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GI QUALITY MANAGEMENT by the collective 

management organisation



The GI name can only be used to designate

the product complying with the book of specifications

including the labelling rules

GI: an exclusive right of use

 If there is no control of the use of the GI 

 for products that do not comply with the book of specifications, 

 all the efforts to protect the reputation of the product are jeopardised



 Name

 Qualities/characteristics of the product

 Method of production

 Geographical area

 Link between the quality of the product and the geographical area 

 Labelling rules

Defining the quality: establishment of the GI specification



Before GI product is SENT on market ON the MARKET (enforcement)

Control at GI producers, 
processors, 

1st traders sites and of product

Control of frauds, infringement, 
counterfeiting, misuses and imitations 

of GIs on the product label in any 
trade places

+ legal proceedings 

+ opposition against registration of 
trademarks

Controling the quality: 2 steps



Controls before the product is commercialised



Most countries:

• Controls before commercialization of the GI product: Responsibility of 
the GI collective Management Organisation

• In partnership with third party control and/or certification 
organisations

Management of the Quality before commercialisation 



Three parts



1) Producers at the different levels of the chain respect the BoS in 
their every day practices.

2) The final product respects the minimum specific quality defined 
in the Specification (note: this is not always required).

3) The traceability system aims at ensuring that volumes of product 
are correct throughout the value chain.

Objectives of the controls



Producers, processors, 
packers, traders…

Collective
Management 
organisation

Certification /
Control body External control : of 

producers, of the collective 
management organisationIdentification, 

information and internal 
control

Self-control

Control of the respect of the rules
External – Internal – self control



• Up-stream

• Good record keeping 

• Sharing info with the Collective 

management organisation

• Information mangement by the 

collective management organisation

Traceability: ensuring volumes of product are correct 
throughout the value chain



• Down Stream

• Traceability Markers 

• Numbered and recorded 

Traceability: ensuring volumes of product are correct 
throughout the value chain



• Habilitation of the producers, updating of the list

• Planification of the Controls

• 10% of the seedlings are controlled on site

• 100% of the annual production of oinion is controlled

• Follow up of the corrective actions

• Organisation of the sensorial analysis commission

• Traceability: software and data base

Example: Organisation of the controls by 
collective management organisation



Controls on the market :

Enforcement Actors & Actions



Role of Collective Management Organisation
in fighting against frauds in the market

Control on the Market Legal proceedings
Civil/criminal courts

Surveillance of TM 
applications

Market controls
authorities - customs

In the domestic and at 
borders - inspection
Detention of goods

Send case to prosecutor

IP/GI authorities Provide IP expertise Support plaintiff? Examine trademarks, can
reject on their own

GI users and Collective
Management 
Organisation  

Send alert to 
market control authorities

Lodge legal action Oppose a TM application

Sanctions Administrative sanctions of 
the fraudster

no compensation to GI user

Sanctions of the fraudser + 
compensations (remedies)

to GI user

Refusal of registration of 
TM



Examples

• GI in Viet Nam

• Registered in 2005

• Trade Mark registered in China in 
2010

GI Buon Ma Thuot Coffee: action of PC of Province of Dak Lak 
(GI management body) against the use as a trademark in China



• GI = Champagne
• Trade Mark ChamPengWine for Sparkling wines from Chile 
• Opposed by Champagne producers organization + French 

national authority INAO
• Rejected: copy of the GI + bad faith of Trade Mark applicant
• IPOS, 6 August 2020

Opposition against a trade mark in Singapore by the collective 
management organisation

Examples



GI PROMOTION by the collective management 

organisation



Promotion by GI Collective Management Organisation 

 Promotion of the GI name: not the promotion of a particular producer/enterprise

 Use of the product GI logo + national GI logo

 Events / Fair/Festival  

 Sales and tasting

 Flyers and booklets for consumers and producers, connoisseurs (chef…)

 Press file for media

 Website of the Collective management organisation

 Collaboration with tourism offices

 Picture exhibition, museum…

D.Marie-Vivien 



Example in Thailand: Khao Hom Mali Thung Kula Rong Hai (Rice)
D.Marie-Vivien 

D.Marie-Vivien 

Promotion of GI name

Promotion of GI name, can be combined with trademark
Use of the national logo 



Promotion of GI

D.Marie-Vivien 

D.Marie-Vivien 

Example in Cambodia: Kampot Pepper

Promotion of GI name, can be combined with trademark
Use of the national logo +EU logo 



Promotion of GI through festivals

Example in Viet Nam



GI communication

D.Marie-Vivien 

Example: Chili Espelette



Promotional flyers

25

Example: Kampot Pepper



REVENUE SOURCES

of the Collective management organisation



GI collective management organization does:

 NOT buy, process nor sell the product: no income from sales!

 It is a “Not for profit” organization  

 But needs income to cover the cost of its functions!

How to collect money? 



• The main Value of the GI Collective action is: 
– An increase in the price

• To the benefit of the Value-chain producers 

• Who will then contribute to the functioning 
of the Collective management organization
– The contribution per volume: a tax Proportional 

to volumes: utility of traceability 

How to collect money? 



• Small percentage of consumer price (usually 0,5 to 5%)
– 0,5% Kampot Pepper

– 4% Kampong Speu Sugar Palm

– 1 % Sweet Oignons Cevennes

– 4,5% Gruyère 

• Depends on needs of GI collective management organization

• Can be through sales of the Labels / traceability marks

Amount of the Contribution per volume



• From the members:

– Annual membership fees

– Payments for direct services to members

• From local, regional, national governments or institutions, 
international donors, NGOs

– Project financing

– Subsidies or grants – in the form of cash or work.

Secondary revenue sources 



Revenue Expenses %
CpV (0.5$/kg) 16000

New Members fees 290
Organisational meetings 1104 7%
General Assembly 1120 7%
Internal control 1759 11%
External control 6100 37%
Sensorial analysis 150 1%
Promotion and 
Marketing 1692 10%
Staff salary 3600 22%
Other expenses 765 5%
TOTAL 16290 16290 100%

Ex: Budget of the Kampot Pepper Promotion Association 



 Internal income

 Contribution per volume: fees of 30 € / ton sold with the
AO (1%) = 75% of total revenue. 

 External income

 from Provincial authority + EU 

 for promotion and communication

 Expenses:

 60% for the GI Association (particular internal control) 

 30%  for the external control   

 10% for INAO 

Example: Budget Onions from Cévennes organization 



 Collective organisation of producers/processors is the key player for 
managing the GI and have it successful: 

 many origin products exit but only those supported by collective 
action will become successful GIs

 Better to create is as soon as possible:

 when the GI is under construction

 As deciding on the GI requirements for the product is motivating! 

Conclusions



Thank you for your attention

delphine.marie-vivien@cirad.fr
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THANK YOU


