
1. Introduction
International wine mar -

ke ts are subject to an in -
creasing com petition. As
traditional wi ne-produc-
ing Countries in the EU-
25 address the do mestic
chal lenges of in crea sing
stocks and sta gna ting per-
capita con sum  ption, the
emerge nce of the so-cal -
led «New World» produc-
ers has animated exten-
sive international discus-
sions on the issues of la-
belling, brand protection
and Geographic Indica-
tions of Origin (GIs) (Ca-
manzi et al., 2008).

In this environment, dif-
ferentiated products can
offer the hope of maintain-
ing profitability. As senso-
ry experience, wine differ-
entiation primarily hinges
on the transmission and
perception of information
on product quality.

Consumers face the pro -
blem of asymmetric infor-
mation, with the potential
that the average quality in
the market will be less than
optimal. Conversely,
producers need to find wa ys
to efficiently transmit infor-
mation on the quality of
their products, so as to maximize the potential price premium. 

In the traditional Euro-
pean approach, producers
tend to organize them-
selves in consortia, which
centre around the AO des-
ignation. This mechanism
is much more than a
simple geo graphic delin-
eation. The consortium can
be governed by history,
tradition, culture, terroir,
and even by tight controls
over production decisions,
irrigation, plant varieties,
etc. Product qua lity is em-
bodied in everything the
Appellation stands for. The
AO also plays an impor-
tant role in the EU exports.
In fact, it provides a tool
for pro duct differentiation
in order to better fit de-
mand segmentation to cre-
ate higher added value for
producers.

With growth in interna-
tional trade, subtle nation-
al differences in regulato-
ry and legal frameworks
can become major irri-
tants between exporting
and importing Countries.
Pragmatically, there is the
need to find common
ground so that trade can
continue to flow. Discus-
sions aimed at finding out
that common ground has
been found for a number

of years in different fora: from the Madrid Agreement in
1891 to the more recent talks within the TRIPS framework. 

An important debate is currently taking place about the
meaning of the notification and protection system. Accord-
ing to the US and other «New World» producing Countries,
the GIs should be based on a voluntary registration system
as identification tool. Therefore, GIs should be considered
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as a form of territorial right and their utilization should be
discussed in national legislation. On the other hand, ac-
cording to the EU, the GIs should enter a multilateral regis-
ter to be enforced in all Countries.

The aim of this paper is to discuss the efficiency of AO
system on the international wine market as an instrument
that can satisfy both the producers and consumers needs, and
then to give advice on how to improve the market perform-
ance in the future.

The subject is introduced by an overview of the main in-
ternational agreements for the protection of Appellations of
Origin.

Moreover, we carry out a demand analysis in order to e-
valuate the consumers’ appreciation of origin attributes. The
ana  lysis on demand is conducted through descriptive statis-
tics and a critical review of the related economic literature. 

The third step of our approach consists in a supply analy-
sis carried out in order to describe and evaluate the alterna-
tive market strategies adopted by the main wine-producing
Coun tries and identify the role of origin in a firm’s strategic
choices. 

Finally, through two empirical analyses, we intend to show
the risks that for both consumers and producers run as a con-
sequence of the coexistence of brand names and Appellations
of Origin on international markets. The first investigation is
conducted through the United States Patent and Trademark
Office (USPTO) trademark register database in order to il-
lustrate some cases of imperfect use of quality signals on the
international market. This analysis is aimed at quantifying
the actual risks of altering the consumer’s quality perceptions
and weakening the AO reputation on the international mar-
kets. Then, we conducted a direct survey on the Italian AO
Consortiums Association (Federdoc) in order to give some
insights into the efforts made by producers to register the col-
lective brand on the international markets. 

2. The protection of the Appellations of O-
rigin on the international market

The issue of international protection of GIs goes back to
the Paris Convention for the Protection of Industrial Prop-
erty in 1883 (known as «Paris Convention»), which includ-
ed «indications of source or appellations of origin» as ob-
jects to be protected by national industrial property laws2.
Nowadays, this Agreement has more adherents than any
other treaty addressing the protection of geographical indi-
cations. Namely, the Paris Convention currently requires
member countries to prohibit the import of goods bearing

false indications. Hence, the import of goods marked with
a GI that might be liable to mislead, but does not rise to the
level of being false, does not need to be prohibited under
the Paris convention (Bendekgey and Mead, 1992).

However, a more comprehensive form of regulation is pro-
vided by the Madrid Agreement for the Repression of False
or Deceptive Indications of Source on Goods (1891), which
prohibits the import of goods bearing a false or misleading
indication to signatory countries or to a place in those coun-
tries. Nevertheless, as highlighted by Blakeney (2001), this
Agreement failed to attract the accession of significant trad-
ing nations such as the United States, Germany or Italy.

