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GIs and Tourism Opportunities
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PROMOTION, ADDING VALUE, 

DEFENSE AND QUALIFICATION OF 

PORTUGUESE TRADITIONAL 

PRODUCTS

Including GI products, of 
course

MAIN GOALS
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deals with

Gastronomic traditional 
dishes

+

GI and other 
Traditional products

Farms, restaurants, stores 

and similar

ProducersProducers
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Weak points      /       Strong points
New generations almost forgot 

them

Very seasonal

Very small producers, not 
organised

Weak associations/small 
cooperation between 

producers

Small ability to intervene in 
the market

Lack of technical studies / 
scientific evidence on food 
safety, on link with the 

region…
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Huge productive experience

Small enterprises quite well 
organised

Food quality systems implemented 
(informally)

High level tasters

Accredited suppliers of raw materials 
and services, 

Techniques to avoid the critical points 

Ability to manage the business 

Well known by older generations 

Producers with positive social image 

Culturally integrated 
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GI and other traditional products 
have a lot of opportunities
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Some figures on PT Traditional 

Products
• Protected names under Reg 510/2006 (PGI/PDO) – 61

• Products covered under PDO/PGI – 118

• Ongoing applications (2006) - 147

• Other traditional food products > 400

• Non food products > 100 Quantities Produced? 
Number of producers?
Future possibilities?
Economic Impact?
Social Impact?  

Quantities Produced? 
Number of producers?
Future possibilities?
Economic Impact?
Social Impact?  
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• How many Jobs are concerned – direct and not direct
• Territorial occupation
• Keeping soil fertility
• Forest fire prevention
• Keeping biodiversity – breeds and varieties and 
microorganisms

• Rural occupation
• Value added to poor raw materials

• Added value in tourism
• Impact in national, regional and local income
•Who is keeping the added value

• Nutritional benefits 
• Typical and balanced gastronomy and nutritional 
regime: Mediterranean, Atlantic and mountain 
gastronomy

We don’t have real statistics 

General point of view: 1 to 2% of the market
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Bottlenecks and threats

Portuguese Laws are 
inappropriate and 
complex 

Community rules with 
specific exceptions for 
traditional products and 
for small amounts is 
very poorly adapted

• Consultants inappropriate 

• Aggressive sales of unneeded 
equipment and hygiene and 
cleaning products 

• Trade policies of big 
supermarkets and companies  
(own brands, qualitative and 
quantitative requirements 
inappropriate, impossible 
prices) 

• Imitations and counterfeits 

• Unfair competition
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Traditional 

Producers ...

would not 

remain over 

time .... with 

results that are 

still in sight, 

with thousands 

of loyal 

customers…

• If they were not good 
producers 

• If they were not good 
managers 

• If they did not meet 
consumers 
requirements



07/07/2009 qualificanasoeiro@gmail.com              10

Portuguese producers can Portuguese producers can 

produce a very high and a produce a very high and a 

very diverse range of very diverse range of 

agricultural and non agricultural and non 

agricultural products with a agricultural products with a 

specific quality, with a specific quality, with a 

traditional know how and traditional know how and 

with self reputation with self reputation 
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Olive oils and olives; 
bovine, caprine, ovine 
and swinish meats; 
fresh fruit; dried fruits, 
honey; sausages; cured 
ham; cheeses and 
curds; cakes, sweets 
and breads; fish and 
sea food…..



07/07/2009 qualificanasoeiro@gmail.com              12

• embroidery and 

lace, tapestry ; 

bedspreads and 

fabrics; ceramics 

and clay works; 

wood and stone 

carvings; wrought 

iron, basketry, 

copper and tin 

works, and so 

many others
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Sweet, hot, juicy, fresh, soft, succulent, 

smoked, bitter, meaty, spicy, sour, 

acidic, very sweet, fresh, tender, 

melting, pungent, aromatic, smooth, 

glaring, stylised, rough, natural, satiny, 

silky, quilted, rustic, bright, …
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TRADITIONAL AND GI PRODUCTS AND 

TRADITIONAL SYSTEMS ARE A SOURCE OF 

SUSTAINABILITY

•FIGHT AGAINST DESERTIFICATION

•IMPROVING GOOD PRACTICES

•ENVIRONMENT POLICY

•KEEPING BIODIVERSITY



07/07/2009 qualificanasoeiro@gmail.com              15

• Rural world,

• Producers self roundness, 

• Consumers ….

