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ȱ

Abstract: The terms regional image, place-promotion, place marketing, regional development and 
marketing of quality products seem to be used interchangeably within the literature reflecting the va-
riety of definitions related to the subject area. The current paper overviews the relevance of regional 
imagery to consumers; the perceptions of regional and quality products; and the new directions in 
rural development policies from a marketing point of view. The case of Greece is briefly presented 
for illustrative purposes. 

ȱ

1. Introduction 

TheȱprobabilityȱisȱthatȱifȱquestionedȱonȱtheȱfutureȱstrategiesȱforȱEuropeanȱAgricultureȱanyȱperȬ
sonȱ acquaintedȱwithȱEuropeanȱAgriculturalȱPolicyȱwouldȱ confirmȱ theȱneedȱ forȱ theȱ sectorȱ toȱ
switchȱfromȱaȱproductionȱorientatedȱapproachȱtoȱaȱmarketȱorientedȱapproach.ȱThus,ȱthisȱpaperȱ
willȱexamineȱnonȬwellȱdefinedȱconceptsȱ inȱ theȱagriculturalȱmarketingȱandȱpromotionȱofȱagriȬ
culturalȱqualityȱfoodȱproducts.ȱȱ

Marketingȱhasȱlatelyȱbeenȱincorporatedȱinȱsomeȱpoliciesȱandȱregulationsȱregardingȱagriculturalȱ
products.ȱThroughȱtheseȱregulationsȱsomeȱfinancialȱassistanceȱhasȱbeenȱgivenȱtoȱorganizationsȱ
andȱproducers�ȱassociationsȱtoȱcarryȱoutȱsomeȱresearchȱandȱacquireȱinformationȱconcerningȱtheȱ
marketingȱofȱtheirȱproductsȱasȱwellȱasȱaȱdeeperȱknowledgeȱofȱconsumers�ȱrequirements.ȱThereȱ
wasȱalsoȱaȱneedȱ toȱanswerȱquestionsȱ forȱ theȱvariousȱ imagesȱandȱprospectsȱofȱaȱproductȱorȱaȱ
categoryȱofȱproductsȱ(i.e.ȱfruits,ȱvegetables,ȱdairyȱproductsȱetc.)ȱinȱorderȱtoȱdesignȱaȱmoreȱeffiȬ
cientȱnationalȱmarketingȱstrategy.ȱȱ

RitsonȱandȱKuznesofȱ(1996)ȱargueȱthatȱmarketingȱhasȱmuchȱtoȱcontributeȱinȱtermsȱofȱsustainingȱ
particularȱruralȱareas,ȱbutȱdemonstrateȱthatȱinȱorderȱtoȱsucceedȱoneȱmustȱgoȱtoȱtheȱextentȱwhereȱ
aȱcaseȬbyȬcaseȱbasisȱisȱassessedȱandȱtakesȱintoȱaccountȱfactorsȱsuchȱasȱgovernmentȱinterventionȱ
andȱ theȱmanagerialȱ attitudesȱ andȱ operatingȱphilosophiesȱ ofȱ businesses.ȱMoreover,ȱGoldȱ andȱ
Ward,ȱ (1994),ȱdefineȱ �placeȱpromotion�ȱ asȱ �theȱ consciousȱuseȱofȱpublicityȱ andȱmarketingȱ toȱ
communicateȱselectiveȱimagesȱofȱspecificȱgeographicalȱlocalitiesȱorȱareasȱtoȱaȱtargetȱaudience�.ȱ
Accordingly,ȱalongȱtheȱsameȱlinesȱAshworthȱandȱVoogd,ȱH.,ȱ(1994),ȱdefineȱ�placeȱmarketing�ȱasȱ
��aȱprocessȱwherebyȱ localȱactivitiesȱareȱ relatedȱasȱcloselyȱasȱpossibleȱ toȱ theȱdemandsȱofȱ tarȬ
getedȱcustomers�.ȱTheȱintentionȱisȱtoȱmaximizeȱtheȱefficientȱsocialȱandȱeconomicȱfunctioningȱofȱ
theȱareaȱunderȱconsideration,ȱinȱaccordanceȱwithȱwhateverȱwiderȱgoalsȱhaveȱbeenȱestablished.ȱ

Theȱpurposeȱofȱthisȱpaperȱisȱtoȱprovideȱaȱtheȱformulationȱofȱthisȱfunctioningȱwhichȱmightȱresultȱ
inȱ theȱbuildingȱofȱaȱnationalȱstrategyȱ forȱEuropeanȱcountriesȱwhereȱmanyȱstructuralȱobstaclesȱ
occurȱandȱthereȱisȱwideȱrangeȱofȱfactorsȱwhichȱaffectȱtheȱpromotionȱofȱregionalȱandȱqualityȱfoodȱ
productsȱproducedȱbyȱagriculturalȱenterprises.ȱ Itȱwillȱbeginȱwithȱaȱpresentationȱofȱ theoreticalȱ
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approachesȱconcerningȱtheȱkeyȱ ideasȱandȱconceptsȱofȱruralȱdevelopment.ȱItȱwillȱthenȱexamineȱ
theȱrelevanceȱofȱregionalȱ imagesȱtoȱconsumersȱandȱtheȱconsumerȱperceptionsȱofȱqualityȱprodȬ
uctsȱasȱtheyȱhaveȱbeenȱrecordedȱinȱtheȱcurrentȱliteratureȱsources.ȱTheȱcaseȱofȱGreeceȱwillȱbeȱusedȱ
inȱeveryȱcaseȱforȱillustrativeȱpurposes.ȱȱ

2. Rural Development: Key Ideas and Concepts 

Thisȱsectionȱwillȱoverviewȱtheȱtheoreticalȱapproachesȱconcerningȱruralȱdevelopmentȱpoliciesȱinȱ
theȱagriculturalȱsectorȱandȱtheȱnewȱdirectionsȱofȱtheseȱpolicies.ȱȱ

2.1. Theoretical Approaches 

Thereȱareȱaȱvarietyȱofȱwaysȱtoȱdefineȱtheȱtermȱruralȱdevelopment,ȱbeyondȱtheȱsomewhatȱnarrowȱ
interpretationȱofȱdevelopmentȱwhereȱruralȱdevelopmentȱ isȱsimplyȱdefinedȱasȱaȱ�raisingȱofȱnaȬ
tionalȱorȱregionalȱstandardsȱofȱliving�,ȱ(Clark,ȱetȱal.,ȱ1994).ȱMarssden,ȱLoweȱ&ȱWhatmoreȱ(1990)ȱ
definedȱruralȱdevelopmentȱasȱaȱusefulȱcategoryȱgivenȱtheȱhistoricalȱdominanceȱofȱtheȱsocialȱreȬ
lationsȱofȱagriculturalȱproduction,ȱarguingȱ thatȱruralȱ laborȱprocessesȱretainȱdistinctiveȱcharacȬ
teristicsȱevenȱthoughȱagricultureȱmayȱlongȱhaveȱceasedȱtoȱbeȱtheȱdominantȱeconomicȱactivity.ȱ

TheȱrecentȱmoveȱtowardsȱtheȱunderstandingȱofȱdifferentȱdiscoursesȱofȱruralityȱhasȱbeenȱnourȬ
ishedȱ inȱwhatȱPhiloȱ termsȱ�neglectedȱruralȱothers�ȱ(1992).ȱTheȱresultȱ isȱaȱmoveȱ towardsȱmoreȱ
nuancedȱ andȱ subtleȱ interpretationsȱ ofȱ ruralȱ development,ȱwhichȱ haveȱ beenȱ enrichedȱ byȱ acȬ
countsȱ ofȱ ruralityȱwhichȱ examineȱ aspectsȱ ofȱ genderȱ (Whatmore,ȱ etȱ al.,ȱ 1994),ȱ raceȱ (Spooner,ȱ
1996),ȱsexualityȱ (BellȱandȱValentine,ȱ1995),ȱageȱ (PotterȱandȱLobley,ȱ1992)ȱandȱculturalȱ identityȱ
(ClokeȱandȱMilbourne,ȱ1992)ȱasȱtheyȱareȱplayedȱoutȱinȱaȱvarietyȱofȱruralȱsettings.ȱ

Inȱgeneralȱterms,ȱrecentȱdebatesȱhaveȱcenteredȱonȱissuesȱofȱhowȱruralȱdevelopmentȱisȱachieved,ȱ
issuesȱwhichȱhaveȱbroughtȱaboutȱstudiesȱofȱpower,ȱsocialȱexclusion,ȱunevenȱdevelopmentȱandȱ
deprivationȱinȱruralȱareasȱ(Shucksmith,ȱ1990).ȱ

Althoughȱdifferentȱauthorsȱ layȱdifferentȱemphasisȱonȱparticularȱfeaturesȱandȱtheirȱrelativeȱimȬ
portance,ȱthereȱseemsȱtoȱbeȱaȱgeneralȱagreementȱthatȱruralȱareasȱtodayȱareȱprofoundlyȱaffectedȱ
byȱseveralȱbroadȱprocessesȱwhichȱmayȱoriginateȱbeyondȱtheȱ immediateȱ locale,ȱregion,ȱorȱevenȱ
nationȬstate.ȱ

Therefore,ȱaȱruralȱdevelopmentȱpolicyȱisȱaȱpublicȱpolicy.ȱItȱisȱdifficultȱtoȱidentifyȱanȱoverallȱaimȱ
forȱ ruralȱdevelopmentȱpolicyȱacrossȱEUȱmemberȱcountries.ȱHowever,ȱanȱacceptable,ȱbutȱarbiȬ
trarilyȱsetȱgoalȱforȱruralȱdevelopmentȱpoliciesȱisȱtoȱmaintainȱruralȱpopulation.ȱ

RuralȱDevelopmentȱinȱGreeceȱisȱhighlyȱregardedȱasȱanȱagriculturalȱdevelopmentȱpolicy.ȱInȱgenȬ
eral,ȱitsȱobjectivesȱincludeȱtheȱimprovementȱofȱtheȱincomeȱearnedȱbyȱruralȱhouseholds,ȱincreaseȱ
inȱtheȱemploymentȱopportunities,ȱdiversificationȱofȱtheȱeconomicȱbaseȱofȱtheȱruralȱarea,ȱandȱtheȱ
improvementȱinȱtheȱqualityȱofȱlifeȱthroughȱtheȱprovisionȱofȱinfrastructureȱandȱservices.ȱTheȱesȬ
tablishmentsȱofȱnationalȱruralȱdevelopmentȱpoliciesȱwereȱnotȱ followedȱbyȱstrategiesȱandȱ localȱ
plansȱdesignedȱtoȱachieveȱtheȱsetȱofȱmultiȬobjectiveȱpolicies.ȱThereȱwasȱnotȱanyȱadministrativeȱ
frameworkȱtoȱensureȱcoȬordinationȱwithinȱorȱbetweenȱjurisdiction,ȱi.e.ȱbetweenȱdifferentȱinitiaȬ
tivesȱandȱincentives,ȱdifferentȱpoliciesȱandȱcentral,ȱregionalȱandȱlocalȱauthorities.ȱ

2.2. Rural Development Policies  

SinceȱtheȱcountryȇsȱaccessionȱintoȱtheȱEuropeanȱUnionȱinȱ1980,ȱGreeceȱgraduallyȱjoinedȱtheȱexȬ
istingȱEUȱregionalȱandȱruralȱdevelopmentȱpolicies.ȱFollowingȱtheȱ1989ȱsetȱofȱreforms,ȱtheȱwholeȱ
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countryȱwasȱclassifiedȱunderȱobjectiveȱ1ȱ(developmentȱofȱlaggingȱregions)ȱandȱconcentratedȱfiȬ
nancialȱaidȱhasȱbeenȱdirectedȱ fromȱ theȱ structuralȱ fundsȱ toȱ theȱmostȱdisadvantageousȱ regionsȱ
(Commission,ȱ1989).ȱTheȱCommunityȇsȱruralȱdevelopmentȱpolicyȱisȱaimedȱprimarilyȱatȱrevitalȬ
izingȱtheȱeconomicȱfabricȱofȱruralȱareasȱfacingȱsocioȬeconomicȱproblems.ȱTheȱpurposeȱofȱthisȱacȬ
tionȱisȱdueȱtoȱpopulationȱloss,ȱretardedȱdevelopment,ȱstructuralȱchangeȱandȱdecliningȱfarmingȱ
activityȱ toȱ theȱ fullestȱpossibleȱdegree.ȱEffortȱ isȱ concentratedȱonȱ improvingȱ efficiencyȱofȱ farmȱ
production,ȱprocessingȱandȱdistribution.ȱFurtherȱeffortȱ isȱallocatedȱ toȱdiversificationȱandȱspeȬ
cializationȱofȱproductionȱandȱonȱactivitiesȱthatȱmayȱbeȱcomplementaryȱorȱindependentȱtoȱproȬ
duction.ȱ

TheȱE.Uȱhasȱsteadilyȱreducedȱtheȱassistanceȱgivenȱtoȱindividualȱprojectsȱandȱincreasedȱtheȱaidȱ
throughȱprogrammes,ȱ i.e.ȱcloselyȱcoȬordinatedȱ fundingȱprogrammesȱ involvingȱmemberȱ statesȱ
andȱregionalȱorȱlocalȱauthoritiesȱasȱwellȱasȱtheȱstructuralȱfunds.ȱRuralȱdevelopmentȱisȱnowȱsupȬ
portedȱbyȱeitherȱCommunityȱInitiativesȱthatȱareȱprogrammesȱspanningȱtheȱwholeȱEU,ȱsuchȱasȱ
LEADER,ȱHorizontalȱMeasures,ȱorȱOperationalȱProgrammesȱthatȱareȱconfirmedȱtoȱanȱ individȬ
ualȱmemberȱstate.ȱ

2.3. Effectiveness of Policy and New Directions 

Currentȱcritiquesȱofȱcontemporaryȱ ruralȱdevelopmentȱpoliciesȱseemȱ toȱ revolveȱaroundȱ theȱ isȬ
suesȱ ofȱ diversification,ȱ sustainabilityȱ andȱ theȱ questionȱ ofȱ howȱ toȱ deviseȱ policies,ȱwhichȱ areȱ
adaptedȱtoȱtheȱenormousȱdiversityȱofȱruralȱareasȱacrossȱtheȱEU.ȱAsȱHodge,ȱ(1996)ȱnotes:ȱȈwhereȱ
effortsȱareȱtargetedȱtoȱdealȱwithȱproblems,ȱtheyȱtendȱeitherȱtoȱbeȱfocusedȱspatiallyȱonȱdesignatedȱ
areasȱwhichȱdemonstrateȱparticularȱproblems�orȱelseȱtheyȱareȱsimplyȱtargetedȱonȱsettlementsȱ
belowȱaȱparticularȱsizeȱthreshold�IsȱthisȱtheȱbestȱwayȱofȱdirectingȱeffortsȱtowardsȱthoseȱindiȬ
vidualsȱmostȱinȱneed?Ȉ.ȱ

