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MOTION FOR A EUROPEAN PARLIAMENT RESOLUTION

on regional branding: towards best practice in rural economies
(2013/2098(INI))
The European Parliament,

– having regard to Articles 174 et seq. of the Treaty on the Functioning of the European 
Union (TFEU), which lay down the objective of economic, social and territorial cohesion 
and specify which structural financial instruments are to be used to achieve this objective,

– having regard to Article 39 TFEU, which lays down the objectives of the common 
agricultural policy,

– having regard to the Regulation (EU) No [...]/2013 of the European Parliament and of the 
Council on support for rural development by the European Agricultural Fund for Rural 
Development (EAFRD) and repealing Council Regulation (EC) No 1698/20051 ,

– having regard to the Regulation (EU) NO.[…]/2013 of the European Parliament and of the 
Council laying down common provisions on the European Regional Development Fund, 
the European Social Fund, the Cohesion Fund, the European Agricultural Fund for Rural 
Development and the European Maritime and Fisheries Fund and laying down general 
provisions on the European Regional Development Fund, the European Social Fund, the 
Cohesion Fund and the European Maritime and Fisheries Fund and repealing Council 
Regulation (EC) No 1083/20062,

– having regard to Rule 48 of its Rules of Procedure,

– having regard to the report of the Committee on Agriculture and Rural Development and 
the opinions of the Committee on Transport and Tourism and the Committee on Regional 
Development (A7-0456/2013),

A. whereas the concept of territorial development has taken on increased importance in 
recent years, in particular as a result of the inclusion of a more explicit reference to it in 
the Treaty of Lisbon;

B. whereas European rural development policy, which is  the second pillar of the CAP, was 
officially recognised in the context of the Agenda 2000 reform; whereas that reform gave 
rural development policy a status beyond that of a social and structural policy 
implemented merely as an adjunct to policy on agricultural markets; 

C. whereas the future framework regulation on regional policy calls on the Member States to 
employ integrated planning and programming in an effort to achieve greater consistency 
among the multiannual programmes implemented under the European Regional 
Development Fund, the European Social Fund, the Cohesion Fund and the EAFRD (and 
the European Fisheries Fund) through the use of a common strategic framework which 
avoids duplication of funding and double initiatives, is geared to the objectives of the 

1 OJ L [...], [...], p.[...]
2 OJ L [...], [...], p.[...]
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Europe 2020 strategy and is set out in a partnership contract drawn up by the Member 
States in cooperation with the economic and social partners and representatives of civil 
society; whereas territorial development measures and initiatives, particularly those 
concerning rural areas, should consequently be part of a global and cross-sectoral 
approach;

D. whereas the border between urban and rural is becoming more and more blurred and peri-
urban agriculture is expanding; whereas it is important that as an adjunct to rural 
development policy, regional policy is also geared towards rural areas in order to support 
innovative and formative projects there;

E. whereas the rural development instruments available to the Member States under the 
current rural development regulation offer them and their regions many development 
possibilities, and whereas existing rural development programmes do not make sufficient 
use of these possibilities, because they are short of budget resources;

F. whereas the regulation for the rural development programming period 2014-2020 will 
broaden the range of measures available to Member States, examples being the measures 
to support high-quality food production, the measure focusing on cooperation among 
territorial actors with a view to exploiting resources to the full through the provision of 
high-quality goods and services, the strengthening of producer organisations and the 
measures concerning innovation and economic diversification in rural territories;

G. whereas better integrating primary producers into the food chain through quality schemes, 
promotion in local markets and short supply circuits was established as a rural 
development priority for 2014-2020;

H. whereas, as far as rural development is concerned, the ‘LEADER’ approach best 
encapsulates the concept of cooperation involving a diverse range of actors, without, 
however, altering the central focus on farming, and whereas the actors involved could 
pursue a shared sector-based territorial project seeking to emphasise the specific features 
and best practice of a given homogeneous area;

I. whereas the choice of the practical arrangements and the type of support to be provided 
under rural development programmes should be left to the Member States or to their 
regions, if they opt for regional programming; whereas Member States are in the best 
position to determine the appropriate emphasis of such programmes at national or regional 
level;

J. whereas methods can be used to mobilise and involve, through joint approaches, all the 
relevant public and private actors, irrespective of the levels at which they are active, with 
a view to developing cooperation in a wide range of areas and exploiting the full potential 
of each territory on the basis of a shared project, whereby attention should be drawn, in 
this case in particular, to the importance of local development associations, producer 
associations and cooperatives, which may act as privileged partners with a view to access 
to local, regional, national and international markets;

