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Three Decades of Impact, 

Untapped Potential, and 
What’s Next



• 1970 – wines

• 1989 – spirits

• 1992 – EU food and agricultural products

• 2006, 2012, 2024 – Update and simplification of GI rules

• Objective: protect origin, guarantee quality, support 

producers, and provide consumer assurance

Evolution of the EU GI system



• More than 3 600 GIs registered in the EU

• International protection via 36 agreements with 

third countries

• Economic impact:

• Sales value: 75 billion EUR

• Export value: 17 billion EUR

• A powerful instrument for local development

The EU GI system in numbers
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Does the European PDO/PGI/TSG 
quality system reach the goals?

• More than 3,600 GIs → but concentrated 

mostly in Southern Europe 

• Northern and Central Europe still 

underrepresented → low awareness and 

producer engagement 

• Some producers remain inactive or 

underutilize available tools

• Consumer awareness still limited across 

many countries



GIs registered in the EU
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Total number of GIs: 3 679 (November 2025)



• Specific traditions, culture, and 

know-how linked to origin and quality

• Rich natural environment – source 

of distinctive products

• Growing consumer interest in local 

and sustainable food

• Several new GI applications 

submitted in recent years

• High potential to develop new 

success stories based on authenticity 

and sustainability

Nordic potential

aitojamakuja.fi, photographer Julia Kivelä



• Legal protection against misuse and imitation

• Better market opportunities and prices – the 

price of GI products on average ≈ 2× the price of 

comparable non-GI products

• Marketing tool: GI logo

• Access to EU promotion policy

• Preservation of regional jobs and creation of 

opportunities in related sectors

Why GIs matter for producers? 



• Guarantee the product’s origin, quality and 

authenticity

• Build trust and transparency in the food 

system

• Create connection with local traditions and 

territories

Why GIs matter for consumers?



Success stories

Paški Sir (Croatia)Φάβα Σαντορίνης / 

Fava Santorinis 

(Greece)

Jabłka Grójeckie (Poland)



• Building consumer awareness

• Promotion campaigns: supermarket 

campaigns, public outreach

• Using EU CAP support: funding 

opportunities

• Support farmer organization: encourage 

cooperatives and networks

Effort and action required at national level



• Regulation (EU) 2024/1143 – a stronger, simpler, more 

sustainable GI system

• GI Toolkit – a new step-by-step guide to support GI registration 

(launched 6 November 2025)

• EU Promotion policy – funding opportunities for quality 

schemes

• “Buy European Food” – a new campaign (2026) to boost 

awareness

• CAP funds – supporting local value chains and rural 

development

• Ongoing reflection on the future GI Action plan

Opportunities and what is next… 

https://rea.ec.europa.eu/funding-and-grants/promotion-agricultural-products-0_en


A step-by-step guide

• 5 videos explaining the different steps of the 
application procedure.

• An eligibility check tool: producers can go 
through the survey and get a first evaluation on 
whether their product would be eligible for 
registration.  

Specifically for producers

All in one place: Registration of the name of a GI product - European 
Commission

https://agriculture.ec.europa.eu/farming/geographical-indications-and-quality-schemes/registration-name-gi-product_en
https://agriculture.ec.europa.eu/farming/geographical-indications-and-quality-schemes/registration-name-gi-product_en
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How to reach the wider public

• 7 videos:

• 1 movie explaining what GIs are, from the perspective of producers.

• 1 movie giving the angle of consumers, but also other stakeholders (local authorities, 
chefs…). 

• 5 short videos featuring 5 flagship GI products:

• Wrångebäcksost, PDO cheese, Sweden.
• Jabłka Grójeckie, PGI apple, Poland.
• Porto, PDO wine, Portugal.
• Huile d’olive d’Aix-en Provence, PDO olive oil, France.
• Piranska sol, PDO salt, Slovenia.

Beyond producers, to address the wider public and to support communication of the 
step-by-step-guide:

• Promotion at local fairs & major conferences.
 

• Promotion on Social Media accounts – campaign starts now!



Thank you!
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Further information: 

EN: https://agriculture.ec.europa.eu/farming/geographical-indications-and-quality-schemes_en

Contact: AGRI-GEOGRAPHICAL-INDICATIONS@ec.europa.eu

https://creativecommons.org/licenses/by/4.0/
https://agriculture.ec.europa.eu/farming/geographical-indications-and-quality-schemes_en
mailto:AGRI-GEOGRAPHICAL-INDICATIONS@ec.europa.eu
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