Zemé zivitelka nebo Podlipansky den.
Také sami producenti se vzdjemné zvou
na ruzné akce.

Nové vyrobce stale aktivné vyhleda-
vame a oslovujeme, piicemz musime usta-
viéné prekonavat nediivéru, zejména pokud
jde o pozitivni ptinos pro producenty. Cer-
tifikované vyrobky predstavuji pro vétSinu
neuzivi. Vyrabé&ji je ve svém volném Case,
predevsim jako konicka.

Vyrobcei své produkty znaci asi z 50 %,
nelze v§ak hovotit o tom, ze by jim znace-
ni napomohlo ke zvyseni odbytu, coz je
také diivod, pro¢ znaceni vzdy neprobiha
tak, jak by mélo. Pouzivani visacek a sa-
molepek predstavuje zhruba 20 %. Vyrob-
ci medu, piva a nové vina vlozili znacku
ptimo do etikety. Vzhledem k nejvétsimu
odbytu téchto vyrobkd je znaceni zastou-

peno nejveétsi mirou. Kontrolu dodrzovani

wine by Bettina Lobkowicz, smoked meats,
candles made of palm wax and hand-drawn
original pictures.

We usually use telephones to communi-
cate with the producers because they gener-
ally ignore emails. Producers from the Elbe
Valley region are invited to events organised
by the brand’s co-ordinator, i.e. the LAG
Podlipansko, as well as to events to which
the LAG is invited. This year there was e.g.
opening of a brewery exhibition in the brew-
ery of Cerny Kostelec, or the Day of Podli-
pansko. The producers also invite each
other to their own events.

We continue searching for and address-
ing new producers, overcoming constantly
their distrust and questions about possible
benefits connected with branding. Most pro-
ducers produce the certified products as hob-
bies in their leisure time, the production is an
extra activity on which they do not earn their
living.

The producers mark their products in
approximately 50% of cases and we cannot
say that branding would help them increase
their sales. This is also the reason why
branding does not always work the way it
should. The tags and stickers are used in
about 20% of cases. Producers of honey,
beer and wine have included the brand in
their labels. As these products have the high-
est sales, branding is represented here to

51



Regionalni znaceni napfic¢ Evropou
Regional branding throughout Europe

znaceni provadime pfi spolecnych setka-
nich na prodejnich ¢i vystavnich akcich.

Znaceni vyrobkil pfinasi vyrobctim
dalsi financni zatez, proto MAS Podlipan-
sko zpracovalo Zadost a nasledn¢ ziskalo
podporu na vyrobu samolepek i visacek,
které vyrobci ziskaji zdarma.

V soucasné dobé ma Polabi pouze jed-
no prodejni misto, a to v Turistickém in-
formaénim centru Zlatého pruhu Polabi
v Podébradech s celoroénim provozem,

v jednani je zdmek Radim.

Zpusoby propagace regionalni
znacky

Doposud probihala prezentace znacky
pouze na www.podlipansko.cz a ve velmi
omezené mife na www.domaci-vyrobky.cz.
Dalsi propagace se odehravala formou pre-
zentaci na riiznych seminafich a Skolenich
a v neposledni fadé i prodejem znacenych
vyrobkd jak samotnymi vyrobci na riznych
akcich (trhy, jarmarky, ...), tak prodejem
nekterych vyrobkii v TIC v Podébradech
a zvetejiiovanim tiskovych zprav pro media
a aktivitach spojenych se znackou. V roce
2010 se podarilo ziskat finance na propaga-
ci znacky, ktera zahrne vyrobu novin Doma
v Polabi, tisk visacek a samolepek a rozsi-

feni webové prezentace.
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the greatest extent. We check fulfilling of the
branding rules at our common meetings, at
selling and exhibition events.

Branding is connected with extra ex-
penses for the producers, that is why the
LAG Podlipansko applied for financial sup-
port to cover stickers and tags for the pro-
ducers to get these materials for free. The
application was successful.

At present the Elbe Valley has only one
selling point, namely in TIC Podébrady that
is open all year round. We also discuss pos-
sible sale at the chateau of Radim.

The ways to promote the regional
brand:

So far, the brand has been presented only
at www.podlipansko.cz and www.domaci-
vyrobky.cz (to a very limited extent). There
were also various presentations at work-
shops and training seminars, and the pro-
ducers themselves sell their branded prod-
ucts at different events (markets, fairs).

Branded products are also sold in the
Tourist Information Centre in Podébrady.
We prepare press releases for the media and
organise different activities connected with
the brand. In 2010, we managed to ensure
financial means for the brand’s promotion
that includes publishing of the newspaper
At Home in the Elbe Valley, production of
tags and stickers and enlargement of the
website.
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Pozitiva regionalniho znaceni:

o Z pohledu MAS vidim podporu
regiondlnich vyrobct jako jeden ze
zpUsobd, jak se viibec dostat k mistnim
vyrobcdm a jak s nimi zacit spolupraco-
vat ve prospéch regionu.

« Regiondlni znacka je jednim ze zpUsobt
propagace MAS Podlipansko, znacka
umoznuje prezentovat celou praci MAS
Podlipansko na vétsich forech, nez je
vlastni region Podlipansko.

» Regiondlni znacka odlisuje Podlipansko
od ostatnich MAS v CR, je pfidanou hod-
notou nad bézné provadénou ¢innost
MAS pro rozvoj regionu.

» Regiondlni znacka je zpUsob, jak pfildkat
navstévniky a pfimét je utratit v regionu
vice penéz, odvézt si zajimavy darek
nebo suvenyr z regionu.

Strengths of regional branding:

From the LAG's point of view, support to
local producers is one of good ways of
addressing them and beginning to work
with them for the benefit of the region.

The regional brand is a way to promote
the LAG Podlipansko, we can present our
work at events outside of our region as
well.

The regional brand distinguishes the LAG
Podlipansko from the other LAGs in the
Czech Republic, it is a value added to the
regular activities that the LAG carries out
for the region’s development.

The regional brand attracts visitors and
makes them spend more money in the
region, take home an interesting gift or
souvenir to remember the region.
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Problémy a negativa znaceni:

o Certifikovani vyrobci maji velka
ocekavani, kterd jim koordinator
zejména z dlivodd nedostatku
financnich prostfedkd nemze splnit.

» Pro koordinatora je nejvétsi problém
ziskavani financi, zejména na osobni
naklady.

« Certifikovani neznadi.

* Mame nedostatek prodejnich mist.

Plany do budoucna:

» Do budoucna bychom chtéli ziskat
finan¢ni prostfedky na pofizeni dievé-
nych stanku pro nase vyrobce a organizo-
vat tak pravidelné trhy na zpUsob dnes
oblibenych farmarskych trh(. Prvni pokus
o farmarské trhy jsme jiz uskutecnili
a méli jsme Uspéch.

« Ddle se chystame zprovoznit vice
prodejnich mist.

Ing. Markéta Posikova je teditelkou
MAS Podlipansko, o.p.s. Tato spole¢nost
spravuje znatku POLABI regiondlni pro-
dukt®.

Kontakt: info@podlipansko.cz

Vice informaci: www.podlipansko.cz
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Problems and weaknesses of branding:

« Certified producers have great expecta-
tions that the co-ordinator cannot fulfil,
especially because of lack of financial
means.

« The co-ordinator’s biggest problem is to
ensure finances, especially to cover wages.

« The certified producers do not mark their
products with the brand.

« We have lack of selling points.

Plans for the future:

« Inthe future, we would like to ensure
financial means to purchase wooden
stands for our producers and organise
regular markets that would be similar to
farmers’ markets that are popular these
days. Our first attempts to organise
farmers’ markets have been successful.

« We are going to open more selling
points.

Ing. Markéta Posikova is a director of
the Local Action Group Podlipansko, o.p.s.
that coordinates the brand POLABI re-

gional product®.

Contact: info@podlipansko.cz

More information: www.podlipansko.cz
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Znacenie regionalnych vyrobkov
na Slovensku

Alexandra DUBNICKOVA

Kazdy region na Slovensku ma svoj neo-
pakovatelny charakter, ktory je dany prirod-
nym a kultirnym bohatstvom, histériou a tra-
diciami miestnych obyvatel'ov, ktoré st Casto
jedinecné a typické pre ten-ktory region.
Cielom znacenia miestnych produktov je
podporit’ tie tradi¢né miestne vyrobky a sluz-
by, ktoré svojim spésobom vyroby a posky-
tovanim sluzieb zaroven Setria zivotné pro-
stredie, a v kone¢nom dosledku vsetkych,
ktori ziju a vytvaraji nové jedine¢né hodno-
ty v jednotlivych slovenskych regiénoch.

Na Slovensku zaviedla znacenie regio-
nalnych vyrobkov neziskova organizacia
Regiondlne environmentalne centrum Slo-
vensko (REC Slovensko) v ramci dvoch
projektov — Parky a ekonomika a GreenBelt
(2008) — a dosial boli udelené certifikaty 13
povodnym vyrobkom a produktom z Kystc,
5 produktom zo Zahoria a 3 produktom
z Malych Karpat.

V regione Kysuc vytvaraju vyrobky
z miestnych surovin, ruéne spracované
a s vynimoc¢nou kvalitou, ktoré¢ st sucasne
i8etrné k prirode a nadvézuju na tradicie. Su
to napriklad originalne vyrobky desiatok
domacich vyrobcov z rdéznych odvetvi tra-
di¢nej remeselnej a umeleckej tvorby, ako
st rezbarske vyrobky, kosikarstvo, vyrobky

Regional product branding
in Slovakia

Alexandra DUBNICKOVA

Every region in Slovakia has its own
irreproducible character that is connected
with natural and cultural wealth, history
and the local people’s traditions that are
often unique and typical for the respective
region. The local product branding aims at
supporting those traditional local products
and services that are friendly to the envi-
ronment and, subsequently, protect all those
who live in the Slovak regions and create
their unique values.

In Slovakia, regional branding was
introduced by the non-governmental or-
ganisation Regional Environmental Cen-
tre Slovakia (REC Slovakia) within two
projects: Parks and economy and Green-
Belt (2008). So far, the Centre has grant-
ed certificates to 13 original products from
the region of Kysuce, 5 products from the
region of Zdahorie and 3 products were
from Little Carpathians.

In the region of Kysuce, high-quality
hand-made products from the local raw
materials are produced. They are friendly
to the environment and link up with the
local traditions. They include e.g. original
products from dozens of local producers
covering various branches of traditional
handicrafts and arts, such as woodcarving
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z drotu, tvorby kraslic, medovnikarstvo, vy-
roba 'udovych hudobnych nastrojov, pali¢-
kovanie, vcelarske vyrobky, ¢ipkarstvo
a dalSie tradi¢né a moderné techniky.

Podobne region Zahorie ma cely rad svo-
jich originalnych vyrobkov a produktov. S
to napriklad keramické vyrobky habanov
na Zahori vo Velkych Levéroch, ktorych
preslavila vyroba fajansy- polievanie hline-
nych nadob priezra¢nou cinovo- olovnatou
glazfirou. Tieto vyrobky vyrabaju i v Senici,
kde nadvidzuji na tradiciu habanskych kera-
mickych vzorov Gzitkovej keramiky ako st
taniere, hrnéeky, vazy, cutory, popolniky,
svietniky a d’alSie vyrobky.

Taktiez aj region Malé Karpaty ma mnoz-
stvo produktov, ktoré st uzko spété s regio-
nom — okrem inych su to najma rézne druhy
vin, 0zitkova keramika, ¢i vyrobky z dreva.

Vdaka ohl'aduplnému vyuzivaniu vset-
kych zdrojov z izemia, mozete aj Vy svojim
rozhodnutim o zakupeni produktov oznace-
nych logom ,,regiondlneho produktu®, pri-
spiet’ k ochrane prirody ako aj podpore eko-
nomického rozvoja v tejto oblasti. Kupou
produktov oznacenych logom ,,Regionalny
produkt® podporujete:

Ochranu a Setrné zaobchadzanie
s prirodnymi zdrojmi

Vd'aka Specialne zavedenému systému
na ochranu a vyuzivanie prirodnych zdrojov
st vyrobcovia a poskytovatelia sluzieb mo-
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products, basketry, tinker products, deco-
rated Easter eggs, honey products, tradi-
tional musical instruments, bobbin lace
work, bee products, needlework and other
traditional and modern techniques.

Also the region of Zahorie has a number
of its original products. The examples
could be Slovak Anabaptist ceramics from
Velké Levary that is famous for faience,
i.e. crocked containers with clear tin-lead
glaze. These products are also produced
in Senica where they continue in the tradi-
tion of Slovak Anabaptist ceramic patterns
on plates, cups, vases, ashtrays, candle-
sticks and other products.

The region of Little Carpathians offers
a number of products that are closely con-
nected with the region, e.g. various kinds
of wine, ceramics and wood products.

Thanks to thoughtful use of all sources
in the regions, you can contribute to na-
ture conservancy as well as support eco-
nomic development in this region if you
decide to buy products marked with the
regional product logo. When doing so,
you support:

Natural resources protection and
thoughtful management

Thanks to a special system to protect and
use natural resources, the producers and
service providers are motivated to manage
their production and services in such a way
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tivovani riadit’ vyrobu a sluzby takym spo-
sobom, ktory bude plne v zhode s kritéria-
mi na ziskanie znacky.

Rozvoj miestnych tradi¢nych
vyrobkov a sluzieb

Drobnych zivnostnikov, rolnikov, vy-
robcov tradi¢nych umeleckych vyrobkov,
vyrobcov syrov, medu, zberatel'ov liecivych
bylin a vyrobcov ¢ajov a mnoho inych, ktori
sa zaviazali dodrziavat’ kritéria na udelenie
znacky.

Obnovu Zivota na vidieku a jeho
tamojsich obyvatelov

Produkty pochadzajuce z jednotlivych
vidieckych regiénov Slovenska prispievaju
k oziveniu vidieka a umoziujete jeho oby-
vatel'om ako aj vSetkym navstevnikom tize-
mia zvel'ad'ovat’ prirodny raz vidieka s jeho
nezabudnutel'nou krajinnou scenériou.

Certifikaty potvrdzujuce originalitu vyrob-
kov, ktoré¢ mozu tradi¢ni vyrobcovia na svoje
produkty ziskat’, by mali vytvorit’ lepsie pred-
poklady na ich uplatnenie sa na trhu. Certifi-
kacia produktov méze prispiet’ k propagova-
niu slovenskych produktov pochadzajucich
z jednotlivych regionov Slovenska.

Predpoklada sa:
« Siroké vyuzitie v cestovnom ruchu;

« podpora rozsirenia podnikatelskych
aktivit miestnych producentov v ramci
ostatnych regidnov Slovenska;

that is in full accordance with the brand's
granting criteria.

Development of local traditional
products and services

Small entrepreneurs, farmers, tradi-
tional artists, producers of honey and
cheese, herbalists, tea producers and many
others who committed themselves to com-
ply with the brand’s granting criteria.

Renewal of rural life and support to
people living in rural areas

Products originating from Slovakia's
rural regions contribute to revival of these
areas and they enable their inhabitants,
as well as all visitors to the regions, to
enhance the regions ' natural features with
their unforgettable landscape scenery.

The certificates to confirm the prod-
ucts’ origin that the producer can get for
their products should prepare better pre-
conditions for their sale in the market.
The product certification can contribute
to the promotion of Slovak products orig-
inating from the individual regions of
Slovakia.

It is assumed that:

o It would be used widely in tourism

o Extension of local producers’ business
activities within the other regions in
Slovakia is supported
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podpora predajnosti produktov v rdmci
réznych vystavnych a trhovych akcii
(podujatia suvisiace s problematikou
Zivotného prostredia, rozne miestne

a regionalne trhové dni,..).

Pozitiva (¢o viedlo k ispesnému
ukonceniu projektu):

« Aktivni spolupracovnici v jednotlivych
regiénoch

Komplexny pristup na Kysuciach

Pokus o centralizovany pristup pri
udelovani znacky

Pozitivha odozva od vyrobcov
Dopyt v inych regiénoch

Skibenie regionalneho produktu
a naducny chodnik v Javornikoch

Negativa:

« Tazko hodnotit na zéklade 3 rokov, ako
sme pomohli jednotlivym vyrobcom

Néroc¢nost udrzat znacenie bez podpory
z projektov

Maly zaujem u klicovych aktérov

v turizme

Mgr. Alexandra Dubnic¢kova pracuje

jako projektova manazerka v Regionalnim
environmentalnim centru Slovensko (REC

Slovensko).

Kontakt: rec@changenet.sk

Vice informaci: www.regionalneprodukty.sk
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« The products’saleability at various
exhibitions and markets (events related to
environmental issues, different local and
regional market days etc.) is improved

The strengths and what has resulted
in the project’s successful conclusion:

« Active co-operators in the individual
regions

A comprehensive approach in Kysuce

An attempt for a centralised approach to
granting the brand

Positive response from the producers
Demand in the other regions

Connection of the regional product and
educative path in Javorniky

Weaknesses:

After only 3 years, it is difficult to say how
much we have helped the individual
producers

It is difficult to maintain branding without
support from projects

Small interest expressed by the key

tourism actors.

Mgr. Alexandra Dubnickova works as
a project manager at the Regional Environ-
mental Centre Slovakia (REC Slovensko).

Contact: rec@changenet.sk

More information:

www.regionalneprodukty.sk

Regional branding
throughout Europe

Regionalni znaceni
napric Evropou
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Regionalni znaceni
napric Evropou

Kdyz v roce 2005 vznikaly prvni regi-
onélni zna¢ky pro mistni vyrobky v Ces-
ké republice, Cerpali jejich tvirci inspira-
ci z projektl realizovanych v Irsku,
ve Velké Britanii a dalSich evropskych
zemich, kde mély podobné iniciativy v té

dobé uz vice nez desetiletou tradici.

I kdyz jsou regiondalni znacky posta-
veny na principu jedineénosti, jejich
obecné vychodiska a cile jsou si velmi
podobné. Proto je dobie o sob& védét
a v budoucnu tfeba i pfimo spolupracovat
—at’ uz se jedna o tradi¢né pojaté znacky
pro zemédeélské produkty z Nizozemska,
znacku usilujici o zachovani transylvan-
skych lidovych tradic nebo ikonu regio-
nalniho znaceni, znacku Fuchsia, ktera
v poslednich patnacti letech proménila
Zapadni Cork v Irsku. Inspirativni mize
byt i v mnoha ohledech specificka inici-
ativa realizovana podél Hadrianova valu,
ktery kdysi vymezoval severni hranici
fimského impéria. Dnes se jedna o vyhle-
davanou turistickou atrakci, ktera pfita-

huje turisty do jinak nepfili§ pohostinné-
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Regional branding
throughout Europe

When first regional brands for local
products were being established in the
Czech Republic in 2005, their creators
were getting inspiration from projects im-
plemented in Ireland, Great Britain and
other European countries where similar
initiatives had had a more than ten-year

tradition at that time.

Although regional brands are based on
the principle of uniqueness, their general
grounds and targets are very similar. That
is why it is useful to know about each oth-
er and perhaps co-operate in the future —
may it concern traditionally conceived
brands for agricultural products from the
Netherlands, a brand aimed at preserving
Transylvanian folk tradition or the icon of
regional branding, the Fuchsia brand,
which changed West Cork in Ireland sub-
stantially in the last fifteen years. A unique
initiative implemented along Hadrian's
Wall, which once delimited the northern
border of the Roman Empire, is also a great
example in many terms. At present, it is
a much-sought-for tourist attraction that

brings tourists to a region that is otherwise
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ho koutu severni Anglie. Geograficky
i pojetim znaceni je t€ém naSim naopak
hodné blizka polska znacka z udoli feky
Barycze, kterou pod nazvem ,,Udoli Ba-
rycze doporucuje” koordinuje Mistni
ak¢ni skupina Partnerstvi pro udoli Ba-

rycze.

K tomu, co maji regionalni znacky
vsude v Evropé spolecné, patii i motivace,
proc je zavadét. Bylo by naivni popirat,
ze tou hlavni je snaha zvysit ekonomickou
uspéesnost vyrobcet. Tam, kde znaceni fun-
guje, Ize ale nezpochybniteln¢ pozorovat
i vedlejsi efekty — zejména podporu mist-
nich spolecenstvi a vytvafeni novych va-
zeb mezi lidmi, které spojuje pravé to, Ze
jsou ,,odn€¢kud. Nic na tom neméni ani
ptirozend konkurence mezi jednotlivymi
producenty. Naopak, zdrava soutézivost
ve spojeni se zarukou piivodu mize kva-
lit¢ znacky jenom pomoci. A i kdyz regi-
onalni znacky nemohou konkurovat ano-
nymnimu zbozi z globalizovanych
velkoobchodi, ty uspésné nabizeji alter-
nativu pro stale $ir§i okruh spotiebitelt,
kteti sami mohou byt odkudkoliv. Védi
ale, Ze na produkty ,,odnékud®, se prosté

mohou spolehnout.

a not very hospitable part of northern Eng-
land. On the other hand, the Polish brand
from the valley of the river Barycz, co-or-
dinated by the local action group under the
name “Barycz Valley Recommends”, is
very close to the Czech branding system,
both geographically and in the way it is

conceived.

What all regional brands throughout Eu-
rope have in common includes motivation
for their introduction. Naturally, the main
reason is to increase the producers’ eco-
nomic achievements. Nevertheless, in re-
gions where branding works, it is possible
to see obvious side effects; especially sup-
port to the local communities and creation
of new bonds among people for whom the
region is what they have in common. Natu-
ral competition among the individual pro-
ducers does not seem to change this in any
way. On the contrary, healthy competition
in connection with guarantee of origin can
help the brand very much. Although region-
al brands cannot compete with anonymous
goods from globalised hypermarkets, the
successful ones offer an alternative for
a growing number of consumers who are
from anywhere but know that they can sim-

ply rely on the products from “somewhere”.
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Regionalni znaceni
a regionalni produkty
v Nizozemsku

René de BRUIN

Béhem posledniho desetileti se v Nizo-
zemsku objevilo mnoho iniciativ sméfujicich
k rozvoji a propagaci regionalnich produktti.
Vétsina téchto iniciativ byla né¢jakym zpi-
sobem spjata s problematikou regionalniho
znaceni. Regionalni znacky se vyskytuji
v riznych forméach a na riiznych urovnich
organizace. V tomto pfispévku je uveden
kratky ptehled tohoto vyvoje. Je tieba fici,
ze rozvoj regiondlnich produktl a regional-
nich znacek je predevsim iniciativa vedena
zdola. Prispévek také ukazuje, ze rozvoj re-
gionalnich produkttl v kombinaci s regional-
nimi znackami mize pfinaset ovoce, pokud
jsou splnény spravné podminky.

Historie a stav agrarniho
a potravinového sektoru
v Nizozemsku

Abychom porozuméli sou¢asnému sta-
vu regiondlnich produktl a regionalnich
znacek, musime predevs§im veédét vice
o historii a dominantnich trendech v ze-
meédelstvi a produkei potravin v Nizozem-
sku. Po druh¢ svétové valce, tedy v dobé,
kdy mélo nizozemské zeméd¢lstvi obtize
s nasycenim obyvatelstva, se vlada roz-
hodla vyznamné investovat do rozvoje
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Regional branding
and regional products
in the Netherlands

René de BRUIN

During the last decade, many initiatives
have been taken in the Netherlands to de-
velop and promote regional products. The
majority of these initiatives are in one way
or another connected to the issue of re-
gional branding. Regional brands occur in
various forms and different levels of or-
ganisation. In this paper, a short overview
of these developments is presented. It em-
phasises that the development of regional
products and regional brands is mainly
a bottom-up process. It also shows that the
development of regional products in com-
bination with regional brands can be fruit-
ful, if the right conditions are fulfilled.

Background - the agricultural and
food sectors in the Netherlands

First of all, to understand the state of art
concerning regional products and regional
branding, it is good to know more about the
history and dominant trends in agriculture
and food production in the Netherlands.
After the Second World War, when the Dutch
agricultural sector had difficulties to feed
the population, the government decided to
invest strongly in the development of the
agrarian sector. Optimal conditions were
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agrarniho sektoru. Byly vytvofeny opti-
malni podminky pro relativné velké a in-

tenzivni zemédelstvi s velkymi vynosy
z hektaru. A protoze Nizozemsko ma dlou-
hou tradici v mezinarodnim obchodu, za-
¢alo posléze silné profitovat z rozvoje
Evropské unie a jeji spolecné zemédelské
politiky. V soucasné dobé je Nizozemsko,
s ,,pouze* 16 miliony obyvatel, druhym
nejveétsim exportérem potravin na svete.

Silnymi sektory v nizozemském zemé-
délstvi je zivoc¢isna produkce (mléko, chov
prasat) a chov koni. Tyto sektory jsou obec-
né velmi proexportné orientované a vytva-
feji standardizované produkty pro mezina-
rodni trh. Napiiklad 20 700 mlécnych farem
s 1,5 miliony krav v roce 2008 vyproduko-
valo 11 miliard litri mléka. Bylo exporto-

created for a relatively large scale and in-
tensive agriculture, with high yields per
hectare. Having a long tradition of inter-
national trade and commerce, the Nether-
lands benefitted strongly from the develop-
ment of the European Union and the
Common Agricultural Policies. Nowadays,
the Netherlands — with ‘only’ 16 million
inhabitants — is the second largest food
exporting country of the world.