K. whereas successful and comprehensive rural development programmes can have a 
concrete positive impact on employment rates and on the competitiveness of businesses in 
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rural areas, and thus reduce the risks of unemployment or of abject poverty in the 
countryside resulting from low rural incomes;

L.  whereas territorial excellence brandings can contribute to the resilience and development 
of territorial economies, particularly in the most vulnerable regions, mountain regions and 
the outermost regions, by coordinating sets of high-quality goods (food and non-food) and 
services which are inextricably interlinked and which embody the specific characteristics 
of each territory and in particular its heritage (historical, cultural, geographical, etc); 
whereas assembled together within sets these goods and services are unique and generate 
revenue at territorial level opening up new opportunities on local and international 
markets and may also act as an ‘umbrella’ for promoting regions as tourist destinations; 
whereas the aim of these territorial brandings is to identify those territories that have 
worked together to create common partnerships and synergies in order to exploit their 
resources in the long term, encourage local/regional producers and stimulate their 
economies, which is vital to quality of life in the countryside and a balanced development 
of rural and urban areas; whereas they should not be confused with the quality labels 
(protected designation of origin (PDO), protected geographical indication (PGI) and 
Traditional Specialities Guaranteed (TSG)) used for food products, with which far from 
being incompatible they are on the contrary fully complementary; whereas they should 
contribute to the promotion of these schemes both within and outside the EU and help to 
improve the competitiveness of rural economies whilst at the same time opening up 
employment opportunities;

M. whereas the system of protected designations of origin (PDO) and protected geographical 
indications (PGI) is an effective one, contributing greatly to rural and territorial 
development through the creation and distribution of added value, through collective 
action by producers and all parties concerned, and through the way they promote the 
region in question on local, regional and international markets; whereas regional branding 
should therefore never replace or undermine in any way the PDO-PGI system;

N. whereas measures to encourage and support regional and local interaction between the 
primary and tertiary sectors could ensure the sustainable development of agriculture and 
tourism in the EU;

O. whereas there is a need to create and apply an effective marketing tool to help boost the 
competiveness of regional products, encourage local producers, and contribute to the 
development of a regional identity, not just as regards agriculture but also in other areas;

1. Welcomes the integrated approach to territorial development outlined in the regulation on 
the common strategic framework for European funds; notes the need for coordination and 
consistency between the various European funds as a way of guaranteeing harmonious, 
sustainable and balanced territorial development;

2. Notes that territorial development is explicitly included among the objectives of the CAP, 
complementing two other objectives, namely food security and the sustainable 
management of natural resources, and the fight against global warming;

3. Emphasises that agricultural regions play a multifunctional role involving not only 
agricultural development but also other economic and social activities revolving around 
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local capacity- building in terms of skills, know-how and investment in the pinpointing 
and harnessing of all local assets and valuable and latent potentials and resources;

4. Welcomes the concept of ‘community-led local development’ and calls on the Member 
States to implement this concept and to remove any hindrances to this among the 
ministries and other administrative bodies involved in managing this innovative new 
approach; stresses that administrative procedures should not be burdensome, nor create 
additional costs for the competent authorities within the Member State;

5. Calls on the Member States and their regional authorities to promote more dynamic forms 
of participatory governance as a way of implementing common territorial development 
projects able to cover all economic sectors, including tourism and, within the farming 
sector, the food and non-food industries, such as regional supply chain projects 
(concerning short supply chains, food chains, local slaughterhouses, methane production 
from agricultural biomass projects, green chemistry, bio-based materials, etc), with a 
particular focus on micro-businesses and new start-ups, on the basis of the gradual 
recognition of the identity of each territory, as defined and informed by its heritage; notes 
that these forms of governance are based on complex partnerships between actors and 
bodies, whose work may be coordinated around the concept of territorial excellence 
branding; therefore, calls on the Member States to create a platform for sharing best 
practice, using in particular the tools provided by the LEADER approach to rural 
development programmes;