The Lisbon Agreement for the Protection of Appellations
of Origin and their International registration (1958) estab-
lished an international system for registration and protection
of appellations of origin by adopting the French definition of
appellation of origin, defining it as «the geographical name
of a country, region, or locality, which serves to designate a
product originating therein, the quality and the characteris-
tics of which are exclusively or essentially due to the geo-
graphical environment (milieu géographique), including
natural and human factors». As underlined by Romain-Prot
(1995), this Agreement failed to attract support from more
than only a few nations. At first, the accession was confined
to those nations that were protecting appellations of origin
«as such». Hence, as highlighted by Geuze (2007), the in-
ternational registration of an appellation of origin provides
its protection as long as the appellation is protected in its
country of origin. Later on, no exception was made for GIs,
which had already become generic in MS. 

The Trade Related Intellectual Property (TRIPS) agree-
ment defines GIs as «...indications which identify a good as
originating in the territory of a Member, or a region or lo-
cality in that territory, where a given quality, reputation or
other characteristic of the good is essentially attributable to
its geographical origin»3. As highlighted by Romain-Prot
(1995), this definition expands (but weakens) the Lisbon A-
greement’s concept of appellation of origin. Firstly, the cri-
teria (quality, reputation, and other characteristics) are alter-
native and independent; secondly, the link between natural
and human factors disappears. For example, goods that
merely have a certain reputation, but not a specific quality
due to their place of origin, are covered by the definition
provided by the TRIPS, but not by the one provided by the
Lisbon Agreement. Finally, under the TRIPS Agreement, a
GI has to be an indication in order to be protected, but not
necessarily the name of a geographical place on earth.
Hence, as highlighted by Höpperger (2007), non-geograph-
ical place names or emblems would fall into the category of
signs that could constitute GIs under the TRIPS Agreement.

The TRIPS Agreement provides an additional protection
for wines and spirits4. Firstly, the Agreement specifies that
each Member shall provide legal protection for wine GIs
even where the true origin of the goods is indicated or the
geographical indication is used in translation or accompa-
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2 The term «indication of source» can be defined as an indication referring
to a country, or to a place in that country, a given product is native of. This
definition does not imply any special quality or characteristic of the prod-
uct on which an indication of source is used. 
3 See Article 22 of the TRIPS Agreement.
4 See Articles 23-24 of the TRIPS Agreement. In the current debate, some
Countries consider this additional protection as an unacceptable discrimi-
nation against all other products and they have demanded for an extension
of that protection to all kinds of geographical indications (Blakeney, 2001).



nied by expressions such as «kind», «type», «style», «imi-
tation» or similar. As no mention is made of misleading the
public or unfairly competing, the presumption is that such
conditions are not required for GI protection for wines and
spirits (Josling, 2006)5. Hence, the level of protection for
wines and spirits is enhanced beyond that provided for GIs,
under which protection is limited to cases where the public
is mislead as to the true geographical origin of a product or
where the use of the GI constitutes an act of unfair compe-
tition. Secondly, even if the Agreement does not set out the
registration requirements for a geographical indication, it
negatively addresses the issue by permitting Members to
legislate to provide «an interested party» the capability to
request the refusal or invalidation of the registration of a
trademark which contains a GI identifying wines or spirits,
which contains or consists of a GI which does not have the
indicated origin. Thirdly, a protection for GIs for wines in
the case of homonymous indications is provided. Conflicts
typically arise with products presenting homonymous GIs
and being sold into the same market. Concurrent use of
homonymous GIs in the same territory may be problematic
where the products on which a geographical indication is
used have specific qualities and characteristics that are ab-
sent from the products on which the homonym of that geo-
graphical indication is used. In this case, the use of the
homonymous geographical indication would be mislead-
ing, since expectations concerning the quality of the prod-
ucts on which the homonymous geographical indication is
used are not met (Blakeney, 2001). 