Strong sectors in the Dutch agriculture
are animal production (dairy, pig farming)
and horticulture. These sectors are very
export-oriented, producing standardised
products for the international market. For
example in 2008, 20,700 dairy farms with
1.5 million cows produced 11 billion litres
of milk. The total amount of 689 million
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véano celkem 689 miliontl kilogramt syra
(33 000 kilogramti ptipadlo na jednu farmu
a 42 kilogramt na obyvatele). V soucasnos-
ti je v Nizozemsku pfiblizné¢ 75 000 zemée-
délskych farem, ale jejich pocet rychle kle-
sa (z 144 000 farem v roce 1980 na 75 112
farem v roce 2008). Jak v produkci, tak
i ve zpracovani potravin je dominantnim
trendem zvétSovani a koncentrace do men-
$tho mnozstvi spolecnosti.

Nizozemsko je nejhustéji osidlena zeme
Evropy s 16,4 miliony obyvatel na 33 883
km? (484 obyvatel/km?). Celkovy obrat
v potravinafstvi (celkova spotfeba) ¢ini 53
miliard eur za rok, z toho 60 % je realizo-
vano u koncového zdkaznika (supermar-
kety, ostatni obchody) a 40 % ve sluzbach
souvisejicich s jidlem (restaurace, stravo-
vani, nemocnice apod.). V koncovém pro-
deji se stavaji stdle dominantnéjSimi su-
permarkety. Je zde vidét silny odklon
od malych obchodt (feznictvi, pekafstvi
a zelinafstvi).

V minulych desetiletich navic vyse po-
psanému vyvoji napomahala nizozemska
zemédélska a potravinaiska politika. V di-
sledku silné proexportni orientace zde byla
jen velmi mala podpora rozvoje kvalitnich
regionalnich produkti. To posiluje i fakt, ze
Nizozemsko nemé dobte rozvinutou kultu-
ru stravovani a ze spotiebitelé obecné neve-
nuji ptilis pozornosti tradici, kvalité a zaze-
mi potravin. Jako piiklad Ize uvést, ze
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kilograms of cheese were exported (33,000
kilograms per a farm, and 42 kilograms per
one inhabitant). At present, there are ap-
proximately 75,000 agrarian farms in the
Netherlands, but the number of farms is de-
clining rapidly (from 144,000 farms in 1980
to 75,112 farms in 2008). Both in food pro-
duction and in food processing, the dominant
trend is scale enlargement and concentration
in a small number of companies.

The Netherlands is the most densely
populated country in Europe, with 16.4 mil-
lion inhabitants on 33,883 square kilome-
tres (484 inhabitants per km?). The total
turnover in ‘food’ (total consumption) is 53
billion Euros per year, of which 60% is in
retail (supermarkets, other shops) and 40%
in food services (restaurants, catering, hos-
pitals etc). In retail, supermarkets become
more and more dominant. There is a strong
decline of small shops (butchers, bakery,
and vegetable shops).

In the past decades, the Dutch agrar-
ian and food policies have been in favour
of the development outlined above. Due
to the strong export orientation, there has
been very little support for the develop-
ment of regional quality products. This
coincides with the fact that the Nether-
lands does not have a well-developed eat-
ing culture and that consumers in gen-
eral do not pay much attention to the
tradition, quality and background of food
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pouze 9 potravinovych produktt je drzite-
lem chranéného oznaceni pro regionalni
a tradi¢ni produkty udélovaného Evropskou
komisi (PDO, PGI, TSG), a z nich vétSina
jsou primyslové vyrabéné produkty.

Rozvoj regionalnich produktt
aregionalniho znaceni

S ohledem na popsanou situaci se rozvoj
regionalnich potravinovych produktii v Ni-
zozemsku muiize jevit jako témét neredlny.
Nicméné v prubéhu poslednich 15 let pod-
nikli farmafi a mali producenti potravin
mnozstvi iniciativ smétujicich k rozvoji
a prodeji regionalnich produktti. Obzvlas-
té pak farmari, ktefi si nepfeji dale rozsi-
fovat své farmy, nebo tuto moznost nema-
ji kvili nedostatku piidy v husté osidlenych
regionech, hledaji alternativni rozvojové
strategie. Vedle produkce a marketingu
regiondlnich produktil se na zeméd¢elskych
farmach rozviji i mnoho dalSich novych
ekonomickych aktivit, jako je nezatézujici
agroturistika, vzdélavani, zdravotni péce
o star$i a mentalné postizené lidi, kurzy
vafeni, tematické vecefe apod. VSichni tito
H>multifunkéni* farmati hledaji prilezitost
k vytvofeni novych vztaht se svymi zdkaz-
niky a alternativni marketingové cesty pro

vvvvv

duktiim a sluzbam.
Paraleln¢ s timto vyvojem zacina stale
veétsi pocet zakaznikl zpochybiovat pri-

products. This is supported by the fact that
only nine food products have the EU label
for regional and traditional specialities
(PDO, PGI, and TSG). The major part of
them is products made by industrial com-
panies.

The development of regional products
and regional branding

Against this background, development
of regional food products may seem even
a bit unrealistic in the Netherlands. How-
ever, during the last 15 years, many initia-
tives have been taken by farmers and small
food producers to develop and sell region-
al products. Especially farmers who do not
want to expand their farms or cannot
do that due to shortage of land in densely
populated regions are looking for alterna-
tive development strategies. Along with
production and marketing of regional prod-
ucts, numerous other new economic activi-
ties have been developed in the agrarian
farms, such as small-scale tourism, educa-
tion, health care for elderly or mentally
disabled people, cooking workshops, the-
matic dinners etc. All these ‘multifunction-
al’farmers are looking for opportunities to
establish new relations with their customers
and alternative marketing channels to cre-
ate a higher value added for their products
and services.

Parallel to this development, a growing
number of consumers question the indus-
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myslové vyrobni metody a zajima se o pi-
vod potravin a zpisob, jak byly vyrobeny.
Stavame se svédky vzrlstajici poptavky
po autenti¢té&jsich potravinovych produk-
tech. ,,Alternativni‘ dodavatelské fetézce,
napf. obchody na farmach, farmatské trhy,
internetové obchody a pfimé dodavky
zeleniny v bedynkach jsou na vzestupu
a nejspis nejsou ani zasazeny soucasnou
ekonomickou krizi. Podle aktualnich mar-
ketingovych prizkumt je obchodni poten-
cial biopotravin, lokalnich a dalsich auten-
tickych kvalitnich produkti odhadovan
na 5 miliard eur.

Potvrzuje se tak zavér, ze rozvoj vyroby
a prodeje regionalnich produktd v Nizo-
zemsku ma velkou Sanci a moznosti. Pro
individualni vyrobce nebo femeslniky je
nicméngé asto velmi obtizné najit pro své
produkty dostatecny odbyt. A navic je
na trhu mnoho produkti, na jejichZ etike-
tach se zminuje regiondlni ptivod, ale
ve skute¢nosti nejsou opravdovymi regio-
nalnimi produkty. Casto se jedna o bézné
prumyslové produkty, které ani neobsahu-
ji suroviny z daného regionu.

Regionalni znacky mohou vyrobciim
a femeslnikiim nabidnout feSeni téchto
problémt. Regionalni znacky nebo ptes-
néji regionalni znaceni:
« je nastrojem k rozliseni mezi redlnymi

produkty a napodobeninami
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trialised production processes and show
interest in the origin of their food and its
production methods. A growing demand
for more authentic food products is obvi-
ous. ‘Alternative’ supply chains, such as
farm shops, farmers” markets, web shops
and box schemes tend to grow and do not
seem affected by the recent economic cri-
sis. According to recent market research,
the estimated market potential for organ-
ic, local and other authentic quality prod-
ucts is € 5 billion.

The conclusion that there are good
chances and possibilities for the develop-
ment and sales of regional products in the
Netherlands seems to be justified. How-
ever, it is often very difficult for individual
producers or handicraftsmen to build up
a market for their products successfully.
Besides that, there are many products on
the market that have regional connotations
on the label but they are not true regional
products in fact. They are often regular
products with no ingredients from the re-
gion whatsoever.

Regional brands might offer individual
producers and handicraftsmen solutions to
these problems. Regional brands / regional
branding:

« jsatool to distinguish between real
and fake products

« offers an opportunity for collective
marketing activities, in order to have
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« nabizi ptilezitost pro spole¢né marketin-
gové aktivity diky lepSimu pfistupu
k novym zplsobdm uplatnéni na trhu
a pokryti vétsi skupiny spotrebitel(,
 nabizi pfilezitost spojit lidi a organizace
na regionalni Urovni
« nabizi platny ramec pro rozvoj
regiondlnich aktivit a podporu malym
vyrobctim a dalsim malym
obchodnikim.
V nasledujicich castech této kapitoly
bude vyse uvedené ilustrovano spolu s né-
kolika pfiklady z Nizozemska.

Rozvoj narodni znacky ‘erkend
streekproduct’

Sest regionalnich rozvojovych organi-
zaci pro udrzitelny regionalni rozvoj zalo-
zilo v roce 1999 narodni organizaci Stich-

better access to new market channels
and to reach a larger consumer group,

« offers an opportunity to connect
people and organisations
on the regional level

« offers a valid framework for regional
development activities and support
for producers and other small-scale
businesspersons.

In the following parts of this chapter, the
above will be illustrated with some exam-
ples from the Netherlands.

The development of the national
hallmark ‘erkend streekproduct’

In 1999, the national organisation
Stichting Streekeigen Producten Neder-
land (The Netherlands ™ Foundation for
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ting Streekeigen Producten
Nederland (Nadace pro regio-
nalni produkty v Nizozem-
sku), zkracen¢ SPN. Hlavnim
cilem bylo vytvofit a rozvi-
nout narodni znacku pro regi-
onalni produkty a mit moznost
rozlisit skute¢né regiondlni
produkty od napodobenin.
A protoze ,,otcové zakladate-
1&“ SPN méli své kofeny
v udrzitelném regionalnim
rozvoji, kritéria pro znacku
‘erkend streekproduct’ (certi-
fikovany regionalni produkt)
odrazeji cile zakladatelskych spole¢nosti,
tj. udrzitelny regionalni rozvoj. Tato krité-
ria jsou nasledujici:

« suroviny / ingredience jsou vyrdbény
nebo sklizeny v daném regionu (pfesné
definované tizemi s jasnymi hranicemi)

 zpracovani ingredienci se uskutec¢nuje
také v regionu

« vyrobni metody jsou udrzitelné
a v souladu s pfirodou a krajinou

Vedle rozvoje a fizeni narodni znacky
SPN podporuje i regionalni organizace,
organizuje vyménu znalosti a zkuSenosti
a lobuje za regionalni produkty na narod-
ni trovni.
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Regional Products), in short
SPN, was founded by six sus-
tainable regional develop-
ment organisations. The main
objective was to create and
develop a national hallmark
for regional products in order
to distinguish true regional
products from fake ones. As
the ‘founding fathers’ of SPN
had their roots in sustainable
regional development, the cri-
teria for the hallmark ‘erkend
streekproduct’ (certified re-
gional product) reflect goals
of the founding organisations, i.e. sustain-
able regional development. The criteria
are as follows:

« raw materials / ingredients are produced
or harvested in the region (a well defined
geographical area with clear boundaries)

« processing of the ingredients takes place
within the region

« production methods are sustainable and
in balance with nature and landscape

Besides development and management of
the national hallmark, SPN gives support to
regional organisations, organises exchange
of knowledge and experience and lobbies for
regional products on the national level.
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Regionalni znaceni v praxi

Napfic¢ celou zemi probiha mnoho ini-
ciativ spjatych s regionalnim znacenim.
V soucasnosti je s SPN spojeno 9 regional-
nich znacek, které spliuji kritéria ‘erkend
streekproduct’. Systém je z velké ¢asti de-
centralizovany. Organizace regionalniho
znaceni jsou v pfimém kontaktu s vyrobci
a certifikuji jejich produkty. Jsou také od-
povédné za kontrolni aktivity, které prova-
d¢ji externi agentury. SPN kontroluje re-
gionalni organizace na ,,systémové urovni
a ovéfuje, zda tyto regionalni organizace
naplnuji pozadavky certifikace.

Pro propagaéni a komunikacni tcely se
pouzivaji predevsim regionalni znacky,
nicméné vyrobci mohou na svych certifi-
kovanych vyrobcich uzivat také logo na-
rodni znacky.

Priklad: Waddengoud a texelské
jehnéci

Waddengoud (coz znamena zlato z ob-
lasti Wadden, mezinarodné znamych mok-
fadti na severu zem¢) je jedna z nejznamej-
Sich regionalnich znacek v Nizozemsku.
Znacku Waddengoud rozviji a tidi regio-
nalni rozvojova organizace Waddengroep.
Waddengroep je v této oblasti aktivni jiz
vice nez 15 let a vytvofila rozsahlou sit’
farmait, malych vyrobci potravin a feme-
slnych vyrobct, prodejnich organizaci,

Regional branding in practice

Throughout the country, various initia-
tives have been taken to support regional
branding. At present, nine regional brands
are connected with SPN and fulfil the criteria
of ‘erkend streekproduct’. The system is de-
centralised to a large extent. The regional
branding organisations are in direct contact
with producers and certify their products.
They are also responsible for checking ac-
tivities that are carried out by external agen-
cies. SPN audits the regional organisations
on the system’s level and checks whether
they fulfil the certification requirements.

The regional brands are usually used for
promotion and communication purposes,
although producers are also allowed to use
the national hallmark’s logo on their certi-

fied products.

Example: Waddengoud and Texel lamb

Waddengoud (which means Gold from
the Wadden area, the internationally recog-
nised wetland area in the north of the Neth-
erlands) is one of the best-known regional
brands in the Netherlands. The brand Wad-
dengoud is developed and managed by the
regional development organisation Wad-
dengroep. Waddengroep is active in the area
for over 15 years and has developed an
extensive network of farmers, small-scale
food processors and handicrafismen, trade
organisations, restaurants, tourist service
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restauraci, poskytovatell turistickych slu-
zeb a rybait. Ptiblizn¢ 150 malych podni-
ki v regionu vyuziva tuto znac¢ku na vice
jak 300 vyrobcich. Waddengroep je v roz-
voji novych udrzitelnych iniciativ a pod-
nikani v regionu velmi Uspésna. Tyto ini-
ciativy sahaji od udrzitelného rybolovu az
po techniky produkujici energii, od malych
zpracovatelskych zatizeni az po farmarské
obchody a turistické balicky.

Waddengoud se pokousi vyjadrovat
»Waddensko jako srde¢ni zalezitost™, po-
city, které jsou blizké velké ¢asti nizozem-
ské populace. Ostrovy v tomto regionu
jsou cilem turistll a vétSina obyvatel tuto
oblast n¢kdy navstivila.

Dobrym piikladem aktivit organizace
Waddengoud je projekt tzv. texelského jeh-
néciho. Texel je nejvétsi ostrov v regionu
a toto jméno je celosvétové znamé diky
mistnimu plemeni ovei. Az do soucasnosti
je Texel ov¢im ostrovem par excellence.

Nicméné jesté pred nekolika lety byla
prevazna vétsina jehnéciho, které se na os-
trove prodavalo, levné importovana z Nové-
ho Zélandu. V téze dobé méli ostrovni far-
mafi problém s prodejem svych produkti
a mistni jatky byly malem zavtieny kvili
nedostatku piijmut. V roce 2003 odstartoval
projekt ,,pravé texelské jehnéci* pod zastitou
znatky Waddengoud. Smyslem projektu
bylo vytvofit trh pro jehné¢i maso z ostrova,
a tim poskytnout farmaiim, restauracim
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providers and fishermen. About 150 small
businesses in the region use the Waddengoud
brand for over 300 products. Waddengroep
is very successful in development of new
sustainable initiatives and small businesses
in the region. These initiatives vary from
sustainable fishery to energy generating
techniques, from small processing plants to
farm shops and touristic packages.

Waddengoud tries to communicate the
‘Wadden feeling’, which is familiar to a great
part of the Dutch population. The region’s
islands are tourist hotspots and most of the
Dutch people have visited the area.

Development of the Texel lamb is a good
example of Waddengoud activities. Texel is
the region’s largest island and this name is
known worldwide for the local sheep breed.
Still at present, Texel is a sheep island par
excellence.

Until recently, however, most of the
lambs sold on the island were cheap lambs
imported from New Zealand. At the same
time, farmers on the island themselves had
difficulties selling their products and the
local slaughterhouse almost had to close
down due to lack of income. In 2003, the
“true Texel lamb” project was started un-
der the umbrella of Waddengoud. The
project aimed at creating a market for
lamb meat from the island in order to pro-
vide better income possibilities for the

farmers, restaurants and local butchers
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amistnim feznictvim a jatkdm lepsi moznos-
ti odbytu. Pouze jehné&¢i spliujici kritéria
SPN je certifikovano a nese regionalni znac-
ku Waddengoud. Certifikace zapojuje do lo-
kalnitho dodavatelského fetézce vSechny
partnery: farmare, jatky, feznictvi i z(cast-
néné restaurace. Spolu s mistni radou pro
turismus a mistni spravou a za podpory pro-
vincnich samosprav a rovnéz programu Lea-
der+ jsou ptipravovany rtizné reklamni ak-
tivity a kampang, jako naptiklad kazdoro¢ni
kulinatska slavnost jehnéciho.

V soucasnosti se na projektu ,,pravé
texelské jehnéci* podili 28 oveich farmart
spolu s jednim feznikem a jatkami, dvé
zpracovatelské firmy, které pfipravuji mist-
ni speciality, jako napf. jehnééi krokety,
a dale 36 certifikovanych restauraci na os-
trove. Kromé restauraci jsou produkty pro-
davany i v mistnim feznictvi, v mistnim
supermarketu, u fezniki a v restauracich
na pevniné a prostfednictvim internetu
s dorucovanim piimo do domu ve special-
nich krabicich.

Pfipad texelského jehnéciho nam ukazuje,
ze regiondlni znacka poskytuje garanci pi-
vodu produktu a slouzi jako nastroj pro ko-
munikaci a propagaci, ale poskytuje i dobry
ramec pro regionalni rozvojové aktivity. Ji-
nymi slovy, regiondlni znaceni je pfedevsim
regionalni rozvojovou strategii. Z tohoto uhlu
pohledu jsou vysledky projektu ,,pravé texel-
ské jehnéci* presvédcivé. Na zaklade vyhod-

and slaughterhouse. Only lambs that meet
the SPN criteria are certified and granted

the Waddengoud regional brand. The cer-
tification involves all partners in the local
supply chain: the farmers, slaughterhouse,
butchers and participating restaurants.
Together with the local tourist board and
municipality, and with support from the
provincial authorities and the Leader+
programme, various promotional activities
and campaigns have been developed, e.g.
the annual culinary lamb event.

At present, 28 sheep farmers partici-
pate in the ‘true Texel lamb’ project, to-
gether with one butcher and slaughter-
house, two processing companies, which
make local specialities such as a lamb
croquet, and 36 certified restaurants on
the island. Apart from the restaurants, the
products are sold in the local butcher’s
shop, local supermarkets and restaurants
on the mainland and also via internet with
home delivery service in special boxes.

The Texel lamb case shows that a re-
gional brand can provide guarantees for
the products” origin and serve as a com-
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noceni provedeného v ramci programu Lea-
der+, ktery tento projekt spolufinancoval,
muzeme shrnout, Ze projekt ,,pravé texelské
jehné&ci* posilil mistni podnikani i zaméstna-
nost. V roce 2008 bylo celkem 300 jehnat
certifikovano znackou Waddengoud a proda-
no na ostrové nebo prostrednictvim dalSich
trznich kanali. To pfineslo na ostrov mimo-
fadnou ptidanou hodnotu v ¢astce 400 000
eur, coz je ekvivalent jedendcti nove vytvo-
fenych pracovnich mist nebo zachrana 26
pracovnich mist v zeméd¢€lstvi. Ale nejen to.
Tento projekt mél vyznamné pozitivni efekt
ina turistiku na ostrové a motivoval farmaie
k ochrané¢ a udrzovani charakteristické kra-
jiny na ostrové s pro ni tak typickymi ovcimi
piistiesky (schapenboeten) a dal$imi krajin-
nymi prvky.
Zaver

Vyse uvedeny ptiklad ukazuje, Ze re-
gionalni znaceni neznamena pouze propa-
gaci regionu a jeho typickych charakteris-
tik a mistnich produktti. Regionalni
znaceni poskytuje i€¢innou rozvojovou
strategii, jak podpofit vyrobce a vytvaret
nové mistni moznosti podnikani. Pfipad
»pravého texelského jehnéciho™ demon-
struje, ze regionalni znacka je rdmcem,
ktery motivuje mistni obchodniky, farma-
fe, mistni organizace a dokonce i spotfe-
bitele ke spole¢né snaze vytvaret nové
prilezitosti pro region. Ukazuje, ze je da-
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munication and promotion tool and it also
provides a good framework for regional
development activities. In other words,
regional branding is mainly a regional
development strategy. In this respect, the
results of the ‘true Texel lamb’project are
convincing. Based on the evaluation that
was made for the Leader+ programme,
which co-financed the project, we can
conclude that the ‘true Texel lamb’project
strengthened local entrepreneurship and
employment. All together, in 2008, over
300 lambs were granted the Waddengoud
brand and sold on the island or through
various market channels. This resulted in
an extra value added of € 400.000 on the
island, which is the equivalent of 11 new
full time jobs or the conservation of
26 jobs in agriculture. The project also
has had a significant positive effect on
tourism on the island and has encouraged
the farmers to care for the characteristic
island landscape with its typical sheep
sheds (schapenboeten) and landscape
elements.

Conclusions

The above example shows that regional
branding concerns not only promotion of
a region and its typical characteristics and
local products. Regional branding provides
a valid development strategy to support
producers and to create new local busi-
nesses. The ‘true Texel lamb’ case shows
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lezité mit silny produktovy koncept, ktery
je skutecné spojen s urcitou oblasti
a s mistni kulturou. Podminkou uspéchu
je silné spojeni mezi zainteresovanymi
partnery a ptidana hodnota pro vSechny
zucastnéné.

Rozvoj regionalnich znacek v Nizozem-
sku je predevsim iniciativa zdola, se sil-
nym zapojenim mistnich hra¢d. Nyni jsme
ve fazi, kdy je tieba pokraCovat a udrzet
dosavadni iniciativy zdola a je tfeba tento
koncept dale rozvijet. Bude nutna spolu-
prace a silngjsi zapojeni regionalnich sa-
mosprav a instituci cestovniho ruchu. To
miize piinést prospéch vSem jiz zapojenym
partnertim, nebot’ regionalni znaceni stoji
na pevnych zakladech a kritériich a pfiji-
maji je i tito novi hraci.

René de Bruin je tajemnikem Nadace pro
regionalni produkty v Nizozemsku a vlast-
nikem spolecnosti Streekwijzer.

Kontakt:
rdbruin@streekwijzer.nl
info@erkendstreekproduct.nl

Vice informaci:
www.erkendstreekproduct.nl
www.waddengoud.nl

that the regional brand is a framework that
stimulates local businessman, farmers, lo-
cal organisations and even the consumers
to work together and to create new oppor-
tunities for the region. It proves that is it
important to have a strong product concept
that is truly connected with the area and
local culture. Strong engagement of the
partners involved and a benefit for all par-
ticipants are preconditions for success.

Development of regional brands in the
Netherland has been mainly a bottom-up
process, with strong involvement of local
actors. We are now in a phase when these
bottom-up processes need to be continued
and sustained and the concept should be
extended. Cooperation and stronger in-
volvement of regional authorities and tour-
ism boards will be necessary. This can bring
benefit to all partners involved, as long as
the fundament and the criteria for regional
branding are solid and are accepted by
these new players.

René de Bruin is a company secretary at
Streekeigen Producten Nederland and
owner at Streekwijzer.

Contact:
rdbruin@streekwijzer.nl
info@erkendstreekproduct.nl

More information:
www.erkendstreekproduct.nl
www.waddengoud.nl
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Znacka West Cork Fuchsia
1994-2010 - Od spolecenstvi
ke klastru

lan DEMPSEY

Kontext a vychodiska

West Cork se nachézi na jihozdpadnim
pobiezi Irska. Oblast je charakteristicka
rozmanitosti krajiny véetné nadherného
pobiezi, bohatym kulturnim dédictvim,
atraktivnimi a zivymi mésty a obcemi.
Spolu s vyraznou image ma West Cork
1 hrdou kulturu samostatnosti, silnd mistni
sdruzeni, fetézce a asociace, které jsou
podporovany v ramci zemédélské rozvo-
jové politiky a iniciativ. Diky svému peri-
fernimu umisténi ma region fadu problémi
souvisejicich s polohou a ekonomickymi
strukturami, vcetné zemépisné izolace
od velkych trhi, nedostatkl v infrastruk-
tufe, nadmérného spoléhani se na zemé-
deélstvi a stavebni sektor, Spatného zemé-
pisného rozmisténi ekonomickych aktivit

i ekonomicky slabé mistni samospravy.

