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ABSTRACT

The product protection system has been created in order to keeping up with the development of
tourism and the need to offer and highlight unique agricultural, food, and gastronomic products.
In this way, trademarks have positive effects on users of services or products, creating a clear
picture of specific, authentic characteristics of food and beverages. Their constant production and
sales have a positive impact on the economic development of the country - the region from which
the products come. The paper has the task to showcase protected products by regions that can
favorably affect the economic growth through sales and supply within catering and tourism
facilities. This paper aims to consider the number, types, and characteristics of these products
within the region, as important part of the gastronomic offer, tourist and economic development
of the country. The research was conducted on the basis of appropriate documentation of data
available to the Institute for the Intellectual Property of the Serbia. Based on the conducted
research, it was concluded that in the territory of the Serbia, the region with the largest number of
protected products is Vojvodina, while Sumadija is the region with the smallest number of
protected products.

Keywords: Tourism, Gastronomy, Regionalization, Protected Products, The Geographical
Indication of Origin, Name of Origin.

1. Introduction

Primary production and adequate distribution of products as products of protected origin attract
great attention as a very important factor that influence consumer behavior, in addition, this type
of protection requires high quality products aimed at protection from unfair competition
(Katerinopoulou et al., 2020). Geographical indications and designations of origin are products
that originate in any region or can be attributed to any region because of their quality, reputation
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or other characteristics. A geographical indication provides information about raw materials,
geographical roots of materials or final products to consumers and characterizes the degree of its
quality (Ucuncuoglu, 2020).

The system of a geographical indication of food and beverages at the global level in the last
decade is of great importance (Conneely & Mahon, 2015; Danezis et al., 2016; Deselnicu et al.,
2013; Roselli et al., 2018) in the economic development of individual countries, while in Serbia,
intellectual property rights have gained in value only in the last few years (Zari¢ et al., 2012).
What is important to emphasize is that the laws in Serbia in this area are in the highest
percentage harmonized with the international one (Bojana et al., 2014). Products of protected
origin can be defined as products whose quality can be attributed to the region they come from
and labeled to be recognized as traditional and authentic products (Neciunskas et al., 2017). Such
products are sold at significantly higher prices, and thanks to their unique characteristics, they are
easier and better sold compared to other products. They attract customers/tourists by presenting
them as superior, raising their awareness of the top quality or special characteristics that such
products usually have (Dogan & Gokovali, 2012; TeSanovi¢ & Koprivica, 2007). The
geographical indication of the product gives a chance for economic development and an increase
of GDP through placement on the domestic and foreign markets and through consumption by
the local population and tourists who are looking for unique gastronomic experiences that such
products have. Out of the total number of protected products in the world, 85% of products relate
to agri-food products (Marina et al.,, 2016). Traditional farming and cultivation of certain
products in certain areas has led to the emergence of possible national brands (Prokopovi¢ &
Prokopovic, 2011). According to the data from the Intellectual Property Office in 2020, the list of
Serbia includes 65 domestic products with a protected name of the origin or geographical
indication. It is the production and placement of such products on the tourist market that can
influence the development of underdeveloped regions in the country (Banjac et al., 2012).

The subject of this paper are products with a designation of origin in the territory of Serbia as
important factors of catering and tourism economy. The task of the paper is to answer the
following research question: Which products and to what extent are protected in the regions of
Serbia? The paper aims to present the protected products in the regions of the country that
favorably contribute to economic development through sales and consumption in catering and
tourism.

2. Literature Review

The growing dissatisfaction of food consumers from industrial production is increasingly
highlighted in the literature. Their health concerns and desire to support local producers led them
to look for other alternatives: products that are local, traditional and region-specific, such as food
products with a geographical indication (Fernandez-Ferrin et al., 2019). Products with a
designation of origin, as unique and specific products from the aspect of production and quality,
represent an important agricultural and food factor. By labeling products, the qualities of
products are declared, which originate from a certain region, where various factors affect the
specificity, characteristics, and ultimately the reputation of these products (Dogan & Gokovali,
2012). A geographical indication is the name of a place, region, or country that identifies a
product whose quality, reputation, and other characteristics may be associated with the place of
origin. It also suggests to consumers that a particular good has characteristic particularities which
are such because of the place of origin of that product. Thus confirms that a geographical
indication is more than a designation of origin, which indicates only the origin of the product and
not certain qualities (Cei et al., 2018; Lombardo, 2015; Oliinyk et al., 2018; Vandecandelaere et
al., 2010; Wilson et al., 2018).