• Tourists (high level ones)

• Preserve national culture and know how

• And to local, regional and national 
economy because they can compete in 
the market

But even without statistics we know that 
Traditional products are important to:

But even without statistics we know that 
Traditional products are important to:
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Interest of the geographical 

indications for the producers 

Names are protected against infringements or 
unfair competition

The added value stays in the region

GI improve good practices as well as demands 
better presentation, better labelling, better 
marketing and better advertising

Improves sales and exports 
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to encourage 

diverse agricultural 

production

to maintain people 

in agricultural areas

To improve 

employment  and 

vitality of rural 

areas

Sustainability

Interest of geographical indications as a 

tool for rural development
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Interest of the geographical 

indications for the consumers

• GI covered products are original, 

authentic and with specific quality 

GI gives information on the origin 

and the quality of the product –

safety and traceability 

GI products are at the same time 

pleasure and culture. Sometimes 

they are also luxury products used 

in very important occasions
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Why are GIs so important ?

• GI creates or keeps JOBS in difficult 

regions, and jobs asking for qualified people  

(dealing with food needs qualification and 

expertise)
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Why are GIs so important ?

Jobs are creating other jobs...  building 
new houses and enterprises, cultivating 
land, taking care of cattle, transport of 
goods, slaughterhouses, new operators, 
sellers, advertising, labelling, buyers, 
restaurants, hotels, tourism, fashion, local 
shows, presentations, seminars .... 

SUSTAINABILITY  
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Good possibilities:

• To sell the product outside the region

To sell the product 
and the region, 
together
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Portalegre traditional food……



07/07/2009 qualificanasoeiro@gmail.com              25

…served in traditional parties
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And local traditional pottery and 

museums
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Heritage, region, tradition and GI 

sausages and pottery
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Small village in Barroso with local cattle ( Carne Barrosã PDO) 
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Old monasterium and
GI Nisa Cheese 

and 
GI Portalegre sausages

and
Future 

GI Nisa Pottery  
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Trás-os-Montes:

Monuments,
Landscape, 

local know how 
and

Local bullfights 
(chegas) 
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Vinhais: landscape, guesthouses' and Vinhais 
GI sausages and Vinhais ham PDO 
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Pig Bísaro –

Autochthonous breed 
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problems

• Mountain

• Age

• Low or very low 

educational level

• Very, very small 

producers

• Isolated producers 

• Enormous reputation

• Lots of consumers 

• “High” quality

• Financial  
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Since 1999 local authorities try 

to help very small producers
• Simplified construction rules

• Improving existing enterprises – near 
family house, but specific to deal with 
meat and meat products

• Helping on financial issues

• Technical assistance on hygienic rules 
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Some conditions

• Pigs must come from 
authorized farms and 
slaughtered 
authorized 
slaughterhouses

• No more than 3 
workers in average

• Hot and cold water

• Protection against 
flies and mice….

• Only local traditional 
specialities can be 
produced

• Direct sales in the 
enterprise or in local 
markets
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Raw material
– Small farms

– In average 7 
reproductive 

female/farm

– Slaughter – in 

average 150kg net

(PT68CE)
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Outside view of some small 

units



07/07/2009 qualificanasoeiro@gmail.com              40



07/07/2009 qualificanasoeiro@gmail.com              41



07/07/2009 qualificanasoeiro@gmail.com              42



07/07/2009 qualificanasoeiro@gmail.com              43



07/07/2009 qualificanasoeiro@gmail.com              44



07/07/2009 qualificanasoeiro@gmail.com              45

How they sell!

Local markets and 

exhibitions 

(around 60%)

Direct sell 

(around 40%)
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The added value 

stays in the region

• Local consumption 
(restaurants, hotels, 
rural tourism, rural 
houses and so on)

• Local shows, traditional 
food festivals, food and 
cultural events…

Very strong 
link 

between 
PDOs, PGIs, 
Gastronomy 
and High 
Level 

Tourism