Program EU LEADER a znacka
Fuchsia

Program rozvoje venkova Evropské
unie LEADER, ktery funguje v Irsku

74

The West Cork Fuchsia Brand
1994-2010 - From Community
to Cluster

lan DEMPSEY

Context and Background

West Cork is located in the extreme
south west of Ireland. It is characterised
by a diversity of landscape, including spec-
tacular coastline, a rich cultural heritage
and attractive and vibrant towns and vil-
lages. As well as a strong image, West Cork
has a proud culture of self-reliance and
strong local partnerships, networks and
associations supported under successive
rural development policies and initiatives.
Given its peripheral location, the region
also has a number of locational and struc-
tural issues including geographical isola-
tion from large markets, inadequacies in
the physical infrastructure, over-reliance
on agriculture and the construction sector,
and poor geographical dispersal of eco-
nomic activity as well as a poorly resourced

local government presence.

EU LEADER Programme & the Fuchsia
Brand

Now in its fourth phase in Ireland since
its inception in 1991, The EU LEADER
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od roku 1991, nyni jiz ve ctvrtém obdobi,
je stale silngjsi a neptestava hrat klicovou
roli ve vyvoji regionu West Cork. Pro
uspéch programu bylo nejdilezitéjsi jasné
zaméteni na rozvoj, efektivni partnerstvi,
inovace a odhodlani vyuZzivat mistni a pti-
rodni zdroje. Tento ptistup nejlépe
vyjadiuje planovani a vyvoj
Iniciativy regionalniho
znaceni ve West Corku,
tedy znacka Fuchsia.
Po mnohaletém vyvoji
znacka nyni zastfeSuje
vice nez 160 potravinaf-
skych, turistickych a femesl-
nych firem s provérenou kvalitou

a tési se zna¢nému uznani pro sviij pfinos
mistnimu hospodatrskému rozvoji. Kromé
znaénych vkladi do pomoci novym a udr-
zovani existujicich firem byly ucinény
nezanedbatelné investice také do mistnich
kulturnich, tradi¢nich a dobrovolnickych
projekt v obcich po celém regionu West
Cork. I kdyz byly tyto projekty zdanlivé
tematicky, rozsahem a povahou riiznorodg,
vSechny zachycuji individualitu a charak-
ter regionu a jsou klicové pro podporu
hodnot, které vyjadiuje znacka Fuchsia.

Pravé v tom spociva podstata programu

rural development programme has gone
from strength to strength and continues to
play a pivotal role in the development of
the West Cork region. Central to the suc-
cess of the programme has been a clear
development focus, effective partnership,
innovation and a commitment to us-

ing local and natural resourc-
es. This approach finds its
best expression in the
planning and develop-
ment of the West Cork
Regional Branding Ini-
tiative, the Fuchsia
™  Brand. Evolving over the

years the brand now involves in

excess of 160 quality approved food, tour-
ism and craft enterprises and has received
strong recognition for its contribution to
local economic development. Aside from
substantial direct investment in assisting
new and sustaining existing enterprise de-
velopment, considerable investments have
also been made in a wide range of local
cultural, heritage and voluntary projects
in communities throughout West Cork.
Whilst seeming diverse in theme, scale and
nature, all these projects capture the dis-
tinctiveness and character of the region

and are crucial in communicating the val-

75



Regionalni znaceni napfic¢ Evropou
Regional branding throughout Europe

s inovacni integrovanou rozvojovou stra-
tegii, kterd reaguje na potieby vetejnosti
i podnikatell v rdmci jediné rozvojové

iniciativy.

Zasadni cile znaceni Fuchsia jsou:

Vytvofit identitu znacky pro mistni zbozi
a sluzby odrazejici charakteristicky
regionalni ptvod a jakost vyrobku.

Vytvorit potfebnou zakladnu pro
hospodafsky rist, spolupréci,
konkurenci, moznosti pro investovani

a sdileni poznatkd.

Rozvijet velmi kvalitni zbozi a sluzby,
které k uspokojeni specifickych potieb

trhu pouzivaji mistni ptirodni zdroje.

Integrovat rozvoj a marketing
komplementarnich ekonomickych
sektord.

« Dosahnout vétsiho stupné spole¢ného
zapojeni vefejného i soukromého
sektoru do mistniho rozvoje.

Vyuzit zfetelnou odlisnost a identitu
regionu jako mistni konkuren¢ni

vyhodu.

» Propagovat region s dlirazem na jeho
jedine¢né environmentalni, kulturni
a historické zdroje.
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ues echoed in the Fuchsia Brand. It is here
that the essence of the programme can be
found with an innovative integrated devel-
opment strategy allowing the needs of both
community and enterprise to be accom-
modated within a single development ini-

tiative

The principal objectives of the Fuchsia
Brand initiative are to:

Develop a branded identity for local
goods and services reflecting distinctive
regional origins and product quality.

« Create a critical mass of growth, collabo-
ration, competition and opportunities for
investment and knowledge sharing.

Develop high quality goods and services,
using local natural resources to satisfy
specific market needs.

Integrate the development and marketing
of complementary economic sectors.

 Achieve greater degrees of collective
action by the public and private sector in
local development.

Harness the distinctive image and identity
of the region to aid local competitive
advantage.

Promote the region with emphasis on the
unique environmental, cultural and
heritage resources of the region.

Regionalni znaceni napfi¢ Evropou ‘ 3
Regional branding throughout Europe

Jiz od oficidlniho zavedeni znacky
v roce 1998 (kterému piedchazely Ctyfi
roky planovani) byl jeji vyvoj a marketing
primarni soucasti rozvojové strategie pro-
gramu LEADER pro West Cork. Jedna se
o0 vSestrannou integrovanou rozvojovou
strategii spojujici podnikani, environmen-
talni a kulturni aktivity v ramci holistické,
mnohostranné a multidisciplinarni rozvo-
jové strategie. Silné strategické zaméteni
vedlo k vytvoreni primarni infrastruktury
a podpurného systému, ktery zarucuje mi-
motadné vyhody vSem akreditovanym
znacenym firmam v sektoru potravin,
v cestovnim ruchu, femeslech a pomoc-
nych odvétvich (zemédelstvi, lod’stvo,
maloobchod, sluzby, atd.) i celému regio-
nu West Cork. Mezi tyto vyhody patii
zlepSeni spotiebitelského vnimani charak-
teristické regionalni nabidky v rdmci mist-
niho i §irsiho trhu, vyznamny rozvoj no-
vych firem, sektorova diverzifikace, lepsi
vyrobni procesy a postupy, piistup na trhy,
zvyS$eni vykonu a vykonnosti, rozvoj no-
vych produktd, sluzeb a trhl, vyrazné
skupinové synergie, zlepSeni zivotniho
prostfedi, vytvareni siti a v neposledni
fad¢ 1 vy$si obrat, rentabilita a zaméstna-

nost. A protoze je znacka Fuchsia v regi-

Since its commercial launch in 1998 (fol-
lowing four years of planning), the develop-
ment and marketing of the brand has been
a prime component of the LEADER rural
development strategy in West Cork. As such,
it represents a comprehensive integrated
development strategy coalescing enterprise,
environmental and cultural activities with-
in a holistic, multifaceted and multi disci-
plinary development strategy. Its strong
strategic focus has resulted in the creation
of a prime infrastructure and support sys-
tem which is delivering exceptional benefits
to the accredited brand enterprises in the
food, tourism, craft and ancillary sectors
(agriculture, marine, retail, services, etc)
as well as to the West Cork region in gen-
eral. Such benefits include enhanced con-
sumer recognition of a distinctive regional
proposition within local and non-local mar-
kets, significant new enterprise develop-
ment, sectoral diversification, improved
production processes and practices, access
to markets, increased output and capacity,
development of new products, services and
markets, substantial group synergies, envi-
ronmental enhancements, networking, as
well as increased turnover, profitability and

employment. Embedded as it is within the

77



Regionalni znaceni napfic¢ Evropou
Regional branding throughout Europe

onu pevné¢ zakotvend, odrazi a zachycuje
i vyznamné prvky mistniho socialniho
kapitalu a ma znacny vyznam v rozvoji,
nich nefinan¢nich aktiv, jako jsou zivotni
prostiedi, kultura, komunita a identita.
Do definice a podpory téchto aktiv jakoz-
to zvlastnich hodnot znaceni, jez podtrhu-
ji celou iniciativu, byly investovany vy-

znamné zdroje.

rozvoje a finan¢niho zajisténi znacky
Fuchsia West Cork:

» Diraz na dlouhodobé strategické
planovani, koordinaci a zakotveni
raznorodych prvk{ v ucelené
strategii

» Zapojeni a komunikace pfi budovani

strategickych spojenectvi

» Kapacita a schopnost znacky budovat
dlouhodobou konkuren¢ni vyhodu pro
region West Cork.

V roce 2007 byl publikovan komplex-
ni vyzkum University College Cork, ktery
zkoumal ekonomickou hodnotu znacky
Fuchsia. Bylo zjisténo, Ze znacka, jeji pfi-
druzené aktivity a akreditované firmy

v roce 2005 vygenerovaly celkem 106
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region, the Fuchsia Brand also reflects and
captures significant elements of local social
capital and has been of considerable im-
portance in the development, protection and
promotion of prime local, nonfinancial as-
sets such as environment, culture, commu-
nity and identity. Significant resources have
been deployed in defining and developing
these assets as specific brand values under-

pinning the initiative.

Critical elements in the planning,
developing and resourcing of the West
Cork Fuchsia Brand:

« The emphasis on longer term strategic
planning and the co-ordination and
embedding of diverse strands within
a coherent strategy

« Engagement and communications in
building strategic alliances

« The capacity and ability of the brand to
build long-term competitive advantage
for the West Cork region.

In 2007, comprehensive research pub-
lished by UCC to determine the economic
value of the Fuchsia Brand concluded that
the brand, its associated activities and ac-
credited enterprises generated €106m, of

which €69m remained in the region gener-
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miliond eur, z toho 69 milionu eur zistalo
v regionu a vytvofilo celkovy ekonomicky
vklad 89 miliont eur do ekonomiky regi-
onu West Cork. To pfedstavuje v pfepoctu
1 131 pracovnich mist na plny tvazek

na lokalni urovni.

Inovacni klastr West Cork

V ramci soucasného programu LEA-
DER/PRV (2007-2013) byly na celkovy
rozvojovy plan, ktery se podrobné zabyva
vyuzitim jedine¢né image, identity, kultury
a zivotniho prostiedi tohoto regionu k dosa-
Zeni konkurenéni vyhody, irskym fidicim
organem, tj. Ministerstvem pro rovnoprav-
nost a irsky hovotici oblasti zajistény finan¢-
ni prostredky ve vysi 14 600 000 eur. Am-
biciozni a Siroce pojaty plan povazuje
znacku Fuchsia a jeji ispéch za klicovy pr-
vek rozvoje, obnovy a diverzifikace mistni
ekonomiky.

Nedilnou soucasti této strategie je Klas-
tr pro inovaci v regionu West Cork, ktery
spojuje komeréni i nekomeréni rozvojovou
¢innost utvafenou kolem regionalni iden-
tity a uspésné zalozené regionalni znacky.
Prosazuje také socialni a ekonomickeé cile

spojené se zlepSovanim kvality Zivota, re-

ating an overall economic contribution of
€89m for the West Cork economy in 2005.
This, in turn, supported 1,131 Full Time
Equivalent’s (FTE) locally.

The West Cork Innovation Cluster

Under the current LEADER/RDP pro-
gramme (2007-2013) a comprehensive
development plan, detailing how the re-
gion's unique image, identity, culture and
environment can be employed to achieve
competitive advantage, has been secured
public funding financial resources of
€14,600,000 by the Irish managing author-
ity, the Department of Community Equality
and Gaeltacht Affairs. An ambitious and
wide-ranging plan has identified the Fuch-
sia Brand and its success as a key element
in developing, renewing and diversifying
the local economy.

Integral to this strategy is the West Cork
Innovation Cluster, which links both com-
mercial and non-commercial development
activity configured around regional iden-
tity and an established successful regional
brand. It also promotes social and eco-
nomic objectives linked to quality of life
mprovements and regional connection and

identity. The Cluster focuses on a number
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gionalnimi vazbami a identitou. Klastr se
soustfedi na fadu kli¢ovych ekonomickych
sektord s diverzifikaénim potencialem (ze-
méd¢lstvi, potravinovy prumysl, cestovni
ruch, femesla, sluzby, rybolov apod.)
a na rozvojové ¢innosti a procesy (marke-
ting, Skoleni a vzdélavani, rozvojové agen-
tury, asociace a sdruzeni).

Cile, strategie a koncepce navrhované
v ramei programu LEADER (2007-2013)
stavi na dosazeném pokroku a na uspés-
nych strategiich a kompetencich, které byly
ve West Corku rozvinuty a realizovany
béhem programt LEADER v letech 1991—
2008. V podstaté usiluji o optimalni kon-
kurenéni vyhodu pro tento region prostied-
nictvim rozvoje vysoce kvalitniho zbozi
a sluzeb, ve kterych se odrazi mistni oso-
bitost, tradice a inovace. Model klastru je
povazovan za prirozené pokracovani a po-
sileni pfedchozich uspésnych rozvojovych
strategii, jeho hlavnim cilem je dosahnout
a udrzet regionalni konkurenceschopnost

a zivotaschopnost komunity.

Schopnost regionu West Cork dosahnout
takové konkurenceschopnosti bude dana
produktivitou, s jakou klastr rozvine a vy-
uzije své lidské, kapitalové a piirodni zdro-
je, a to jak z hlediska jejich hodnoty (jedi-
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of key economic sectors with diversification
potential (agriculture, food, tourism, craft,
services, fisheries etc.), and types of devel-
opment activity and processes (marketing,
training and education, development agen-

cies, networks and associations, etc.).

The objectives, strategies and concepts
proposed under the LEADER Programme
2007-2013 seek to build on the progress
achieved and the successful strategies and
competencies developed and implemented
under successive LEADER programmes in
West Cork in the period 1991-2008. In es-
sence, these seek to leverage optimal com-
petitive advantage for the region through
the development of high quality goods and
services reflecting local distinctiveness,
tradition and innovation. The cluster mod-
el is regarded as a natural progression and

enhancement of previously successful de-

velopment strategies, the core objective of

which is to achieve and sustain regional

competitiveness and community vibrancy.

The capacity of the West Cork region to
achieve such competitiveness will be deter-
mined by the productivity with which the
cluster employs and develops its aggregate
human, capital and natural resources, both

in terms of its value (uniqueness, quality, etc)
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necnosti, kvality, atd.), tak i efektivnosti.
Model klastru je zalozen na piechodu od
mistni ekonomiky s nizkou hodnotou
a vstupy, pohanéné riznymi faktory, k mist-
ni ekonomice s jedine¢nou hodnotou, ktera
je tazena inovacemi. Pokud by se mél kon-
cept klastru ve West Corku definovat, jde
o kontinualni proces postupného zlepSova-
ni, ve kterém se podnikatelské prostiedi
vyviji smérem k podpofe a podnécovani
stale sofistikovanéjsich zptisobii soutézeni
napii¢ riznymi vzajemné se podporujicimi
ekonomickymi sektory. Nespoléha na pou-
hé shlukovani ¢i souhrnny vyskyt sektoro-
vych rozvojovych aktivit, ale vyzaduje
zvlastni zeméepisnou koncentraci vzajemné
propojenych firem a celych oborti, specia-
lizované dodavatele a navazujici odvétvi,
poskytovatele sluzeb, sofistikované mistni
spotiebitele a silny rozvojovy, vzdélavaci
a instituciondlni ramec, ktery je provazan
spole¢nymi rysy a vzajemné se dopliujici-
mi prvky. Zakladnim principem strategie
klastru West Cork je navic proces generu-
jici znalosti; tento proces je zalozen na ko-
operativnich a zaroven konkurenc¢nich vzta-
zich mezi firmami v tomto regionu. Toto
samo o sob¢ vyzaduje rozsifovani a prohlu-
bovani rozsahu a sofistikovanosti klicovych
mistnich hospodatskych odvétvi tak, aby

and its efficiency. The cluster model is pred-
icated on the move from a factor driven local
economy with low value/cost inputs to
a unique value, innovation driven local econ-
omy. For the purposes of definition, the clus-
ter concept in West Cork is viewed as a con-
tinuing process of successive upgrading, in
which the business environment evolves to
support and encourage increasingly sophis-
ticated ways of competing across a variety
of mutually supportive economic sectors. It
does not rely on a mere agglomeration or on
collective incidences of sectoral development
activity but requires a specific geographic
concentration of interconnected enterprises
and sectors, specialised suppliers and re-
lated industries, service providers, sophisti-
cated local consumers and a strong develop-
ment, educational and institutional
framework linked by commonalities and com-
plementarities. Furthermore, a central tenet
of the West Cork cluster strategy is as
a knowledge generating process based on
co-operative and competitive relationships
between enterprises in the region. In and of
itself this requires a broadening and deepen-
ing of the scope and sophistication of the key
local economic sectors to encompass more

advanced activities.
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Nasledujici schéma znazornuje
rozsah a povahu Inovacniho klastru
West Cork a jeho vztah ke znacce
Fuchsia:

Hlavni principy modelu klastru
ve West Corku jsou:

Vyuziti silnych mistnich zdrojd v zemé-
délstvi, ndmofnictvi, potravinaistvi,
turistickém ruchu, femeslech a sluzbéch

jakoZto uzlech pro rozvoj klastru.

 Plsobeni viech existujicich komer¢nich
i nekomerc¢nich aktiv (véetné socialniho
a environmentalniho kapitalu) v ramci
integrované rozvojové strategie.

 Zuzitkovani zavedenych mistnich
odbornosti, dovednosti, siti a inovacnich
schopnosti.

Posileni spoluprace mezi firmami
a jednotlivymi sektory ve vyzkumu
a vyvoji, produkci a marketingu.

o ZdUraznéni vazeb a vzdjemného
doplriovéani mezi jednotlivymi odvétvimi
v piistupu na rozvijejici se trhy.

« Zaclenéni a sifeni iniciativ dobré praxe
a odbornych skoleni.

Podpora produktivniho a cileného
dialogu mezi vefejnym a soukromym

sektorem.
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The following diagram illustrates the
scope and nature of the West Cork
Innovation cluster and its relationship
to the Fuchsia Brand:

The core principles of the West Cork
cluster model are as follows:

« Use of strong local resources in
agriculture, marine, food, tourism, craft
and services as nodes for cluster
development.

« Leverage all existing commercial and
non-commercial assets (including social &
environmental capital) in an integrated
development strategy.

« Capitalise on established local
proficiencies, competencies, networks and
innovation capabilities.

« Strengthen inter-company and inter-
sectoral co-operation in R&D, production
and marketing.

» Emphasise cross-industry linkages and
complementarities in developing market

access.

o Embed and diffuse best practice initiatives
and skills training.

« Facilitate productive and focused
dialogue between public and private

sectors.
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Hlavni principy modelu klastru ve

West Corku jsou:

« Pfesmérovani mistné pfislusnych
rozvojovych strategii/instituci na rozvoj

a podporu klastru.

» ZlepSovani podnikatelského prostredi
prostiednictvim spolec¢ného hledani
a bourani bariér rlistu produktivity.
 PrizplGsobeni poskytovaného vzdélavani
tak, aby se zamérovalo na rozvoj
specifickych mistnich znalosti, efektivity
a kompetentnosti.

Na koncept inovacniho klastru v regionu
West Cork by se mélo pohliZet jako na sys-
tém vzajemné propojenych sektort, firem
a instituci, jejichz celek je vEétsi nez soucet
jednotlivych ¢asti. V kontextu rozvoje ven-
kova to predstavuje novy a komplementar-
ni zptisob chapani lokalni ekonomiky, or-
ganizace a podpory rozvoje a vytvareni
politiky a rtiznych podpor. Postup smétu-
jici k formalnimu modelu klastru je navrzen
tak, aby zahrnul vSechny pocetné synergie
a zavislosti mezi mnoha klicovymi lokal-
nimi ekonomickymi sektory a aktivitami,
pri¢emz vSechny maji moznost ziskat pod-
poru z programu LEADER. Mezi témito

sektory a oficialnimi rozvojovymi agentu-
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The core principles of the West Cork
cluster model are as follows:

 Re-focus locally relevant development
strategies/institutions for cluster
development and support.

« Improve the business environment
through joint identification and reduction
of barriers to productivity growth.

» Adapt training provision to target the
development of specific local knowledge,
efficiency and competence.

The West Cork cluster concept should
be viewed as a system of interconnected
sectors, firms and institutions, the whole
of which is greater than the sum of its
parts. In a rural development context, it
represents a new and complementary way
of understanding a local economy, organ-
ising and supporting development and
establishing policy and supports. The pro-
gression towards a formal cluster model
is designed to reflect the many possible
synergies and dependencies between
a number of key local economic sectors
and activities, all of which have the ca-
pacity for LEADER programme support.
Considerable interactions already exist

between the sectors and formal develop-
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rami i neformalnimi zdjmovymi skupinami
a asociacemi jiz dnes existuji zna¢né inter-
akce.

Hlavnim cilem tohoto modelu je jesté
vice posilovat a rozvijet vzdjemné vztahy,
zvlasté pak smérem k budovani hlubsich
odbornych znalosti a poznatkii v rdmci re-
gionu West Cork, a to prostiednictvim fady
oficialnich strategickych spojenectvi a part-
nerstvi. Nejveétsi vyzvou pritom bude roz-
Sifit zabér rozvojovych aktivit dale od vy-
roby a marketingu v rdmci vzajemné
zavislych ekonomickych sektorti a vymys-
let, jak posilovat schopnosti a kvalifikace
pomoci vzdélavani zaméfeného na dopln-
kové znalosti a poskytovanim technickych,
regulaénich, marketingovych a obchodnich
sluzeb, k nastaveni rovnovahy v aktivitach

mistnich firem.

Ian Dempsey je vykonnym feditelem spo-

lecnosti West Cork Development Partnership.
Kontakt: ian@wecdp.ie

Vice informaci: www.wcdp.ie

ment agencies as well as with informal
networks and associations.

A central objective of the cluster mod-
el is to further reinforce and develop these
inter-relationships particularly in terms
of building greater expertise and knowl-
edge capacity within the West Cork region
through a series of formal strategic alli-
ances and partnerships. A key challenge
in doing so will be to broaden the scope
of development activity from production
and marketing within interdependent eco-
nomic sectors and consider how capacity
and competence can be developed in ancil-
lary knowledge based training and skills,
technical, regulatory, marketing and busi-
ness services in order to re-balance local

enterprise activity.

* X
* *
* *

* *
* ok

European Union
Structural Funds

lan Dempsey is CEO at West Cork De-
velopment Partnership.

Contact: ian@wecdp.ie

More information: www.wcdp.ie
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Kdyz historie pomaha
budovat budoucnost

Julie SLOAN

Hadriantv val je jednou z nejvétsich
a nejrozsahlejsich pamatek Svétového de-
dictvi UNESCO a také nejdelsi, nejrozleh-
lejsi a snad i nejvyznamngéjsi historickou
paméatkou v Britanii. Uzemi v okoli Hadri-
4nova valu — Hadrian’s Wall Country —
znamena vice nez pamatku na nékde;jsi
fimskou okupaci. Bohata a rozmanita kra-
jina od vychodu k zapadu a ,,koridor
na obou stranach valu ptipomina ¢efeni vin
a nabizi mnohem vic. Je dulezité, ze mistni
firmy a obce se mohou podilet na ekono-
mickém piinosu, ktery predstavuji navstév-
nici valu, a také, ze dédictvi minulosti ak-
tivné ptispivéa ke spolecenskému zivotu
— pomaha podporovat rozvijejici se mistni
komunity posilovanim pocitu sounalezitos-
ti s regionem. Cilem spole¢nosti Hadrian’s
Wall Heritage Limited (HWHL) je rozvoj
silné sité v ramci celého izemi Hadrianova
valu zalozené na myslence ,,Poznej svou
zemi kolem Hadrianova valu®. Tato kon-
cepce pomtize mistnim firmam a obcim ono
velmi zvlastni dédictvi a krajinu kolem
Hadridnova valu ozivit pro navstévniky.