Howeverȱ asȱ Loweȱ (1996)ȱ notes:ȱ �Opportunitiesȱ toȱ diversifyȱ farmȱ incomesȱ dependȱ onȱ theȱ
strengthȱandȱdiversityȱofȱtheȱlocalȱandȱregionalȱeconomy.ȱTheȱfocusȱonȱgovernmentȱinterventionȱ
toȱpromoteȱ ruralȱdevelopmentȱ andȱ employmentȱ shouldȱ thereforeȱ applyȱ toȱ theȱ ruralȱ andȱ reȬ
gionalȱ economyȱ andȱ notȱ toȱ theȱ agriculturalȱ sector�.ȱDimaraȱ andȱ Skuras,ȱ (1997)ȱ supportȱ thatȱ
grantȱaidȱinstrumentsȱareȱnotȱparticularlyȱassociatedȱwithȱeitherȱtheȱdecisionȱtoȱcreateȱmoreȱjobsȱ
norȱtheȱextentȱofȱjobȱcreationȱinȱruralȱareas.ȱThisȱrepresentsȱaȱchangeȱfromȱtheȱpreviousȱsectoralȱ
approachȱtoȱpolicyȱmaking,ȱwherebyȱagricultureȱassumedȱaȱcentralȱroleȱandȱwasȱnecessaryȱforȱ
theȱundertakingȱofȱmodernȱ andȱ alternativeȱmarketingȱ strategies.ȱThisȱnotionȱ isȱpresumedȱ toȱ
greatlyȱenhanceȱtheȱdevelopmentȱcapacityȱofȱlaggingȱruralȱareas.ȱ

AtȱtheȱE.UȱpolicyȬmakingȱlevel,ȱgivenȱtheȱneedȱtoȱreduceȱspendingȱonȱtheȱC.A.P,ȱthereȱisȱstrongȱ
supportȱ forȱdiversificationȱ intoȱnewȱ activities,ȱ andȱ forȱ theȱdevelopmentȱofȱnicheȱmarketsȱ forȱ
qualityȱproductsȱandȱservices.ȱAȱrecentȱO.E.C.Dȱreportȱ(1995)ȱalsoȱsuggestsȱthatȱ�nicheȱmarketsȱ
andȱ theȱ activitiesȱ toȱ satisfyȱ thoseȱmarketsȱ haveȱ positiveȱ implicationsȱ forȱ ruralȱdevelopment.ȱ
Theyȱfurtherȱcreateȱemploymentȱopportunities,ȱencourageȱentrepreneurshipȱandȱstrengthenȱsoȬ
cialȱcohesion�.ȱ

InȱGreeceȱ importantȱpolicyȱdocumentsȱ recognizeȱ thatȱagriculture,ȱdespiteȱ itsȱdiminishingȱ imȬ
portance,ȱwillȱcontinueȱtoȱinfluenceȱimportantȱaspectsȱofȱtheȱruralȱsocioȬeconomicȱfabric.ȱInȱadȬ
dition,ȱagriculturalȱpolicyȱreformsȱwillȱgiveȱriseȱtoȱtheȱcontinuationȱofȱruralȱsocioȬeconomicȱfabȬ
ric.ȱFinallyȱ inȱmanyȱcasesȱcountervailingȱadjustmentȱpressuresȱwillȱariseȱthroughoutȱtheȱagroȬ
foodȱsector,ȱtoȱprovideȱinstrumentsȱtoȱhelpȱfarmersȱadaptȱtoȱnewȱchallengesȱwhichȱhaveȱsoȱfarȱ
beenȱneglected,ȱ(O.E.C.D.,ȱ1996).ȱ
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3. Regional Images and Food Products 

Thisȱsectionȱprovidesȱinsightȱinto:ȱ

Üȱ theȱdefinitionȱofȱregionalȱimagesȱȱ

Üȱ theȱrelevanceȱofȱregionalȱimagesȱtoȱconsumers.ȱ

3.1 Definition of Regional Images 

Regionalȱ Imagesȱmayȱbeȱdefinedȱasȱrepresentationsȱofȱplacesȱ (GoldȱandȱWard,ȱ1994,ȱKneafsy,ȱ
1997)ȱwhichȱconsistȱofȱoneȱorȱmoreȱofȱaȱvarietyȱofȱelements:ȱpeople,ȱanimals,ȱ landscapes;ȱ inȬ
cludingȱ land,ȱwaterȱ andȱ sky,ȱ sound,ȱ andȱ arguably,ȱ tasteȱ andȱ smellȱ throughȱ theirȱ evocation.ȱ
Takenȱtogether,ȱtheseȱelementsȱportrayȱthemes,ȱwhichȱareȱdesignedȱtoȱconveyȱregionalȱcharacȬ
teristics.ȱByȱ extension,ȱ analysisȱ ofȱ regionalȱ imagesȱ shouldȱ takeȱ cognisanceȱ ofȱ theȱunderlyingȱ
valueȱsystemsȱandȱpowerȱrelationsȱ(Kneafsey,ȱ1997).ȱ
ReflectingȱaȱwideȬangledȱviewȱofȱplaceȱ imagesȱandȱtheirȱorigins,ȱBurgessȱ(1982)ȱoffersȱtheȱfolȬ
lowingȱ definition:ȱ ȈPlaceȱ imagesȱ compriseȱ anȱ individual�sȱ beliefs,ȱ impressions,ȱ ideasȱ andȱ
evaluationsȱofȱdifferentȱpartsȱofȱ theȱcountryȈ.ȱEdwardsȱ (1996)ȱnotesȱ inȱherȱreviewȱofȱpostcardȱ
imagesȱfromȱaroundȱtheȱglobeȱȈ�theȱmeaningȱofȱ imagesȱbecomesȱ impermanent,ȱfreeȬfloating,ȱ
appropriatedȱintoȱviewerȇsȱculturalȱdiscourse.Ȉȱ

FlemingȱandȱRothȱ(1991)ȱdefineȱspecificȱimagesȱasȱrepresentationsȱofȱrealȱlandscapes,ȱwhichȱareȱ
usedȱtoȱadvertiseȱproductsȱsuchȱasȱholidayȱdestinationsȱorȱairlinesȱandȱtheyȱmakeȱtheȱpointȱthatȱ
thereȱareȱgenericȱ landscapes,ȱwhichȱareȱ symbolicȱofȱ certainȱ countriesȱ Ȭȱgreenȱ Irishȱ fieldsȱandȱ
Frenchȱvineyardsȱbeingȱtwoȱobviousȱexamples.ȱ

Moranȇsȱ(1993)ȱstudyȱofȱtheȱFrenchȱandȱAmericanȱwineȱappellationȱsystemsȱnoticesȱaȱdirectȱlinkȱ
betweenȱ productȱ andȱ placeȱ throughȱ conceptualizationȱ ofȱ theȱ appellationȱ systemȱ forȱ Frenchȱ
wineȱ asȱ �aȱ formȱ ofȱ territorializationȱ devisedȱ toȱ regulateȱ andȱ captureȱ someȱ ofȱ theȱ advanȬ
tages/nichesȱofȱsomeȱofȱtheȱparticipantsȱinȱtheȱindustry�.ȱBellȱandȱValentineȱ(1997)ȱsuggestȱthatȱ
theȱdifferentȱactorsȱcreateȱgeographicalȱ�lores�ȱaboutȱ commoditiesȱ inȱ theȱ commodityȱ system.ȱ
Theyȱgoȱonȱtoȱnoteȱthatȱtheȱlinkȱbetweenȱplaceȱandȱproductȱcanȱbeȱsoȱstrongȱthatȱ�almostȱanyȱ
productȱwhichȱhasȱsomeȱtieȱtoȱaȱplaceȱȬȱnoȱmatterȱhowȱȇinventedȇȱthisȱmayȱbe,ȱcanȱbeȱsoldȱasȱaȱ
commodityȱidentifyingȱitȱwithȱthatȱregionȱinȱquestion�.ȱȱ