6. Points out that closer coordination of local actors could help strengthen rural economies, 
especially in the most vulnerable regions, including the mountain regions, and in the most 
distant among them, such as the outermost regions; emphasises that territories could 
benefit from a better organisation with a view to identifying the full potential their 
resources (including latent resources) offer, in the interests of all the actors linked by a 
relationship of interdependence and solidarity (i.e. those involved in the agriculture sector, 
handicrafts and craftsmanship, tourism, heritage, and including producer’s organisations, 
associations and chambers of commerce, etc); notes that the purpose of this strategic 
coordination is to tap resources by incorporating and going beyond a sectoral or single- 
industry approach and instead call for the employment of territorial approaches which 
generate new revenue at territorial level through the marketing of sets of complementary 
goods and services which reflect the specific characteristics of each territory; stipulates in 
this regard that this territorial governance shall back firmly the creation, development and 
improvement of work to promote farm and food products covered by existing quality 
schemes based on defence of intellectual property, and at the same time as promoting high 
quality services (which do not benefit from official European recognition), with enhanced 
mutual promotion of farm produce and services, and all parties demonstrating solidarity so 
that all goods and services from their own local area are promoted;

7. Notes that, although territorial quality branding is intended to drive a territorial value 
creation process seeking to encompass products and services within a perspective of 
identity and social responsibility and to complement, by forming a unified whole and 
generating synergies with, the existing origin-related agri-foodstuff quality labelling 
schemes, branding of this kind goes further in that it applies across the board to all 
products, goods, and services in a given territory and to the management model used by 
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businesses, institutions, and local actors in that territory;

8. Stresses the need to promote forms of association between different regions and a cross-
sectoral partnership, so as to be capable of competing; recognises the role of 
representative bodies, such as associations, at regional, national and European level which 
provide for the promotion of regional brands and enhance and strengthen the growing 
region’s visibility; calls for greater attention to be paid to regional branding initiatives as a 
possible common theme in European territorial cooperation and European funding 
initiatives, and as a tool that represents an investment in the long-term vitality of the 
region’s competitiveness;

9. Considers that regional quality branding must help to preserve the image of Europe as a 
high-quality destination for tourism, on the basis of various fields of regional tourism, 
such as agri-tourism, rural tourism, ecotourism and gastro-tourism, as well as industrial, 
historical, natural and cultural heritage, and also including cycle routes to be combined 
with public transport; stresses that there is currently no European brand for services linked 
to a particular location which can enable customers to identify quality tourist product; 
recommends, in this connection, assisting in the introduction of a quality-related dynamic 
in the tourism sector, particularly in relation to rural tourism and small enterprises; 
believes that it can help to provide an alternative for traditional sectors such as agriculture 
and livestock farming; considers that any quality brand linked to a specific location must 
reflect a set of specifications providing a guarantee of quality and must respect and build 
on existing branding, such as food product designations, avoiding any confusion with EU 
quality-labelled agricultural products;

10. Considers that initiatives such as the EDEN (European Destinations of Excellence) 
network promote competitiveness, help to bring about sustainable and high-quality 
tourism in a region, thanks to the potential of micro- and small undertakings, and 
contribute to the involvement of local institutions, the establishment of partnerships and 
the diversification of participants in the creation of the regional quality brand; calls on the 
Commission to include various forms of tourism involving rural activities in related 
measures and programmes such as EDEN, Calypso, etc; stresses the need for targeted 
initiatives and programmes to promote rural tourism activities;

11. Urges the Commission and the Member States to ensure that future rural development 
programmes provide for appropriate measures and sufficient resources to facilitate good 
governance and sustainable forms of territorial governance by drawing on and 
strengthening the measures based on collective operations: measures concerning 
cooperation (including on systems of sustainable production), coordination, exchanges, 
networks, innovation, training, producer groups, promotion, information and investment, 
provided for in the new rural development regulations; calls on Local Action Groups 
(LAGs) under the LEADER+ programme to provide the support necessary to set up 
cooperation networks linking local and regional producers, service providers, and cultural 
institutions such as universities, libraries, and research centres, so as to enable the cultural 
and historical aspects of territories to be encapsulated in regional brands serving to forge 
lasting links between training, research, and production, thereby also creating sustainable 
jobs;
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12. Maintains that those programmes should cover many sectors, without, however, detracting 
from the overriding importance to be accorded to farming, and that they should be 
assessed by the managing authorities responsible for development plans;