Spolu s dalsimi iniciativami to firmam
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When History helps to build
the future

Julie SLOAN

Hadrian's Wall is one of the World's
largest and most complex World Heritage
Sites and Britain's longest, largest, per-
haps greatest, piece of heritage. Hadri-
an'’s Wall Country stretches much further
than just the extent of Roman occupation:
the rich and varied landscape from east
to west, and the ‘corridor’on either side
of the Wall, feels the ripple effect and
celebrates much more besides. It is im-
portant that local businesses and com-
munities participate in and benefit from
the Wall s visitor economy and that her-
itage contributes actively to community
life — helping to support thriving local
communities through fostering a strong
sense of place and identity. Hadrian s
Wall Heritage Ltd aims to develop
a strong Wall-wide network, based
around the concept of ‘Know Your Hadri-
an'’s Wall Country’, which will help local

businesses and communities bring to life

for their visitors and guests the very spe-

cial heritage and landscapes of Hadri-
an'’s Wall and its setting. Along with

other initiatives, this will enable busi-
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umozni maximalizovat ptispévek k zazit-
kiim navstévnikl a tim i profitovat z eko-
nomickych pfilezitosti, které jsou s turis-
tickym ruchem v této oblasti spojeny, a to
vse prostiednictvim navazovani kontakta,
poradenstvi a poskytovani vysoce kvalit-
nich turistickych sluzeb. Spole¢nost HWHL
napomaha zlepSovani vazeb mezi firmami
v ramci turistického sektoru a navazujicich
odvétvi a funguje jako kontaktni misto pro
rozvojové potieby stavajicich i novych fi-

rem.

Proc¢ Hardian’s Wall Heritage?

Koridor Hadrianova valu je slozity; jed-
notlivé lokality prochazely svym vlastnim
vyvojem a uskute¢iovaly své vlastni mar-
ketingové strategie. Spolecnost HWHL je
nyni zastfesuje a koordinuje akce i celkovy
marketing uzemi kolem Hadridnova valu
jakozto destinace, kterou stoji za to navsti-

vit celou.

Nase vize:

Uplatnit potencidl této lokality svétové-
ho dédictvi tak, aby znamenal ekonomicky,
environmentalni a socialni ptinos pro sidla
i krajinu, kterymi tato pamatka prochazi,
a diky udrzitelnému rozvoji cestovniho ru-

chu také pro celou severni Anglii.

nesses to maximise their contribution to
the visitor experience, and thereby ben-
efit from the economic opportunities that
visitors create, through networking, ad-
vice and the provision of a high-quality
visitor product. HWHL facilitates the im-
provement of business-to-business link-
ages among tourism and related sectors,
and acts as a point of contact for develop-
ment requirements for both existing and

new businesses.

Why Hadrian’s Wall Heritage?

Hadrian's Wall corridor is complex;
sites were carrying out individual de-
velopment and marketing. Hadrian's
Wall Heritage is now bringing this all
together, and co-ordinates events and
the marketing message of Hadrian's
Wall Country as a destination wall-

wide.

Our Vision:

To realise the potential of the World
Heritage Site to contribute to the econom-
ic, environmental and social benefit of the
communities and landscapes through which
the WHS passes and to the whole of the
north of England through sustainable tour-

ism development Hadrian's Wall corridor
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agentur.

Koridor Hadridnova valu je funkéni
krajina. Spolu s firmami, majiteli pudy
a obcemi pracujeme na tom, aby si vSichni
uvédomili moznosti, které ma tato lokalita

svétového dédictvi na dosah.

Nase cile:

« udrzZet a rozvijet povést Hadridnova valu
jako prikladu dobrych postup pfi
managementu lokality svétového
dédictvi

« zlepsovat nabidku tohoto Uzemi pro
navstévniky i mistni komunity a stat se
prikladem nejlepsich postupt

v udrzitelném rozvoji turistiky
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Tento obrdzek ukazuje rozsah dotceného Uzemi.V soucasné dobé
dochazi ke zméndm a restrukturalizaci regionalnich rozvojovych

This image shows the scale of the area involved. Now there is a period
of change and restructure with expected changes of the position/
continuation of the Regional Development Agencies.

is a working landscape; we work with busi-
nesses, landowners and communities to
realise the potential the World Heritage

Site can achieve.

Our Aims:

o Maintain & develop reputation of
Hadrian’s Wall as an example of best

practice in WHS management

« Improve the WHS offer to visitors & local
communities and become an example
of best practice in sustainable tourism

development
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« ucinit z Hadridnova valu svétovou
turistickou destinaci par excellence

Nas pristup:
« holisticky, uceleny a soustfedény

« rovnovaha vedeni, partnerstvi,
koordinace a facilitace

Zakladajici partnefi:

Rozvojova agentura One North East,
Rozvojova agentura North West
Development Agency, English Heritage,
Natural England

Uzemi kolem Hadrianova valu = 10 mil

na obé strany od linie valu

Zahrnuje:

« 72 mil vlastniho Hadridnova valu

« Lokalitu svétového dédictvi - 150 mil
2 narodni turistické stezky

3 nérodni cyklostezky

» 15 lokalit pod zvlastni ochranou

» 20 lokalit zvlastniho védeckého zajmu

Protina:

» 2 regionalni rozvojové agentury
(jejich uzemi pusobnosti)
» 12 mistnich samosprav

1 nérodni park

o Establish Hadrian's Wall as a world class
tourism destination

Our Approach:
» Wall-wide, holistic, joined-up, focused

« Balancing leadership, partnership,
co-ordination, facilitation

Founding partners:

One North East (development agency),
NWDA (Northwest Development
Agency), English Heritage, Natural
England

Hadrian’s Wall Country = 10 miles
either side of line of WHS

Comprising

 Hadrian’s Wall 72 miles

» World Heritage Site 150 miles
2 National Trails

» 3 National Cycleway Routes

« 15 Guardianship sites

e 205SSls

Crossing

« 2regional development agencies
o 12 Local Authorities

« 1 National Park
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) Hadrian's Wall Country - Mezfila | lrefox
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HADRIAN'S WALL
COUNTRY

Trpe of Accommodation:
Hotels. 848 and Apaaments =]
Dastnaton:

Explore the activities of Hadrian's Wall Heritage and the World Heritage Site |~

2 oblasti mimotadné pfirodni krasy
o 4 partnerstvi turistickych oblasti

» 700 pozemk rliznych majitel(

Hadrians Wall Country

Firmy fungujici na izemi okolo Hadri-
anova valu realizuji potencial a vyhody,
které jim pfinasi spojeni s lokalitou svéto-
vého dédictvi.

Takovato lokalita posiluje sebedtvéru,
pomaha zvySovat kvalitu a pfitahuje také

kulturni navstévniky ochotné vice utracet.
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o 2 Areas of Outstanding Natural Beauty
o 4 Area Tourism Partnerships

« 700 different landowners

Hadrian’s Wall Country

Hadrian'’s Wall Country businesses re-
alise the potential opportunities and ad-
vantages that they have by being attached
to the World Heritage Site.

The World Heritage site builds confi-
dence and helps to drive up quality. The
WHS attracts higher spending cultural
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Spole¢nost HWHL pomaha firmam pro-
meénovat tuto prilezitost v zisk, mimo jiné
tim, Ze buduje silna partnerstvi a sité.
Hlavnimi pilifi jsou firemni zdroje (fi-
nance, lidské zdroje), svétové deédictvi
a jeho zpristupnéni (vyuzivani svétového
dédictvi, ozivovani a objevovani Hadria-
nova valu, udrzitelny pfistup — narodni
turisticka stezka), udrzitelny rozvoj (pozi-
tivni pfispivani ke svétovému dédictvi,
budovani Hadrian’s Wall Country), komu-

nikace a marketing destinace.

Spole¢nost HWHL mé maly, ale inten-
zivné pracujici tym. Funguje na principu
projektovych skupin napfti¢ jednotlivymi
oddélenimi, které umoziuji vytézit maxi-
mum ze zkuSenosti jednotlivych pracov-

nik.

Rodina znacek Hadrian’s Wall Country:

» Znacka Hadrian’s Wall Country: 10 mil
na sever a na jih od Hadridnova valu
zahrnuje samotnou pamatku, krajinu,
pfirodu, outdoorové aktivity, nabidku
stravovani; predstavuje jednotnou,
rozsahlou a provazanou destinaci

» Autobus Hadrian’s Wall Country: v celé
Britanii uznavany priklad dobré praxe
v oblasti udrzitelné dopravy. Novy
pfistup k marketingu prostfednictvim
tzv. Great Days Out (nabidka jednoden-

visitors. Hadrian's Wall Heritage Limited
works with the businesses to assist them in
turning this opportunity into cash. Hadri-
an’s Wall Heritage Limited builds up strong
partnerships and networks.

1t is built on Corporate Resources (Fi-
nance, Human resources), World Heritage
and Access (Managing World Heritage,
Animating and discovering the Wall, Sus-
tainable access — National Trail), Sustain-
able Development (Enhancing World
Heritage, building up Hadrian's Wall
Country), Communications and Destina-
tion Marketing.

Hadrian'’s Wall Heritage has a small but
dedicated team. Cross-departmental
project groups work together to bring to-

gether their expertise.

Hadrian’s Wall Country Family of
Brands:

 Hadrian’s Wall Country Brand: 10 mile
corridor north & south of HW, heritage,
landscape, wildlife, outdoor activity, food
and drink - a single, large, linked
destination

 Hadrian’s Wall Country Bus: nationally
recognised example of good practice in
sustainable transport. New approach to
marketing through Great Days Out,
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nich skupinovych vylett), kdy se autobus
prezentuje jako snadny zpUsob, jak
objevovat HadrianGv val

» Prochazky a okruzni cesty: brozura
doporucuje 16 okruznich cest pro pési
s napojenim na narodni turistickou
stezku a propagaci ndvstév rimskych
pamatek v rdmci pési trasy

« Dobrovolnicky program: hlidky na ces-
tach a privodci po vyznamnych mistech

Uzemi kolem Hadridnova valu ma pro-
pracované webov¢ stranky, diky nimz si
navstévnici mohou naplanovat svou cestu
ve vSech ohledech od chvile, kdy pfijedou
k valu. Najdou zde pestrou nabidku uby-
tovani, informace o specialnim autobusu,

nameéty na vylety a mnoho dalsiho.

Systém mistnich vyrobki

Firmy maji moznost stavét na souvis-
losti s historickou pamatkou zafazenou
do svétového dédictvi a na Hadrianove
valu ,,vydélavat™:

o systém mistnich produktl

od Hadridnova valu - jarmark, vyvoj
produktl, propagace znacky

» podpora dal3ich podnikatelskych aktivit
zahrnujicich mistni produkci a budovéni
ubytovacich kapacit
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presenting bus as an easy way to
experience the Wall

« Walking and circular walks: booklet
promoting 16 circular walks using links to
National Trail and promoting visits to
Roman sites as part of the walking
experience

« Volunteer programme: trail wardens and
site guides

Hadrian's Wall Country has a dedi-
cated website that makes it easy for visitors
to plan all aspects of their journey, from
the moment they arrive. They have the
choice of accommodation, information on
the Hadrian's Wall Country Bus, sugges-

tions for days out plus lots more.

Locally produce scheme

Businesses have the chance to build
upon the opportunity of being attached to
the World Heritage Site and “Cash in”
on the Wall:

» Hadrian’s Wall Locally Produced - trade
fair, product development, brand

promotion

» Encouraging more entrepreneurial
activity with local products and
developing accommodation stock
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Regional branding throughout Europe

 nasim cilem je zajistit kvalitni produkty,
které budou v nepfehledném
maloobchodnim prostredi prevysovat
vsechny ostatni

« pfiprava pozoruhodnych, ndpaditych
a profesionalné navrzenych materiala
pro prodejni mista

o povzbuzovani mistnich zakaznik
k tomu, aby podporovali ekonomiku
svého regionu, a ostatnich zakazniku
k tomu, aby si odnesli néco na pamatku

Systém mistnich produktt od Hadriano-
va valu funguje od roku 2001. Pozoruhod-
na a ndpadita znacka zajist'uje, ze produk-
ty maji vyznamné postaveni v obchodni
siti. Systém poskytuje producentim rtizné
piilezitosti, napt. spolupracuje s partnery,
ktefi nabizeji poradenstvi v oblasti podni-

kani a rozvoje.

Systém mistnich produktt od Hadria-
nova valu je uznédvanou znackou. Vyrobci
i obchodnici maji zéjem se zapojit do sys-
tému a propagovat tak ryzi chut’ tohoto
regionu a umoznit svym zakazniklim kou-
pi darkd, které jim budou tento kraj pfipo-
minat. To vSe patii k navstévnickym zazit-
kim.

Znacka mistnich produktti od Hadria-

nova valu se mtize pouzivat na produktech

» Ouraim is to ensure quality products
stand out above any other within the
busy retail environment

« Providing striking, professionally
designed point of sale material

» Encouraging local customers to support

their economy and those from out of the
region to take a memento with them

Hadrian's Wall Locally Produced
scheme was launched in 2001. The strong
striking brand ensures that products have
an impact in a retail environment. The
scheme facilitates opportunities for pro-
ducers, for example works with partners
who can provide business advice and de-

velopment.

The Hadrian's Wall Locally Produced
range is a recognised brand. Producers
and retailers are keen to get involved
with the scheme to promote a Taste of the
region and to enable visitors to buy gifts
that remind them of the area. This is all

part of the experience for the visitor.

Hadrian's Wall Country Locally Pro-
duced branding may be used on products
from producers who are based within 10
miles of Hadrian's Wall. Producers from
within 50 miles of Hadrian's Wall will
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od vyrobcl, kteii sidli v okruhu do 10 mil
od valu. Vyrobci, ktefi maji sidlo do 50 mil
od této pamatky, mohou znac¢ku pouZzivat
jen v pfipadé, Ze je produkt spojen s Fim-

skou nebo hadrianskou tématikou.

Vyrobci v letech 2007-2010
» 125 vyrobcl v systému

o existujici firmy

» noveé zalozené firmy

» od ¢okolady az po pecivo

« od fotografie az po hrn¢itstvi

Prodejci v letech 2007-2010
« 35 prodejnich mist

» obchodni domy

« turisticka informacni centra
o supermarkety

» galerie

Nové pfrilezitosti

Vyrobclim nabizi systém mistnich vyrob-
ki mnoho prilezitosti. Napt. jeden velky
obchodni diim vénoval mistni produkci z ob-
lasti kolem Hadridnova valu celé jedno od-
déleni a samostatnou vylohu. Turisticka in-
focentra, kavarny a galerie vystavuji mnoho

mistnich vyrobkt po celé délce valu.
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be eligible to use the branding on prod-
ucts that have a Roman or Hadrianic

theme.

Producers 2007-2010

o 125inthe scheme

« Existing businesses

o New start ups

« From chocolate to cup cakes

» From Photography to Pottery

Retailers 2007-2010

» 35selling points

» Department Stores

« Tourist Information Sites
o Supermarkets

o ArtGalleries

New Opportunities

There have been many opportunities for
producers who have been involved in the
scheme. For example, a major department
store dedicated a whole section of their
shop, plus a shop window for Hadrian's
Wall Locally Produce. Tourist information
centres, cafés and art galleries display

many items of local produce wall-wide.
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V poslednich tfech letech se vyuziva také
oficialni distribu¢ni den turistickych letakd,
ktery pfitahuje vyznamnou pozornost maji-
teld ubytovacich zafizeni, nebot’ ho vyuzi-
vaji pro ziskani informac¢nich materialti pro
nadchazejici turistickou sezonu.

Hadriansky jarmark je mozné vyuzit jako
odrazovy mustek pro nové produkty. Je to
fantasticka piileZitost pro vytvafeni siti mezi
stavajicimi a novymi firmami. Jarmark na-
vstévuji nakupujici z celého regionu Hadri-

anova valu.

Vzdélavani a rozvoj

Spole¢nost HWHL pracuje se svymi part-
nery na maximalizaci pfilezitosti a piinost
pro vyrobce. Ped jarmarkem se napiiklad
konal seminarf o prodeji a marketingu, ktery
vyrobee seznamil s tipy a triky, jak nejen
maximalné navysit denni obrat, ale jak se
dale uspesné rozvijet. Jarmark kazdorocné
hosti vice nez 70 stanku, nabizi distribu¢ni

den, poradenstvi a dalsi asistenci.

Partnerstvi

Narodni pési stezka podél Hadrianova
valu znamena mnoho piilezitosti pro pod-
nikatele, napf. vyrobce tricek, protoze se

neustale zvysuje pocet lidi, ktefi se vydaji

For the past 3 years this has ran in
conjunction with the Tourism leaflet dis-
tribution day bringing a wider audience
of Bed and Breakfast and accommodation
providers picking up their literature for
the coming tourism season.

The Trade Fair can be used as a launch
pad for new products. It is a fabulous op-
portunity for networking for existing and
new businesses. Trade Buyers attend the
Trade Fair from the whole of Hadrian's

Wall corridor.

Training and Development

Hadrian's Wall Heritage Limited works
with partners in order to maximise the
opportunities and benefits for producers.
For example a sales and marketing work-
shop was ran prior to the Trade Fair to
give producers tips and tricks on how to
maximise not only their day but also how
to follow up leads successfully. The Trade
Fair hosts annually 70 plus stands, Dis-
tribution Day, Advice and Guidance.

Partnership event

Hadrian s Wall National Trail has pro-
vided many opportunities for businesses
for example a T-shirt business, as the

number of walkers walking the trail in-
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na pési turu a rozsituji tak prilezitosti pro

podnikani.
Hodnoceni

Hospodaftska krize a zmény v dotac-
nich programech ptinesou problémy s fi-
nancovanim, které bude nutné fesit zme-
nou zpusobu fizeni systému mistnich
vyrobktl z regionu kolem Hadridnova
valu, a to ve spolupraci s mistnimi pro-
ducenty. To by mohlo znamenat vétsi
zapojeni téch, kterym zalezi na tom, zda
se systém hybe kuptedu. Z hodnoceni
vSech akci je naprosto ziejmé, ze jak vy-
robci, tak 1 prodejci a zakaznici si preji,

aby systém pokracoval.

Setkani s vyrobcem

Systém mistnich vyrobkid z regionu
kolem Hadridnova valu pofdda velmi
uspésné akce nazvané ,,Setkani s vyrob-
cem*. Mnoho podnikateli se zac¢astnilo
exkluzivnich turné autobusem AD122 (dr-
zitelem ocenéni) po celém regionu kolem
Hadrianova valu. Kuchati, majitelé hotel
a kavaren navstivili vyrobce ze svého oko-
li —napft. vyrobcee syrt, farmare chovajici
neobvykla zvifata ¢i specialisty na zvéfinu
nebo ryby. Tento projekt dava firmam pii-
lezitost ukazat to nejlepsi ze své nabidky.

96

creases creating the opportunities for her

businesses.

Evaluation

Challenges in funding will mean
changes to the way the Hadrian's Wall
Locally Produced scheme will be man-
aged. This will be developed with the local
producers. It may mean more involvement
from some of them to drive this forward.
The evaluation from all of the events has
strongly indicated that producers, retail-
ers and trade buyers all wish it to con-

tinue.

Meet the Producer

Hadrian's Wall Locally Produced
scheme has been running very successful
Meet the Producer Events. A range of busi-
nesses have attended exclusive tours on
the (award winning) Hadrian's Wall Coun-
try AD122 bus. The tour takes chefs, hotel
owners, café owners etc to see producers
in their environment whether that be
cheese makers, rare breed farmers or fish
and game specialists.

This gives businesses the opportunity
to showcase their offer. The journey be-
tween producers in the area has proven

to be a valuable time for networking. Lo-
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Cestovani mezi vyrobci v oblasti Hadri-

anova valu lze G¢inn¢€ vyuzit pro navazo-
vani kontaktti. Mistni $éfkuchaii se také
zapojili do hodnoceni v soutézi mistnich
potravin. Vyrobci dokazou odborné po-
radit ohledn¢ sezénnosti produktd, vhod-

né doby jejich vyuziti i typd na vafeni.

Turné po malych pivovarech

Prvni a doufejme, Ze nikoli posledni tur-
né po malych pivovarech sklidilo velky
tspéch. Séfkuchati, majitelé kavaren a dal-
$1 zajemci navstivili mistni pivovary, kde
méli ptilezitost se setkat s pivovarniky, pro-
hlédnout si jejich provozy a vidét ptimo
vyrobu. Seznamili se podrobné s vyrobnimi

cal chefs have also been involved in cham-
pioning local food. The producer is able
to give expert advice on seasonality also
when to use products and tips how to cook

them.

Microbrewery Tour

The first (and hopefully not the last)
Brewery Tour proved very popular. Chefs,
café owners etc. were taken to local brewer-
ies where they had an opportunity to meet
the brewers, including a tour of the brewer-
ies, and saw their production. Methods first
hand and had the option of sampling some

of their delicious ales and beers! The tour
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postupy a méli moznost ochutnat skvélé
mistni pivo. Toto turné bylo idealni piilezi-
tosti, jak se seznamit se Skalou lokalnich
pivovarnickych produktil a vytvaret cenné
kontakty.

Vyvoj a zavadéni novych produkti
natrh

Historie je ,,potravou budoucnosti.
Mistni vyrobce — Doddingtonska mlé-
karna, ktera je zapojena do systému mist-
ni produkce z regionu kolem Hadrianova
valu, spolupracoval s HWHL na vyvoji
riznych zmrzlin s fimskou tématikou.
Spole¢né vyvinuli pfichuté, které vycha-
zely z informaci na vindolanskych tabul-
kach. Tyto tabulky vypravéji pribéh vo-
jaka, ktefi psali domt, aby jim poslali ta
nejlepsi jablka. Vyrobky se pak poprvé
prezentovaly na hadridanském jarmarku
HWHL spolu s Doddingtonskou mlékar-
nou zajistila rozsahlou propagaci téchto
produktd. Zmrzliny mély ptichut jablka
a skofice, tfe$ni a medu. ,,Legenda tika,
ze kdyz se v Britanii vydate po starych
fimskych cestach, poznate je podle pla-
nych tie$ni. Rimsti legionafi totiz
na svych cestach po celé zemi plivali
pecky z tfesni.“ Skofici si Rimané velmi
povazovali a medem se sladilo Gplné
vsechno.
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was an ideal opportunity to see the range of
local brewery products available on our
doorstep, and a valuable networking op-

portunity.

Development and launch of new
products

History is ‘feeding into the future”.
A local producer Doddingtons as part of
the Hadrian'’s Wall Locally Produced
scheme worked with HWHL to develop
their range of Roman style ice cream
range. They developed the flavours from
the information on the Vindolanda tablets.
These tablets tell the story of the soldiers
writing home to be sent the best apples.
These products were launched at the
Hadrian's Wall Trade Fair and HWHL
have worked with Doddingtons to secure
lots of PR and opportunities to promote
these products. The flavours developed Ap-
ple and Cinnamon, Cherry and Honey.
“Legend has it that you can trace the route
of old Roman roads in Britain by looking
out for wild cherry trees — the Roman le-
gions spat out stones from the fruit as they
marched around the country.” Cinnamon
was highly prized by the Romans and Hon-

ey was used to sweeten everything.
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Poradenstvi a metodicka pomoc pro
nové vyrobce

Novi vyrobei mohou ziskat radu i ur-
¢itou sebedtvéru, kdyz navstivi jarmark.
Napft. uplné nova firma Northumbrian
Candleworks si zde s uspéchem zajistila
objednavky od tif muzei. Firma nyni ex-
panduje i prostiednictvim webovych stra-
nek a na celostatnich vystavach. Zaklada-
telka firmy také poméha ostatnim novym
firmam — vypravi jim o své cesté od sa-
mého pocatku a ostatni se mohou poucit

z jejich zkuSenosti.

Fair Trade

Hadriantv val byl prohlasen prvni pa-
matkou svétového historického dédictvi,
prvni britskou turistickou stezkou a me-
zinarodni zonou, ktera ziskala status Fair
Trade v ramci kampan¢ Fair Trade Fort-
night 2010. Kampan, jejimz cilem bylo
propojeni v§ech mést Fair Trade v regio-
nu kolem Hadrianova valu, trvala néco
pfes rok.

Kampan Hadrian’s Wall Fair Trade
nyni podporuje vSech 125 firem v systé-
mu a také 11 mistnich samosprav. Mno-
ho firem i dalSich organizaci jiz v minu-

losti nabizelo svym zakaznikiim nebo

Advice and Guidance for new
producers

New producers can gain advice and con-
fidence fiom attending the Trade Fair. North-
umbrian Candle Works, a brand new com-
pany, was successful in securing orders from
three museums at the Trade Fair. The com-
pany is now expanding with a website and
to nationwide Trade Shows. Helen from the
company also is assisting other new busi-
nesses by talking about her journey, from
start up to funding, so others can learn from

her experience.

Fair Trade

Hadrian's Wall was declared the first
World Heritage Site, National Trail and in-
ternational zone to get Fair Trade status in
Fair Trade Fortnight 2010. The campaign to
link all of the Fair Trade towns within the
Hadrian's Wall corridor took just over a year.