3.2. Relevance of Images to Consumers 

Byȱ referringȱ toȱ someȱcaseȱ studiesȱconsistingȱofȱdifferentȱgroupsȱofȱconsumers,ȱBurgessȱ (1989)ȱ
demonstratesȱ theȱ significanceȱofȱgender,ȱ classȱandȱ ȇculturalȱ competenceȇȱ inȱpeoples�ȱ relationsȱ
withȱdifferentȱmediaȱtexts.ȱAlthoughȱherȱfocusȱisȱonȱenvironmentalȱmeanings,ȱBurgessȱreachesȱ
certainȱ conclusions,ȱwhichȱareȱ relevantȱ toȱ theȱpresentȱ study�sȱobjectivesȱbyȱposingȱquestions.ȱ
Similarly,ȱMoraleȇsȱ(1986,ȱcitedȱinȱBurgessȱ1989)ȱworkȱonȱTVȱprogrammesȱshowsȱthatȱsubliminalȱ
associationsȱofȱtheȱproductȱwithȱcertainȱ�meanings�ȱareȱnotȱproducedȱatȱtheȱveryȱmomentȱwhenȱ
oneȱisȱviewingȱprogrammes,ȱbutȱariseȱinȱsocialȱinteractionsȱasȱpeopleȱtalkȱaboutȱTVȱinȱtheȱpub,ȱ
laundromat,ȱonȱtheȱbusȱtoȱworkȱetc.ȱ

Treagearȱetȱal,ȱ(1997)ȱexploresȱtheȱwaysȱinȱwhichȱperceivedȱauthenticityȱofȱregionalȱfoodȱinȱtheȱ
NorthȱofȱEnglandȱ isȱbasedȱonȱpersonalȱ factorsȱ suchȱasȱknowledgeȱandȱexperience,ȱasȱwellȱasȱ
productȱ relatedȱ factorsȱandȱsituatedȱ factors.ȱAsȱPredȱ (1996)ȱ shows,ȱ�Advertisingȱ isȱ rarelyȱ theȱ
soleȱ orȱ evenȱ theȱmostȱ importantȱ sourceȱ ofȱ prepurchaseȱ knowledgeȱ aboutȱ theȱ existenceȱ andȱ
qualitiesȱofȱaȱparticularȱgoodȱorȱservice.ȱItȱisȱseldomȱtheȱsingleȱstimulatorȱorȱwantȱandȱdesireȱofȱ
aȱproductȱand,ȱonlyȱexceptionallyȱtheȱprimaryȱmeansȱthroughȱwhichȱawarenessȱofȱneedsȱarisesȱ
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inȱeverydayȱ life�.ȱ Inȱaȱsimilarȱvein,ȱCrangȱ (1996)ȱnotesȱ thatȱ Ȉknowledgeȱaboutȱcommoditiesȱ isȱ
notȱwhatȱenablesȱanȱ industryȱ toȱgoȱon,ȱbutȱ isȱconstructedȱ throughȱ ratherȱcomplexȱdiscursiveȱ
fields.ȈȱThisȱ kindȱ ofȱ awarenessȱ ofȱ theȱ conceptualityȱ ofȱ imageȬconsumptionȱ couldȱ informȱ theȱ
presentȱstudyȬresearchersȱaboutȱtheȱconsumersȱofȱqualityȱproducts.ȱ

3.3. Factors Affecting Regional Food  

Foodȱproductsȱ haveȱ aȱ landȬbasedȱ geographicalȱ origin,ȱwhichȱ impliesȱ strongȱ associationsȱ beȬ
tweenȱfoodsȱandȱplacesȱ(BerardȱandȱMarchenary,ȱ1995).ȱTheȱpossibleȱeffectsȱofȱregionȱofȱoriginȱ
onȱconsumerȱbehaviourȱare,ȱhowever,ȱrelativelyȱunexplored.ȱWithȱrespectȱtoȱfoodȱconsumerȱbeȬ
haviourȱ studiesȱ (Khan,ȱ 1981,ȱ Shephard,ȱ 1989,ȱ e.t.c.)ȱ theȱ complexityȱ ofȱ factorsȱ affectingȱ foodȱ
preferences,ȱincludingȱenvironmental,ȱsocialȱandȱpsychologicalȱfactorsȱisȱhighlighted.ȱ

RecentȱresearchȱinȱEnglandȱ(Delamont,ȱ1995,ȱUrry,ȱ1995,ȱHughes,ȱG.,ȱetȱalȱ.,ȱ1995,ȱe.t.c.)ȱhasȱexȬ
plicitlyȱ aimedȱ toȱprovideȱ insightsȱ intoȱ consumerȱperceptionsȱofȱ linkagesȱbetweenȱplacesȱ andȱ
foods.ȱ

Treager,ȱA.,ȱetȱal.,ȱ(1997)ȱmentionedȱaȱnumberȱofȱfactorsȱdefiningȱaȱȈregionalȱfoodȈȱandȱ identiȬ
fiedȱperceivedȱauthenticityȱasȱaȱmajorȱissueȱinȱtheȱacceptabilityȱofȱaȱregionalȱfoodȱasȱtrulyȱȈreȬ
gionalȈ.ȱTheȱmainȱfactorsȱtheȱauthorsȱhaveȱnoticedȱareȱtheȱPersonal,ȱProductȬrelatedȱandȱSituȬ
ationalȱfactors.ȱ

Üȱ Personalȱfactors:ȱtheȱproductionȱofȱfoodȱinȱaȱspecificȱareaȱisȱnotȱsufficientȱinȱitselfȱtoȱmakeȱ
theȱ productȱ authentic.ȱ Personalȱ factorsȱ affectingȱ theȱ perceivedȱ authenticityȱ ofȱ regionalȱ
foodsȱincludedȱ�knowledge�ȱandȱ�experience�.ȱ

Üȱ ProductȬrelatedȱfactors:ȱaȱnumberȱofȱthisȱcategoryȱofȱfactorsȱsuchȱasȱtheȱproductȱname,ȱitsȱ
appearance,ȱ andȱ packagingȱ andȱ ingredientȱ informationȱ areȱ alsoȱ viewedȱ asȱ aȱmeansȱ ofȱ
judgingȱaȱ foodȇsȱregionalȱauthenticity.ȱTheseȱ factors,ȱcombinedȱwithȱpersonalȱknowledgeȱ
andȱexperience,ȱareȱwhatȱleadȱtoȱaccentuatedȱacceptanceȱorȱrejectionȱofȱaȱregionalȱfoodȱasȱ
authentic.ȱ

Üȱ Situationalȱfactors:ȱtheseȱincludeȱtheȱplaceȱandȱcontextȱofȱtheȱpurchaseȱorȱconsumptionȱofȱaȱ
regionalȱfood,ȱservedȱtoȱenhanceȱperceptionsȱofȱauthenticity.ȱ