However, important exceptions limit the effectiveness of
this additional protection. Firstly, a Member is not obligat-
ed to protect a GI of another Member where that GI has be-
come the generic («customary») name for products and
services, or in respect of grapevine products whose name is
identical to the grape variety. For example, the US Bureau
of Alcohol, Tobacco and Firearms (BATF) permits the use
of «semi-generic names» such as «Champagne», «Bur-
gundy» and «Chablis» if «the correct place of origin is di-
rectly connected to the name» (Brody, 1994). The main ex-
ception relates to the so-called prior trademarks. Hence,
when a trademark has been acquired or registered in good
faith before the date of application of the Agreement in that
Member, or before the GI was protected in its country of o-
rigin, eligibility for or the validity of the registration of a
trademark or the right to use a trademark shall not be prej-
udiced, on the basis that such trademark is identical with or
similar to a geographical indication. Finally, the third main
exception concerns the so-called grand-fathered uses, i.e.
the continued uses of a GI identifying wines or spirits for
goods or services prior to the conclusion of the Uruguay
Round, even when the GI has not become generic and there

is no pre-existing trademark right. Namely, uses must have
taken place in good faith or for at least ten years prior to 15
April 1994.

Parallel to, but distinct from the TRIPS Agreement, there
are a number of bilateral and multilateral (including region-
al) agreements, which contain provisions modifying the
TRIPS provisions dealing with geographical indications.
For example, in 1994, the EU negotiated an agreement with
Australia which included the phasing-out of European wine
names used by Australian wine-makers that had slipped in-
to generic use. The Agreement also provided for mutual
recognition of oenological practices of each party and im-
proved European market-access conditions for Australian
products, by removing a number of technical barriers to
trade between both parties. On 10 March 2006, the US-EU
wine trade Agreement was signed. The Agreement covers
wines with an actual alcohol content of not less than 7% and
not more than 22%. It addresses several key issues, sets a
framework to facilitate future wine trade between the Unit-
ed States and Europe and provides for mutual acceptance of
existing oenological (wine making) practices (with the mu-
tual acceptance of wine making practices the US will ex-
empt the EU wine from new US certification requirements
for imported wine), certification (the EU will simplify its
import certification requirements for the US wine) and la-
belling (the Protocol on Wine Labelling sets specific condi-
tions for the use of vine names, vintage characteristics, pro-
duction methods, product types and variety names). 

Moreover, the US and the EU agree to recognize certain
of each other’s names of origin in specific ways (article 7)
and the US agrees to seek legislative changes to limit the
use of 16 semi-generic names. The «traditional expres-
sions» that the US will be allowed to use under specified
conditions are: Chateau, classic, clos, cream, crusted/cru -
sting, fine, late bottled vintage, noble, ruby, superior, sur
lie, tawny, vintage and vintage character. These terms may
only be used if they have been approved for use on wine la-
bels in the US on a Certificate of Label Approval (COLA).
Current US laws permit these names to be used on non-Eu-
ropean wines. The new rules will prohibit new bran ds from
using these names on non-European wine, but will grandfa-
ther existing uses of these semi-generic names. 

3. The effectiveness of Appellations of Ori-
gin for producers and consumers

According to the economic theory, the creation of a brand
has important effects on social welfare. Firstly, when qual-
ity is not adequately signalled to consumers, a decrease in
the average quality provided on the market is expected to a-
rise. In this sense, the brand acts as informative tool and can
increase consumer utility. Secondly, the brand creation in-
creases quality differentiation and thus let producers gain
positive profits in the short-term, according to the degree of
products substitutability (Dixit and Stiglitz, 1977). Finally,
as far as the brand corresponds to an actual quality differ-
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5 Article 23.1 permits each Member to «provide the legal means to inter-
ested parties to prevent the use of a geographical indication» identifying
wines or spirits that do not originate in the place indicated by the geo-
graphical indication in question.



entiation, the Intellectual Property Right acts as a tool to
protect both consumers and producers interests. 

In the specific case of Appellations of Origin, we can con-
sider that an AO has an important role for both producers
and consumers. On the demand side, the Appellation of O-
rigin represents a quality signal, which provides informa-
tion about the region of origin and the wine’s average qual-
ity. On the supply side, the Appellation of Origin represents
a long-term commitment constraining a firm’s strategy in
terms of quantity and quality; in exchange, producers have
access to a collective reputation.

On the one hand, Appellations of Origin represent a way
to solve the asymmetric information problem (Laporte,
2001). In a context where wine quality is not directly ob-
servable for consumers, AO represents an important quali-
ty sign concerning the wine characteristics by providing in-
formation about the wine geographical origin and its aver-
age quality. In fact, wine market is characterized by a very
heterogeneous supply and by the impossibility to observe
the product quality before purchase. This leads to relevant
asymmetric information between producers and consumers
and consequently implies strong promotional and informa-
tion research costs (Nelson, 1970, Darby and Karny, 1973).
The major consequence of the inefficiency of quality sig-
nals as regards consumer expectations on quality and typi-
cality is the risk of a decrease in the average quality level
supplied on the market, which can imply a long-term de-
mand drop (Akerlof, 1970). In this context, the AO aims at
reducing consumer information costs.