There are now over 125 businesses sup-
porting the Hadrian ‘s Wall Fair Trade cam-
paign and all 11 local authorities in the
corridor have pledged to support Fair
Trade. Hadrian's Wall was declared the first
World Heritage Site, National Trail and in-
ternational zone to get Fair Trade status in
Fair Trade Fortnight 2010. The campaign
to link all of the Fair Trade towns within the
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zaméstnancim vyrobky Fair Trade. Ci-
lem kampan¢ vsak bylo jesté vice posilit
Fair trade a zapojit mnohem vice lidi.
Cela skupina pak svij Gspéch oslavila 22.
unora s Krishnanem Sainathanem, mana-
zerem obchodu s bavinou indické Fair

Trade spole¢nosti Agrocel.

Region kolem Hadrianova valu je ze-
meédelska oblast, ktera produkuje Sirokou
skalu potravin a dalsiho zbozi. Jsme silné
presvédceni, Ze i s témito produkty by se
mélo obchodovat spravedlivé a ve spolec-
nosti HWHL pracujeme na prosazovani
této myslenky v ramci systému mistni

produkce.

Navrh, aby se Hadriantv val stal prv-
nim svétovou pamatkou, ktera ziska statut
zony Fair Trade, byl oficialné ucinén
v Carlisle 27. tinora 2009 za pfitomnosti
George Alagiaha z BBC a Rajaha Baner-
jeeho, majitele firmy na vyrobu Caje
v Darjeelingu. Dosahli jsme také znacné
pozornosti médii, veetné televize, rozhla-

su i novin.

Pivovar Geltsdale v Bramptonu pfipra-
vil na oslavu této udalosti nové cokolado-
vé pivo s vyuzitim Fair Trade kakaa. Vy-

voj piva Coco Romano trval ¢tyfi mésice
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Hadrian's Wall corridor took just over
a year. There were already many business-
es and other organisations that provided
Fair Trade products for their customers or
staff, the aim of the campaign was to raise
the profile of Fair Trade even further and
encourage more people to become involved.
The group celebrated this achievement on
Monday 22nd February with Krishnan
Sainathan, a cotton manager for Agrocel,

a Fair Trade company in India.

Hadrian's Wall Country is a farming
region that produces a wide variety of food
and other goods. We strongly believe that
these products should also be traded fair-
ly and are working with Hadrian's Wall
Heritage to promote this project in tandem

with their ,Locally Produced ‘ scheme.
The bid to become the first World Herit-

age Site to achieve Fair Trade zone status
was officially launched in Carlisle on 27th
February 2009 with the help of the BBC's
George Alagiah and Rajah Banerjee, the
owner of the Makaibari tea estate in Dar-
Jjeeling. Wide TV, radio and press coverage
was achieved. There are now over 125 busi-
nesses supporting the Hadrian ‘s Wall Fair
Trade campaign and all 11 local authorities
in the corridor have pledged to support Fair
Trade.
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a rozhodné to za to stalo. Je to tmavy,
luxusni lezak s ¢okoladovym nadechem
a mUzete si ho dnes dat na n€kolika mis-

tech celého regionu.

Média a PR

Historie pomaha propagaci i mistnim
vyrobcum. Jejich spojeni s Hadrianovym
valem jakozto svétovou pamatkou je pro
média atraktivni a ve sféfe PR pfinasi nové

prilezitosti.

Vystava v Britském muzeu -
Hadrian: impérium a konflikt

Tato specidlni vystava pfiblizila zivot,
lasku a odkaz nejzahadnéjsiho fimského
cisafe Hadriana (vladl v letech 117-138
n. 1.). Vyrobci zapojeni do systému mist-
nich produktti méli po dobu trvani vystavy
prilezitost prodavat v obchodé s darky

v Britském muzeu své vyrobky.

Mark Radcliffe a Stuart Maconie

Radcliffe a Maconie z Radia 2 ptesli
v zat1 2009 celou narodni pesi stezku ko-
lem Hadridnova valu z Browness
na Solway az do Wallstendu. Po celou

cestu se hlasili do vysilani svého radia

Geltsdale Brewery in Brampton created
a new chocolate beer using Fair Trade co-
coa to celebrate Hadrian ‘s Wall going Fair
Trade. Coco Romano took about four
months to perfect and is well worth the wait.
1t is dark, luxurious ale with chocolate un-
dertones and can now be found in several

outlets along the Hadrian ‘s Wall corridor.

Press and PR

History aids PR, local producers and
their attachment to Hadrian's Wall and the
World Heritage Site are attractive for press
and PR opportunities.

Hadrian: Empire and Conflict
Exhibition British Museum

This special exhibition explored the life,
love and legacy of Rome's most enigmatic
emperor, Hadrian (reigned AD 117-138).
Producers from Hadrian's Wall Locally Pro-
duced scheme had the opportunity for their
goods to be sold at the British Museum in
the gift shop for the duration of the exhibi-
tion.

Radcliffe & Maconie

In September 2009, Mark and Stuart ra-
dio 2 presenters crossed a new frontier by
walking the entire length of Hadrian ‘s Wall
in seven days, broadcasting their show
along the way. They Walked the Hadrian's
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akazdy den je ,,pfekvapovali“ zaméstnan-
ci spole¢nosti HWHL a mistni vyrobci,
ktefi jim poskytovali obédy z mistnich
surovin. Firmy, které¢ dodavaly tyto ob&dy,
pak byly nasledné zminény v rozhlasovém
potadu, ktery sledovaly 3 miliony poslu-

chaca.
Osvétleni Hadrianova valu

Jednou za generaci se kona vyjimecna
udalost — osvétleni Hadridnova valu.
V celé jeho délce od pobiezi k pobiezi se
vytvoii ohromujici linie svétel. Slavnosti
svétel ve Wallsendu a Carlisle propojilo
priblizné 500 pochodni umisténych v linii
valu v rozestupech 250 m. Podél Hadria-
nova byla zpfistupnéna mista, odkud na-
vstévnici mohli vidét svételnou linii. Akce
byla stézejni udalosti Britského tydne tu-
ristiky 2010 a soucasti Spickového progra-
mu festivalt a akci v severovychodni
Anglii.

Osvétleni Hadrianova valu od pobiezi
k pobtezi jako udalost stoleti byla pro
mistni vyrobce fantastickou prilezitosti.
Pivovar Wylam zapojeny do systému mist-
ni produkce zah4jil vyrobu piva uréeného
specialné pro tento vecer. Dodaval ho

do hospod i pensionit podél celého valu,
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Wall Path National Trail from Bowness on
Solway to Wallsend. On a daily basis, they
were “surprised” by Hadrian's Wall Herit-
age staff and local producers offering them
a locally produced lunch. Businesses that
provided the lunch were then mentioned on
the radio show to an audience of 3 million
listeners.

Illuminating Hadrian’s Wall

Once in a lifetime event illuminates
Hadrian's Wall from end to end to form an
amazing line of light from coast to coast.
Participatory illuminating events at Wallsend
and Carlisle connected approximately 500
points of light, placed at 250m intervals
(stewarded points along Hadrian's Wall
where people are able to view the line of
light, flagship event helping to launch Brit-
ish Tourism Week 2010). It formed part of
North East England’s world-class pro-
gramme of festivals and events developed by

culturel0 in partnership with Lakes Alive.

Hluminating Hadrians Wall a once in
a lifetime event to light up Hadrian's Wall
from coast to coast was a fabulous oppor-
tunity for local producers. A member of the
scheme Wylam Brewery was commissioned
to produce an ale especially for the evening
Emperors Flame. This was supplied to pubs
across the wall, to Bed and Breakfast provid-
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na slavnosti a party. Davalo se také jako
suvenyr vSem osvétlovacim a majitelim
pozemk jako podékovani za zpfistupné-

ni pozemki a ucast na slavnosti.

Financovani

» Program LEADER a RDPE (Program
rozvoje venkova pro Anglii)

 Vyzvy do budoucna:

« Revize vladnich vydaji — Nova
koali¢ni dohoda zavazala vladu
k,vytvéreni spravedlivéjsi
a vyrovnanéjsi ekonomiky,
kde nejsme tak zavisli na Uzce
zamérenych ekonomickych
sektorech, a kde jsou nové
vznikajici firmy a ekonomické
pfilezitosti rovhomérnéji rozdéleny
mezi jednotlivé regiony a odvétvi.”

 Partnerstvi mistnich podnikatelQ
- Spole¢nost HWHL se zavazala
ke spolupréci s vefejnymi
i soukromymi organizacemi
na zajisténi podilu na rozvoji
partnerstvi mistnich podnika.

» Fond regiondlniho rdstu -
Mistopredseda vlady zalozil Fond
regionalniho ristu se vkladem
1 miliardy liber na podporu
projektd, které nabizeji vyrazny

ers for BBQOs and parties. It was also given
out as a souvenir to all of the illuminators
and to landowners as a thank you for cross-

ing their land and being involved.

Funding

« LEADER and RDPE
« Challenges for the future:

» Government spending review —
The new Coalition Agreement
committed the Government to
“create a fairer and more balanced
economy, where we are not so
dependent on a narrow range of
economic sectors, and where new
businesses and economic opportuni-
ties are more evenly shared between

regions and industries.”

 Local Enterprise Partnerships — HWHL
are committed to work with public
and private organisations to ensure
apart in the development of the
Local Enterprise Partnerships.

» Regional Growth Fund — The Deputy
Prime Minister launched a L1 billion
Regional Growth Fund to provide
support for projects that offer
significant potential for sustainable

economic growth and can create
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potencidl udrzitelného
ekonomického rlstu a mohou
vytvaret nové pracovni prilezitosti
v soukromém sektoru. Fond bude
pomahat zejména tém oblastem

a komunitam, které jsou

v soucasnosti zavislé na verejném
sektoru, aby provedly pfesun

k rGstu a prosperité, jez jsou dosud

tazeny soukromym sektorem.

Budoucnost

Investice do budoucnosti - Hadrian’s
Wall Business Club

Na pocatku roku 2010 zahajila HWHL
vyzkum zaméteny na kompletni vyhodno-
ceni ekonomickych piinost svych investic-
nich investic do nasich zakladnich programu
prace lze ocekavat, ze na izemi Hadrianova
valu se v souvislosti s navstévniky do roku
2015 vytvoii pfijmy ve vysi 16,9 milionu
liber roéné.

Béhem nésledujicich patnacti let mtze
HWHL ve své préci s partnery z vefejného
i soukromého sektoru v severni Anglii plné
realizovat turistické, ekonomické, kulturni
a vzdélavaci piinosy, které jsou s touto sve-

tovou historickou pamatkou spojeny.
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new private sector employment. The
fund will particularly help areas and
communities currently dependent on
the public sector make the transition
to private sector led growth and
prosperity.

The Future

Investment Prospectus — Hadrian’s Wall
Business Club

In 2010 Hadrian's Wall Heritage Lim-
ited commissioned a study to fully evaluate
the economic benefits of HWHL proposed
investment proposals, even at the lowest
levels of investment into our core pro-
grammes of work Hadrian s Wall Country
can expect to generate an additional
L16.9m of visitor revenue per year by
2015.

Over the next 15 years, working with
private and public partners in the north of
England and further afield, HWHL: can

fully realise the tourism, economic, cul-

tural and educational benefits the Wall
presents.

Hadrian's Wall Country Business Club
is all about working in partnership across

the destination to achieve joined up think-
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Zakladem klubu nazvaného Hadrian’s
Wall Business Club je partnerska spoluprace
v ramci celého regionu, jejimz cilem je spo-
le¢né premysleni, planovani, marketing
a v kone¢ném dusledku i zvyseni hodnoty

a ziskovosti turistického ruchu v této oblasti.

Nase vize do budoucna

Hadriantv je od nepaméti rusnym,
hlué¢nym, multikulturnim koridorem, kte-
ry vede jednémi z nejuzasnéjsich krajin-
nych scenérii v Britanii a predstavuje
koteny mistni kultury a spolecenstvi.

Partnerstvi a vzajemné vyhodné vztahy
pomohou vyuzit potencial pamatky svétové-
ho dédictvi pro dalsi ekonomicky a socialni

rozvoj mistnich i regiondlnich spolecenstvi.

Julie Sloan pracuje ve spolecnosti Had-
rian’s Wall Heritage v oddéleni pro udrzi-

telny rozvoj.

Kontakt:
Julie.sloan@hadrianswallheritage.co.uk

Vice informaci:
www.hadrians-wall.org/page.aspx/

Locally-Produced-Scheme

ing, planning, marketing and ultimately to
increase the value and profitability of tour-

ism in the area.

Our vision for the future

The Wall was once a busy, noisy, mul-
ti-cultural corridor, running through
some of the most stunning scenery in Brit-
ain — the roots of local culture and com-
munities.

Partnership and Mutual Benefit help
in realising the potential of the World
Heritage Site to contribute to economic
and social benefit of local and regional
communities.

Julie Sloan is a sustainable develop-
ment officer for Hadrian s Wall Heritage.

Contact:

Julie.sloan@hadrianswallheritage.co.uk

More information:
www.hadrians-wall.org/page.aspx/

Locally-Produced-Scheme
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Udoli Feky Barycz doporuéuje

Marketing v environmentalné citlivé
oblasti - pfipadova studie z udoli
Barycze

Juliet D. GOLDEN

Koncem jara 2008, v dob¢, kdy jsem
ladila posledni detaily dvou strategickych
dokumentt, kterymi mé predtim povétila
Nadace tdoli Barycze, jsem se podilela
na rozjezdu znacky ,,Udoli Barycze dopo-
rucuje”. Tehdy se 15 mistnich vyrobct
s podporou rodin a pratel stalo prvnimi
certifikovanymi uzivateli této nové znac-
ky. Tésné pred slavnostni inauguraci mi
mistni ovocnar a vSeobecné uznavany lea-
der mistni komunity, cloveék, ktery v pri-
béhu poslednich mésicti hodné piispél
k mému pochopeni tohoto regionu, polozil
nasledujici otazku. Zeptal se: ,,A nepie-
valcuji nés tu, az vy dokoncite svou pra-
¢i?*“ Slovo ,,oni* v této otazce znamenalo
houfy budoucich turistt a slovo ,,nas* zna-
smyslu — tedy homo sapiens a dalsi zivé
tvory spole¢né obyvajici pfirodni svét
udoli feky Barycz.

Ta otazka odrazela ocekévani a obavy
lidi v udoli Barycze i mimo né&j a tykala

se podpory a rozvoje cestovniho ruchu.
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Barycz Valley recommends

Place Marketing in an
Environmentally Sensitive Area -
Case Study of the Barycz Valley

Juliet D. Golden

In the late spring of 2008, at a time when
I was scrambling to put the final touches on
two strategic documents commissioned ear-
lier that year by the Barycz Valley Founda-
tion, I participated in the launch of the
Barycz Valley Recommends brand. On that
day 15 local producers, cheered on by their
families and friends, became the first to be
certified as users of this new brand. Just
prior to the inaugural ceremony, a local
fruit grower and community leader of sig-
nificant esteem, a person who over the
course of the previous few months had con-
tributed a good deal to my own understand-
ing of the region, popped the question. He
asked: “Are they going to run us over when
you complete your job?” In this question,
“they” meant specifically droves of future
tourists and “us” meant local residents in
the broadest of terms — Homo sapiens and
other living species co-inhabiting the Ba-
rycz Valley s natural world.
The question reflected the expectations

and trepidations of people in and outside
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Na jedné strané je pro mnohé rozvoj ces-
tovniho ruchu vniman jako kli¢ovy pro
zlepSeni kvality zivota tim, Ze vytvoii pra-
covni mista pro mistni obyvatele a nové
trhy pro zbozi a sluzby produkované v této
ryze zemé&de€lské oblasti. Na druhé strané
ovocnar vyjadril vazné obavy, které sdili
mnoho dalsich lidi: pfili§ mnoho cestov-
niho ruchu by mohlo navzdy zni¢it tdoli
s kifehkymi ekosystémy a s nimi i unikat-
ni zpiisob zdejsiho Zivota. Tento dvousec-
ny me¢ podtrhuje zakladni dilema, které-
mu celi kazdy, kdo pfipravuje cokoliv
na podporu vyjimecné krajinné oblasti.
V tomto kratkém piispévku bych chtéla
prezentovat nékolik poznatki, které jsem
ziskala pfi formulovani strategickych do-

kumentt pro udoli Barycze.

Vychodiska

Ekologie udoli feky Barycze je vysled-
kem lidské ¢innosti. Jiz ve stiedovéku byla
voda z udoli Barycze odklanéna do rybnikt
budovanych pro chov ryb. Dnes se v tdoli
Barycze naléza nejveétsi komplex sladko-
vodnich rybnikid v Evropé, ktery je zahrnut
i do sit¢ Living Lakes. Oblast je nejvétsim
krajinatskym parkem v Polsku a je chrané-
na v ramci soustavy Natura 2000, Ramsar-

skou iimluvou a polskymi pravnimi pred-

the Barycz Valley regarding tourist promo-
tion and development. On the one hand, for
many, tourism development was seen as the
key to improve life quality by creating jobs
for locals and new markets for the goods
and services produced in this quintessen-
tially agricultural area. On the other hand,
the fruit grower voiced real concerns shared
by many: too much tourism might destroy
forever the valley s fragile ecosystems, and
with them, its unique way of life. This dou-
ble-edged sword underscores the fundamen-
tal dilemma facing anyone preparing any-
thing marketing related for a world-class
nature area. In this short space, I would like
to present a few lessons learned from the
process of formulating two strategic docu-

ments for the Barycz Valley.

Starting Point

The ecology of Barycz Valley is the result
of human activity. Starting in the Middle
Ages, water from the Barycz was diverted
to create ponds for fish harvesting. Today
the Barycz Valley contains the largest com-
plex of fresh water ponds in Europe and is
included in the Living Lakes Network. Pro-
tected under Natura 2000, the Ramsar Con-
vention and Polish law as the country s

largest landscape park, 68 of the 300 spe-
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pisy. Celkem 68 z celkového poctu 300
druhti ptaka zijicich v udoli Barycze je uve-
deno ve Smérnici EU na ochranu ptaku.
Oblast je také domovem brouka pachnika
hnédého (ktery je uveden jako chranény
druh v EU) a v Polsku nejvétsi populace
tesafika obrovského.

Nicméné v dobé, kdy moje prace v roce
2008 zacinala, zistavalo pro primérného
turistu udoli Barycze velkou neznamou.
A uzit si turistiku v udoli Barycze zname-
nalo nejenom tuto oblast znat, ale byt oprav-
du zasvéceny. I pfesto, ze se jiz utvarela
pusobiva turisticka nabidka (pfedevsim
diky realizaci prvni ze dvou integrovanych
strategii rozvoje venkova v rdmci programu
EU Leader), smésice potencialn¢ silnych
komponent této oblasti zistavala pfistupna
pouze pro vytrvalé, odvazné turisty, ktefi
chtéji odhalit tajemstvi a nic je jen tak ne-
zaskoCi. Aby bylo mozné integrovany pro-
gram propagace udrzitelného turistického
ruchu Gspésné vytvotit a pozdéji i realizo-
vat, bude tfeba piekonat nékteré prekazky.

Spolecna propagace

Usp&sna marketingova strategie urdi-
tého mista vyzaduje spolecny ucel a cile.
Z ruznych historickych divodu tato jed-

nota v udoli Barycze chybéla. A navic
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cies of birds of the Barycz are listed on the
EU's Bird Directive. The Barycz is also
home to the hermit beetle (listed as an EU
priority species) and Poland s largest pop-
ulation of the Great Capricorn Beetle.
Nevertheless, by the time my work began
in 2008, for the average potential tourist,
the Barycz Valley remained an enigma. Not
only was the valley little known, enjoying
tourism in the Barycz required being “in
the know.” Despite the fact that a compel-
ling tourist offer was in the making — thanks

in large part to the implementation of the

first of two integrated rural development

strategies under the European Union's
Leader program — the hodge-podge of po-
tentially strong components remained ac-
cessible only to the tenacious, courageous
tourist that was “in on the secret” and not
easily scared or turned off. For an inte-
grated, sustainable tourism promotion pro-
gram to be successfully drawn up and later
implemented, a few obstacles would have

to be overcome.

Joint Promotion

Successful place marketing strategies
require a commonality of purpose and
goals. For various historic reasons, such
commonality was sparse in the Barycz.
Foremost, the term the “Barycz Valley”
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Vzacny pohled: bukac je plachy pték. Zatimco ze zdpadni Evropy zjevné mizi, jeho protéhlé kvileni se

stale ozyva nad rybniky v uidoli Barycze.

Rare Views: The bittern is a shy bird. While populations are in decline in Western Europe, its haunting hoots still

echo across the ponds of the Barycz Valley.

termin ,,udoli Barycze* vstoupil do poveé-
domi az v roce 1996, kdy byla zalozena
chranénd krajinna oblast s ndzvem ,, Do-

lina Baryczy”.

Spolupraci a spole¢né iniciativy také
omezovalo mnoho administrativnich ba-
riér. Udoli Barycze se rozprostira ve dvou
vojvodstvich, ve 4 okresech a v 8 obcich.
A kazdy z téchto subjektti ma vétsi ¢i men-
$1 samostatnost v ptridélovani finan¢nich

zdroji a zaméfeni svého rozvoje ¢i pod-

only came into play in 1996 when a pro-
tected area called the Barycz Valley Land-
scape Park was created.

A patchwork of administrative bounda-
ries and loyalties also limited cooperation
and joint initiatives. The Barycz Valley
spans two provinces, four counties and
eight townships. Each of these entities
enjoys — to a greater or lesser degree —
autonomy in resource allocation and de-

termining its own development and promo-
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porovanych priorit. V. mnoha piipadech
m¢él individualni rozvoj cestovniho ruchu
a vlastni propagacéni programy pirednost
pred spole¢nymi iniciativami. Svou roli
hraly také vzdjemna soutézivost a ambice,
a to zejména na Grovni obci. V koneéném
dasledku pak na spole¢nou propagaci
a dlouhodobé strategické iniciativy sme-
fujici k budovani znacky zbyvalo jen malo
energie a skute¢nych podnétu.

Nicméng¢ strategie pro Gdoli Barycze za-
visela na spole¢né propagaci. A tak jsem se
trochu necekané ocitla v roli bojovnika
za spolecnou propagaci urcenou turisttim.
Mij nazor byl jasny: kli¢ k uspéchu na trhu
pro vSechny hrace zapojené do cestovniho
ruchu spociva v jednotné prezentaci udoli
Barycze. Stejné tak jako Chenonceau, Rio
Grande nebo Flagstaff profituji ze spojeni
s regiony (a koncepty), jako je udoli Loiry,
Patagonie nebo Grand Canyon, tak i obyva-
telé mést, jako jsou Krosdnice, Cieszkow
nebo Oddolanow, mohou téZit ze spolecné-
ho vytvoreni znacky tidoli Barycze, ktera se
zapise do mysli a srdci budoucich turist.

Tento mtyj nazor se zakladal také na oba-
vach o zivotni prostredi. Ekosystémy udoli
Barycze neznaji administrativni hranice,

a tak kazda strategie cestovniho ruchu, kte-
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tion priorities. In many cases, individual
tourism development and promotion pro-
grams took priority over joint initiatives.
Competitiveness and ambitions also came
into play, especially at the township level.
When all was said and done, little prima
fasciae incentive existed to undertake joint
promotion and long-term strategic brand-
building initiatives.

However, a strategy for the Barycz Valley
depended on joint promotion. So somewhat
unexpectedly, I found myself in the role of
waving a banner for joint tourism promo-
tion. My message was clear: the key to the
market success for all players involved in
tourism rested in joint promotion of the Ba-
rycz Valley. Just as Chenonceau, Rio Grande
or Flagstaff benefited from being associated
with regions (and concepts) like the Loire
Valley, Patagonia or the Grand Canyon,
inhabitants of towns like Krosnice, Cieszkow
or Oddolanow also could benefit from co-
building the Barycz Valley brand to reach

the minds and hearts of future tourists.

This message also had its basis in con-
cerns for the environment. The ecosystems
of the Barycz know no administrative bound-
aries so for any tourism strategy to be re-
sponsible and to take into consideration the

needs of these unique ecosystems, it had to
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ra bude odpovédna a bude brat v ivahu
potieby téchto unikatnich ekosystémd, pro-
sté musi byt vSeobjimajici a zalozena

na vzéjemné spolupraci.

Hlavni atributy

Druhou vyzvou bylo zaméfit se na ple-
jadu napadu a iniciativ, které se vznasely
kolem propagace cestovniho ruchu. Jako
zaklad jsem zvolila pojem ,,hlavni atribut*,
ktery se pouziva ve svété sportovniho tré-
ninku. Je ziejmé, ze podstata toho, co nabi-
zi udoli Barycze, spoc¢iva v mimofadné
(a mezindrodné uznavané) krase ptirody
a krajiny, ktera dosud nebyla poznamenana
soucasnosti a kde se uchovaly jedine¢né
tradice a zivotni styl zalozeny na peclivé
rovnovaze mezi lidskou ¢innosti a svétem
ptirody. Kazdy celistvy a integrovany turis-
ticky program pro udoli Barycze se musel
zaméfit na tyto specialni znaky. Pokud se
budeme Fidit témito hlavnimi atributy, bude
udoli Barycze stavét na své vlastni sile a na-
plni tak o¢ekavani turistti a odlisi se od toho

nejlepsiho, co miize nabidnout konkurence.

