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About me:

Nurmala Martin is a 
marketing, promotion 
and branding consultant, 
who has over 15 years of 
work experience with the 
public sectors, SMEs and 
large corporations in the 
UK, France, UAE, South 
Korea, Hong Kong and 
ASEAN. 

At ARISE+ Indonesia, 
Nurmala leads the 
project’s branding and 
trade promotion 
activities for Indonesia’s 
Geographical Indications 
and facilitate private 
sector development and 
cooperation. 

Her recent work includes 
formulation of a national 
Branding Strategy and 
leading an awareness 
raising campaign for the 
Indonesian GIs.

Previous EU-funded 
technical assistance 
projects, Nurmala
advised the Government 
of Indonesia and the 
private sectors on foreign 
direct investment 
matters, as well as 
leading the formulation a 
national branding 
strategy for the central 
government.

QUALIFICATIONS:
• Master of Law with a 

specialisation in 
international trade, 
investment law and 
Intellectual Property at 
Universitas Gadjah 
Mada (Indonesia) 

• MBA, University of 
Edinburgh (UK) and 
ESSEC Business School 
Paris (France)

• BA(Hons) Business 
Studies with Marketing 
at the University of 
Brighton (United 
Kingdom)
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Image credit: Advertising School: Danish School of Media- & Journalism, Copenhagen, Denmark; Creatives: Morten Kristiansen, Ellen Gregersen. 
Source: Ads of the World



MARKETING AND BRANDING OF 
GEOGRAPHICAL INDICATION PRODUCTS
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Brand is a bundle of IP rights 

• Trade Name

• Trade / Service Mark

• Certification Mark

• Product Design

• Product unique character

• Packaging Design

• Advertising

• Strap lines/ Taglines

• Unique Accreditation

• Coat of Arms

• Motto

• Symbol

• Logo

• Social Networking sites

• Publications 

• Etc…

• Typeface

• Sound

• Taste

• Aroma/Fragrance

• Colours

• Trade Dress

• Websites

• Domain name

GI is indeed “Brand”.  When these elements are combined, it can create a highly 
differentiated product and a very powerful GI brand

Nurmala Martin for ARISE+Indonesia
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Who needs PDO endorsements, 
when the GI name alone is a powerful ‘brand’
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May be too powerful?



TASTING & APPRECIATION

THE ART OF SERVING CHAMPAGNE

Champagne is best 
enjoyed in a tulip glass, 
tall enough to allow 
the bubbles and 
aromas to develop to 
the full.

https://www.champagne.fr/en/tasting-and-appreciation/choosing-a-champagne-wine
https://www.champagne.fr/en/tasting-and-appreciation/champagne-tasting-experience


MARKET ANALYSIS AND 
SEGMENTATION
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Source: BrandDialogue GI Brands Report (2019), of 500 panel members surveyed in the United Kingdom.

Credit Source: Brand Dialogue GI Brands Report (2019), of 500 panel members surveyed in the United Kingdom.

Understand the value of your GI and 
how targets/users/consumers respond to it

Nurmala Martin for ARISE+Indonesia

Appreciation and 
recognition of GI 

… preference of quality 
over quantity

highest

lowest
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Market Analysis and Segmentation 
e.g. Single Origin Coffee in 2021

Image source: Technavio
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Marketing mix 
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What we can see…

Author’s analysis: Brand Iceberg, adapted to Geographical Indications f&b products

of

GI Brand 

Management
Brand = Asset (intang.) 

Brand = Investment$$$

Visual and 

Sensory aspects 
Aroma/Fragrance , Flavour,...

GI Product Quality and Maintenance

GI as

Reputation Management

/ Retailers

Ingredients co-branding?



IN PRACTICE



Trademark = ‘Galbani’ logo/device belongs to 
the Trader/Marketer (“Product Brand”) + slogans

GI name is ‘Parmigiano Reggiano’ (“Product 
Brand”) Note: An element of composition co-
branding between the owner of IP rights on the 
Trademark and the owner of IP rights on GI

GI Logo ‘Parmigiano Reggiano’ (“Product Brand”)

Official EU GI Logo (Public Services Brand)

Type of product = Hard cheese, 
often grated and topped on pasta or pizza

Product Origin: Italia

Product offering and the “IP”
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Price, positioning, physical evidence

Key importers:

• 17,000 tons, Germany 

• 13,500 tons, United States

• 7,730 tons, France

• 6,215 tons, United Kingdom

• 4,488 tons, Switzerland

(Figure 2019)

1 whole wheel = 131 gallons of milk

14 ltr of milk = 1 kilo of Parmigiano Reggiano

Retailed at US$ 899,99 (or IDR 14mio) 
per wheel

Production: 3.6 million wheels per year 

Industry worth US$ 2.5 billion (IDR 35 T)

Source: https://www.finedininglovers.com/article/10-numbers-behindparmigiano-reggiano
https://www.insider.com/why-real-parmesan-cheese-is-expensive-parmigiano-reggiano-italy-2018-11

https://www.finedininglovers.com/article/10-numbers-behindparmigiano-reggiano


Place: Trade Promotional Event

Source: Mary Jo Blumenthal (@MJspletzer) / Twitter
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Product and Brand Development

https://www.parmigianoreggiano.com



Branding and Promotion
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Teaming up with food bloggers 
to create recipes



OTHER BEST PRACTICE
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Place and Price

Source: https://steenbergs.co.uk
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Packaging and Labelling

+ Packaging design

+ Paten on “just one press” 
cap (refer to Advertisement)

+ Individual Trade mark 
“Coco Thumb”

+ Branding on origin-link: 
Geographical Indication name 
“Nam Hom”

+ Soft power and linkages of 
national branding to local 
products

Fragrant Nam-Hom Coconut

Image taken by nurmalamartin



BRANDING
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Co-branding system in Indonesia 

Figure x. Indonesian GI Brand Control and Architecture (Author’s analysis)
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In summary

Is your strategy 
still in line?

Re-analyzed the 
markets



THANK YOU 

Nurmala Martin
nurmalamartin@gmail.com