On the other hand, Appellations of Origin have important
consequences on the «characteristics space» (Lancaster,
1966). The delimited production area and the existence of
specific production requirements (the maximum yield of
wine from grapes, the minimum density of rootstocks per
hectare, the minimum natural alcohol content by volume, the
minimum total acidity, etc.) confer to wine specific quality
characteristics and substantially differentiate each Appella-
tion of Origin from the other ones. As a result, the construc-
tion of an AO provides an increase in the inter-appellation
quality differentiation and a decrease in the intra-appellation
quality differentiation, by conferring specific quality charac-
teristics to the wines belonging to the same AO. The quality
differentiation is thus based on the specific production re-
quirements to which producers commit. In exchange of quan-
tity restrictions (delimited production area and maximum
yield per hectare), which limit the producer’s strategic flexi-
bility in the long term, producers have access to a collective
reputation, which may increase the consumer’s willingness
to pay for the AO (Chambolle and Giraud-Héraud, 2003).

4. Consumer appreciation of quality and o-
rigin attributes 

This section of the paper aims at evaluating the role of
quality in the consumer’s behaviour through descriptive
statistics and literature review. 

The demand analysis through descriptive statistics shows
that wine’s quality seems to be a fundamental factor behind
consumption trends. In fact, if we consider the demand for
wine from 1983 to 2007, we observe that the two categories
«quality wine» and «table wine» have been moving in dif-
ferent directions. In particular, there has been a substantial
fall in consumption of «table wines». Over the same period,
there has been a growth in consumption of «quality wines»,
but not sufficiently large to compensate for the reduction in
the first category. If we consider the traditional producing
and consuming Countries (France, Italy and Spain), the
gross human consumption per-capita of total wine has de-
creased of about 45% from 1983 to 2007, whereas the op-
posite trend is registered in the case of quality wines pro-
duced in a specific region (PSR). Figure 1 shows the role of
quality wines PSR on the total GHC per capita in France, I-
taly, Spain and Portugal.

European consumers appear to be more quality-oriented
than quantity-oriented. The raising importance of occasion-
ally wine consumption is confirmed by several socio-eco-
nomic surveys. In 2003, about 67% of Italian wine con-
sumers drink wine each day, while about 33% drink it only
occasionally. 75% of occasional consumers are identified as
«wine-passionate» consumers, which also have a «wine-
culture». As for France, the INRA-ONIVINS survey 2005
confirms the increasing role of occasional consumption. 

As for the Italian market, a recent ISMEA survey (2005)
examines the role of the designation of origin in consumer
purchase choices. According to this survey, Italian con-
sumers recognize the Appellations of Origin as high quali-
ty products from the point of view of i) taste and ii) food
safety (due to the existence of production system’s control
mechanisms). Moreover, an increasing knowledge concern-
ing AO is registered, which highlights an increasing inter-
est in these categories of products. 

Further, the demand analysis through the review of eco-
nomic literature shows an increasing relevance of objective
characteristics (as region of origin, reputation and other ob-
jective characteristics) on consumer willingness to pay for

Figure 1 – Role of quality wines PSR on per-capita gross human con-
sumption in the traditional wine producing and consuming Countries
(1983-2006).
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wine. Hence, when a product has a high proportion of at-
tributes that can only be assessed during consumption (ex-
perience attributes) as with wine (Chaney, 2000), then the
consumers will fall back on extrinsic cues in the assessment
of quality (Speed, 1998). Several papers show the impact of
objective characteristics on price differentials. This category
includes the vintage’s year, the Appellation, the region, the
grape varieties, which usually appear on the label and are
therefore easy to be identified by consumers. Combris et al.
(1997, 2000) use data for Bordeaux and Burgundy wine to
estimate a hedonic price function. In both studies, price is
strongly explained by objective attributes appearing on the
label of the bottle. The authors conclude that consumers may
decide to vary their willingness to pay for wine primarily ac-
cording to observable attributes. See also Nerlove (1995)
and Gergaud (1998) for an analysis carried out using data for
Champagne. The relevance of objective traits is also under-
lined in Oczkowski (1994). Landon and Smith (1997) use an
unbalanced panel of 196 red wines from the five Bordeaux
vintages from 1987 to 1991 and estimate two hedonic price
equations. The authors confirm the relevance of the objec-
tive traits and show that long-term reputation explains much
more variation in the consumer willingness to pay than
short-term quality changes. This finding has been confirmed
by focusing only on a balanced panel of 151 wines for the
1989 and 1990 vintages (Landon and Smith, 1998). Subse-
quent applications to premium wines from North America,
Australia, South Africa and Chile by Schamel (2000) and to
Australian premium wines by Oczkowski (2001) support the
presence of significant reputation effects. Schamel (2003)
estimates a hedonic pricing model of premium wines sold in
the US in order to analyze the factors behind price differen-
tials based on regional origin and points out that the domes-
tic regions command higher prices than wines imported
from other New World sources. 