Geographical indications indicate the name of a region, a specific location or, for example, in
exceptional cases, the country of production, as such the product should have a unique specific
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quality, method of preparation and reputation that can be linked to other characteristics related to
geographical origin and caused by natural factors like climate, landscape, fauna and flora,
production methods and traditions (Brown & Paszkiewicz, 2017; Santeramo et al., 2018).
Geographical indications of origin play a significant role in fostering rural climates (Cei et al.,
2018). The system of protection of geographical indications is a very important tool for the
development and popularization of the region, especially rural areas, which gives a chance to
producers of traditional products to brand their products and increase competitiveness by using
this protection (Anton et al., 2016) which contributes to sales in the tourism market (Banjac et al.,
2012).

It should be emphasized that a very important fact in the production of products with
protected origin are the multiple economic benefits of such products which are used as part of the
marketing strategy of the country or region because many consumers appreciate local specialties,
which certainly has a positive effect on economic growth (Firdaus, 2018; Marina et al., 2016).
Also, what is especially important by using products with a designation of origin internationally,
consumers create an image and opinion about the country from which the product comes
(Cairns, 2013).

The protection system of products of geographical origin is directly related to the preservation
of local plant varieties, the monetary reward of the local population and the sustainable
development of rural areas (Likoudis et al., 2016). Bryta (2017) in her research states that
consumers who attach importance to product quality are more likely to buy food with a labeled
origin than those who feel that this characteristic is not important. Consumers want to buy
products with the protected origin, compared to conventional products (Agostino & Trivieri,
2014). Indigenous products are food products that due to technological, nutritional and
organoleptic specifics, quality and uniqueness can successfully become part of the gastronomic
offer of a particular country. The most important reasons for the protection of indigenous
products include: protection against misuse of the original product, achieving a higher price
category of products, increasing income for producers, contributing to sustainable rural
development, strengthening tourism offer, increasing consumer demand for indigenous products,
preserving tradition of local, regional and national identity, preventing the outflow of population
from rural areas (Jurincic et al., 2015).

The link between sustainability and geographical indication is multiple. Based on several case
studies that have shown that products with geographical protection of origin can be considered as
drivers of sustainable and rural development (Chilla et al., 2020). In particular, food tourism
refers to the discovery of culture through food (Long, 2004). In this sense, gastronomic tourism is
therefore based on the concept of knowledge and learning, tasting and enjoying the gastronomic
culture that is identified with the territory (Fusté-Forné, 2020). Food tourism represents visits to
food producers, food fairs and gastro festivals, events, markets or other food-based tourism
activities (Hall & Sharples, 2003), while based on (Word Tourism Organization UNWTO, 2012)
it is emphasized that food tourism allows visitors to discover the region's heritage through tasting,
experiencing and buying food products. In the respect of gastronomy, gastronomic tourism is a
key tool for local and regional development (Baldacchino, 2015). As per the UNWTO (2019)
which says that during the last decades gastronomic tourism goes far beyond the classic
frameworks such as consuming food in a restaurant, it now includes all food sectors in the tourist
destination - producers (agriculture, fishing), processing companies (dairies, olives, mills,
wineries), tourism and hospitality sectors (restaurants, specialized accommodation, gastronomic
activities), retail sector, trade and even the knowledge sector.

The importance of trade in these products can be seen in the data of the European
Commission, which states that the value of wholesale trade in protected products in 2007
amounted to 14.2 billion euros, including 820 products, while in 2019 the number of protected
products is 1,459 (wec.europa.eu/agriculture/quality/door/list.html). The development of the
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region in Serbia depends on the geographical position, which in most cases is the cause of
functional isolation concerning economic centers, which often results in slower development
flows (Lampic & Potocnik-Slavic, 2007). Accordingly, Dogan & Gokovali, (2012) state that the
system of a geographical indication of origin itself provides small producers from rural areas with
better product placement, a better price in differentiating their product from other similar or the
same ones. Emphasizing that the demand for traditional products with a geographical indication
is growing worldwide.