13. Invites the Commission to support Member States’ efforts in recognising and promoting 
new forms of cooperation for rural areas, around the territorial excellence branding, with 
the aid of tools included in the CAP reform such as the Union’s LEADER initiative, the 
technical assistance and networking tools, the European Innovation Partnership (EIP), the 
European network for rural development, as well as all other tools and means that may 
prove necessary; these new forms of European territorial cooperation shall be based on an 
objective assessment of regional synergies, taking into account the social, economic and 
environmental dimensions, sustainability, the diversity of the economic and social actors 
(including those from the tourism sector) involved in promoting regional identity, and the 
set of specific goods and services able to be developed in each territory, in order to create 
and maintain an added value; 

14. Considers that, in the context of these new forms of territorial cooperation, Member States 
should be able to use all measures of rural development linked to a quality policy for food 
products, with the aim of developing in particular sales in local markets and short supply 
chains and improving the sustainability as well as the knowledge of production methods, 
while fully respecting the EU rules and without affecting, undermining or weakening the 
existing Union quality schemes, such as protected designation of origin (PDO), protected 
geographical indication (PGI) and Traditional Specialities Guaranteed (TSG); considers 
that, in the agri-food sector, the territorial excellence branding should be confined to 
promoting the PDO-PGI-TSG quality schemes where they exist or to supporting their 
creation where they do not yet exist; calls on the Commission, taking account of the 
proliferation of multiple labels and regional brandings regarding food products in Europe, 
to draw up an inventory of brands with specific regional features, in order to avoid any 
possible negative effects on the quality schemes; maintains that the concept of regional 
branding should be clearly defined, taking into account the favourable experience with 
existing quality labels (PDO, AOC, PGI), and that coordinated strategies should be drawn 
up to avoid duplication and overlapping, proceeding from a shared common approach 
based on a framework to be laid down at EU level;

15. Instructs its President to forward this resolution to the Council and the Commission.
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EXPLANATORY STATEMENT

Territorial quality branding

Since the late 1990s, and in response to the changes affecting rural areas, the Union has 
endowed itself with a rural development policy under the second pillar of the CAP, although 
only 20 % of the budget is set aside for non-farmers. The concept of a global strategy for 
territorial development, based on the mobilisation of local resources as part of a 
comprehensive development approach involving all sectors of industry and all actors in a 
given territory, was first posited at the 1996 Cork conference. That approach, which has led to 
the emergence of new products and new activities that have in turn created many jobs and 
opened up a number of new outlets on international markets, has not been sufficiently 
developed. Introducing regional quality branding would make it possible not only to protect 
these products and activities more effectively, but also to promote them in the context of a 
globalised economy.
Before considering the implications of ‘regional quality branding’, we must first define what 
is meant by a territory. It is essential to emphasise the importance of governance in the 
context of wealth creation and the establishment of territorial production systems. Each brand 
would have an overarching role, facilitating the mobilisation and organisation of the bodies 
and individuals involved and the marketing of products. 

I. The territory as a force for sustainable growth: a place where wealth is created

(1) What do we mean by a ‘territory’?

The specific notion of ‘territory’ made its first appearance in European policy-making in May 
1999 in Potsdam when the European Spatial Development Perspective (ESDP) came into 
being. The Lisbon Treaty introduced the term ‘territorial’, which has been taken over in the 
most recent reforms of EU regional policy and the common agricultural policy. Indeed, 
explicit emphasis has been placed in the CAP on the concept of balanced territorial 
development. But what exactly do we mean by a ‘territory’? 
A territory is not a framework or a level at which spatial planning takes place, situated 
somewhere between the municipality and the State, with no obvious administrative 
significance, in which policies are implemented by means of a top-down approach. A territory 
is, rather, a social construct, which people identify with. This definition makes it possible to 
take account of all a territory’s resources: those linked to production, but also its specific, and 
geographically specific, non-commercial resources, such as forms of cooperation, social 
capital, social cohesion, know-how, capacity for innovation, quality of life, heritage and 
specific organisational structures, not to mention its institutions. This dynamic system is built 
on local relationships between a range of actors. It may emerge as the solution to a specific 
production-related problem, or it may develop as part of the long process of acknowledging 
an identity, founded on and linked to the heritage of the territory concerned, as the basis for 
collective development. These relationships, which need to be coordinated, create value and 
meaning and facilitate the development of new or latent resources. 

The territorial approach is a form of adaptation to globalisation: it involves a rejection of 
price- and cost-based competition and seeks to minimise plant relocations and enable firms 
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which place the emphasis on quality to exploit advantages linked to their specific location. 
Above all, it can offer many rural territories a strategy for survival. 