As for the Italian market, Benfratello, Piacenza and Sac-
chetto (2004) estimate an hedonic model using a dataset on
two premium quality wines (Barolo and Barbaresco) cover-
ing the 1995-1998 vintages and show that the reputation ac-
quired by wines and producers during the years is more im-
portant than taste in driving market prices. 

Other papers, dealing with experimental studies, point out
that the AO can improve the consumer’s WTP (Bazoche,
Combris, Giraud-Héraud, 2005). 

Mtimet and Albisu (2006) examine the Spanish AO wine
consumer behaviour by the use of a choice experiment tech-
nique. Empirical results indicate the importance of the des-
ignation of origin and wine aging attributes on wine selec-
tion. The grape variety variable, although it has a lower u-
tility value, is also found to be significant (especially a for-
eign variety), thus confirming the emergence in the Spanish
wine market of the «New World» marketing strategies
based on well-known varietal wines.

5. Quality strategies on the international
wine market: the role of origin

Two main production–marketing systems coexist on the
international wine market. Behind these systems, two main
strategies can be identified: the private brand strategy and
the Appellation of Origin system. These two strategies can
be distinguished through the degree of commitment-flexi-
bility, which characterizes producer strategic choices.

The private brand strategy is advantageous for the firms,
because it allows quicker adjustments to market conditions,
particularly changing in this field of the agrifood consump-
tion. Let us consider as an example the large firms of «New
World» producing Countries (Jacob’s Creek, Gallo, South-
corp, etc.). These firms develop a whole series of brands,
easily identified by consumers, thanks to great market vol-
umes and notoriety. Considerable investments in promotion
are associated with these brands. The firm’s efficiency is
based on its capacity for scale economies, which allows it
to meet market volume requirements and to develop strate-
gies of price promotion. For example, around 66% of Aus-
tralian wine is sold on price or multi-buy promotion on the
UK market.

On the other hand, the Appellation of Origin system re-
quires the producer’s commitment to specific production
requirements, which constraint the producers in terms of
quantity. In exchange, the producer benefits from a collec-
tive reputation related to the Appellation. The quantity
constraints may result in a loss of strategic flexibility (Gi-
raud-Héraud and Grazia, 2008). The loss of strategic flex-
ibility can constitute a limitation of firm’s expansion in the
markets which are characterized by an increasing wine
consumption trend (especially the Anglo-Saxons Coun-
tries) and, therefore, by a great level of competition be-
tween Appellations of Origin and «New World» wines. In-
deed, whereas the wine consumption is nowadays stagnat-
ing in the Countries with the highest wine production (and
consumption) as France, Italy or Spain, on the other hand,
it is not the same in the U.S.A, in the United Kingdom and
in the Asian Countries, as China or Japan, where the com-
petition between the AO and the private brands is very
strong and leads to several strategic difficulties for pro-
ducers.

The importance of wine origin for traditionally producing
Countries can be appreciated from the trend of wine pro-
duction and exports in the leading trio of producing and ex-
porting Countries (France, Italy and Spain)6. 

Table wines still make up more than half of Community
wine production (98 million hl in the 2004/2005 wine year)
but their share is declining in favour of quality wines. The
increase in the share of quality wines on the total wine pro-
duction is manly resulting from conversion of lands and re-
classification on some table wines in response to changing
demand. The analysis of the trend of volume of exports by
category of wine (for France, Italy and Spain) points out
that the growth in exports of quality wines has been slower
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but more constant than for table wines. There is a relative
stability of quality wine’s image on the exports markets.
The conjoint analysis of the trend in production and exports
points out that the relative importance of exported volumes
of quality wines with respect to the total production has in-
creased from 4% to 10% between 1983 and 2006. This un-
derlines an increasing importance of strategy on quality
wines for the traditional producing Countries with respect
to exports markets.

The competition between the two above-mentioned sys-
tems (private brand vs. Appellation of Origin) is particular-
ly tight in those markets characterized by increasing con-
sumption. Nevertheless, we observe that many producers
around the world started to use Geographical Indications to
differentiate their product (Hobbs, Kerr and Phillips, 2001):
the increasing competition by foreign wines and the evolu-
tion of consumer behaviour towards an increasing appreci-
ation of quality, implies the implementation of origin-ori-
ented strategies. 