The promotion of products with protected origin has a positive impact on the agricultural and
food sector. So that the benefits that the economy has by geographical protection of products
stand out as follows:

- maintenance and/or increase of income and number of employees in different phases of

the production process (production, processing, distribution);

- the possibility for locals to stay and live in the production area;

- maintaining a tradition in agricultural practice that contributes to the preservation of the

environment, biodiversity, and land;

- preservation of traditional recipes and production systems; as well as maintaining local

tradition and culture (Vandecandelaere et al., 2010).

There is a growing consumer interest in traditional and regional products from the countries
of the European Union. They represent products that are decorated with signs and certificates
that confirm the high quality of the food product, the unique character, origin from certain
regions or production by traditional methods in accordance with culinary heritage (recipes are
passed down from generation to generation). Their registrations are regulated by numerous
regulations and statutes intended to protect food from counterfeiting and unjustified
appropriation (Wojciechowska-Solis, 2019). Despite certain shortcomings in certain sectors of the
Republic of Serbia, there are many traditional agricultural and food products, as well as
gastronomic products, which can be placed on the tourist market. The participation of all catering
and tourism entities in the region is necessary for the process of creation, design, and
development (Kalenjuk et al., 2010).

The diversity of the region in the production of traditional agricultural and food products and
dishes is reflected in the fact that the production, preparation, and marketing of such products is
of interest to foreign tourists. Such products are the fruit of producers engaged in the production
of high-quality products with protected quality, prepared from their raw materials, in the
traditional way such as dairy products, meat products, fish products, fruits, alcoholic products,
grape products, special and indigenous wines. The need to protect high-quality products with a
geographical indication of origin appears as a form of protection against possible commercial
fraud, since such products are associated with a higher retail price and bring more financial
benefits to producers compared to other similar products (Danezis et al., 2016). The connection
between production and territory is the essence of defining a quality product that is attributed to a
certain geographical area from which it originates. As such, these products must meet three basic
criteria:

- specific use of local resources in production processes;

- historical connection with the territory - including the tradition of production and

consumption;

- the collective dimension of localized know-how (Belletti et al., 2017).

Also, traditional agricultural and food products can include products of producers engaged in
the production and processing of "ecological" products, "healthy" food, and other products. The
production of authentic agri-food products may include the production of meat, milk, eggs, and
their products, the cultivation of fruits and vegetables in a particular territory, confectionery,
production and processing of mushrooms, game (Rodojka et al., 2011), and other indigenous
products characteristic for Serbia, authentic dishes and drinks (Banjac et al., 2016). In the
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European Union, the production of protected products is increasingly the focus for the use of
geographical indications, because such products differ in the international market, on one hand
improving the competitiveness and profitability, while on the other hand there is growth in
consumer interest in quality and traditional products - especially produce and foodstuffs with
specific, recognizable characteristics which are related to the geographical origin and by the
method of production (Hajdukiewicz, 2014).

3. Methodology

The research was conducted based on data available to the Institute for the Protection of
Intellectual Property of the Republic of Serbia. Serbia (Republic of Serbia The Intellectual
Property Office, 2018) and appropriate documentation on protected products (Protection Study).
The paper reviews the products that are protected until the beginning of 2020. Methods of
analysis, synthesis, and comparison were used in the research. For the needs of the analysis of the
collected data, the following geographical regions on the territory of the Republic of Serbia were
considered in the research: Vojvodina, Eastern region, Sumadija, Western region and Southern
region. For administrative reasons, the research did not include the regions of Kosovo and
Metohija and Belgrade, as well as protected non-food products. Belgrade, as the main tourist
center, represents consumers and distributors of all protected agricultural and food products in
the region, but the number of products in this area is negligible, as in the territory of Kosovo and
Metohija.

4. Results and Discussion

4.1. Analysis of protected products in Vojvodina

Vojvodina, the northern part of Serbia is a region that represents a large food producer. Observing
the number of protected products in Vojvodina until 2016, which is regionally shown in Figure 1,
we can see a small representation of products in Banat (eastern part of the region), southern Srem
(gravity zone near Belgrade), and northern Backa (region towards the border with Hungary).
Until 2020, 2 more products are declared protected on the territory of Vojvodina, which is exactly
19 products with a designation of origin, which makes a share of 34.55%, on the territory of the
of Vojvodina in Serbia.