Zabavna priroda
Posledni teorie, ktera se stala dalSim pi-
litem strategie pro udoli Barycze, byla, ze

rozvoj cestovniho ruchu a propagace v eko-

be all-encompassing and based on mutual

cooperation.

Principal Attributes

A second challenge was to bring focus to
the panoply of ideas and initiatives being
Sfloated around for tourism promotion. Here
1 adapted the concept of “principal at-
tribute” used in the world of sports training.
Clearly the essence of Barycz Valley s offer
rested in the extraordinary (internationally
recognized) nature, and landscapes not yet
overrun with contemporaneity where unique
traditions and lifestyles were based on strik-
ing a careful balance between human ac-
tivities and the natural world. To put to-
gether a strong, integrated tourist program,
the Barycz Valley had to focus in on these
special traits. By zooming in on and being
guided by these principal attributes, the
Barycz would be building on its own
strengths, while meeting tourists’ expecta-
tions and differentiating itself from the best

the competition has to offer.

Making Nature Fun

A final notion that became another pil-
lar of the strategies for the Barycz Valley

was that tourist development and promo-
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logicky citlivé oblasti by mély ptimo slouzit
k ochrané Zivotniho prostfedi a nejen se
na ni podilet. Turisté, kteff navstivili udoli
Barycze v roce 2008 (a mozna je tomu tak
jesté dnes), ptijimali protichiidné informace
o tom, kam mohou a kam nemohou vstoupit,
kdyz chtéji byt odpovédnymi turisty. Dobie
koncipované programy na propagaci ces-
tovniho ruchu v§ak sméruji turisty do mist,
kde mohou bezpecné pozorovat povahu lo-
kality pii zachovani dostate¢né vzdalenosti
od oblasti, kde by jejich ptitomnost mohla
byt rusiva ¢i destruktivni pro kiehké eko-
systémy. Pokud to chcete délat efektivné
na tizemi vétsim nez 90.000 ha, vyzaduje to
vytvoieni integrovanych turistickych infor-
macnich bodi a intenzivni komunikaéni
programy. Interni komunikace je také vy-
znamna. | mistni obyvatelé maji mit Sanci
dozvédét se o tom, jak stat investoval
do ochrany piirody kolem nich. Vytvofeni
silné ekoturistické nabidky zalozené na kva-
litnich venkovskych pohostinstvich a uby-
tovacich kapacitach (jichz je v idoli Baryc-
ze zoufaly nedostatek) a fadé kvalitnich
mistnich vyrobku je taktéz dtlezité.

Navic podle mého ndzoru mé mit propa-
gace cestovniho ruchu v oblasti, jako je

udoli Barycze, i trochu zabavné pojeti. Je
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tion in an environmentally sensitive area
should serve to protect the environment not
Jjust partake of it. Tourists visiting the Ba-
rycz in 2008 — and even still today — re-
ceive conflicting information regarding
where they can and cannot go and how
they can be responsible tourists. Well-
conceived tourism promotion programs
need to channel tourists to places where
they can safely observe nature while keep-
ing them away from areas where their pres-
ence would be intrusive and destructive to
the fragile ecosystems. To do this effec-
tively over a span of 90,000 hectares re-
quires integrated tourism information
points and strong communication pro-
grams. Internal communication is also
important. Local residents have to have
a chance to learn about and become in-
vested in protecting the natural world
around them. Creating a strong eco-tour-
ism offer based on quality rural tourism
inns (in severe shortage in the Barycz) and
a range of high quality local products is

also important.

Additionally, in my view, tourism pro-
motion of an area like the Barycz Valley
requires making nature fun in a serious

sort of way. It is very positive that thanks
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©jluliet D; Golden:

Komunika¢ni no¢ni mira: cedule na zacatku nanejvys atraktivni turistické stezky u rybnika v udoli Baryc-
ze. Na jedné strané zakazuje vstup neopravnénym osobdm, na druhé strané vyznacuje ¢ast mezinarodni

cyklotrasy.

Communication Nightmare: This signpost at the head of an extremely attractive nature trail at a pond in the
Barycz Valley on the one hand prohibits entry to unauthorized persons; on the other hand, it marks a section of

the R9 international bike route.

skvélé, ze diky internetu mohou lidé z celé-
ho svéta sledovat hnizdéni ¢apt v udoli.
Me¢li by vSak mit také moznost dozveédét se
vice a poznat do hloubky i mnoho dalsich
fascinujicich stvofent, ktera si vybrala udo-
li Barycze za sviij domov. Vezméme jako

ptiklad bukace (Botarus stellaris). Zatimco

to the Internet people from around the
world can watch the storks nesting in the
valley. They should also have a chance to
learn more about and identify with many
other fascinating creatures that call Ba-
ryez their home. Take Botarus stellaris, or
the bittern, for example. While this bird
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v zapadni Evropé se tento ptak stal vzacnym,
prumérny navstévnik udoli Barycze bude
mit s velkou pravdépodobnosti Sanci slyset
nad rybniky ozvénu protahlého houkani to-
hoto nanejvys plachého ptaka. Nejspis ho
ale neuvidi. I pfesto se mize o bukacovi
néco doveédét a uzit si piitom legraci. Bézny
nazev pro bukace v polsting je bak (vyslo-
vuje se: bonk). Slovo bak v polsting vsak
evokuje i jiny vyznam — muize totiz zname-
nat také ,,prdét”. Se spravnou kreativitou
a dobrym smyslem pro hravost mohou ma-
nazeti cestovniho ruchu zvysit povédomi
navstévnikl o kouzlu i nebezpecich spoje-
nych s buka¢em. Kdyz se to ud¢la spravne,
pak mozna 1 po sto letech bude stale slyset
,»prdéni, které nesmrdi®, tam, kde se, jak
doufame, uchova pfirodni rezervace udoli

Barycz.

Juliet D. Golden je nezavislou konzul-
tantkou a autorkou dvou strategii pro udoli
Barycze. Jedna se tykala propagace turistiky
a rozvoje, druhd pak rozvoje regionalni

znacky pro udoli Barycze.

Kontakt: ptakisapiekne@gmail.com
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has become rare in Western Europe, more
likely than not, the average visitor to the
Barycz will have a chance to hear the
haunting, drawn out hoots of this extreme-
ly shy bird echo across the ponds. How-
ever, they will not see it. Regardless, they
can still have fun learning about the bit-
tern. The bittern s popular name in Polish,
bak (pronounced: bonk), is evocative: bak
in Polish, can also mean a fart. With the
right creativity and well-intended sense of
play, tourism managers might just in-
crease visitor understanding of the won-
ders of and dangers facing the bittern. If
done right, just maybe, 100 years from
now the magical sounds of farts-that-
don t-stink might still be heard in what will
hopefully remain the wild reserves of the

Barycz.

Juliet D. Golden, an independent con-
sultant, is the author of two strategies for
the Barycz Valley — one concerning tourist
promotion and development, the other re-
lated to the development of the Barycz Val-
ley brand.

Contact: ptakisapiekne(@gmail.com
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To nejlepsi z udoli Barycze:
Tii roky znaéky ,,Udoli Barycze
doporucuje”

Marta KAMINSKA

Znacka ,, Udoli Barycze doporucuje
je vysledkem mnoha let prace n¢kolika
nevladnich organizaci usilujicich o zacho-
vani jedinecného prostredi v regionu a sti-
mulaci mistnich ekologicky Setrnych
ekonomickych aktivit. Tvafi v tvar rostou-
ci nezaméstnanosti v zemédélstvi a v sou-
vislosti s poklesem rybolovu i dal§ich
dulezitych odvétvi vznikla potieba vytvo-
fit alternativni zdroje pi{jmt na zakladé
vyrovnaného a dlouhodobého vyuzivani
mistnich zdroji.

Vzhledem k tomu, Ze tdoli Barycze ma
jak mistné tak i na narodni a mezinarodni
urovni postaveni ekologicky vyznamné
oblasti, nevladni organizace si stanovily
dvé hlavni priority, které mély pomoci

ochranit nejcennéjsi zdroje regionu:

1.Rozvoj turistického image
udoli Barycze
Zamérem bylo nabidnout navstévnikdm
vice nez jen mimoradné krasnou
prirodu. Také komer¢né Zivotaschopné
mistni produkty a sluzby by mély slouzit
ke kultivaci mistnich tradic, k propagaci
regionu, kulturniho a kulinafského

The Best from the Barycz:
Three Years of the Barycz Valley
Recommends Brand

Marta KAMINSKA

The “Barycz Valley Recommends” brand
is the result of many years of work on the
part of several non-governmental organisa-
tions seeking to preserve the region’s
unique environment and to stimulate lo-
cally based, environmentally friendly eco-
nomic activities. Faced with rising unem-
ployment in the agricultural sector,
coupled with the decline of the fisheries
and other mainstay industries, the need
arose to create alternative sources of in-
come based on the balanced, durable use
of local resources.

Given the Barycz Valley s local, nation-
al and international status as an ecologi-
cally important area, the NGOs established
two main priorities to help protect the re-

gion s most valuable resources:

1. Developing the Barycz Valley’s
touristimage
The idea was to offer visitors more than
just extraordinary nature. Commercially
viable local products and services would
serve to cultivate local traditions,
promote the region’s cultural and culinary
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dédictvi a rozvijet nabidku ekologicky
Setrné turistiky.

2. Nalezeni spojencti pro zachovani
udoli
Pokud by vyrobci a poskytovatelé sluzeb
méli ze svych mistnich provozl ekono-
micky prospéch, méli by mit i motivaci
k praci na zachovani pfirodni a kulturni
krajiny v udoli Barycze.

Prace na znacce ,,Udoli Barycze dopo-
rucuje zacaly v roce 2007, kdy nadace
Udoli Barycze stanovila obecné zasady
pro systém, ktery by mél podporovat kva-
litni produkty a sluzby:

« Vyrobci a poskytovatelé sluzeb budou
zadat o pravo pouzivat znacku
kazdorocné. (Bylo rozhodnuto, ze
certifikace by méla zdstat v platnosti
pouze jeden rok, aby byli poskytovatelé
motivovani nadale zlep3ovat své
produkty a sluzby.)

» Mistni vyrobky by mély byt vyrobeny
z bézné dostupnych, ale prokazatelné
mistnich surovin.

o Sluzby by mély nabizet navstévnikim
moznost vychutnat si pfirodu, kulturu
a historii regionu.

« Od uzivatel( znacky se ocekava, ze
budou vzdjemné spolupracovat, zapoji
se do spole¢nych propagacnich aktivit,
do vzdélavani spotfebitel(, jakoz
i do propagace ptirodnich hodnot
regionu.
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heritage, and develop an environmentally
friendly tourism offer.

2. Recruiting allies for conservation
If producers and service providers
benefited economically from their
local-based operations, they would have
the incentive to work to preserve the
natural and cultural landscapes of the
Barycz Valley.

Work on the Barycz Valley Recom-
mends brand began in 2007 when the Ba-
rycz Valley Foundation set out the initial
guidelines for the system that would pro-

mote quality products and services:

« Producers and service providers apply for
the right to use the brand on an annual
basis. (It was determined that certification
should remain valid for only one year to
provide incentives for brand users to
continue to improve their products and
services.)

o Local products should be based on widely
available, but distinct local resources.

« Services should offer visitors the
opportunity to enjoy the nature, culture
and history of the region.

 Brand users are expected to cooperate
with each other, engage in joint
promotion activities, consumer education
as well as promotion of the region’s
natural values.
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Zajem o znacku rychle roste na strané
vyrobcl a poskytovateld sluzeb, 1 na stra-
né spotiebitelll a navstévnikt udoli. Zatim-
co v roce 2008 bylo k uzivani znacky
opravnéno prvnich 15 vyrobet, o rok poz-
d&ji se rozsah programu vice nez zdvojna-
sobil a zahrnoval celkem 35 vyrobeti a po-
skytovatelti sluzeb. Dnes jiz vyuziva
znacku ,, Udoli Barycze doporucuje *, kte-
ra je registrovanou ochrannou znamkou,

46 vyrobcu a poskytovatelt sluzeb.

Podpora uzivatelim znacky piichazi
jak z nadace Udoli Barycze tak i z Part-
nerstvi pro udoli Barycze (mistni akéni
skupiny), a to formou spole¢nych vzdéla-
vacich a propagaénich programa. Skoleni,
studijni cesty a seminafe slouzi ke vzde-
lavani uzivateld znacky a sjednocuji sku-
pinu jako celek. Nadace i mistni akéni
skupina publikuji propagacni letaky, bro-
zury, katalogy a mapy, které jsou distribu-
ovany na akcich potadanych v tdoli Ba-
rycze a také na jarmarcich a akcich mimo
region. K dispozici jsou také propagacni

webové stranky www.dbpoleca.barycz.pl.

Zbozi a sluzby z udoli Barycze se
v tomto regionu stavaji velmi znamymi
a vyhledavanymi. Dnes ma téméft polovi-

na vyrobci pravidelné zakazniky, ktefi

Interest in the brand has grown rap-
idly on the part of producers and service
providers as well as consumers and visi-
tors to the Valley. While in 2008 an initial
15 producers were qualified to use the
brand, a year later the program more than
doubled in size to include a total of 35
producers and service providers. Today
46 producers and service providers use
the “Barycz Valley Recommends” brand,

which is a registered trademark.

Support for brand users comes from
both the Barycz Valley Foundation and
Partnership for the Barycz Valley, a Local
Action Group, in the form of joint educa-
tion and promotion programs. Training
courses, seminars, study-tours and work-
shops serve to educate brand users and
integrate the group as a whole. The BVF
and LAG publish promotional leaflets,
brochures, catalogues and maps, which
are distributed at events held in the Ba-
ryez Valley as well as trade fairs and gath-
erings outside the region. There is also
a promotional web site www.dbpoleca.
barycz.pl.

Goods and services from the Barycz Val-

ley are also becoming more widely recog-
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nakupuji vyrobky na ptedem ohlasenych
akcich nebo pfimo v udoli Barycze. N¢-
ktefi vyrobei, ktefi kdysi pfed vstupem
do programu znacky uvazovali o ukonce-
ni své Zivnosti, se dnes snazi rozsifit své
podnikani a pokouseji se zajistit dalsi fi-
nancovani prostfednictvim 4. osy progra-
mu LEADER.

Produkty, které by bez lokalni
znacky mozna nikdy neexistovaly.
Tri pFiklady.

Miliczsky kapr

Kapr je chovan v udoli Barycze jiz
vice nez 700 let. Cisté Zivotni prostiedi,
ptirodni obiloviny pouzivané pro krmeni
i tradi¢ni vyrobni postupy pfinaseji vy-
soce kvalitni produkty. Dnes jsou vSak
extenzivni metody produkce kapra nejen
Casove€ narocné (vyroba se rozklada
na cely tfilety cyklus), ale trzni cena je
nakonec vyssi nez u ryby chované ve sla-
né vodé nebo ryby chované ve sladké
vodé, ale pomoci intenzivnich chovnych
metod. Na rozdil od svych protéjsku z ji-
nych zemi EU, nedostava podle soucas-
ného polského prava mistni chovatel
kapra zadné statni dotace ani odskodnéni

za prirodni pohromy (véetné zniceni kr-
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nized and sought after in the region. Today
almost half of the producers have regular
customers who buy products at scheduled
events or on site in the Barycz Valley. Some
producers, who had once considered shut-
ting down their operations prior to joining
the Barycz Valley Recommends program,
are today looking to expand their busi-
nesses, and are now seeking to secure ad-
ditional financing through LEADER Axis 4.

Products that might never have
existed without the local brand.
Three examples.

Milicz Carp

Carp has been produced in the Barycz
Valley more than 700 years. The clean en-

vironment, natural cereals used for feeding

and the traditional production methods
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miv ¢i kapru dravci), coz vede k znevy-

hodnéni na trhu. Ve snaze zajistit si ob-
zivu a kompenzovat ztraty zacali mistni
vyrobci udit neprodané kapry pomoci
tradi¢nich metod. A tento postup se uka-
zal jako velmi $tastny.

Uzeny kapr z udoli Barycze ziskava
na popularit€. Spotiebitelé jiz nyni pra-
videln¢ cestuji na velké vzdalenosti, jen
aby si mohli tuto lahtdku koupit. Vyro-
bek byl ocenén na narodni soutézi znamé
jako ,,Nase kulinafské dédictvi®. V roce
2008 ziskal uzeny kapr nejvyssi ocenéni
na zemédélském veletrhu POLAGRA

v Poznani. Vétsi propagace kapru a dal-

yield high quality products. Today, how-
ever, extensive methods of carp production
are not only time consuming (production
is spread out over a three year cycle), but
the market price ends up being higher than
for salt water or fresh water fish raised
using intensive farming methods. Unlike
their counterparts from other EU countries,
under current Polish law, local carp pro-
ducers receive no government subsidies or
compensation for natural calamities (in-
cluding destruction of feed and carp by
predators), placing a further squeeze at the
marketplace. In an effort to ensure a liveli-

hood and compensate for losses, local pro-
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$ich sladkovodnich ryb v tidoli Barycze
prilakaly i mistni restaurace a ty zatadily

rybi produkty do svych nabidek.

Kozi syr

Pfed nékolika lety se Pawel Chud-
zinski chystal zrusit své stado koz. Silny
zépach z koziho masa odhdnél jeho za-
kazniky. Teprve poté, co prodal pétidenni
nabidku svého zbozi za jedno odpoledne
na ekotrzisti sponzorovaném neziskovymi
organizacemi, které se konalo v polské
Vratislavi, musel pan Chudzinski své za-
meéry piehodnotit.

Dnes nabizi Siroky sortiment syrt, ja-
koz i nové druhy jogurtt a kefirt. Zvétsil

sva stada a dnes je jeho hlavnim problé-

mem, jak uspokojit rostouci poptavku.
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ducers began smoking unsold carp using
traditional methods. The move proved for-
tuitous.

Smoked carp from the Barycz Valley is
gaining in popularity. Consumers now
regularly travel long distances to buy this
delicacy. The product was decorated during
a national competition known as , Our Cu-
linary Heritage*. In 2008, smoked carp
received the highest honour at the Polagra
Agricultural Trade Fair in Poznan. The
promotion of carp and other fresh water
fish raised in the Barycz Valley has enticed
local restaurants to include these products

on their menus.

Goat cheese

A few years ago, Pawet Chudzinski was
about to get rid of his herd of goats. The
strong smell of goat products turned cus-
tomers away. Only after he sold a five-day
supply of goods in one afternoon at an
NGO-sponsored Eco-Market held in Wro-

claw, did Mr. Chudzinski reconsider.

Today he offers a wide range of chees-
es as well as new varieties of yoghurts and
kefir. He has enlarged his herd, and today

his main problem is how to satisfy grow-
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Pan Chudzinski se svymi syry opakované

vyhral soutéZ ,,Nase kulinaiské dédictvi‘.
V soucasné dobé planuje pfistavét nové
skladovaci prostory a také vytvofit nové

produkty pro své vérné zakazniky.

Konzervované ovoce

Rodina Laniakovych pracuje na svych
zahradach a sadech uz 12 let. Az do nedav-
né doby prodavali Cerstvé maliny pro pfi-
mou spotfebu nebo do zpracovatelskych
zavodl. Aby minimalizovali ztraty, zacali
doma konzervovat neprodané ovoce, nej-

prve pro vlastni potiebu. Povzbuzeni zpét-

ing demand. Mr. Chudzinski'’s cheeses
have repeatedly won the ,Our Culinary
Heritage * competitions. Today, Chudzinski
is planning to add new storage rooms and
to create new products for his loyal cus-

tomers.

Fruit preserves

The Laniaks have run their gardens and
orchards for 12 years. Until recently, they
were selling fresh raspberries for direct
consumption or to processing plants. To
minimise losses they started to process

unsold berries at home, firstly for their
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nou vazbu od pratel se Laniakovi rozhodli

nejprve vyzkouset prodej svého sirupu
na mistnich trzich v udoli, ale cena byla
prilis vysoka. Pozdéji byli Laniakovi oslo-
veni nevladni organizaci podporujici eko-
trznici ve Vratislavi, kde byly jejich vyrob-
ky pozitivné pfijaty bohatsi klientelou.
Dnes maji Laniakovi své pravidelné,
loajalni zakazniky a jejich nabidka zahrnu-
je Sirokou skalu §tav a dzemt. VSechny
produkty Laniakovych jsou vyrabény na je-
jich farmé, s vyuzitim jejich vlastniho ovo-
ce nebo ovoce vypéstovaného u jejich sou-

sed.
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own use. Encouraged by feedback from
friends, the Laniaks first tried to sell the
syrup at local markets in the Barycz Val-
ley, but the price was too high. Later the
Laniaks were invited to the NGO-spon-
sored Eco-Market in Wroctaw where their
products were received positively by
a more affluent clientele.

Today the Laniaks have their regular,
loyal customers, and their offer includes
a wide variety of juices and jams. All the
Laniaks’products are made at their farm,
using their own fruits or fruits grown by

their neighbours.

Regionalni znaceni napfi¢ Evropou ‘ 3
Regional branding throughout Europe

Vyhled do budoucna

Nova znacka pro mistni produkty mo-
bilizovala mistni vyrobce a nabidla jim
alternativni zdroje pfijmt. Jednou ze sou-
casnych vyzev je, jak ufidit rychly rozvoj
mladé znacky. Jako dalsi krok se jevi
(a sami uzivatelé znacky to nedavno na-
vrhli) vytvofeni nového sdruzeni, které by
pomohlo ziskat finan¢ni prostredky, po-
skytovalo profesionalni marketingové
sluzby a nabizelo nové prtilezitosti pro
vzdelavani i zlepSovani produktt. Jsou
zde také ke zvazeni nabidky ke spolupra-
ci z vngjsku. Dolnoslezska Kulinafska
asociace z Vratislavi planuje zavedeni
znaCkovych vyrobkl z udoli Barycze
do $pickovych restauraci. Tato iniciativa
predstavuje vynikajici pfilezitosti i novou
vyzvu: jak udrzet lokalni a femesIny cha-
rakter produktt tvari v tvar rostouci po-

ptavce?

Marta Kaminska je specialistkou
na propagaci mistnich produkti v nadaci
Udoli Barycze a Partnerstvi pro tidoli Ba-

rycze.
Kontakt: marta.kaminska@eko.org.pl

Vice informaci:
www.dbpoleca.barycz.pl

Looking Toward the Future

The new brand for local products has
mobilized local producers and offered them
alternative sources of income. One of the
challenges now is managing rapid growth
of the young brand. As a next step, brand
users themselves have recently proposed
creating a new association that would help
raise funds, provide professional marketing
services and offer new opportunities for
education and product improvement. There
are also external offers for cooperation to
consider. The Lower Silesian Culinary
Lodge, an association from Wroctaw, is
planning to introduce the branded products
from the Barycz Valley into top restaurants.
This initiative presents excellent opportuni-
ties and new challenges: how to maintain
the local and artisan character of the prod-

ucts in the face of increasing demand.

Marta Kaminska is Promotion and Local
Product Specialist at the Barycz Valley
Foundation and Partnership for the Barycz
Valley.

Contact: marta.kaminska@eko.org.pl

More information:

www.dbpoleca.barycz.pl
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Znacka Transylvania
Authentica

Laszlo POTOZKY

Transylvanie

Transylvanie (Sedmihradsko) se na-
chéazi v Rumunsku ve stfedovychodni
Evropé€. Dnes$ni Transylvanie zahrnuje
cely severozapad Rumunska a sklada se
ze 16 zup. Do této oblasti patii Transyl-
vanska plosina, KriSana a Kamenna zemé,
jizni Transylvanie a Banat, historicka ize-
mi Sékelti a Sastt a Maramures. Ze vSech
rumunskych provincii je Transylvanie asi
ta nejromantictéjsi a nejinspirativnéjsi.
Transylvanie ma své vlastni déjiny a jeji
kulturu vytvarelo nékolik etnik. V podsta-
té jde o neobycejnou smésici kultur, pii-
rodnich kras a historickych osudi. Muze
se pochlubit nedotéenou piirodou i ne-
smirn¢ bohatym kulturnim dédictvim.
Rozklada se na vice nez 100 293 km?, coz
predstavuje 42,1 % tGzemi Rumunska,
a ma pfes 7 miliont obyvatel (Rumuni,
Madaii, Némci, Slovéci, Cesi, Romové,
Ukrajinci a dalsi).