In this perspective, it is worth noticing the development
of the American Viticultural Areas (AVAs) in California
and, in particular, in Oregon and Washington (Rousset, Tra-
versac, 2006): over 160 American Viticultural Areas are
nowadays approved. An American Viticultural Area (AVA)
is a delimited grape-growing region distinguishable by ge-
ographic features, with boundaries defined by the United S-
tates government’s Alcohol and Tobacco Tax and Trade Bu-
reau (TTB). The TTB defines these areas at the request of
wineries and other petitioners. An AVA specifies a location.
Once an AVA is established, at least 85% of grapes used to
make a wine must be grown in the specified area if an AVA
is referenced on its label. Current regulations impose the
following additional requirements on an AVA: i) evidence
that the name of the proposed new AVA is locally or na-
tionally known as referring to the area, ii) historical or cur-
rent evidence that the boundaries are legitimate and iii) ev-
idence that growing conditions such as climate, soil, eleva-
tion, and physical features are distinctive. It can be noticed
that the AVA implies a lower level of commitment as com-
pared to the European AO. In fact, it does not limit the type
of grapes grown, the method of vinification, or the yield,
for example. Some of those factors may, however, be used
by the petitioner when defining an AVA’s boundaries.

The use of Geographical Indications in Australia started
in 1993 when the Australian Wine and Brandy Corporation
Act (1980) was updated to enable Australia to fulfil its A-
greements with the European Community on Trade in Wine
and the Agreement on Trade-Related Aspects of Intellectu-
al Property Rights (TRIPS). The use of GIs is aimed at
«providing the legal means for interested parties to prevent
use of a geographical indication identifying wines for wines
not originating in the place indicated by the geographical
indication in question». With respect to the European AO
system, it is much less restrictive in terms of vine-growing
and wine-making practices. In fact, the only restriction is

that wine which has the regional name must consist of a
minimum of 85% of fruits from that region. This protects
the integrity of the label and safeguards the consumer.

6. The assessment of the effectiveness of
Geographical Indications on the interna-
tional market: empirical results

In order to assess the risk of consumer misperception of
the link between the geographical place name and the actual
region of origin, we carried out an analysis on the USPTO
database with respect to the 17 semi-generic names con-
cerned by the EU-US Wine Agreement. This analysis points
out some examples of trademarks, which explicitly refer to
European Appellations of Origin, but have been registered
by firms located outside the delimited production area. The
main results of the analysis follow (see Table 1 below):

I) Several semi-generic names appear in non-wine related
products. In this case, the level of consumer misperception
is relatively low. See for example «The Champagne of
Tea», «Pink Champagne» (Beauty products), «The Cham-
pagne of Water (Drinking Water), «Champagne Honey
mustard splash» (salad dressing), «Marsala» (Fresh olives
and grapes) or «Porto’s» (Bakery goods);

II) Some of the semi-generic names are explicitly men-
tioned in trademarks referring to wine (relatively high risk
of misperception), which have been registered by producers
located outside the delimited production area. See examples
in the Table below;

III) A few semi-generic names are not registered as trade-
marks, neither from producers located in the delimited pro-
duction area, nor from US firms (Haut Sauterne, Hock,
Moselle, Retsina, Sauterne). «Porto» and «Malaga» do not
appear in trademarks registered from producers located out-
side the delimited production area;

Table 1 – Registration on the Us market of semi-generic names.



IV) The most «used» geographical place names (both in
non-wine and wine related sectors) are likely to be those with
the highest notoriety on the international market; hence, in
addition to the risk of consumers misperception, an oppor-
tunistic behaviour may take place when producers located
outside the original production area may take advantage of
the collective reputation of the Appellations of Origin;

V) In particular, some multinational firms seem to devel-
op a sort of strategy based on an explicit mention to Euro-
pean Appellations of Origin (Arbor Valley).

As second step of the investigation, we searched in the
USTPO database for names similar to the Italian Controlled
and Guaranteed Designations of Origin (DOCG). Results
are illustrated by Table 2. 

Eleven out of the thirty-four DOCG names are not regis-
tered at all (neither from the Consortium nor from other
firms not related with the actual product’s origin or with the
wine sector): Albana di Romagna, Bardolino, Carming-
nano, Ghemme, Soave Superiore, Taurasi, Torgiano Rosso
Riserva, Valtellina Superiore, Vermentino di Gallura, Ver-
naccia di San Gimignano, Gattinara. 

