County trade mark for honey - the example of Istrian county 
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Abstract

The Istrian county, as well as the whole area of Croatia because of the diversity of flora and relatively well preserved environment possess favourable condition for the production of honey. The producers of honey in the Croatia, and in the Istrian county are family farms that mainly produce on the smaller number of hive. According to the survey of the Croatian beekeeping association (1998) in the Croatia has been 6.720 beekeeper with 203.904 hive (30 hives/beekeeper). In the Istrian county for now does not exist the commodity trade mark which would define for consumers a recognizable typical regional product. For the purpose of thinking out the commodity trade marks it was carried out the research within the Istrian county for the establishing of recognizability and knowings of typical product of region by consumers. The research is carried out by accidental sample method, the polling, which included 217 consumers and 52 market places. The research is carried out in the June and August of 2002. The aim of the research had been the establishment of visual identity of typical product of the region according to the specific demands of consumer, which can influence to the enlargement of family farms income. The aim was also preservation, advertising and valorization of traditional and socio-cultural values of rural area. The results of the research include nine different elements that refer to the demographic characteristics as well as attitudes and consumer opinions. The research included typical regional products: Istrian raw ham, sheep cheese, olive-oil, honey and wine of autochthonous varieties: Istrian malvazija, teran, muscat of rose and muscat momjanski. According to the rank from 12 tested products honey, as the product is at 6th place, and 34,56% of tested consumers recognize him as typical product.

Introduction

Croatia because of the diverseness of flora and relatively well preserved environment possess favourable conditions for the production of quality honey of different types. Nevertheless the offer of honey is on very low level. Except the presupposition that consumption of honey in the tourist point of view are small the domestic consumption of honey is very small considering the general known nutritional value of honey, annual only 0,4-0,5 kg per capita.

Since the fundamental strategies of further developments of Croatia are development of agriculture and tourism, in that sense it is necessary to create recognizable products that will be able to carry out with the competition on the total more and more demanding market. The typical agricultural products of particular regions are representing the union of qualities and traditions of area, interesting to the market in the sea of similar products, which is need to be recognizable on the market. Because of that reason it is necessary to have quality marketing preparation of these products.

Istrian county with the surface of 2.825 km2 is representing 5% of total territory of Republic of Croatia and it is the most developed tourist region in the Croatia. The most significant activities of total income are from the processing industry and trade, that are together participating in the total revenue of Istrian economy between 67% and 70%, tourism must also be count in that category, since tourism is a generator of multiplier effects in the forming of total income for many other activity, especially the trades.

In the year 2002 in Istria has stayed 2.354.931 tourist (28,3% of Republic of Croatia) which have come about 16 million night's accommodations  (35,7% of Croatian’s tourism), and numerically according to the arrivals of tourist to the Croatia, Istrian county have leading position. Istria have 225.150 beds from that number 106.706 beds (47.4%) are situated in the camps, 39.121 beds (17,4%) are situated in the households  (rooms, apartments, private house),  and 31.662 beds (14,1%) in the hotels and hotel settlements
.

The agriculture and fishing industry are making around 8% of GDP of Istria, with developed branches like viticulture, production of olive-oil, production of farming cultures, the cereal and vegetables, seed production, can meet the needs of domestic population as well as the tourist economy. If besides that we add developed fishing industry, the Istria can be capable, with his  own quality agricultural products, to satisfy the most demanding markets
.

Materials and methods
As up to now measures of protecting the typicalnesses for the all typical Istrian product, has not been carried out, unless for the olive-oil and smoked ham, as the starting point in the rating typicalness have been taken the results of regional exhibition “Vinistra” on which for the last 10 years, following products have been evaluated: wine, olive-oil, honey, smoked ham and cheese. These products are observed in the research for the purpose of better marketing preparation for the tourist market. The purpose of the research is to create the common trade mark for all this products, in order to be recognized on the tourist market.