(2) How does a territory, and the specific identity of that territory, develop: a key aspect of 
territorial governance 

As has just been pointed out, the territorial approach brings together a range of actors, from 
both the public and private sectors, who decide to become involved and take responsibility 
and whose efforts to coordinate the use of resources are part of a broader public policy 
approach which calls for new forms of governance, the issue which is central to this report 
and to the process of developing a brand. 
In view of the restrictions on the length of this report, it will focus on one aspect of 
governance, which involves the organisation of economic activity and the optimisation of 
production processes in rural territories and can lead to the emergence of a regional quality 
brand. 

High-quality governance means, first and foremost, dynamic and effective collective 
organisation. It is based on both the network and on the information flows created by 
implementing a joint strategy linked to the geographical and institutional proximity of the 
actors involved. What brings those actors together is first of all the acknowledgement of a 
shared problem and efforts to seek solutions through cooperation. What follows is a process 
involving the transformation of hidden or even virtual resources. This transformation is 
contingent on the development of complex partnerships between actors and structures on the 
basis of a unifying factor in the form of a shared territorial approach. A number of stages are 
involved: the creation of a sense of solidarity, exchanges of ideas, agreement and the 
finalisation of joint projects. This type of governance has a number of specific features: 

- Firstly, it seeks to give a role in public policy-making to a range of actors living or in a 
position to become involved in a region. This process brings together local representatives of 
private firms, public authorities, chambers of commerce, associations, employers’ 
organisations and trade unions and territorial, national, European and international 
organisations and members of the public. 

- Secondly, it must be able to foster interaction, cooperation and negotiation among diverse 
groups of interdependent actors, whose aims, strategies, timeframes and areas of reference 
may be different or even mutually exclusive, but who each make their own contribution to the 
creation of factors for development. Their joint action strengthens them individually and 
brings to the fore multiplier effects which benefit them all.

- It creates scope for devising specific organisational and regulatory methods which reflect the 
various decision-making levels involved, hence the need to coordinate the local with the 
global. It may even lead to the introduction of new practices and hybrid rules, at some remove 
from or even at odds with existing standards and rules.

The public authorities play a key role in this process, providing guidance, leadership and 
regulatory know-how and steering the process of creating territorial cohesion. They must 
foster the involvement of all local actors in the process of achieving shared development 
objectives on the basis of an integrated and coherent project and the same medium- and long-
term vision for the territory. Local authorities must also liaise with the outside world: other 
territories and national and supranational bodies, including the European Union. They must 
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guarantee the cohesion of the shared project and, with that aim in view, coordinate contractual 
procedures (charters) and working methods, in keeping with the quality objectives set and the 
undertakings given by the actors. This entails managing negotiations and disputes, finding 
compromises and establishing alliances and a balance of power among the actors involved, 
who all have their own interests and exercise responsibilities in shared or competing areas of 
competence.

There are three main types of governance, sectoral, intersectoral and territorial. For the 
purposes of this report we will focus on the third. All three help to make territories more 
dynamic; the first two, which are fairly common under the CAP (producer groups), may be a 
component of the third, which is the most integrated and most developed. 