Figure 1. Protected Products of Vojvodina

HR

1. Spicy sausage - Kulen from Srem

2. Domestic sausage from Srem

3. Salami sausage from Srem

4. Riesling from Banat

5. Beer from Apatin , Jelen™

6. Beer from Vrsac , Sampion®

7. Cabbage, fresh and sour from Futog

8. Honey from Fruska gora (linden tree)

9. Riesling from S¢. Karlovd

10. Wine Muscat Croquant from Biserno ostrvo

11. Slovakian sausage from Backi Petrovac
“Petrovska kiobasa™

12. Sweet wine "Bermet”

13. (heese from Sombor

14. Ham from Vrdac

15. Garlic from North Banat - (oka “Vrbitki™

16. Sausage from Svetozar Miletic "Lemeski kulen™ [

17. Carp from Etka. N TR ALNA S
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(Source: Banjac et al., 2016)

The inventory list of protected products that can and should be found in the offer of catering
and tourist facilities in Vojvodina includes the following products from the group of meat
products:

1.

11.

12.

13.

Kulen from Lemes (spicy sausage); place: Svetozar Mileti¢, has a name of origin since
2014;

Ham from VrSac (ham with a characteristic smell and taste); place: Vr$ac, has a name of
origin since 2014;

Kulen from Srem (spicy sausage prepared from pork in a natural intestine); place: Sid, has
a name of origin since 1992;

Homemade sausage from Srem (sausage prepared from pork with a characteristic taste);
place: Sid, has a name of origin since 1996;

Salami from Srem (sausage prepared from pork and beef with a characteristic appearance
and taste); place: Sid, has a name of origin since 1996;

Sausage from Petrovac (sausage with a pleasant smell, smoke, and aroma of a mature
product); place: Backi Petrovac, has a name of origin since 2007;

Ecan carp (carp with special sensory and nutritional characteristics); place: Ecka, has a
geographical indication since 2013;

Cheese from Sombor (sheep cheese in a wooden can); place: Sombor, has a name of
origin since 2013;

Cabbage from Futog (fresh and sauerkraut); place: Futog, has a origin name since 2008;

. FruSka Gora linden honey (linden honey from the slopes of Fruska Gora); place:

mountain Fruska Gora, has a name of origin since 2011;

Carrot from BegeC (carrot of characteristic color, sweetness, and texture); place: Begec,
has a geographical indication since 2017;

Vrbicki garlic (garlic of special properties and qualities); place: Choka, has a name of
origin since 2016;

Deliblatski honey (honey with special nutritional and sensory characteristics); place:
Deliblatska Pes$cara, waiting for a geographical indication from 2018;

as well as drinks:

14.

15.

16.
17.

18.

19.

Banat Riesling (characteristic table white wine); place:VrSac, has a origin name since
1998;

Champion Beer (light beer of typical taste); place: VrSac, has a geographical indication
since 1998;

Beer Deer (light beer); place: Apatin, has a geographical indication since 2002;

Muscat Krokan wine from the Pearl Island (wine of harmonious taste); place: Novi Becaj,
has a name of origin since 2003;

Bermet wine (dessert wine with the addition of spices and herbs); place: Sremski Karlovci,
has a name of origin since 2007

Riesling from Karlovac (quality white dry wine); place: mountain FruSka Gora, has a
name of origin since 2008.

4.2. Analysis of protected products of the Western region

Western region R. Due to its specific geographical position, Serbia has a large number of
products with the protected origin. In the territory of the western region, 11 products of
agricultural and food origin are protected, which makes a share of 20% of protected products on
the territory of the state. Among the protected products that may be of importance in the offer to
domestic and foreign visitors to the region are the following meat products:
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1. Tobacco greaves from Valjevo (greaves of characteristic appearance made from pig meat);
place: Valjevo, has a name of origin since 2007,

2. Beef prosciutto from UZice (smoked beef leg, characteristic smell, and taste from the area
of the mountain Zlatibor); place: Cajetina, has a name of origin since 1996;