The aim of the research was to found out the attitudes and opinion of the consumer about the typical products of Istria: smoked ham, sheep cheese, olive-oil, honey and typical wines (Istrian malvazija, teran, muscat rose and muscat momjanski), and to confirm the justifiability of introduction the common trade mark - of typicalnesses, guarantee of quality, standardization and geographic origins, for these products. With this research we wish to get the insights about the demand and offer of these products, in other words to see who are the consumers of these products and what is the offer of these products in Istria, in retail and catering establishments. Research had been divided in two segment. The first part was done by researching the tourist markets, or demand, and the second the offer of typical Istrian products. Researches were carried out by survey, by incidental sample method, and in the case of researching the offer, the polls are gathered by interviews. Surveys were carried out during the June and August 2002. in the Istrian county.

The first part has included the survey of tourist (consumer). For this survey it was design the special question mark with nine open and closed questions. The question marks were fulfil by the tourists in hotels, camps, tourist agencies and on the informative points of tourist communities, and it was collected 217 properly filled up question marks. 

Second part of research has included interview of employee in the catering and retail objects. For this occasion it was created the special question mark that have ten closed question, and it was collected 52 properly filled up question mark.

Results

In the whole Croatia and in Istrian county producers of honey are family farms which mainly produce on the small number of hives. According to the survey of the Croatian beekeeping association (1998) in Croatia has been 6.720 beekeeper with 203.904 hives (30 hives per beekeeper). In Istria the technology of beekeeping is mostly in stationary way, producers have standard LR hives, and beekeeping is additional activity to householdings. The production of honey is from 10- 60 kg per hive, average that is carrying out about 25 the kg/hive
. 

On the market the most frequent is liquid honey in the glass bottles from 720 ml., 320 ml., either smaller. The honey can be sold also in the honeycomb, but this is very rare case. What is important, that these products mainly are selling without recognizable trade mark and interesting packages, in other words as the unknown product. Very small number of producers in Istria  produce for the market needs. Namely, towards the research carried out 2000
, only around 3% of beekeepers are producing for the market needs, others producers are producing for the own needs and surpluses sell to the neighbours and friends. Also, around 23% of beekeepers have some form of promotion (label, interesting packaging, visit fair est.). 

Since at the determining of objects of research we set out that will observe products that are regular evaluate on the local exhibition “Vinistra”, that mean that products and producers are from the Istrian county. This geographic specification is determining and the type of product, and the type of honey because of the flora that is present in Istria. So in Istria we have mostly honey of acacia, chestnut, sage and honey of meadow. 

On exhibition “Vinistra” regularly appear around 25-35 producers of honey accordingly we expecting that they are producing for the market. From this basic indicator we can conclude that Istrian honey, as the product, is not sufficient offered and recognized by the foreign tourist and domestic consumers. 

Geographic and demographic characteristic of consumer

By carrying out the present research we got the results about geographic and demographic characteristics of the tourists (consumer), their attitudes and opinions about the typical products of Istria.

From total questioned tourist the most of them was from Great Britain (20,28%), then are following the tourists from Germany (17,05%), Slovenia (16,13%) and Italy (14,29%). On the question mark were answered and 10 tourist from Croatia (4,61%). From other country, which are not single mentioned because of the relative small number questioned are tourists from: Bulgaria, Russia, Netherlands, Australia, Switzerland, Scotland, Sweden, Denmark, Bosnia and Herzegovina and Czech Republic (Table 1.).

Table 1.  The state of residence (n=217)

Feature
Croatia
Italy
Germany
Austria
Slovenia
G. Britain 
Other states

Number of tested
10
31
37
20
35
44
40

Share (%)
4,61
14,29
17,05
9,22
16,13
20,28
18,43

Source: Survey, June and August, 2002.

From total questioned tourist them 33,64% have university degree or more.  High school education finished 28,11% of questioned tourist. The category “other” representing 38,25% questioned tourist and this mean that persons didn’t want to answer to that question.

The highest number of respondent are regular guests which visited Istria five and more time 46,08%, follow by tourists which have been in Istria for the first time 33,18%. The respondents which have been in Istria two to four time made 20,74%. From this data we can conclude that respondents in majority cases are loyal guests which regular have visited the Istria, and we assuming that they know our typical agricultural products of Istria (Table 2.).