Program Transylvania Authentica
Charakteristika

Program Transylvania Authentica se
snazi zajistit zachovani neuvéritelné bo-
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The Transylvania Authentica
Brand

Laszlo POTOZKY

Transylvania

Transylvania is located in Romania in
Central-Eastern Europe. Nowadays, con-
temporary Transylvania is understood as
the whole northwest area of Romania, com-
prised of 16 counties. This area embraces
the Transylvanian Plateau, Crisana and
The Stone Land, South Transylvania and
Banat, Szeklerland, Saxon Land, and
Maramures. Transylvania is probably the
most romantic and inspiring of Romania s
provinces. Transylvania has a history and
multi-ethnic culture, in fact being a fantas-
tic mix of cultures, nature and history. It is
an area of unspoiled nature and with and
extremely rich cultural heritage. It has over
100.293 km?, representing 42.1% of Roma-
nia’s territory with over 7 million inhabit-
ants (Romanians, Hungarians, Germans,

Slovaks, Czechs, Roma, Ukrainians, etc).

Transylvania Authentica Programme
Description

Transylvania Authentica Programme is
seeking to establish ways in which to ensure

the survival of Transylvania's incredibly
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haté venkovské¢ kultury Transylvanie, tra-
di¢nich potravin a zeméd¢€lskych vyrobku,

a to prostfednictvim sdruzovani nejmen-
Sich producentti a vyrobetli v regionu.

Program zahdjily v roce 2007 Rumun-
ské nadace Partnerstvi a charitativni orga-
nizace prince Charlese (The Prince’s Cha-
rities). Je znamo, ze Jeho kralovska Vysost
princ Charles z Walesu ma pro Transylva-
nii velké porozumeéni.

Pii svych navstévach Rumunska ozna-
¢il Transylvanii za ,,zemédélsky poklad™
a zdtraznil potfebu zajistit zachovani po-
zoruhodné venkovské kultury a civilizace
Rumunska, pfi¢emz poukazoval na to, jak
Transylvanie nabizi nesmirné piirodni
bohatstvi a zaroven vysoce kvalitni po-
traviny od mistnich vyrobcti.

Poslani

Transylvania Authentica usiluje o ochra-
nu jedine¢ného ptfirodniho a kulturniho

rich agrarian culture and its traditional
foods and agricultural products, by bring-
ing together the region's smaller producers
and manufacturers.

The Romanian Environmental Partnership
Foundation and the Prince’s Charities initi-
ated the programme in 2007. HRH Prince
Charles, The Prince of Wales, has a well-
known appreciation towards Transylvania.

During his visits to Romania, he named
Transylvania ‘an agricultural treasure’ and
emphasized the need to ensure the survival
of Romania s remarkable rural culture and
civilization, drawing reference to how Tran-
sylvania combines an extremely rich wildlife
with natural and high quality food made by

local producers.

Mission

Transylvania Authentica seeks to protect

the region’s unique natural and cultural
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bohatstvi regionu tim, Ze propaguje a roz-
viji udrzitelné tradi¢ni zptisoby obzivy.

Cile

 vydobyt uznani pro ekonomickou
hodnotu pozoruhodného dédictvi
Transylvanie,

« povzbudit vyuzivani ekologického
a kulturniho dédictvi Transylvanie jako
aktiv pfi podnikani,

 propagovat kvalitni vyrobky a sluzby,
které jsou pro region charakteristické
a opiraji se o jeho tradice,

» propojovat vyrobce s pfilezitostmi
uplatnéni na trhu a mezi sebou
navzajem a aktivné pusobit na vybér
spotrebitel(,

« podporovat rozvoj malych podnikl
a odménovat udrzitelné podnikatelské
postupy,

« dat obcim vétsi védhu a umoznit jim
zachovani lokélniho charakteru.

Program si klade za cil budit zajem spo-
tiebitell o tradicni, kvalitni, pfirodni a sou-
casné k zivotnimu prostiedi Setrné transyl-
vanské vyrobky a sluzby prostfednictvim
spole¢nych marketingovych aktivit.

V zajmu plnéni tohoto cile byl vypra-
covan, zaveden a realizovan systém certi-
fikace pro opravnéni uzivat znacku ,,Tran-
sylvania Authentica®.

Certifikace shody s podminkami pro
ziskani znacky Transylvania Authentica je
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heritage by promoting and developing sus-
tainable traditional livelihood.

Objectives

« Torecognize the inherent economic value
of Transylvania’s remarkable heritage,

« To encourage greater use of Transylvania’s
environmental and cultural heritage as
business assets,

« To promote distinctive high quality
products and services rooted in the region
and tradition,

« To link producers to market opportunities
and to each other, and to guide consumer
choice,

« To support small business development
and reward sustainable business practices,

« To empower communities and enable the
choice to stay local.

The programme has set the goal to attract
the consumers’ attention to the traditional,
high-quality, natural and at the same time
environmental friendly Transylvanian prod-
ucts and services, by the means of collective
marketing.

In order to achieve this goal, the system
of certification for granting the right to use
the ,, Transylvania Authentica” brand was
elaborated, introduced and implemented.

For the Transylvania Authentica con-
formity certification, only those individuals
/ small producers, SMEs are eligible to be
granted the right to use the brand which:
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mozna pouze u téch osob, drobnych vy-
robct a malych a stfednich podnikd, které:

» maji opravnéni k provozovani obchodu
a vyroby zaregistrované v Transylvanii,

maji k doty¢nym vyrobklm vlastnicka
prava,

nabizeji vyrobek ¢i sluzbu charakteris-
tickou pro region ¢i jeho ¢ast,

« jsou pfimo odpovédné za podminky,
kvalitu a vyrobu daného produktu,

dodrzuji pravni predpisy souvisejici
s vyrobou a distribuci produktu.

Préavo uzivat znamku Transylvania Au-
thentica se ud€luje ve Ctyfech riznych
kategoriich:

Ubytovani a gastronomie

V této kategorii mohou certifikat ziskat
podnikatelské aktivity v oblasti ubytova-
cich a stravovacich sluzeb, které se pro-
vozuji pii zachovani typického transylvan-

« have trading and producer’s certificate
registered in Transylvania own the
propriety rights connected with the
applied products

« offer a characteristic local product or
service

« bear direct responsibility for the
conditions, quality of the manufacturing
of the product

« observes the legal conditions connected
with manufacturing and distribution of
the product

The right of using the Transylvania Au-
thentica brand is awarded in four different
categories:

Accommodation/Gastronomy

In this category, those commercial activi-
ties can qualify, through which the service
provider offers accommodation and/or meal
in characteristic Transylvanian and environ-
mentally friendly conditions, in order to pro-
mote the local natural and cultural milieu.

Arts & Crafts

In this category, there are eligible hand-
made, unique, characteristic Transylvanian,
traditional products, which are produced in
environmentally friendly conditions.

Food & Drink

Food or drink products that are charac-
teristically Transylvanian and are produced
in environmentally friendly conditions can
be certified under this category.
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ského charakteru a respektu k zivotnimu
prostiedi s cilem propagovat mistni pii-
rodni a kulturni prostiedi.

Uméni a femesla

Do této kategorie spadaji jedinecné
typické transylvanské tradi¢ni rukodélné
vyrobky, které vznikaji za podminek re-
spektujicich zivotni prostiedi.

Potraviny a napoje

V ramci této kategorie 1ze certifikovat
potravinaiské vyrobky a napoje, které jsou
pro Transylvanii charakteristické a vzni-
kaji za podminek respektujicich zivotni
prostiedi.

Zazitky

Zazitky jsou sluzby, které formou re-
kreacnich a zabavnych programii ¢i cest
umoziuji poznavat mistni pfirodni a kul-
turni prostiedi (napf. prohlidka véelint,
pozorovani ptactva, pési tury, projizdky
na koni, tradi¢ni programy apod.).

Podle pravidel systému certifikace je
mozné u vyrobku ¢i sluzeb pfiznat pii-
vlastek Transylvania Authentica, pokud
respektuji vnitrostatni a evropské pravo
anormy uvedené v pravidlech pro udélo-
vani znacky. K dal§im podminkam oprav-
néni uzivat znacku patii to, ze vyrobek ¢i
sluzba spliluje zakladni a specificka kri-
téria zpusobilosti vydana Rumunskou
nadaci Partnerstvi.
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Experiences

Experiences represent services, which by
means of recreation and entertaining pro-
grammes or through tours promote the local
natural and cultural milieu (ex. apiary, bird
watching, hiking, horse riding tours, tradi-
tional programmes etc.).

According to the certification system,
a product or service can be considered of
,, Transylvania Authentica” quality, if it re-
spects the national and European laws and
the standards expressed in the Operational
Rules of the brand. Another precondition for
awarding the right to use the ,, Transylvania
Authentica” brand is that the product/serv-
ice respects the basic and specific eligibility
standards issued by the Environmental Part-
nership Foundation.

The certification process and the request
for the right to use the brand can be initi-
ated at the Environmental Partnership
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O certifikaci a pravo uzivat znacku
mohou u Rumunské nadace Partnerstvi
pozadat pouze pravnické osoby registro-
vané v Transylvanii nebo drobni vyrobci,
ktefi maji zivnostensky list v pfislusném
oboru.

Certifika¢ni komise zasedala poprvé
v ¢ervnu 2009. Na zaklad¢ inspekénich
zprav od auditort a diskuse o zadatelich
schvalila komise zadosti 13 vyrobct a po-
skytovatell sluzeb. UZivaji oznaceni ¢le-
nové Transylvania Authentica.

V roce 2010 udélila komise certifikat
tfem novym ¢lentim, na néz se nyni rovnéz
vztahuje znacka Transylvania Authentica.

16 certifikovanych ¢len je
zaregistrovano v nasledujicich
kategoriich:

« Uméni a femesla - 7 certifikat(
» Potraviny a ndpoje - 5 certifikatd
o Zazitky - 1 certifikat

» Ubytovani a gastronomie - 3 certifikaty

T&chto 16 ¢lent vyrabi a poskytuje
316 typt certifikovanych vyrobki a také
4 typy certifikovanych sluzeb:

247 femeslnych vyrobk
« 69 potravinaiskych vyrobkl a napojd

o 3sluzby v oboru ubytovani
a gastronomie

1 zazitek (vyuka uméleckych remesel)

Foundation only by legal entities registered
in Transylvania or by small producers who

possess a producer s license.

The first certification-awarding panel
took place in June 2009. Based upon the
inspection reports written by the auditors
and after discussing about the applicants,
the Award Panel accepted applications
from 13 producers and service providers.
They are called Transylvania Authentica

members.

In 2010, the Award Panel certified three
new members who were accepted under the
umbrella of the Transylvania Authentica
brand.

The 16 certified members belong to
the following categories:

o Arts and crafts - 7 members
e Food and drink — 5 members
» Experiences — 1 member

o Accommodation, meal — 3 members

The 16 members produce and provide
316 types of certified products and 4 types
certified services:

o 247 craft products
« 69 food and drink products
» 3 accommodation and gastronomy

« 1 experience (teaching crafts)
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Vyhody pro ¢leny Transylvania
Authentica

Vsichni ¢lenové, vyrobei ¢i poskyto-
vatelé sluzeb, ktefi jsou nositeli oznaceni
Transylvania Authentica, maji po zataze-
ni do programu urcité vyhody. K tém
nejvyznamnéj$im se fadi:

» propagace vyrobkl a sluzeb
Transylvania Authentica pomoci
nastrojli spole¢ného marketingu,

» uvedeni kazdého ¢lena na webovych
strankach programu,

« usnadnéni Ucasti ¢lenl na rdznych
narodnich a mezinarodnich veletrzich
(dosud se certifikovani ¢lenové
Transylvania Authentica ucastnili péti
domacich a dvou mezinarodnich
veletrh(l),

o pomoc ¢lendim Transylvania Authentica
v praci na image jejich vyrobku -
poradenstvi zdarma pfi zdokonalovani
baleni vyrobku (z vizualniho hlediska),

« Ucast na Skolenich v oblasti marketingu
a znaceni,

« stala propagace programu v médiich,

« lepsi moznost pfistupu na trhy.

Budouci rozvoj marketingovych
nastroju v programu

« sestaveni katalogu programu, kde
budou predstaveni certifikovani
¢lenové Transylvania Authentica,

« otevfeni prvni prodejny Transylvania
Authentica jednim ze ¢lend,
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Benefits for Transylvania Authentica
members

All the members who are certified Tran-
sylvania Authentica producers or service
providers have certain benefits after getting
involved in the programme. The most impor-
tant benefits are:

« Promotion of the Transylvania Authentica
products and services through the tools of
collective marketing

« Web presence of each member through
the website of the programme

« Facilitation of the participation of the
members in different national and
international fairs. (So far certified
Transylvania Authentica members
participated in 5 domestic and
2 international fairs)

« Assistance to TA member for improving
their products image — free of charge
consultancy for improving the packaging
of the products (from visual point of view)

« Participation in trainings about the basics
of marketing and branding

« Continuous media promotion of the
programme

« Improved access opportunities to markets.

Marketing tools to be developed in the
future programme

« Elaboration of a programme catalogue

that will present the certified Transylvania
Authentica members

« Opening the first Transylvania Authentica
shop by one of the members
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« otevieni prodejny Transylvania
Authentica provozované v ramci
programu,

« realizace dokumentarniho filmu
a videoklipl o vyrobcich a sluzbéach,

« umisténi stojanti Transylvania
Authentica v prodejnach.

Predpokladany strednédoby efekt
programu

Ekonomicky efekt

V dusledku rostouci sily prodejnich
spolecnosti ztraceji drobni vyrobci a po-
skytovatelé sluzeb ¢im dal vice kontrolu
nad dodavatelskym fetézcem. Ve vét§ing
novych c¢lenskych statt EU celi obecné-
mu Gtlumu a odklonu politické podpory.
Soucasné¢ narlstaji pozadavky spotiebi-
teld na bezpecnost a kvalitu potravin
a atraktivitu venkova. Programy regio-
nalniho znac¢eni mohou na tyto problémy
vhodnym zptisobem reagovat. Pfedpokla-
da se, ze Transylvania Authentica bude
mit pozitivni vliv na drobné vyrobce a po-
skytovatele sluzeb diky kolektivnimu
marketingu a zdokonalovani jejich vizu-
alni identity. VeSkera podpora od progra-
mu tak nakonec povede ke zvySeni jejich
prijmu a ziskd.
Socialni efekt - nové moznosti

zaméstnani

Program usnadni pracovni uplatnéni
ve formé samostatné vydélecné ¢innosti

« Opening a Transylvania Authentica shop
by the programme itself

o Making a short documentary film and
video spots about the products and
services

« Transylvania Authentica racks to be placed
in shops

Expected mid-term impact of the
programme

Economicimpact

Small producers and service providers
are losing more and more control over sup-
ply chains, due to the growing power of
retailers. In most of the new EU countries,
they are facing a general decline and reori-
entation of policy support. At the same time,
consumer demands for food safety and qual-
ity, and an attractive countryside are in-
creasing. Regional branding programmes
can represent the appropriate answer on
such challenges. Transylvania Authentica is
envisaged to influence the small local pro-
ducers and service providers in a positive
way thanks to the collective marketing and
through improvement of their visual iden-
tity. All the programme support will result
in increasing their incomes and profits at the
end of the day.

Social impact - new employment
opportunities

The programme will foster self-employ-
ment and create jobs for people in the re-
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v oblastech, kde se do programu zatadi
vyznamny pocet vyrobctli a poskytovate-
1t sluzeb. Ti tak budou mit moznost eko-
nomicky zabezpecit sebe i svou rodinu.

Uchovani ekologického a kulturniho
dédictvi

Transylvania Authentica je také inte-
grujicim programem, nebot’ spojuje eko-
nomickeé a socialni vyhody se zachovanim
biologické rozmanitosti a kulturniho dé-
dictvi a zvySuje tak mistni schopnost na-
lezité péce o tyto hodnoty. Diky tomuto
pristupu bude vliv na biologickou roz-
manitost a zachovani kulturniho dédictvi
piiznivy. Program tak muze dat ptirod-
nimu bohatstvi socioekonomickou hod-
notu a stat se udrzitelnym nastrojem
dlouhodobé ochrany pfirody a mistniho

rozvoje.

Rumunska nadace Partnerstvi -
realizator programu Transylvania
Authentica

Poslani

Rumunska nadace Partnerstvi byla
zalozena v listopadu 1998 s cilem podpo-
rovat zlepSovani zivotniho prostredi v Ru-
munsku tim, ze bude pfispivat k vytvare-
ni dlouhodobé udrzitelné spolecnosti,
ktera vyznava demokratické hodnoty.

132

gions where significant number of producers
and service providers will enrol, enabling
them to attain economic security for them-
selves and their families.

Environmental and cultural heritage
preservation

Transylvania Authentica is also an inte-
grative programme because of linking eco-
nomic and social benefits with biodiversity
and cultural heritage conservation, and rais-
ing local capacity for the proper management
of these assets. Thanks to this approach, the
effects on biodiversity and cultural heritage
preservation will be beneficial. In this way,
the programme can add socio-economic
value to the natural heritage and can be used
as a sustainable tool for long-term conserva-

tion and local development.

Romanian Environmental
Partnership Foundation (REPF) -
implementer of the Transylvania
Authentica programme

Mission

The Romanian Environmental Partner-
ship Foundation (REPF) was established in
November 1998, in order to support the
improvement of the environment in Romania
by contributing to the formation of a sus-
tainable society that enhances democratic
values.
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Za léta své existence se nadace roz-
rostla a realizovala Sirokou skalu progra-
mu a nastroji, véetné grantll, technické
pomoci, Skoleni, zvlastnich operacnich
programti na podporu udrzitelného roz-
voje a rozvoje obCanské spolecnosti. Za-
roven se zapojila do fady aktivit spociva-
jicich ve spolupraci na mistni, narodni
i mezinarodni tirovni s cilem zlepsit pra-
covni prostiedi ve sféfe rumunskych ne-
vladnich organizaci. Nadace byla od po-
¢atku iniciatorem novych myslenek,
metod a modeld a prosazovala nové pii-
stupy v rtiznych oblastech, jako je udrzi-
telny rozvoj, ochrana dédictvi, udrzitelny
rozvoj venkova, regionalni znaceni aj.

Zkusenosti v oblasti financni
podpory a budovani kapacit

Efektivitu ¢innosti finan¢ni podpory
nadace Ize snadno prokazat s pomoci na-
sledujicich ¢isel a faktd. Béhem deseti let
dostalo finan¢ni podporu pres 550 projek-
td vice nez 200 organizaci. Diky nim
vzniklo vice nez 350 pracovnich mist v ne-
ziskové sféfe, bylo vysazeno na 160 000
stromkd, zlepsil se stav vice nez 120 chra-
nénych oblasti, nove bylo vytvoreno deset
chranénych oblasti, vznikly ¢tyfi umluvy
o ochrané fek, bylo podpofeno pét velkych
ekologickych kampani, bylo navrzeno
820km cyklistickych tras a cyklostezek,

During these years the Foundation has
developed and implemented a broad range
of programmes and tools, including grants,
technical assistance, trainings, and special
operational programmes in order to support
sustainable development and civil society
development. At the same time, it was in-
volved in many cooperation activities at lo-
cal, national and international level, aiming
to improve the working environment of the
Romanian NGO sector. The Foundation was
always initiator of new ideas and methods
and models, pioneering new approaches in
different fields, such as sustainable develop-
ment, heritage protection, sustainable rural
development, regional branding, etc.

Relevant experience in grant making,
capacity building

The effectiveness of the grant making
activities of REPF can be demonstrated eas-
ily through the following figures and facts.
During the ten years of grant making over
550 projects of more than 200 organizations
were supported. Thanks to these projects,
more than 350 jobs were created in the non-
profit sector, over 160.000 trees were plant-
ed; the status of over 120 protected areas
was improved, 10 new protected areas were
established; 4 River Contracts were initi-
ated; 5 major environmental campaigns
were supported; 820km of bicycle routes
and paths were designed; 8 Greenways were
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bylo zfizeno osm zelenych stezek (tzv.
Greenways), do ochrany zivotniho prostie-
di a kulturniho dédictvi a projektii rozvoje
obci se zapojilo ptes 70 000 dobrovolnik.
Soucasné se aktivit v oblasti budovani ka-
pacit organizovanych nadaci v poslednich
deseti letech zucastnilo vice nez 350 za-
stupcti nevladnich organizaci.

Operacni programy

Kromé samotného poskytovani financ-
ni pomoci pracovala nadace na rozvoji
a realizaci rtiznych opera¢nich programti.
I v nich se podafilo dosdhnout vyznam-
nych vysledkt a vyzkousSet nové piistupy
k ochrané zivotniho prostfedi a udrzitel-
nému rozvoji obci.

Nadace byla v Rumunsku inicidtorem
programti Greenways, Eco Business
a Transylvania Authentica. Tyto programy
jsou zaloZeny na Usp&S$ném partnerstvi
sirokého spektra aktért a prispivaji k udr-
zitelnému mistnimu rozvoji.

Laszlo Potozky je feditelem Rumunské
nadace Partnerstvi, ktera realizuje program
Transylvania Authentica.

Kontakt: laszlop@repf-ro

Vice informace: www.repf.ro

established, more than 70.000 volunteers
participated in environmental protection,
heritage conservation and community de-
velopment projects. At the same time, over
the last 10 years more than 350 NGO rep-
resentatives were involved in capacity
building activities organized by REPF.

Operational programmes

Beside grant making REPF developed
and implemented different operational
programmes. These programmes have
achieved significant results as well, pio-
neering new approaches regarding envi-
ronmental protection and sustainable com-
munity development.

REPF was the initiator of the Green-
ways, Eco Business and Transylvania Au-
thentica programmes in Romania, pro-

grammes that are based on the creation of

successful partnerships involving large
spectrum of stakeholders and are enhancing
local sustainable development.

Laszlo Potozky je Laszlo Potozky is di-
rector of the Romanian Environmental Part-
nership Foundation, implementer of the
Transylvania Authentica.

Contact: laszlop@repf.ro

More information: www.repf.ro
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Regionalni znaceni
Vv mezinarodnim
kontextu

Ackoli hlavnim smyslem regionalniho
znaceni je podpora vyrobcti uvnitt konkrét-
niho regionu, principy, o néz se jednotlivé
znacky opiraji, i problémy, s nimiZ se poty-
kaji, jsou, jak potvrdila i vyména zkuSenos-
ti v ramei projektu ARZ, velmi podobné. Je
proto pfirozené, Ze se objevuji snahy nejen
o sdileni zkuSenosti a dobré praxe, ale pfimo
i pokusy o spojeni znacek z vice zemi
do jednoho systému. Piikladem za vSechny
je projekt Evropské znamky teritoridlni kva-
lity, ktery zastfesuje znaceni ve Spanélsku,
Francii, Italii a Recku.

Venkovska kvalita

Cecilia ANTONELLI

Venkovska kvalita (Rural Quality, Ca-
lidad Rural, La qualité territoriale, La
qualita territoriale) je spolec-
na evropska znacka venkov-
skych uzemi, ktera jiz maji
svou vlastni tzemni znacku
a identitu, a jejich fungovani
je zalozeno na socialnich
a environmentalnich hodnotach jejich
produktt a sluzeb.
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Regional branding
in an international
context

The exchange of knowledge under the
project run by ARZ proved that principles
of individual brands and their challeng-
es are very similar, although the princi-
pal aim of the regional branding is pro-
motion of producers within a particular
region. It is apparent that along with
knowledge and best practices sharing
effort of merging brands from multiple
countries under the umbrella of unique
system. The project of the European Ter-
ritorial Quality Mark can serve as good

example.

Rural quality
Cecilia ANTONELLI

Rural Quality is the common European
brand of rural territories that already have
their own territorial brand and
identity, and their work is based
on social and environmental
values of their products and
services.

The companies and entities

that make up this label work cooperate and

participate in a way to make rural develop-

Regionalni znaceni v mezinarodnim kontextu ‘ 4

Regional branding in an international context

Podniky a podnikatelé, ktefi tvofi tuto
znacku, spolupracuji a ucastni se systému
zpusobem, ktery umoziuje spravedlivy,
solidarni a environmentalné udrzitelny roz-
voj venkova. Jedna se o nové pojeti kvali-
ty, které spojuje 23 tizemi ve Spanélsku,
Francii, Italii a Recku a které se formalizo-
valo v zafi 2007 vytvofenim Evropské
znamky teritoridlni kvality (European Te-
ritorial Quality Mark), kterd je vlastnikem
znacky Venkovska kvalita. Venkovska kva-
lita je ,,znacka znacek™ pro tizemi, ktera
sdileji socidlni odpovédnost.

Venkovska kvalita zahrnuje Siroky okruh
odvétvi ve venkovskych oblastech, od ze-
meédélstvi a produkei potravin, pie cestov-
ni ruch a femesla az po kulturu a pamatky.

S touto evropskou znackou kvality ziska-
va kazda z ¢lenskych znacek, a tim i kazdy
z jejich produktd a sluzeb, novou kvalitu
a stava se konkurenceschopnéjsi, protoze
diky znacce ptekona kritickou hranici v pro-
nikani do v§eobecného povédomi a mize se

tak snadnéji dostat ke spotiebitelim.