II. More clearly defined territorial agri-foodstuffs systems

The main purpose of the forms of strategic coordination of local actors dealt with in the 
chapter on governance is to draw on territorial resources with a view to creating a specific 
range of goods and services. Regional quality branding is particularly relevant in this context. 
More specifically, the forms of coordination involved make it possible to tap into resources, 
products and services by employing an approach which goes beyond the purely sectoral and 
becomes territorial. Depending on the form of governance chosen, an emblematic product 
from a given territory may be exploited in a number of ways, ranging from marketing as a 
generic product to processing which changes its nature completely, thereby ensuring that the 
territory in question is in a position to offer a complex range of products. This is particularly 
significant, because it highlights the scope for adding value by transforming generic or 
standardised products into specific products through the use of qualitative approaches which 
exploit local factors: collective goods and social and environmental amenities. Whereas in a 
standard, competition-based economy prices fall as profit margins are eroded or wiped out, in 
an economy which encourages differentiation on the basis of origin, quality, environmental 
services and other resources specific to each territory prices rise, and either new forms of 
revenue emerge or existing forms are safeguarded (e.g. agricultural products already covered 
by quality labels). 
In this context the coordination methods linking actors ensure that they all benefit from these 
territorial revenue streams generated by the specific nature of the organisation and 
development of the territories concerned. These territorial revenue streams stem from the use 
of compatible territorial development strategies which take proper account of the interests of 
all the actors involved. They are generated not only by traditional production factors, but 
rather by a broader range of resources which can potentially be transformed into value added. 
Initially, therefore, local actors must identify the resources in question - a vital part of the 
process.
In Europe today, most rural territories propose a narrow range of products, processed or 
otherwise, which reflect the nature of their local crafts and industries. Our analysis of methods 
of governance shows that these crafts and industries may participate, either individually or 
collectively, in the process of broadening or enhancing the range of products on offer, by 
generating synergies between all the resources available and, on that basis, new forms of 
specifically territorial revenue. This has an impact on markets in two ways: firstly, it broadens 
the range of goods and services on offer; the latter are both complementary and closely linked 
to one another, and are sometimes termed baskets. Within those baskets, products are 
differentiated by quality and origin (linked to a terroir, a skill or a production method); 
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services, by contrast, are more difficult to categorise, but offer considerable potential. 
Examples include tourism, transport, heritage-related services, shops and means of 
communication. 
This specific range of goods and services is also an integral part of a history, a culture, an 
identity, and is unique to the territory concerned. This uniqueness protects the goods and 
services against competition from elsewhere and offers real scope for development, in 
particular for the most vulnerable rural territories. Territorial specificity is thus fundamental to 
the establishment of baskets of goods and services and to the competitiveness of territories.

Demand for these baskets of goods and services is based on geographical proximity and 
relationships of trust. The goods and services are marketed through direct sales, town markets, 
sales to tourists, guided tours, restaurants, social organisations, etc. Demand also reflects the 
quality of and familiarity with the goods and services and familiarity with and the image of 
the territory concerned. In other words, it is not the quality of the product which makes the 
reputation of the territory; rather it is the fact of coming from a given territory which 
guarantees the quality of the product. The demand is often both local and national and 
international, through the presence of tourists. There is no specific label or designation which 
can be used to highlight the territory-specific quality of a product and to promote it more 
effectively on regional, national and international markets.
This is why this report constitutes an appeal to the European Union to endow itself with a 
European regional quality brand. More specifically, such a brand would cover all the goods 
and services produced by territories involved in a global development process. 

Conclusions

Every aspect of the approach outlined in this report highlights the importance of promoting 
new development models for rural territories. The survival of many of them hinges on the 
successful implementation of those models. If they are better organised, rural territories will 
have a better chance to exploit more of the opportunities offered by globalisation and the 
changes which our societies are undergoing.

Rural development policy already incorporates a number of tools which can be used to help 
territories develop, first and foremost the LEADER Community initiative. As part of the 
preparations for the next programming period for the national rural development plans, this 
Community initiative can now be extended to cover all regions (through axis 4 of the EMFF 
for fisheries and ITI for urban areas) to complement the multi-fund approach which can be 
used to finance projects that fall within the scope of several funds in one territory or in a 
mixed rural/urban or urban/coastal, etc. territory. Thematic programmes can also be integrated 
into EAFRD operational programmes as a way of mobilising more funding. Your rapporteur 
feels that it would make sense to earmark substantial resources to strengthen territorial 
governance, as the important role this plays in identifying and exploiting resources and 
fostering vital cooperation between actors is abundantly clear. Opting for effective measures, 
such as the current ones dealing with leadership, training, transfers of know-how or 
engineering or those forming part of the reform of the CAP, in areas such as cooperation, 
innovation, network organisation and commercial promotion, can help to improve the 
organisation of territories and the quality of the goods and services they can offer. Against the 
background of globalisation, however, it would also make sense to secure official recognition 
for European regional quality brands, as a way of opening up new markets for those goods 
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and services.
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11.11.2013

OPINION OF THE COMMITTEE ON TRANSPORT AND TOURISM

for the Committee on Agriculture and Rural Development

on regional quality branding: towards best practice in rural economies
(2013/2098(INI))

Rapporteur: Alfreds Rubiks

SUGGESTIONS

The Committee on Transport and Tourism calls on the Committee on Agriculture and Rural 
Development, as the committee responsible, to incorporate the following suggestions into its 
motion for a resolution:

A. whereas regional quality branding is important for regions and for the rural economy, as it 
emphasises the links between products and services and the specific, unique areas in 
which they originate, and therefore may contribute to the development of sustainable 
tourism and improve the competitiveness of those regions;