More interestingly, we found that some DOCG are not
registered by the Consortium, but their geographical place
name has been registered as trademark or service mark by
non-wine related firms (Barbaresco, Barolo, Chianti, Gavi
o Cortese di Gavi). In this case, the risk of misperception is
relatively high, in particular for the DOCG Chianti, which
has not been registered by the Consortium. In fact, its geo-

graphical place name appears in wine-relat-
ed trademarks (Arbor Valley American Chi-
anti, Inglenook Chianti, Good Chianti, Chi-
anti Station).

The risk of misperception can arise in
spite of the registration from the Consorzio
di Tutela. For example, the DOCG Asti has
been registered by the Consortium, but the
geographical place name «Asti» appears in
trademarks registered by non-wine related
firms.

An effective intervention of the Consor-
tium is registered for Brachetto d’Acqui,
Brunello di Montalcino, Chianti Classico,
Franciacorta Spumante, Gattinara, Raman-
dolo, Recioto di Soave and Vino Nobile di
Montepulciano.

A relatively important action is that of in-
dividual firms, which register their individ-
ual brand (containing the geographical place
name of the AO): Marchesi di Barolo, Pri-
more Casa Vinicola in Gattinara, Gavi La S-
colca, Martini & Rossi Asti Spumanti Marti-
ni, The Bosca Millennium Collection Asti,
Poggio Rosso Chianti Classico, Barone
Pizzini Franciacorta DOCG brut. In some
cases, the individual registration strategy al-
lows the firm to protect its brand (and indi-
rectly the geographical place name of the
concerned AO), in spite of a lacking inter-
vention of Consorzio di Tutela (Ruffino Chi-
anti 2004, DOCG from 1877, Chianti
DOCG 2001 Piccini, Chianti Vino Pasolini).

In order to give an insight into traditional
wine producing Countries attitude towards
brand registration in international markets,
we conducted a direct survey among the
most representative Consortia in Italy. Con-
sortia were chosen from the National Con-
federation for Voluntary Consortia for the
Oversight of the Denominations of Origin
(Federdoc). Preliminary results refer to 21
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Consortia that account for 40.3% of Italian production with
Appellation of Origin and that include 9 out of 24 Appella-
tions of Origin Controlled and Guaranteed (37.5%). 

As detailed in Table 3, the survey shows that almost one
out of two Consortia interviewed (48%) have not taken any
action yet to register their Appellation of Origin as a brand,
neither on the national nor on the EU market, nor on the in-
ternational market. At least two of them are presently eval-
uating the cost of registration in few Countries which are
their main importers.

Among those Consortia that have already registered a
mark, we notice that quite a few (19%) have taken this ac-
tion only to protect their Appellation on the national or Eu-
ropean market. Therefore, only one third of the Consortia
considered makes use of international marks, in the form of
individual trademarks, collective marks and international
marks (according to the Madrid Agreement).

The most used tool for the Appellation protection on the
international markets is the Individual trademark, chosen
by 24% of Consortia of our sample, followed by the collec-
tive mark which is used by a smaller percentage of Produc-
ers Associations – 19%. Only in one case (5%), we record-
ed the use of the Madrid Agreement through which the Ap-
pellation is protected in 31 Countries.

Table 4 illustrates the main countries where the Italian
Consortia register their marks. As regards the Countries
where Appellations seek for protection, Canada and the US
rank first (71% of cases), followed by Japan (57%), Ar-
gentina, Australia, Chile and South Africa (43%). Another
relevant group of Countries includes Brazil, Phililippines,
Mexico, New Zealand, Venezuela, where 29% of our sam-
pled Consortia registered their marks. Finally, there are sev-
eral Countries such as India, Indonesia, North Korea,
Paraguay, Peru, South Korea, Switzerland, Taiwan, Thai-
land and Uruguay, where only one Appellation is registered
as mark.

In the last three years, the overall registration process cost
was about 126.000 euros and it has been more expensive

for trademarks (almost 89.000 euros) than for collective
marks (37.300 euros), but this was due to the greater use of
the former as compared to the latter.

At present, two important Consortia are pursuing regis-
tration of both trademarks and international marks in many
other Countries such as Albania, Algeria, Bulgaria, Croatia,
Cuba, Malta, Morocco, Romania, Singapore, Tunisia,
Turkey, Vietnam. 

The main difficulties in the registration process relate to
refusals, in particular in Australia, Canada Russia and
Switzerland. Other issues arose because of the bureaucratic
burden, the excessive time length and costs (consultants
and personnel) required by the procedure.

