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Threat of the cultural heritage in the Mediterranean food domain.
Global markets put pressure on the competitiveness of farmers and small food enterprises.
Consumers tend to give up the traditional Mediterranean Diet in favour of western industrialized food.

Assess options for developing a collective territorial brand for Chefchaouen (Morocco), as strategy for promoting and adding
value to traditional food products and tourism services.
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*  What is the nature and functioning of place brands? What is their link o embeddedness?

*  How can the impact of place brands be measured?
Do place brands lead to local sustainable development and enforce cooperation?

*  What are the preconditions for developing a collective territorial brand for Chefchaouen, Morocco?
_ What kind of governance and institutional arrangements are therefore needed? Y,

1. Benchmarking of four European cases of place branding.

2. Impact analysis of the place brand Sud de France via interviews with key stakeholders and
an online consumer survey.

3. Field research in Chefchaouen, including interviews with public and private stakeholders to
L investigate the potential for developing a place brand. y,

1. Comparison of the four European place brands 3. Preconditions for a place brand in Chefchaouen CheFChaouen
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food products.

« Dominance of cannabis

/Key example: “The brand has two values: A e |
plantation in the region.

An economic one for enterprises, as communication and commercialization tool.

An Institutional one that gives value to the region as a whole, by increasing the

awareness and creating a common strong identity. This includes an extension of the ir
\grand to other sectors.” Laurence Serrano, Conseil Régional Languedoc-Roussillon ~ /

 Strategy of eco-tourism for the
natural park Talassemtane.

 Multitude and incoherence of
different donors and
development projects.

* First initiatives of inter-sectoral
cooperation.

» A collective place brand for Chefchaouen may contribute to preserve the Mediterranean food heritage and lead to local
sustainable development; however, a strong local (public-private) governance structure and financial support are imperative.

_* Further research is needed on the cooperation mechanisms in the target area to define institutional arrangements. y
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