3.4. Definitions of Regional Images in Greece 

Literatureȱonȱregionalȱimageryȱ inȱGreeceȱdoesȱnotȱexist.ȱIfȱreferencesȱonȱruralȱdevelopmentȱ inȱ
Greeceȱareȱveryȱfew,ȱreferenceȱtoȱtheȱtermȱȈRegionalȱImagesȈȱisȱcompletelyȱabsent,ȱifȱunknownȱ
inȱ academicȱ literature.ȱHowever,ȱ inȱ theȱ commonȱ language,ȱ theȱ termȱ Ȉregionalȱ imageȈȱ isȱ freȬ
quentlyȱusedȱ toȱdescribeȱplacesȱ thatȱpossessȱcertainȱcharacteristicsȱ thatȱ shouldȱbeȱutilizedȱ forȱ
promotingȱtheȱarea.ȱ

Regionalȱimagesȱhaveȱalsoȱnotȱbeenȱfrequentlyȱusedȱinȱeverydayȱmarketingȱapproaches.ȱAȱfewȱ
LEADERȱprogrammesȱhaveȱattemptedȱtoȱmarketȱtheirȱareaȱandȱpromoteȱaȱregionalȱimageȱsucȬ
cessfully.ȱMoreȱ specifically,ȱSkurasȱandȱVakrou,ȱ (1997)ȱpointedȱoutȱ thatȱ inȱGreeceȱ severalȱorȬ
ganizationsȱresponsibleȱforȱspecificȱproductsȱ(likeȱELAISȱforȱoliveȱoil)ȱhaveȱconductedȱresearchȱ
andȱhaveȱappliedȱ theirȱownȱmarketingȱstrategiesȱwhichȱ referȱaccordinglyȱ toȱ theȱexpansionȱofȱ
theirȱ internationalȱ competitivenessȱ orȱ theȱ enhancementȱ ofȱ theȱ domesticȱmarket.ȱ Financeȱ forȱ
suchȱactions,ȱresearchȱetc,ȱhasȱbeenȱfacilitatedȱbyȱmanyȱdifferentȱsources,ȱsuchȱasȱtheȱE.U,ȱtheȱ
MinistryȱofȱAgriculture,ȱasȱwellȱasȱfundingȱfromȱtheȱorganizationsȱthemselves.ȱ
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4. Quality Products 

Thisȱsectionȱwillȱexamineȱ theȱnatureȱofȱqualityȱproductsȱ fromȱaȱmarketingȱandȱconsumerȱbeȬ
haviourȱpointȱofȱview.ȱȱ

4.1. Definition of Quality 

Thereȱareȱaȱvarietyȱofȱdefinitionsȱofȱquality,ȱwhichȱusuallyȱrelateȱtoȱtheȱsatisfactionȱofȱcustomerȱ
needs.ȱOȇȱNeilȱandȱBlackȱ(1996)ȱdefineȱ ȇqualityȇȱasȱanȱoperationalȱconcept,ȱnamely,ȱ�anȱorganiȬ
zationȇȱsȱabilityȱtoȱproduceȱandȱdeliverȱthatȱwhichȱisȱdemandedȱinȱaȱmannerȱwhichȱconsistentlyȱ
meetsȱconsumerȱexpectations�.ȱVastoiaȱ(1997)ȱarguesȱthatȱoneȱofȱtheȱmostȱimportantȱaspectsȱofȱ
qualityȱisȱtheȱsatisfactionȱofȱexplicitȱandȱimplicitȱneeds.ȱRossenȱ(1984)ȱaddsȱtheȱconceptȱofȱreliȬ
abilityȱ inȱhisȱsuggestionȱthatȱ�theȱtermȱ ȇqualityȇȱtakenȱbyȱ itselfȱ impliesȱaȱ levelȱofȱperformance,ȱ
tasteȱandȱsoȱforth,ȱprovidedȱbyȱtheȱproductȱonȱaverage�.ȱWhilstȱthereȱareȱmanyȱdefinitionsȱofȱ
perceivedȱquality,ȱmostȱagreeȱthatȱitȱisȱlinkedȱtoȱtheȱproduct�sȱsuitabilityȱtowardsȱtheȱpurposeȱ
forȱwhichȱitȱhasȱbeenȱboughtȱ(Vastoia,ȱ1997).ȱ

Differentȱproductsȱhaveȱdifferentȱqualityȱcriteriaȱandȱconsumerȱperceptionsȱofȱwhatȱconstituteȱ
qualityȱvaryȱforȱspecificȱproductsȱandȱbetweenȱindividuals,ȱregionsȱandȱcountries.ȱTheȱScottishȱ
FoodȱStrategyȱGroupȱ(1993)ȱdevelopedȱtheȱfollowingȱworkingȱdefinitionȱofȱaȱqualityȱproduct:ȱȱ

�Aȱqualityȱproductȱorȱserviceȱ isȱoneȱwhichȱ isȱdifferentiatedȱ inȱaȱpositiveȱmannerȱbyȱoneȱorȱmoreȱ
factorsȱ fromȱ theȱ standardȱ product.ȱ Itȱ isȱ recognizedȱ asȱ suchȱ byȱ theȱ consumerȱ andȱ canȱ thereforeȱ
commandȱaȱmarketȱbenefitȱifȱisȱeffectivelyȱmarketed�.ȱ

Sylvanderȱ (1993)ȱprovidesȱ aȱ listȱ ofȱ qualityȱ indicators,ȱwhichȱ coverȱdeterminedȱ featuresȱ bothȱ
subjectivelyȱandȱobjectively.ȱTheseȱinclude:ȱ

Üȱ Priceȱ

Üȱ Productȱappearanceȱ(includingȱpackaging)ȱ

Üȱ Certificationȱ(byȱstate,ȱprofessionalȱorganizationȱorȱexternalȱbody)ȱ

Üȱ Specificationsȱ

Üȱ IndividualȱȈskillȈȱofȱtheȱbuyerȱ

Üȱ Individualȱorȱcollectiveȱtradeȱmarkȱ

4.2. Legislation on Agricultural and Food Products 

TheȱCommunityȱhasȱ restrainedȱ itsȱ regulatoryȱpolicyȱ toȱ fieldsȱwhereȱpublicȱhealthȱprotection,ȱ
economicȱ protectionȱ andȱ informationȱ toȱ consumersȱ andȱ fairȬtradingȱ areȱ involved.ȱ Inȱ certainȱ
cases,ȱwhereȱnecessary,ȱtheȱharmonizationȱofȱverticalȱissuesȱstillȱapplies.ȱForȱotherȱissues,ȱwhereȱ
harmonizationȱ isȱ notȱ necessary,ȱ theȱ principleȱ ofȱmutualȱ recognitionȱ appliesȱ (Papathanasiou,ȱ
1995).ȱ

TheȱEUȱhasȱexpressedȱstrongȱsupportȱforȱtheȱpromotionȱofȱqualityȱproductsȱwhereȱqualityȱisȱdeȬ
finedȱasȱbeingȱassociatedȱwithȱparticularȱruralȱareasȱorȱorigins.ȱTheȱOpinionȱofȱtheȱCommitteeȱofȱ
theȱRegionsȱofȱSeptemberȱ1996ȱ(CEC,ȱ1996),ȱrefersȱtoȱtheȱimportanceȱofȱqualityȱguaranteesȱandȱtheȱ
certificationȱofȱenterprisesȱandȱproductsȱ inȱgeneral.ȱ Itȱpointsȱoutȱ thatȱ theȱ regionalȱoriginȱofȱaȱ
product,ȱasȱaȱguaranteeȱofȱquality,ȱ isȱofȱ increasingȱ importanceȱ�atȱaȱ timeȱwhenȱ trustȱbetweenȱ
producersȱandȱconsumersȱisȱmoreȱdifficultȱtoȱestablishȱinȱlargerȱmarkets�.ȱLegislationȱtoȱprotectȱ
agriculturalȱproductsȱofȱgeographicalȱoriginȱandȱofȱspecialȱcharacterȱwasȱintroducedȱbyȱReguȬ
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lationȱ2081/92/EECȱprotectingȱgeographicalȱ indicationsȱandȱdesignationsȱofȱorigin,ȱbyȱRegulaȬ
tionȱ2082/92/EECȱprovidingȱforȱtheȱawardȱofȱcertificatesȱofȱspecificȱcharacter,ȱandȱbyȱRegulationȱ
2092/91/EECȱprovidingȱforȱtheȱlabelingȱandȱadvertisingȱofȱtheȱproductsȱofȱbiologicalȱagriculture.ȱ