B. whereas popularising the products of local companies can make a region more attractive 
to tourists;

C. whereas measures to encourage and support regional and local interaction between the 
primary and tertiary sectors could ensure the sustainable development of agriculture and 
tourism in the EU; 

D. whereas local partnerships play a crucial role in developing and promoting a regional 
quality brand;

1. Considers it important to identify specific features at regional level and to assist in 
organising cooperation and partnerships with all parties concerned in the further 
development of regional branding; calls on the Commission to take account of the 
particular nature and development needs of the Union’s ultra-peripheral regions, as well as 
coastal, island, and mountain areas, as regards tourism activities;

2. Considers that regional quality branding must help to preserve the image of Europe as a 
high-quality destination for tourism, on the basis of various fields of regional tourism, 
such as agri-tourism, rural tourism, ecotourism and gastro-tourism, as well as industrial, 
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historical, natural and cultural heritage, and also including cycle routes to be combined 
with public transport;

3. Stresses that there is currently no European brand for services linked to a particular 
location which can enable customers to identify quality tourist product; recommends, in 
this connection, assisting in the introduction of a quality-related dynamic in the tourism 
sector, particularly in relation to rural tourism and small enterprises; believes that it can 
help to provide an alternative for traditional sectors such as agriculture and livestock 
farming; considers that any quality brand linked to a specific location must reflect a set of 
specifications providing a guarantee of quality and must respect and build on existing 
branding, such as food product designations, avoiding any confusion with EU quality-
labelled agricultural products;

4. Considers that regional quality branding allows consumers to compare different products, 
confident in the knowledge that they are being offered a service which meets certain 
minimum quality standards;

5. Stresses that, for regional quality branding to work successfully, it is particularly 
important to establish framework conditions and criteria for the award of such brands, 
accompanied by suitable (funding, educational, etc.) programmes to provide the necessary 
incentives and support for their effective implementation by local authorities and 
enterprises;

6. Considers that initiatives such as the EDEN (European Destinations of Excellence) 
network promote competitiveness, help to bring about sustainable and high-quality 
tourism in a region, thanks to the potential of micro- and small undertakings, and 
contribute to the involvement of local institutions, the establishment of partnerships and 
the diversification of participants in the creation of the regional quality brand;

7. Calls on the Commission to include various forms of tourism involving rural activities in 
related measures and programmes such as EDEN, Calypso, etc.; stresses the need for 
targeted initiatives and programmes to promote rural tourism activities;

8. Calls on the Commission to forward to Parliament and the Council as soon as possible a 
proposal concerning the creation of a European Tourism Quality Certificate which, by 
enhancing consumer safety, access and confidence in a set of tourism products, will help 
to improve services in the relevant geographical area and promote socially and 
environmentally responsible tourism services; considers that a quality label of this type 
should cover the evaluation of factors such as the long-term accessibility of tourism 
services, as well as their environmental, economic and social impact;

9. Believes that in order to provide for the increased success of regional quality brands, the 
exchange of experience, networking and partnerships are essential; recognises the role of 
representative bodies, such as associations, at local, regional, national and European level 
which provide for the promotion of regional quality brands and enhance their visibility; 
calls on the Commission and Member States to promote the establishment of – preferably 
cross-border – platforms for cooperation; calls on the Commission to increase existing 
support for the exchange of experience and expertise to develop regional quality branding 
and environmentally sustainable local products and services of interest to tourists;
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10. Stresses that these platforms should provide all parties concerned with informative and 
educational explanations of the role of regional quality brands and their contribution to 
tourism and other sectors, a database containing examples of good practice from all over 
Europe, as well as specific offers aimed at particular target groups and at popularising 
regional quality branding;

11. Stresses the importance for Member states to create a framework facilitating partnerships 
between all parties having an interest in developing a regional quality brand;

12. Is of the opinion that in order to be successful, regional quality brands need a necessary 
critical mass of professionals and funding, and that they should, therefore, be better 
supported in a horizontal and targeted manner by the European Structural and Investment 
Funds and other European instruments;

13. Is of the opinion that it is essential to draw a clearer distinction between regional quality 
brands, protected geographical indications and protected designations of origin, since 
these systems are founded according to different principles and deal with different areas, 
and to use specific instruments to support these systems.
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OPINION OF THE COMMITTEE ON REGIONAL DEVELOPMENT

for the Committee on Agriculture and Rural Development

on regional quality branding: towards best practice in rural economies
(2013/2098(INI))