Table 2.  The frequency of stay in the Croatia (n=217)
Feature
Once
Two times
Three times
Four times
Five and more times
Total

Number of tested
72
12
19
14
100
217

Share (%)
33,18
5,53
8,76
6,45
46,08
100

Source: Survey, June and August, 2002.

The attitudes and opinions of consumer

Further we have asked our tourists whether they are familiar with some of the typical Istrian product and even 81,11% has answered with “Yes”, what is a very large share. On the question which typical product they have tasted, with the possibility of more answer, first three places are holding olive-oil, Istrian smoked ham and malvazija (typical wine), while honey is on 6th place and 34,56% of tested consumers recognize him as typical product. This is not a good indicator because behind the honey on the rank there is only little known autochthonic type of wine and specific cheese “skuta” (Table 3.). The reason for this could be in the unsatisfactory offer of honey as the product, while the other product on the top of the rank are much more accessible in catering and retail objects. 

Table 3.   Knowledge about typical Istrian products (n=217)

Rank
Product
Share (%)

1.
Olive-oil
69,59

2.
Istrian smoked ham
66,36

3.
Wine - malvazija
52,53

4.
Sheep cheese
50,69

5.
Istrian brandy
48,85

6.
Istrian honey
34,56

7.
Wine – teran
30,88

8.
Cheese - kuta 
19,82

9.
Wine - borgonja
16,13

10.
Wine – Muscat of rose
14,75

11.
Wine – hrvatica
12,44

12.
Wine – muscat momjanski
11,06

Source: Survey, June and August, 2002.

In the large number of cases products are buying for the own consumption 86,18%, then as the gift 58,06% and as the souvenir 26,27%, all other reasons made only 1,84%.

It is important is emphasize that large portion of respondent 87,56% are satisfied with quality and offer of these products what is one of the indicator that the typical Istrian products are recognizable by the quality and valued according to the trend of return to the  nature and healthy way of life. However, tourists also emphasize that there is a need for the guarantee qualities and geographic origin of product. Even 96,31% has answered that for the typical product must exist the guarantee qualities and trade mark.

The offer of typical Istrian product

The offer of honey and others typical Istrian product have been observed in catering and retail objects since the objective has been to see the accessibility of this products to the  consumers, especially tourists. The results of the study for the honey are given in a following text.

By the observed catering establishments honey has been offered to the guests in only 26% cases, that means that the offer is very poor, also all offered honey is not only from the local producers. By the retail objects situation is something better, in 61,90% cases honey is in their offer. 

Further results according to the statement of employee in the catering establishments are that foreign tourists use very little or not at all honey for the consumption, and that honey is used only by the domestic guests. In the store is the situation a little better, the buyers are mostly domestic inhabitants, but there is some foreign buyers, towards the survey 9,52%. 

On the question “How would you evaluate the interest of guests for typical Istrian product” the respondent have given the following answer: very large interest according to the  restaurant owner have 12,90% guests, large interest 48,39%, middle interest 38,71%, while the answer small and haven’t interest for the product neither one of the restaurant owner mentioned.  The similar results obtained by the retailers: very large interest have 14,29% of the buyers, large interest 42,86%, middle interest 42,86%, and small and haven’t interest for the product hasn’t mentioned neither one of retailers (Figure 1. and Figure 2.).
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Figure 1. Interest of the consumers for typical Istrian products - according to the opinion of the restaurant owners (n=31)

Source: Survey, June and August, 2002.
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Figure 2. Interest of the consumers for typical Istrian products - according to the opinion of retailer (n=21)

Source: Survey, June and August, 2002.