3. Pork prosciutto from UZzice (smoked pork prosciutto on beech wood from the area of the
mountain Zlatibor); place: Cajetina, has a name of origin since 1996;

4. Pork bacon from Uzice (smoked pork bacon from the slopes of the mountain Zlatibor);
place: Cajetina, has a name of origin since 1996;

5. Lamb from Sjenica (autochthonous variety of sheep from Sjenica-Pester Plateau); place:
Sjenica-Pester Plateau, has a name of origin since 2013;

6. Litter from Sjenica; (dry smoked mutton); place: Sjenica, has a geographical indication
since 2017,

Range of dairy products:

7. Cheese from Zlatar (full-fat soft cheese in cow's milk brine); place: mountain Zlatar, has a
name of origin since 2013;

8. Sheep cheese from Sjenica (soft full-fat cheese made from sheep's milk in brine); place:
Sjenica-Pester Plateau, has a name of origin since 2012;

9. Cow's cheese from Sjenica (soft full-fat cow's cheese in brine from raw cow's milk); place:

Sjenica-Pester Plateau, has a name of origin since 2014;

as well as:

10. Potatoes from Ivanjica (autochthonous potato variety, characterized by the place of

cultivation); place: Ivanjica, has a geographical indication since 2018;

11. Raspberry from Arilje (raspberry characterized by the color that varies from light to dark

red); place: Arilje, has a name of origin since 2009.

4.3. Analysis of protected products in Sumadija

Sumadija, as the central part of Serbia, is a very important region. The analysis of protected
products revealed that there are only 4 protected food products on the territory of Sumadija,
which amounts to a share of 7.27% in the territory of the Republic of Serbia, which includes:

1.

4.

Honey from the Kacer region (flower honey with a characteristic taste and aroma); place:
Kacer region, has a geographical indication since 2011;

Rose wine from Jagodina (table dry rosé wines from autochthonous grape varieties);
place: Jagodina, has a geographical indication since 1998;

Water Vrnjci (mineral water from the spring Vrnjacka Banja, known since the Roman
conquest of the Balkans); place: Vrnjacka Banja, has a geographical indication since 2002;
Mineral water Knjaz Milo§ (mineral water from Bukovacka Banja); place: Arandjelovac,
has a geographical indication since 2003.

The absence of food products based on meat, milk, fruits, vegetables, and processed products
can be stated here.

4.4. Analysis of protected products of the Eastern region

The Eastern region as a set of different cultures has always been very specific. Based on the
conducted research, it was found that 10 food products are protected on the territory of Eastern
Serbia, which makes 18.18% of protected products on the gastro-tourist map of the country, and
these are from the group of dairy products:

1.

Sheep cheese from Homolje (sheep cheese in brine recognizable by a specific combination
of local and natural characteristics); place: Homolje, has a name of origin since 1996;
Goat cheese from Homolje (goat cheese in brine recognizable by a specific combination
of local natural characteristics); place: Homolje, has a name of origin since 1996;
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3. Cow cheese from Homolje (cow cheese in brine recognizable by a specific combination of
local, natural characteristics); place: Homolje, has a name of origin since 1996;

4. Cheese from Krivi Vir (cheese with a moderately sharp smell and taste, reminiscent of the
taste and smell of walnuts); place: Zajecar district, has a name of origin since 1996;

as well as:

5. Sausage from PoZarevac (sausage made from beef and pork); place: Danube region, has a
name of origin since 1996;

6. Caviar from Kladovo (made from cod, sturgeon, trout, and sturgeon); place: Kladovo,
has a name of origin since 2000;

7. Honey from Djerdap (acacia linden and meadow honey, with plant and fruit aromas and
vanilla aroma); place: Djerdap, has a geographical indication since 2016;

8. Honey from Homolje (acacia meadow honey light to dark ocher yellow to amber); place:
Homolje, has a name of origin since 2008;

9. Tea from Rtanje (tea from the plant saturea montana with a pleasant and specific smell);
place: mountain Rtanj, has a name of origin since 1996.

10. Mineral water Duboka (drinking water from the slopes of the Homolje mountains); place:

Kucevo, has a geographical indication since 2003;

From the mentioned group, caviar from Kladovo has a special significance in the offer due to
its specificity.