Rapporteur: Oldřich Vlasák

SUGGESTIONS

The Committee on Regional Development calls on the Committee on Agriculture and Rural 
Development, as the committee responsible, to incorporate the following suggestions into its 
motion for a resolution:

1. Points out that regional quality branding is particularly important for local territories and 
rural economies, as it highlights the connection to a specific and valuable territory in 
terms of the origin of products and services, and fosters productive regional economic 
development; is of the opinion that at a time of globalised economies, regional quality 
brands can serve as significant promoters of territorial, local and regional identity, on 
which they should provide essential information, and can contribute to the preservation, 
transmission and promotion of local and regional traditions, history and territory-specific 
characteristics, which will help improve the competitiveness and attractiveness of rural 
territories; 

2. Shares the view that regional branding and EU-protected designations have a specific role 
in areas with certain constraints; acknowledges, in this respect, the role of new 
designations, such as the newly introduced European label for agricultural products from 
mountainous regions; calls on the Commission to introduce a similar designation for 
products from island areas; stresses the importance of regional brands for specific sectors, 
such as regional creative industries where branding can result in the creation of new 
cultural products as part of a place-branding process, as well as contribute to the economic 
progress of those regions; 

3. Highlights the cross-cutting nature and added value of regional quality brands which 
support specific agricultural products as well as handcrafts and craftsmanship, and 
specific production processes; emphasises the value of cooperation between regional 
quality brands that is based on interaction between the resources shared by several 
regional brands at local and regional level and on synergies between neighbouring 
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regional brands; believes that regionally branded products may serve as good companion 
products and guides to other services provided rurally, such as sustainable tourism, 
accommodation, catering services etc.; stresses, in this connection, that an integrated and 
holistic approach to the promotion of regionally branded products and their 
implementation at local, regional, national and European level is essential; considers that 
full support should be given to improving the marketing of regional brands and their 
geographical indications in order to enhance their image both within and outside the EU; 
stresses the need to avoid the risk of regional brand designations used to label agricultural 
products being mistaken for current EU designations of origin and geographical 
indications in the agri-food sector, since products with protected designations must meet 
specific criteria established by regulatory bodies;

4. Calls on local action groups, within the framework of the Leader + programme, to foster 
the creation of networks for cooperation between local and regional producers, service 
providers and cultural institutions such as universities, libraries and research centres, so as 
to enable the cultural and historical aspects of territories to be combined in regional 
brands through which lasting links can be forged between training, research and 
production, thereby also generating employment;

5. Is of the opinion that regional quality branding, based on a territorial bottom-up approach, 
promotes cooperation and networks between various local economic actors and socio-
professional organisations, thanks to which they develop, improve their products and 
services, and introduce more environmentally-friendly processes; insists that respect for 
workers’ rights and consideration of environmental impacts are particularly important 
aspects for the quality criterion;

6. Invites the Member States and sub-national entities to take due account of regional quality 
branding and the role the brands play in rural territories by including them in their local 
and regional development strategies;

7. Is of the opinion that in order to be successful, regional brands need a necessary critical 
mass of professionals and funding to be able, inter alia, to develop trade strategies to 
improve their market presence in Europe and third countries; calls for better and more 
suitable support of regional brands by the European Structural and Investment Funds; 
invites the Member States and other relevant bodies to support this approach in their 
programming documents for the next programming period 2014-2020, including their 
cross-border programmes; is of the opinion that additional steps to defend regionally 
branded goods, for example measures to prevent copying or confusion with EU-protected 
designations of agri-food quality, should be introduced;

8. Points out that for the success of funding received from the European Structural and 
Investment Funds, the relevant administrative procedures should be made as simple, 
coherent and straightforward as possible for the beneficiaries;

9. Believes that in order to provide for the increased success of regional quality brands, the 
exchange of experience, networking and partnerships are essential, as is the historic, 
cultural and symbolic heritage of a territory; recognises the role of representative bodies, 
such as associations, at regional, national and European level which provide for the 
promotion of regional brands and enhance and strengthen the growing region’s visibility; 
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calls for greater attention to be paid to regional branding initiatives as a possible common 
theme in European territorial cooperation and European funding initiatives, and as a tool 
that represents an investment in the long-term vitality of the region’s competitiveness.
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