According to the opinion of respondent what can help to the better consumption and sales of typical products. Answers have been lined up according to rank, by the remark that they can be able to choose two from the offered possibilities. The restaurant owners on the first place have put the emphasis of special value of product (healthy product without the pesticide, ecological preserved area of production, traditional way of production, mark that the product is typical and high quality, trade mark etc.). On the second place according to the rank they mentioned - better presentations of products to the consumers, better providing system and continual level of quality. On the third place of the importance are comments of respondents which authors of the research range under the mark “ the rest”, and on the last place with 3,23% is to be more familiar with the product from the side of  bidder, the restaurant owners (Table 4.) Similar are the answers obtained from retailers: on the first place with the largest portion of answer (76,19%) -the emphasis of special value of product (healthy product without the pesticide, ecological preserved area of production, traditional way of production, mark that the product is typical and high quality, trade mark etc.). On the second place with 42,86% the better presentation of products to the consumers, on the third place with 38,10% continual level of quality of products, with 14,29% on the fourth place is to be more familiar with the product from the side of  bidder and better providing system. On the last place is “rest” comments of retailers with 4,76% (Table 5.). 

Table 4. How to improve the consumption of products – according to the opinion of the restaurant owners (n=31)

Rank
Answers
Share (%)

1
emphasis of special value of products 
45,16

2
better presentations of products to the consumers
38,71

2
better providing system 
38,71

2
continual level of quality
38,71

3
the rest (comments of respondents)
16,13

4
better knowing of product from the restaurant owners side
3,23

Source: Survey, June and August, 2002.

Table 5. How to improve the consumption of products – according to the opinion of retailer (n=21)
Rank
Answers
Share (%)

1
emphasis of special value of products 
76,19

2
better presentations of products to the consumers
42,86

3
continual level of quality
38,10

4
better knowing of product from the restaurant owners side
14,29

4
better providing system 
14,29

5
the rest (comments of respondents)
4,76

Source: Survey, June and August, 2002.

Is it important to emphasize specific and stronger marketing activities for the typical products, the examinees have marked the following: exceptional important for 38,71% restaurant owners, very important for 48,39% restaurant owners, to a certain degree it is important for 9,68% restaurant owners, not specially important for 3,23%, and there was not answer for not important. The evaluations of employee in the trades are: exceptional important for 42,86% of retailer, very important for 38,10% of retailer, to a certain degree it is important for 19,05% the retailer, and neither retailer mark answer - not special important. Retailer and restaurant owners think that is a great importance on creating specific and stronger marketing activities.

The equipment of honey as the product (packing, label etc.) restaurant owners has been able to mark from 1 to 5, where 1 is the worst equipment (mark), and 5 the best. The authors have given the evaluation of 0 when there was not possible to mark the product, for more reasons (not having a product, not knowing anything about the product etc.). The equipment of honey is evaluate with: 0 from 80,65% restaurant owners, the number 1 and 4 have not been mentioned at all, with 2 marked 9,68% restaurant owners, with three 6,45% and with the five 3,23% restaurant owners. The equipment of honey, retailers, marked like this: with the 0 there was 52,38% of answers, none marked with 1 and 2, with 3 was 9,52% of answers, with 4 - 14,29% and with 5 - 23,81% of answers. According to the obtained results in the large number of cases honey is not sufficiently accessible to the consumers and equipment of product is unsatisfactory, uninteresting and unsuitable for the consumer.

Discussion
From the past knowledge about honey production in this specific, the most developed tourist regions in the Croatia, and results of this research, consumptions of honey is on very low level. The reason for this isn’t in a bad quality of product, because the quality of honey from Istria, is evaluate on the exhibitions and from the foreign consumer, and it is on high level. The problem is in unsatisfactory offer and bad prepared product for the market. The solution of this problem is in better marketing preparations of product. Because of small and dispersion of production individual promotion on the market is excluding, because it would be very expensive for the small producers, so the marketing promotion must be stimulated through some form of  association. For this reason solution can be in creating the typical regional trade mark, common for the honey and others mentioned typical products that must be presented to the consumers in more active promotional activities, tourists and domestic consumers. The promotional activities must be based on the emphasising of production in the healthy surroundings, traditional way of production and as products with the guarantee qualities, respective actual trends. Such approach is assumption for the existence of this products and producers on the market, in the crowd of different goods on the global market.
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