TheȱCommitteeȱofȱ theȱRegionsȱreferredȱ toȱ theȱneedȱ forȱcomparableȱstandardsȱ inȱ theȱmemberȬ
statesȱasȱaȱmeansȱofȱensuringȱprotectionȱforȱconsumersȱandȱpromotingȱcompetition.ȱTheȱComȬ
mitteeȱalsoȱrecommendedȱstrengtheningȱ theȱsynergyȱbetweenȱ theȱdifferentȱagriculturalȱpolicyȱ
instrumentsȱandȱtheȱStructuralȱFunds,ȱtoȱfosterȱquality,ȱparticularlyȱasȱpartȱofȱCommunityȱiniȬ
tiativesȱandȱpilotȱprojects.ȱTheȱcreationȱofȱregionalȱqualityȱnetworksȱtoȱsupportȱlocalȱproductsȱisȱ
viewedȱasȱbeingȱparticularlyȱnoteworthy.ȱInȱadditionȱsupportȱofȱtheȱ implementationȱofȱDirecȬ
tiveȱ42/93ȱonȱsmallȱenterprisesȱandȱmarketingȱstructuresȱisȱrecommended.ȱȱ

4.3. Consumer Perceptions of Quality Products 

TheȱOECDȱ (1995)ȱ reportȱonȱNicheȱmarketsȱ asȱ ruralȱ developmentȱ strategyȱ statesȱ thatȱqualityȱ isȱ aȱ
matterȱofȱperceptions,ȱvaluesȱandȱtastesȱofȱtheȱconsumer,ȱandȱthatȱqualityȱisȱincreasinglyȱbeingȱ
definedȱasȱsomethingȱthatȱisȱcustomȱproducedȱasȱopposedȱtoȱmassȱproduced.ȱMotivesȱforȱpurȬ
chasingȱareȱassociatedȱwithȱideasȱofȱselfȬidentityȱandȱprestige.ȱMoreȱandȱmoreȱpeopleȱareȱlookȬ
ingȱforȱindividualizedȱproductsȱthatȱareȱnotȱeasilyȱavailableȱtoȱotherȱconsumersȱ(OECD,ȱ1995).ȱ
Thisȱhasȱprofoundȱimplicationsȱforȱaȱrangeȱofȱfoodȱproducts.ȱItȱisȱdifficultȱtoȱobtainȱpreciseȱinȬ
formationȱrelatingȱtoȱconsumerȱperceptionsȱofȱqualityȱproducts.ȱ

Someȱgeneralȱtrendsȱhaveȱbeenȱobservedȱinȱtermsȱofȱconsumerȱperceptionsȱofȱqualityȱproducts.ȱ
AccordingȱtoȱParkerȱ(1990),ȱconsumerȱconcernsȱrelatingȱtoȱhealthȱandȱtoȱenvironmentalȱdeterioȬ
rationȱundoubtedlyȱ influenceȱtheȱ introductionȱofȱqualityȱ labelsȱandȱassuranceȱschemes.ȱTraceȬ
abilityȱandȱotherȱfoodȱqualityȱassuranceȱschemesȱareȱviewedȱasȱbeingȱofȱparticularȱimportanceȱ
inȱallayingȱconsumerȱconcernsȱrelatingȱtoȱhealthȱhazardsȱ(OȇȱConnor,ȱ1997).ȱLabelingȱofȱorganicȱ
produceȱcontributesȱtoȱincreasedȱawarenessȱofȱsuchȱproducts,ȱalthoughȱtheȱlargestȱmarketsȱtendȱ
toȱ beȱ amongȱ organicȱ puristsȱ orȱ amongȱ personsȱwhoȱ areȱ stronglyȱ disposedȱ towardȱ organicȱ
methodsȱofȱproductionȱ(Roddy,ȱ1994).ȱ

Therefore,ȱaȱlotȱofȱworkȱisȱneededȱonȱthisȱaspect,ȱsinceȱitȱappearsȱtoȱbeȱthatȱaȱconsumerȇȱsȱchoiceȱ
forȱaȱqualityȱproductȱisȱaffectedȱbyȱmanyȱfactors.ȱFromȱaȱpreliminaryȱstudyȱofȱPDOȱconsumers,ȱ
itȱappearsȱthatȱconsumersȱareȱnotȱsoȱwellȱinformedȱandȱthatȱtheȱelementȱofȱqualityȱandȱhowȱthisȱ
isȱperceivedȱneedsȱtoȱbeȱclassifiedȱandȱrelatedȱtoȱchoiceȱ(Fotopoulos,ȱet.ȱal.,ȱ1997).ȱ

4.4. Markets of Quality Products  

AlthoughȱtheȱgeographicalȱliteratureȱpresentsȱlittleȱevidenceȱonȱtheȱsizeȱofȱtheȱmarketȱforȱqualȬ
ityȱproducts,ȱkeyȱpolicyȬformingȱinstitutionsȱsuggestȱthatȱthereȱ isȱaȱstrongȱdemandȱforȱqualityȱ
products.ȱ

ClarkȱandȱBradfordȱ(1989)ȱargueȱthatȱȈadvertisingȱhasȱnotȱsimplyȱpromotedȱbrands;ȱitȱhasȱbeenȱ
aȱmajorȱmechanismȱ inȱ theȱcreationȱofȱwants.Ȉȱ Inȱcontrast,ȱBurgessȱ (1982)ȱcitesȱ Jefkinsȱwho,ȱ inȱ
1974,ȱassertedȱthatȱaȱcompanyȱwithȱnewȱproductsȱȈcannotȱexpectȱsuperȱsalesmenȱandȱheavyȱadȬ
vertisingȱ toȱpulverizeȱ theȱmarketȱ intoȱpurchasing.ȱTheȱmarketȱwillȱonlyȱrespondȱwhenȱ itsȱdeȬ
siresȱareȱactiveȱandȱitsȱconfidenceȱhigh.Ȉȱ

Aȱ recentȱ reportȱ publishedȱ byȱ theȱOECDȱ (1995)ȱ claimsȱ thatȱ peopleȱ areȱ increasinglyȱ seekingȱ
Ȉquality,ȱscarcityȱandȱnoveltyȱofȱproductsȈȱandȱadvocatesȱtheȱdevelopmentȱofȱȇnicheȱproductsȇȱasȱ
aȱstrategyȱforȱruralȱdevelopment.ȱItȱ isȱalsoȱclaimedȱthatȱ Ȉaȱpureȱnicheȱmarketȱ isȱaȱmarketȱsegȬ
ment:ȱsmall,ȱnarrowȱandȱspecificȈ.ȱ
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InȱGreece,ȱweȱcanȱargueȱthatȱthereȱ isȱnoȱclearȱandȱdistinctȱ informationȱonȱhowȱtheȱmarketȱforȱ
qualityȱproductsȱisȱstructuredȱandȱevolves,ȱparticularlyȱinȱrelationȱtoȱotherȱconventionalȱprodȬ
ucts.ȱTheȱobservedȱ increaseȱofȱtheȱstandardsȱofȱ livingȱofȱtheȱGreekȱpopulation,ȱcontinuingȱurȬ
banization,ȱandȱchangesȱinȱconsumerȱcultureȱhasȱresultedȱinȱanȱincreaseȱinȱrecreationȱandȱconȬ
sumptionȱofȱorganicȱfoodstuff.ȱThereȱisȱaȱnotableȱreturnȱtoȱnatureȱandȱattemptsȱareȱbeingȱmadeȱ
toȱliveȱaȱhealthierȱandȱmoreȱnaturalȱlifeȱ(SkurasȱandȱVakru,ȱ1997).ȱ