Cile Evropské znamky teritorialni
kvality

Znamka teritorialni kvality je sen, ktery
se casem diky jistym okolnostem piemeénil

ve strategii rozvoje venkova s teritorialnim

ment fair, with solidarity and environmen-
tally sustainable. It is about a new concept
of quality, which joint 23 territories in
Spain, France, Italy and Greece, which was
formalized in September 2007 with the
creation of the European Territorial Qual-
ity Mark, owner of Rural Quality brand.
Rural Quality is a “brand of brands” of
territories that share social responsibility.

Rural Quality covers a wide range of
industries in rural areas, ranging from ag-
riculture and food, tourism, handcraft to
culture and heritage.

With this European quality label, each
of its member brands and therefore each of
the products and services held by them,
gains new value and becomes more com-
petitive by having a critical mass that al-

lows it get easier to the consumers.

Aims of the Territorial Quality
Mark

The Territorial Quality Mark was
originally a dream, which in the course
of time, and thanks to certain circum-
stances, has already been transformed
into a rural development strategy with
a territorial approach, launched jointly
by several territories of the European

Union.
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pristupem, zavedenou spolecné v n¢kolika
oblastech Evropské unie.

Tato strategie se sestava ze dvou
hlavnich cilG:

o Zvyseni teritoridlni konkurenceschop-
nosti zalozené na kritériich kvality,
ochrany Zivotniho prostredi a solidarity
v kazdém ¢lenském tzemi této znamky,
a to prosttrednictvim vybudovani
specifické mistni znacky (identifikované
zvlastnim logem tésné spojenym
s danym Uzemim), jakoZto néstroje pro
zvysovani kvality Zivota jeho obyvatel
a pro zajisténi kvality zbozi a sluzeb
a kulturniho, historického a environmen-
talniho dédictvi tohoto Uzemi.

» Budovani spole¢né znamky teritorialni
kvality na evropské urovni, identifikova-
né stejnym symbolem a ziskadvané
stejnym postupem na vsech tzemich
zapojenych do projektu, a to za Ucelem
zlepseni jejich $anci v konkurenci
na dynamickych globalnich, evropskych
a/nebo narodnich trzich.

Jinymi slovy, cilem této strategie je pro-
pagace produktu, v tomto ptipadé mistniho,
teritoridlniho produktu, ktery svymi vlast-
nostmi zalozenymi na socialnich, environ-
mentalnich a ekonomickych kritériich
splinuje podminky pro vstup na nejdyna-
mictejsi trhy, a je schopen se pfizptisobit
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This strategy consists of two main
aims:

« Increasing of territorial competitiveness,
based on criteria of quality,
environmental conservation and
solidarity, in each of the territories
members of the Mark by specific local
brand building (identified by a specific
logo closely linked to the territory), as
a tool to improve the quality of its
inhabitants life and to ensure the quality
of goods, services and cultural, historical
and environmental heritage produced in
the territory.

« Building of a joint territorial quality Mark,
at European level, identifying with the
same symbol and obtained by the same
procedure, all territories involved in the
project, in order to improve their chances
to go and compete in dynamic global,
European and/or national Markets.

In other words, the aim of this strategy
is the promotion of a product, in this case,
a territory — product with sufficient at-
tributes to access the most dynamic mar-
kets, and ability to adapt to changing
consumer demands on the basis of social,
environmental and economic criteria. It
is, therefore, about the generation of
a continuous process of management im-

provement, of both private and public
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proménlivym spotiebitelskym naroktm.

Jde tudiz o utvaieni nepretrzitého procesu
zlepSovani fizeni subjektd soukromého
i vefejného sektoru a daného tizemi jako
celku v zajmu naplnéni pfisnych norem

kvality.

Konkrétni cile jsou nasledujici:

« Uvadét do pohybu viechny aktéry
z daného Uzemi (zaméstnavatele,
zastupce statnich instituci, experty,
spolecenské organizace, kulturni
a sportovni skupiny, domacnosti
a obcany) v zajmu vytvareni pridané
hodnoty na zékladé kvalitativnich kritérif
vsech soucasnych i budoucich produkt
a sluzeb.

sector entities, and of the territory as
awhole, in order to ensure the compliance
with the stringent quality standards.

Its specific aims are the following:

 Generate a collective work dynamic
among all actors of the territory
(employers, public officials, experts, social
organizations, cultural and sporting
groups, households and individual
citizens) to add value, based on quality
criteria of all current and future products
and services.

« Assess the cultural and natural resources
of the territory in order to strengthen
local identity and encourage their
economic value.
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» Posuzovat kulturni a pfirodni zdroje
daného Uzemi s cilem posileni mistni
identity a podpory jejich ekonomické
hodnoty.

« ZvysSovat vykonnost podnikd tak, aby se
na tomto rozvoji podilely vechny firmy
spolecné a efektivné. ZlepSovani manazer-
skych postup, prijeti technologickych
a organizacnich inovaci, planovani a fizeni
lidskych zdrojt, ochrana Zivotniho prostiedi
atd. jsou soucasti aktivit sméfujicich
k dosazeni teritoridlni konkurenceschop-
nosti. Kone¢nym cilem je, aby véechny
spole¢nosti a vefejnopravni subjekty
v Uzemi dokazaly kazdodenné uspokojovat
moderni pozadavky etického trhu, ktery je
ve svété stéle rozsitenéjsi a ma velky
potencial k expanzi.

« Prosazovat a prohlubovat spolupraci mezi
uzemimi zapojenymi do projektu, aby
byly pfipravengjsi adekvatné reagovat
na problémy stdle vice globalizovaného
svéta.

Dikladna kontrola kvality

Kazda venkovska oblast ma sviij vlast-
ni Ridici a kontrolni vybor, jenz dohlizi
na zucastnéné spoleCnosti a organizace.
Navic je zde jesté jeden organ fizeni a kon-
troly Venkovské kvality na evropské Grov-

ni, ktery koordinuje ¢innost jednotlivych
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« Increase the capacity of the business, so
that all companies participate jointly and
effectively in its development. Improving
management practices, adoption of
technological and organizational
innovations, planning and management
of human resources, environmental
conservation, etc. form part of the actions
aimed at achieving territorial
competitiveness. The aim, finally, is that
all companies and public entities of the
territory meet with their daily work the
modern demands of an ethical market,
more and more widespread in the world
with great potential for expansion.

« To promote and deepen the cooperation
between the territories involved in the
project, in order to be better able to
respond adequately to the challenges of
an increasingly globalized world.

Exhaustive quality control

Each rural area has its own Manage-
ment and Control Committee acting on the
companies and organizations embedded in
it, and in addition, there is another man-
agement and control body of Rural Qual-
ity at European level that acts on the terri-
tory’s own brands to ensure its smooth
operation. The brand is granted temporar-

ily and therefore is revocable.
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teritoriadlnich znacek. Znacka je udélovana
docasng, a je proto odebratelna.

Podminkou pro ziskani znacky Venkov-
ska kvalita je, ze firma splni naro¢né po-
zadavky kontroly kvality, které jsou zaru-
kou jeji socidlni a environmentalni
odpovédnosti. Tyto pozadavky jsou sdru-
zeny do 3 kategorii: ekonomicka kvalita,
socialni kvalita a environmentalni kvalita.

Pii ovétovani ekonomické kvality po-
suzujeme mimo jiné pouZziti mistnich zdro-
ju, fizeni firmy, zavedené systémy jakosti,
odpovédny marketing, kapitalovy mana-
gement, inovace a zapojeni do mistniho
rozvoje. Pro stanoveni environmentalni
kvality analyzujeme mimo jiné Uspory
vody, energie a surovin, odpadové hospo-
darstvi, zodpovédné zasobovani, hluk,
svétlo, znecisténi ovzdusi a vody, zdravi
a bezpecnost pii praci a integraci do zivot-
niho prostredi. U socialni kvality pak mezi
jinymi posuzujeme implementaci rovno-
pravnych prilezitosti, zapojeni do mistni
komunity, vzajemnou spolupraci a podpo-
ru zaméstnanct ve firmach, sladéni prace
arodinného Zivota, spokojenost zakaznikii
a dodavatelli a Cestnou soutéz.

Kazdé venkovské uzemi se svou vlastni
teritorialni znackou, doplnénou o znamku
Venkovska kvalita, tak dava zaruku, ze
jeho produkty a sluzby jsou ekonomicky

The condition to form part of the Rural
Quality brand is that the company complies
with high quality control parameters that
ensure social and environmental commit-
ment. These parameters are grouped into
three categories: economic quality, social
quality and environmental quality.

1o certify the economic quality, we as-
sess the use of local resources, the business
management, the quality systems imple-
mented, responsible marketing, capital
management, innovation and involvement
in local development, among others. For
the environmental quality, we analyze the
water, energy and raw materials savings,
waste management, responsible procure-
ment, noise, light, air and water pollution,
health and safety at work, integration in
the environment, among others. While for
the social quality, we study the implementa-
tion of equal opportunities, involvement in
the local community, inter-cooperation,
and promotion of the employees in the com-
panies, the reconciliation of work and fam-
ily life, customers and suppliers’ satisfac-
tion, fair competition, among others.

Thus, each rural territory with its own
territorial brand, accompanied by the Ru-
ral Quality label, guarantees that its prod-

ucts and services are economically viable
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Calidad Rural

CONDADO JAEN

CALIDAD RURAL

Vipravo je registrovana znacka jednoho z Uzemi (v tomto pfipadé El Condado de Jaen) a vlevo
logo evropské znamky. Znamena to, Ze certifikace této mistni znacky splriuje pozadavky uvedené

v z4sadach Evropské znamky teritoridini kvality.

Theimage on the right is the registered brand of one of the territories (in this case, El Condado de Jaén)
and the image on the left corresponds to the logo of the European reverse label, which means the
certification of the local Mark as it meets the requirements established by the General Regulation of

the European Territorial Quality Mark.

zivotaschopné a ziskové, spolecensky od-
povédné a environmentaln¢ udrzitelné, coz
zajist'uje i odpoveédnou a etickou spotiebu.

Koexistence mezi mistnimi znackami
a evropskou znamkou

V ramci znamky Venkovska kvalita ko-
existuji:
» Mistni znacka, charakteristicka
a unikatni pro kazdé uzemi, ktera dava
vsem produktlim, sluzbam a specifickym
pamatkam (kulturni, historické a envi-
ronmentalni) v daném regionu spolec-
nou teritoridlni identitu, je zalozena
na uznanych a certifikovanych norméch
kvality na rznych drovnich (narodni,
regionalni a mistni).
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and profitable, socially responsible and
environmentally sustainable, thereby en-
suring also the responsible and ethical

CoOnsumption.

Coexistence between the local Marks
and the European Mark

In the Rural Quality Mark coexist:

» The local mark, the characteristic of
each territory, that gives a common
territorial identity to all products, services
and specific heritage (cultural, historical
and environmental) of each region,
based on recognized and certified quality
standards in different European spatial
scales (national, regional and local)
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+ Evropska znamka teritorialni kvality
»+Venkovska kvalita”, ktera je udélovana
jako docasna zndmka viem uzemim, ktera
se zapoji do tohoto procesu a projdou
prislusnym certifika¢nim procesem.

Zplsob, jak se mistni teritorialni znam-
ka kombinuje se spole¢nou evropskou
znamkou Venkovska kvalita, je ukdzan
na nasledujicim obrazku:

Uzemi se znamkou

V soucasné dobé je pod znamku Ven-
kovska kvalita zatfazeno 23 izemi. Tato
tizemi patii do 4 zemi — Spanélska (16),
Recka (5), Italie (1) a Francie (1), a to
jmenovite:

Ve Spanélsku
 La Garrotxa i Collsacabra
(Girona-Cataluna)

» El Condado de Jaén (Jaén-Andalucia)

» Poniente Granadino
(Granada - Andalucia)

« Sierra de Segura (Jaén-Andalucia)

o Los Vélez (Almeria-Andalucia)

« Filabres-Alhamilla (Almeria-Andalucia)
» Campina-Alcores (Sevilla-Andalucia)

o Los Pedroches (Cordoba-Andalucia)

« Comarca nororiental de Malaga
(Malaga-Andalucia)

o The European Territorial Quality Mark
‘Rural Quality’ which is given as a reverse
label to all territories involved in the
process and go beyond the relevant
certification assessments.

Particularly, the way the local territo-
rial Mark is combined with the common
European Rural Quality Mark is shown in

the following image:

Territories with Mark

Currently, 23 territories are part of the
Rural Quality Mark. These territories be-
long to four countries, Spain (16), Greece
(5), Italy (1) and France (1), and are as
follows:

In Spain

o La Garrotxa i Collsacabra
(Girona-Cataluna)

o El Condado de Jaén (Jaén-Andalucia)

¢ Poniente Granadino
(Granada - Andalucia)

« Sierra de Segura (Jaén-Andalucia)

« Los Vélez (Almeria-Andalucia)

o Filabres-Alhamilla (Almeria-Andalucia)
« Campina-Alcores (Sevilla-Andalucia)

o Los Pedroches (Cérdoba-Andalucia)

o Comarca nororiental de Mdlaga
(Mdlaga-Andalucia)
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» Comarca Vaqueira » Comarca Vaqueira
(Principado de Asturias) (Principado de Asturias)
« Tierras de Occam « Tierras de Occam

(Toledo-Castilla-La Mancha) (Toledo-Castilla-La Mancha)

« Tierras de Talavera, Sierra de San Vicente « Tierras de Talavera, Sierra de San Vicente y
y la Jara (Toledo-Castilla-La Mancha) la Jara (Toledo-Castilla-La Mancha)

« Tierras de Dulcinea o Tierras de Dulcinea
(Toledo-Castilla-La Mancha) (Toledo-Castilla-La Mancha)

» Las Merindades (Burgos-Castillay Ledn) o Las Merindades (Burgos-Castilla y Ledn)

B 99 2
e @ i, B e

Na mapé je vidét rozmisténi téchto Uzemi véetné vsech Uzemnich znacek pridruzenych
k evropské znamce teritoridlni kvality.

You can see the distribution of these territories in the map, as well as each of the Territorial Marks
associated with the European Territorial Quality Mark.
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« Paramo, Orbigo y Esla
(Ledn- Castillay Ledn)

» Miajadas-Trujillo (Céceres-Extremadura)

Ve Francii

« Pays Cathare (Department of Aude)

V Recku
o Chalkidiki (stfedni Makedonie)

o Thessaloniki (stfedni Makedonie)
« Pella (stfedni Makedonie)
« Kilkis (stredni Makedonie)

» Lemnos (severni Egean)
V 1tdlii

« Valle Umbra e Sibillini (Umbrie)

Znéamka teritorialni kvality byla s pod-
porou Evropské komise, narodnich i regi-
onalnich instituci pfedstavena v fijnu 2007
v Bruselu pfed Vyborem regiont.

Tato iniciativa ma vyrazny teritorialni
charakter a je zalozena na vnitinich pied-
nostech jednotlivych regiond. Propaguje
hodnotu mistnich zdrojt a dédictvi té kte-
ré oblasti, snazi se o ochranu zivotniho
prostredi a usiluje o dosazeni udrzitelné-
ho mistniho rozvoje.

Tato iniciativa ma také silny integrac-
ni charakter, protoze vede k zakladani siti

« Pdramo, Orbigo y Esla
(Ledn- Castilla y Ledn)

« Miajadas-Trujillo (Cdceres-Extremadura)

In France

« Pays Cathare (Department of Aude)

In Greece

« Chalkidiki (Central Macedonia)
 Thessaloniki (Central Macedonia)
« Pella (Central Macedonia)

« Kilkis (Central Macedonia)

« Lemnos (North Egean)

In Italy

o Valle Umbra e Sibillini (Umbria)

The Territorial Quality Mark was pre-
sented in Brussels, before the Committee of
the Regions, in October of 2007, supported
by the European Commission, national and
regional institutions.

This initiative has a distinctly territo-
rial approach and is based on the basis of
endogenous strengths of each region, pro-
moting the value of the local resources and
the heritage of each area, trying to protect
the enviroment and seeking to achieve
a sustainable local developement.

The initiative has also a strong integrat-
ing approach through the establishment of
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spoluprace, a to jak uvnitf kazdého regio-
nu, napfi¢ sektory a mezi vetfejnym a sou-
kromym sektorem, tak i na teritorialni a nad-
narodni urovni.

Je to projekt, ktery zlistdva otevieny
vsem venkovskym komunitam. Je nezbyt-
né zapojit aktéry z riznych sektorti a ven-
kovskych oblasti, které spolupracuji na za-
vedeni standardi vysoké kvality, jez lze
aplikovat na vSechny firmy, produkty a sluz-
by.

Vsechna zucastnéna tizemi usiluji o syn-
ergii a moznosti, jak diverzifikovat své ak-
tivity a zlepsit konkurenceschopnost svych
venkovskych ekonomik.

Strucna historie projektu

Projekt, ktery vedl ke vzniku znamky
Venkovska kvalita, vychazi z mezinarod-
ni spoluprace v rdmci iniciativy Evropské
komise LEADER II v 90. letech, a to mezi
tremi venkovskymi oblastmi, El Condado
de Jaén (Spanélsko), Pays Cathare (Fran-
cie) a Valle de Umbra (Italie). Tyto tii
oblasti jiz mély, nezavisle a témé&f soucas-
n¢, své vlastni teritorialni znacky zaloze-
né na obdobné strategii: dosazeni regio-
nalni konkurenceschopnosti diky
propagaci jakostnich produkti a sluzeb,
z4jem o ochranu pfirody a prosazovani
novych forem spoluprace mezi ¢leny za-
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cooperation networks. Both within each
region, across sectors and between public
and private sector, as well as territorial
and transnational level.

1t is a project that remains open to all
rural communities. It is necessary to in-
volve actors from different sectors and
rural areas, which cooperate with each
other to jointly establish high quality
standards applicable to all companies,
products and services.

All participating territories seek syner-
gies and opportunities to diversify their
activities and improve the competitiveness

of their rural economies.

Brief history of the project

The project which led to the birth of the
Rural Quality Mark comes from the tran-
snational cooperation in the framework of
the EC Initiative LEADER 1I, back in the
905, among 3 rural terterritorios rurales,
El Condado de Jaén (Spain), Pays Cathare
(France) and Valle de Umbra (Italy). The
three of them had already, independently
and almost simultaneously, their own ter-
ritorial brands based on a similar strategy:
achieving regional competitiveness by pro-
moting quality products and services, con-
cern for enviromental conservation and
promotion of new forms of cooperation be-

Regionalni znaceni v mezinarodnim kontextu ‘ 4

Regional branding in an international context

lozené na principech solidarity. Vyméno-

valy si zkuSenosti a zmobilizovaly mistni
ucastniky ve svych regionech. Na zacatku
roku 2000 se projekt rozsitil do dalSich
oblasti, uz s jasnou perspektivou vytvorit
spolecnou znacku, ktera by jim dala silu
na trzich, a dokonce se sttednédobym za-
mérem ziskat oficialni uznani Evropské
komise.

Znacka teritorialni kvality se 1isi od jed-
noho tzemi k druhému, protoze kazda
oblast pouziva spolu se znamkou Venkov-
ska kvalita i identitu své vlastni znacky.
Vytvoteni Asociace Evropské znamky te-
ritoridlni kvality bylo jednozna¢nym posi-
lenim. Asociace plni funkci ,,evropské
regulace® spoleéné znaéky a Ridiciho

a kontrolniho vyboru.

tween agents based on principles of solidar-
ity. They exchanged experiences and mobi-
lized local actors in their areas. In early
2000, the project expanded to to other ar-
eas, now with the clear perspective to create
a shared label that would give them strength
in the markets, and even with the intention,
in the medium term, to obtain the official
recognition of the European Commission.
The territorial quality brand varies from
one territory to another, because each area
uses its own brand identity jointly with the
common brand of ‘Rural Quality’. The
creation of the Association of European
Territorial Quality Mark has been a definite
boost. This has a ‘European Regulation’ of
the common brand and a Committee of

Management and Control.
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V soucasnosti existuje mnoho novych
venkovskych regiont, které zazadaly o za-
¢lenéni do sité Venkovské kvality. Jen
ve Spanélsku by b&hem piistich dvou let
mohl celkovy pocet znacek dosahovat po-
Ctu témeft triceti.

Nejdilezitejsimi aktivitami jsou propa-
gace a jednotna a pfitom adresna komuni-
kace, prezentace spole¢né znacky v mezi-
narodnim cestovnim ruchu, na veletrzich
zeme&dé€lskych produktl a potravin a umé-
leckych femesel, stejné jako na jednanich
¢lenskych spolecnosti pii standardizaci
kritérii kvality a vzdélavani v marketingu.

Evropské organy Venkovské kvality
jsou sestaveny ze zastupcl riznych zemi.
V soucasné dobé¢ asociaci predseda Joan
Espona z regionu Garrotxa i Collsacabra

a mistopiedsedou je predstavitel Conseil
General de 1°‘Aude (Francie).

Jedna se o iniciativu, ktera méla vzdy
finanéni podporu z evropskych, narodnich
i regionalnich fondt prostfednictvim pro-
gramu LEADER.

Cecilia Antonelli je koordinatorkou
Asociace Evropské znamky teritorialni

kvality.

Kontakt: amcte@telefonica.net

Vice informaci: www.ruralquality.eu

Currently there are many new rural
counties that have applied for inclusion in
the Rural Quality Network. Only in Spain
could be achieved almost thirty within the
next two years.

The most important activities are the

promotion and joint and customized com-

munication, the presence of the common
label in international tourism, agro-food
and handcraft fairs, as well as sector work-
ing meetings of the associated companies
for the standarization of criteria for qual-
ity and training for marketing.

The Rural Quality European bodies are
composed of representatives of different
countries. The current presidency is held by
Joan Espona of the Garrotxa i Collsacabra
territory and the vice presidency by the rep-
resentative of the Conseil General de I’ Aude
(France).

1t is an initiative which had had at all
times financial support from European, na-
tional and regional funds through the Lead-
er Initiative.

Cecilia Antonelli is coordinator of Eu-
ropean Territorial Quality Mark Associa-
tion (La Asociacion de la Marca de Calidad
Territorial Europea,).

Contact: amcte@telefonica.net

Web: www.ruralquality.eu
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Katerina CApiLovA

Nérodni koordinatorka
Asociace regionalnich znacek, o.s.

National co-ordinator of the Asociace regiondlnich
znacek, o.s. (Czech Association of Regional Brands)

KATERINA VLASKOVA

Regionalni koordinatorka znatky SUMAVA origindlni
produkt®, projektova manazerka a koordinatorka
cestovniho ruchu, vedouci TIC Stachy, Regionalni
rozvojova agentura Sumava 0.p.s.

Regional coordinator of the brand SUMAVA original
product®, project manager and tourism coordinator,
head of Tourist Information Centre TIC Stachy,
Regiondlni rozvojova agentura Sumava o.p.s.

Jozer Janco
Regionélni koordinator znatky MORAVSKY KRAS

regiondlni produkt® a manazer MAS Moravsky kras o.s.

Regional coordinator of the brand MORAVSKY KRAS
regional product®, manager of the Local Action Group
Moravian Karst
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MaARKETA PosikovA

Reditelka MAS Podlipansko, 0.p.s, ktera koordinuje
znacku POLABI regionalni produkt®

Director of the Local Action Group Podlipansko, o.p.s.

that coordinates the brand POLABI regional product®
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ALEXANDRA DUBNICKOVA

Projektova manazerka v Regionalnim
environmentalnim centru Slovensko
(REC Slovensko)

Project manager at the Regional Environmental
Centre Slovakia (REC Slovensko)

RENE DE BRUIN

Tajemnik Streekeigen Producten Nederland
(Nadace pro regionalni produkty Nizozemsko)
a vlastnik spole¢nosti Streekwijzer

Company secretary at Streekeigen Producten
Nederland and owner at Streekwijzer

IaN DEmPSEY

Vykonny feditel spole¢nosti
West Cork Development Partnership

CEQ at West Cork Development Partnership

JULIE SLoAN

Manazerka udrzitelného rozvoje ve spole¢nosti
Hadrian’s Wall Heritage Limited

Sustainable development officer at Hadrian s
Wall Heritage Limited
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JuLier D. GoLbeN LaszLo Potozky

Nezavisla konzultantka a autorka dvou strategii Reditel Rumunské nadace Partnerstvi,

pro udoli Barycze (o propagaci turistiky a rozvoji ktera realizuje program Transylvania Authentica
regiondlni znacky pro adoli Barycze) Director of the Romanian Environmental
Independent consultant and the author of two Partnership Foundation, implementer
strategies for the Barycz Valley (concerning tourist of the Transylvania Authentica

promotion and development and development
of the Barycz Valley brand

MaRrTA KAMINSKA CEciLIA ANTONELLI

Specialistka na propagaci mistnich produktii v nadaci Koordinatorka Asociace Evropské znamky

Udoli Barycze a Partnerstvi pro udoli Barycze teritorialni kvality

Promotion and Local Product Specialist at the Barycz Coordinator of European Territorial Quality Mark

Valley Foundation and Partnership for the Barycz Valley Association (La Asociacion de la Marca de Calidad
Territorial Europea)
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