4.5. Analysis of protected products of the Southern region

The southern part of Serbia has always been a combination of a traditional table that dates back to the
time of the Turks in the Balkans, which can certainly be seen based on the present gastronomic offer.
The analysis of protected products in the southern region revealed that 11 products with a designation
of origin are protected in this part of Serbia, which makes a share of 20% of protected products in the
territory. Protected products include the following dairy products:

1. Cow's cheese from Svrljig (cow's milk cheese with characteristic properties); place: Svrljig,
has a name of origin since 2017,

2. Cheese from Svrljig (cow's cheese with a characteristic smell and taste, yellow color):
place: Svrljig, has a name of origin since 2008;

3. Belmush from Svrljig (a dish that is traditionally prepared from young cheese and flour);
place: Svrljig, has a name of origin since 2010;

4. Cow's milk cheese from Pirot (cow's milk cheese, pleasant slightly sour taste); place:
Pirot, has a name of origin since 2012;

5. Cheese from Stara Planina (semi-hard fatty steamed cheese made from king's and sheep's
milk from Stara Planina); place: Pirot, Dimitrovgrad, has a name of origin since 2010;

as well as:

6. Cherry Cloud (an indigenous type of cherry); place: Obla¢ina, MeroSina, has a name of
origin since 2015;

7. Grilled meat from Leskovac (meat mass for kebabs and burgers, prepared from several
types of meat); place: Leskovac, has a name of origin since 2007;

8. Homemade ajvar from Leskovac; (winter salad of fleshy varieties of peppers); place:
Leskovac, has a name of origin since 2011;

9. Honey from Vlasina (honey from Vlasina plateau); place: Vlasina, has a geographical
indication since 2017,

10. Frying from Leskovac (traditional product prepared by melting and squeezing fat); place:
Leskovac, has a geographical indication since 2018;

11. Aqua Heba mineral water (mineral water, pleasant taste); place: Bujanovac, has a

geographical indication since 2003.
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4.6. Analysis of the distribution of protected products as significant actors in tourism
development

The distribution of products with protected origin is an important factor in the promotion and
decentralization of the region. Adequate protection and the use of traditional products create
favorable conditions for the promotion of the region from which the product originates. Such
food is also an aid for attracting tourists oriented towards gastronomic tourism, as well as all
other selective forms of tourism, in which food is an important factor. Observing the data
obtained by inspecting protected products by regions whose total values are shown in Graph 1,
the regional distribution of protected products in the territory of the Republic of Serbia was
stated.

Based on the collected data, it can be noticed that the largest number of protected products is
owned by the northern region of the Autonomous Province of Vojvodina with a share of as high
as 34.55% or 19 food products of the total number of protected products in the country. The
products of all groups are introduced here and as such, they are representative of the catering and
tourist offer. The western and southern regions have an equal share of 20%, ie 11 products with
the protected origin, which are also not negligible values. While the eastern region participates
with a share of 18.18% or 10 protected products, and Sumadija, as a central region, is the area
with the lowest number of protected products, with a share of only 7.27% with only 4 products
with the protected origin. Considering the total agricultural, food, and gastronomic potentials, the
number of these products could be significantly higher. And thus, the economic effects of the
region and the state.

Graph 1. Share of protected products in Serbia

Southern region

0
2% Vojvodina
34.55% m Vojvodina

3 m Eastern region
‘Western region & .
18.18% Sumadija

Wester region

m Southern region

| Eastern region
Sumadija | 20%
7.27%

5. Conclusions

Products of protected origin represent the preservation of national identity and are extremely
important for the authentic gastro tourism offer. Serbia, like any other country, has products that,
due to their authenticity, have a mark of origin. By placing them on the market in an adequate
way, they contribute to the development of the country and the region. Based on the conducted
research and consulting the representative scientific and professional literature in the field of
product protection and tourism, as an important economic player, it is concluded that Vojvodina
stands out as the region with the largest number of protected products with a share of 34.55% of
food products. In the second place are the western region and the southern region with a share of
20% of food products. Followed by the eastern region with a share of 18.18% of food products.
The region with the least protected products is Sumadija with a share of only 7.27%, which is
certainly a devastating fact given that it is the region with the greatest potential for attracting
tourists and promoting products with the protected origin.
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