4.5. Quality Assurance Schemes and Quality Marks 

Thereȱareȱaȱvarietyȱofȱschemesȱ inȱoperation,ȱwhichȱhaveȱ legalȱbackingȱatȱdifferentȱscales.ȱTheȱ
primaryȱE.Uȱqualityȱandȱoriginȱcriteriaȱcurrentlyȱinȱoperationȱare:ȱ

Üȱ ProtectedȱDesignationȱofȱOriginȱ (PDO):ȱ theȱqualityȱorȱcharacteristicsȱofȱ theȱproductȱareȱ
exclusivelyȱorȱessentiallyȱdueȱ toȱaȱparticularȱgeographicalȱenvironmentȱwithȱ itsȱ inherentȱ
naturalȱandȱhumanȱfactors.ȱTheȱproduction,ȱprocessingȱandȱpreparationȱofȱtheseȱproductsȱ
takeȱplaceȱinȱaȱdefinedȱgeographicalȱareaȱ(CouncilȱReg.ȱNo.ȱ2081/92).ȱ

Üȱ ProtectedȱGeographicalȱIndicationȱ(PGI):ȱtheȱspecificȱquality,ȱreputationȱorȱcharacteristicsȱ
ofȱtheȱproductȱareȱattributableȱtoȱitsȱgeographicȱoriginȱandȱtheȱproduction,ȱand/orȱprocessȬ
ingȱ and/orȱ preparationȱ takeȱ placeȱ inȱ theȱ definedȱ geographicȱ areaȱ (Councilȱ Reg.ȱ No.ȱ
2081/92).ȱ

Üȱ CertificateȱofȱSpecialȱCharacter:ȱtheseȱareȱtheȱfeature(s),ȱwhichȱdistinguishȱanȱagriculturalȱ
productȱorȱfoodstuffȱclearlyȱfromȱotherȱsimilarȱproductsȱorȱfoodstuffsȱinȱtheȱsameȱcategoryȱ
(CouncilȱReg.ȱNo.ȱ2082/92).ȱ

Moranȇȱsȱ(1993)ȱworkȱonȱwineȱappellationsȱdrawsȱoutȱsomeȱusefulȱinsightsȱintoȱtheȱdifferencesȱ
betweenȱschemes,ȱwhichȱareȱusedȱtoȱassureȱquality.ȱHeȱnotesȱthatȱthereȱisȱaȱdistinctionȱbetweenȱ
ȇgeographicȱindicationsȇȇȱandȱappelationsȱdȇȱorigine.ȱTheȱformerȱisȱsimplyȱtheȱattestationȱthatȱtheȱ
grapesȱcomeȱ fromȱaȱparticularȱregion,ȱ localityȱorȱ field,ȱwhilstȱ theȱ latterȱhasȱaȱseriesȱofȱrestricȬ
tionsȱsuchȱasȱauthorizedȱvarietiesȱofȱgrapes,ȱyieldsȱperȱhectare,ȱviticultureȱmethods,ȱandȱsomeȬ
timesȱwineȬmakingȱ techniques,ȱwhichȱproducersȱmustȱadhereȱ toȱ ifȱ theyȱareȱ toȱuseȱauthorizedȱ
placeȱnames.ȱȱ

4.6. Promotion of Quality Products & Cross-Sector Linkages in Greece 

Nowadaysȱ thereȱareȱeffortsȱ toȱpromoteȱ theȱelementȱofȱqualityȱproducts.ȱTheseȱeffortsȱareȱ inȬ
cludedȱinȱbroaderȱattemptsȱtoȱpromoteȱGreekȱlifestyleȱandȱtourismȱinȱGreece.ȱLargeȱcampaignsȱ
haveȱbeenȱ launchedȱbyȱtheȱGreekȱTourismȱOrganizationȱwithȱtheȱcollaborationȱofȱtheȱOrganiȬ
zationȱforȱPromotingȱExportsȱ(O.P.E)ȱandȱotherȱproducersȇȱbodiesȱforȱpromotingȱGreeceȱandȱtheȱ
Greekȱdiet.ȱFurtherȱ attemptsȱhaveȱ alsoȱbeenȱmadeȱ inȱ coȬoperationȱwithȱotherȱMediterraneanȱ
countriesȱforȱpromotingȱtheȱideaȱofȱtheȱMediterraneanȱcuisineȱ(FoodȱandȱDrinks,ȱ1995).ȱOlymȬ
picȱAirways,ȱtheȱnationalȱ transporter,ȱ launchedȱaȱprogram,ȱwherebyȱonlyȱ typicalȱGreekȱfoodsȱ
areȱservedȱduringȱtheirȱflights.ȱApartȱfromȱthatȱpromotion,ȱmoreȱeffortsȱhaveȱbeenȱmadeȱbyȱloȬ
calȱandȱregionalȱauthoritiesȱinȱCreteȱtoȱpromoteȱtheȱCretanȱdiet.ȱToȱaccomplishȱsuchȱaȱtask,ȱproȬ
ducersȱhaveȱmadeȱjointȱeffortsȱtogetherȱwithȱtheȱConfederationȱofȱCretanȱhotelȱandȱtourismȱenȬ
terprises,ȱtoȱrepresentȱnearlyȱallȱCretanȱhotelsȱandȱaccommodationȱ(FoodȱandȱDrink,ȱ1995ȱandȱ
personalȱcommunication).ȱ
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5. Conclusive Remarks 

InȱaȱworldȬwideȱcontext,ȱmarketingȱstrategiesȱchangeȱrapidlyȱandȱconstantly.ȱRuralȱandȱurbanȱ
areasȱ inȱwesternȱEuropeanȱ�ȱasȱelsewhereȱ�ȱareȱ increasinglyȱadoptingȱculturalȱmarketsȱasȱkeyȱ
resourcesȱinȱtheȱpursuitȱofȱterritorialȱdevelopmentȱobjectives.ȱTheseȱstrategiesȱareȱresponsesȱtoȱ
extraȱlocalȱforcesȱthatȱhaveȱdemonstratedȱaȱpowerfulȱcapacityȱtoȱundermineȱtheȱsocioȬeconomicȱ
vibrancyȱofȱlocalȱareasȱ(C.ȱRay,ȱ1998).ȱȱ