As for the legal actions in protection of the Appellation or
of the mark, the survey shows that Consortia had to spend
even more than for the registration process (164.000 against
126.100 euros). However, we notice that in most cases they
are oriented at protecting the Appellation of Origin, with a
cost up to 114.000 euros, while the protection of the trade-
mark/collective mark more rarely occurred with a lower
overall cost.

7. Final remarks
Over the last few years, the stronger higher competitiveness

on the international wine market has increased the imple-
mentation of strategies to differentiate production and, at the
same time, the demand for a protection system being apt to
guarantee high investments and commitments by producers. 

The conducted study aimed at assessing the effectiveness
of the AO on the international wine market. Results of the
analysis are both positive and negative. 

As for the positive aspects, the AO is a key to ensure fair
competition and consumer information. According to mar-
ket surveys, it is perceived as origin and quality indicator. It
assists consumers in making the right choice, whether to buy
an AO product or not. Consumers show willingness to pay a
premium price if the origin of the product is guaranteed. 
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Table 3 – Attitude of Italian Consortia towards marks.

Table 4 – Countries in which marks are registered by Italian Consortia.



As for the negative factors, we observe a weak performance
of the AO on international markets. In fact, given the present
IPR system, in some cases we observe a double registration of
brand and double costs for producers: one for the AO regis-
tration and one for the industrial brand registration. Further-
more, we observe a weak recognition of specific investments
and quantity and quality commitment for AO producers and
some risks of altering the consumer’s perception of quality. 

The debate at national and international level, concerning
industrial brand and AO brand, is also linked to distribution
of monopole rent derived from monopolistic competition
by the brand. In the case of industrial brands, since these are
property of a firm, the firm will directly benefit from them.
In the case of Appellations of Origin, the beneficiaries are
all the producers of the area, who may be considered as a
club. In fact, the management of AO is always a collective
concern, with many difficulties because of the different in-
terests and behaviours of the beneficiaries. 

This is the reason why, in order to develop its potential
benefits, the Appellations of Origins need a strong econom-
ic regulation and specific controls to adapt supply to de-
mand in order to avoid short-term opportunist behaviours
and stabilize product’s quality in the long term, and to in-
crease its notoriety and information guarantee and trust a-
mong consumers. Individual and collective brands should
coexist, with differentiated and specific dynamics to fit
wider segmented wine markets.

Moreover, the AO implies specific techniques, a tradi-
tional competence linked to territory, a collective patrimo-
ny with an economic value and also a strong social and cul-
tural dimension, all constituting determinant factors of
quality policy for European producers. 

The Agreement on Trade-Related Aspects of Intellectual
Property Rights represents an important step towards the u-
niversal recognition of GIs protection. While previous a-
greements, including the Madrid and the Lisbon Agree-
ments, have already regulated related legal figures such as
indications of source and appellations of origin, the TRIPS
Agreement is nowadays the standard subscribed by all
Members of the World Trade Organization and, therefore,
the one with the widest possible international recognition. 

The TRIPS Agreements not only sets some minimum
standards but, according to Article 23.4, it also calls for ne-
gotiations for the «establishment of a multilateral system of
notification and registration of geographical indications for
wines and spirits eligible for protection in those Members
participating in the system». Negotiations on a multilateral
system of notification and registration of GIs for wines and
spirits are currently underway in the special session of the
TRIPS Council. The debate turns around a number of key
questions: when a geographical indication is registered in

the system, what legal effect, if any, that would need to have
within member countries and to what extent the effect
should apply to countries choosing not to participate in the
system. WTO Members remain divided on whether coun-
tries should be obliged to protect the GIs to be covered
through the multilateral system – as advocated by the EU
and Eastern European countries – or whether it should be
left to each country to decide at the national level – as sup-
ported by Australia, Canada, Japan and the United States7. 

The former Countries propose that when a geographical
indication is registered, this would mean that the term is to
be protected in other WTO members8. The latter group of
Countries proposes a decision by the TRIPS Council to set
up a voluntary system where notified geographical indica-
tions would be registered in a database. Those governments
choosing to participate in the system would have to consult
the database when taking decisions on protection in their
own countries. Non-participating members would be «en-
couraged» but «not obliged» to consult the database. 

At present, the debate is very heated and a solution does
not seem to be at hand, nevertheless it is necessary to set out
common rules as soon as possible so that firms and con-
sumers can receive all the relevant information to make
their choices. Preventing misleading information and op-
portunist behaviours means preventing a market failure and
helping the development of a more diversified, profit-ori-
ented agriculture.
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