Dimaraȱet.ȱal.,ȱ(2001)ȱprovideȱstrongȱevidenceȱthatȱqualityȱwinesȱcateringȱforȱnicheȱmarketsȱareȱ
associatedȱwithȱcertainȱregions.ȱThisȱgeographicȱassociationȱhas,ȱinȱmostȱcases,ȱbeenȱimportantȱ
inȱ influencingȱtheȱperceptionsȱofȱconsumers,ȱtheirȱbehaviourȱandȱtheȱfinalȱdemandȱforȱqualityȱ
wine.ȱTheȱmainȱ factorsȱdeterminingȱ thisȱ typeȱofȱbehaviour,ȱ inȱrelationȱ toȱ theȱspecificȱproductȱ
areȱtheȱruralȱoriginsȱofȱtheȱhousehold�sȱheadȱandȱtheȱindividuals�ȱpersonalȱexperience.ȱAllȱthoseȱ
factorsȱthatȱrepresentȱruralȱimageȱformation,ȱqualityȱofȱwine,ȱregion�sȱheritage,ȱandȱcultureȱandȱ
localȱtraditions,ȱimplyȱthatȱallȱconsumersȱwhoȱhaveȱsuchȱaȱregionalȱimageȱspendȱmoreȱonȱqualȬ
ityȱwineȱthanȱdoȱotherȱconsumers.ȱInȱsuchȱaȱwayȱtheȱproduct�sȱvalueȱisȱenhancedȱbyȱtheȱlinkingȱ
ofȱregionalȱimagesȱsuchȱasȱlandscapes,ȱculturalȱtraditionsȱandȱheritageȱtoȱconsumerȱbehaviourȱ
concerningȱqualityȱwine.ȱOnȱtheȱotherȱhand,ȱconsumersȱformulatingȱaȱregionalȱimageȱbasedȱonȱ
theȱlandscapeȱandȱotherȱphysicalȱfeaturesȱofȱtheȱareaȱspend,ȱonȱaverage,ȱlessȱmoneyȱonȱqualityȱ
wine.ȱ Thisȱ indicatesȱ that,ȱ regardingȱ imagesȱ formedȱ accordingȱ toȱ region,ȱ theȱmarketȱ isȱ adeȬ
quatelyȱfragmentedȱand,ȱdifferentȱpricingȱpoliciesȱmayȱbeȱapplied.ȱ

Therefore,ȱ allȱ theseȱ factorsȱ revealȱ theȱ potentialityȱ forȱ developingȱ nicheȱmarkets,ȱwhichȱmayȱ
coverȱ theȱcurrentȱruralȱdevelopmentȱneedsȱ inȱGreece.ȱGreekȱproducers,ȱparticularlyȱ theȱsmallȱ
andȱmediumȱ sizedȱonesȱhaveȱ toȱbeȱ initiatedȱ inȱorderȱ toȱcreateȱaȱpartnershipȱandȱ synergyȱ forȱ
undertakingȱintegratedȱmarketingȱactivities.ȱTheseȱproducersȱmustȱpayȱattentionȱandȱprovideȱaȱ
greatȱamountȱofȱ significanceȱ toȱmarketingȱefforts.ȱMoreȱ specifically,ȱ thisȱ supportȱmustȱbeȱ foȬ
cusedȱonȱ theȱmonitoringȱandȱ controllingȱofȱqualityȱassuranceȱ schemesȱ regardingȱagriculturalȱ
commodities.ȱȱ

Anȱinterestingȱinitiativeȱpolicyȱcanȱbeȱsuggestedȱatȱthisȱpointȱconcerningȱtheȱwineȱsectorȱandȱtheȱ
EUȱ policiesȱ forȱ theȱ betterȱ promotionȱ andȱ placementȱ ofȱ theȱGreekȱ agriculturalȱ products.ȱAllȱ
Greekȱcommunitiesȱandȱbusinessesȱengagedȱ inȱ theȱagriculturalȱsectorȱcanȱ increaseȱ theirȱcomȬ
petitivenessȱ ifȱaȱ ruralȱdecentralizedȱpolicyȱwhichȱ includesȱ specificȱandȱ strictȱ selectiveȱqualityȱ
constraintsȱisȱapplied.ȱTheȱfactȱthatȱunconventionalȱactivitiesȱareȱassociatedȱwithȱsmallerȱfarms,ȱ
inȱconjunctionȱwithȱoffȬfarmȱwork,ȱsignifiesȱtheȱ importanceȱofȱestablishingȱanȱintegratedȱruralȱ
developmentȱapproachȱinȱareasȱsuchȱasȱGreece.ȱTheseȱfarmȬbusinessesȱhaveȱtoȱrapidlyȱchangeȱ
theirȱmarketingȱstrategies,ȱinȱorderȱtoȱavoidȱtheȱfactȱthatȱwhenȱproductȱpricesȱandȱsubsidiesȱdeȬ
creaseȱ thisȱundoubtedlyȱ leadsȱ toȱ aȱdeclineȱ inȱ farmȱ incomes.ȱThisȱ isȱ especiallyȱ trueȱ forȱ farmsȱ
practicingȱ traditionalȱcultivationsȱwhoseȱ lowȱprofitabilityȱandȱgloomyȱprospectsȱhaveȱcreatedȱ
anȱinterestȱinȱtheȱmarketȱintegrationȱstrategies.ȱȱ

Also,ȱbyȱencouragingȱtheȱenhancementȱofȱqualityȱproductsȱproducersȱshouldȱaimȱtoȱapplyȱnewȱ
marketȱ integratedȱactivitiesȱandȱmakeȱthisȱaȱgoalȱofȱpublicȱpolicy.ȱInȱtheȱ longȱterm,ȱfollowingȱ
suchȱaȱstrategyȱmightȱincreaseȱtheȱcompetitivenessȱofȱtheȱGreekȱsmallȱandȱmediumȱsizedȱagriȬ
culturalȱenterprises.ȱThisȱdevelopmentȱwillȱincreaseȱtheȱattractivenessȱofȱspecificȱproductsȱandȱ
mayȱgenerateȱfurtherȱmarketȱ integrationȱstrategiesȱandȱtactics.ȱFurthermore,ȱadditionalȱeffortsȱ
areȱneededȱinȱtheȱfieldȱofȱquality,ȱsinceȱtheȱmarketȱwillȱtendȱtoȱbeȱfarȱmoreȱdemandingȱ inȱtheȱ
future.ȱȱ

Allȱ theȱaforementionedȱ factsȱclearlyȱrevealȱ theȱroleȱofȱ theȱculturalȱeconomyȱapproachȱ toȱruralȱ
development.ȱThisȱresultȱisȱinȱaccordanceȱwithȱtheȱEUȱruralȱdevelopmentȱpolicyȱwhichȱencourȬ
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agesȱterritoriesȱtoȱdesignȱandȱimplementȱstrategiesȱthatȱidentifyȱlocalȱresourcesȱinȱtheȱhopeȱthatȱ
thisȱovercomesȱ theȱ structuralȱbarriersȱ toȱ economicȱ convergence.ȱLaggingȱ ruralȱareas,ȱ suchȱasȱ
Greece,ȱmustȱmakeȱthisȱattemptȱinȱorderȱtoȱlocalizeȱeconomicȱcontrol.ȱStrongȱfinancialȱsupportȱ
mustȱbeȱprovidedȱtoȱ localȱorganizationsȱandȱ institutions,ȱwhichȱhaveȱtheȱcapabilityȱtoȱdesign,ȱ
implementȱandȱdeliverȱpolicy.ȱTheȱsourceȱofȱregionalismȱmustȱbeȱconsideredȱasȱ theȱmainȱeleȬ
mentȱofȱtheȱGreekȱagriculturalȱeconomy,ȱwhichȱhasȱtoȱbeȱengagedȱinȱselfȬpromotionȱproceduresȱ
inȱorderȱtoȱpreserveȱitsȱculturalȱidentityȱandȱdevelopȱitsȱsocioȬeconomicȱvibrancy.ȱWhatȱisȱalsoȱ
neededȱisȱspecializedȱmarketȱresearchȱtoȱmonitorȱtheȱchangingȱconsumptionȱtrendsȱandȱtoȱasȬ
sist,ȱ thoseȱ involvedȱ inȱ theȱmarketingȱ andȱ promotionȱ process,ȱ byȱ providingȱ informationȱ andȱ
feedback.ȱ
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