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ITALIAN GEOGRAPHICAL INDICATIONS ARE BOOMING ON THE WEB. OVER 100,000 USERS ARE REACHED EVERY DAY
THROUGH THE NEW MEDIA AND MORE THAN 55% ARE LOCATED ABROAD. ABOUT 6,500 PUBLISHED CONTENTS.
EXCELLENT RESULTS FOR FOOD, THAT WITH 28 MILLION USERS IN A YEAR OVERTAKES WINE (23 MILLION).

Easiness, speed, ability to develop con-

tent, inform and reach users on the other

side of the world with just a few clicks. We

are talking about social networks, which

have now become a new, important pro-

motional tool for Italian PDO and PGI Con-

sortia. The Qualivita foundation, which pu-

blished the first research on the world of

GI (geographical indications) on the web,

analyzes the online presence and digital ac-

tivity of Italian PDOs and PGIs. An analysis

that shows significant numbers for certi-

fied Italian agri-food and wine production.

6,500 contents are transmitted every day

on blogs, forums, news sites, social net-

works all over the world, with over half of

the conversations taken on abroad (55%),

especially in the US (26%), and with more

of 100,000 users involved daily. But even if

we go beyond the numbers, the data re-

mains positive. In terms of reputation, di-

gital conversations with positive sentiment

are fifteen times higher than those with ne-

gative sentiment (46% compared to 3% of

the total allusions) with instagram that has

become the privileged channel for food &

wine. Among these two worlds, the food

wins: with 28 million users involved in nine

months, it overtakes wine (23 million users).

The latter, however, shows a stronger pre-

sence of conversations abroad: only in the

US, in almost 1,000 contents there are refe-

rences to Italian wines with denomination

of origin. The Qualivita Foundation study is

the result of a research lasted nine months,

during which both the ability of Italian PDO

and PGI products to generate online con-

versations were investigated, as well as the
set of web and digital marketing actions
implemented by the Protection Consortia.

GI on the web: the numbers...
The report, the result of a monitoring on

the network and a direct survey on the GI
Protection Consortia of the food & wine
world, provides data and information on
the official web channels of Italian PDO and
PGI, on developments in recent years and
successful case histories as well as on digi-
tal investments by Consortia. And it clearly
shows the boom registered on social media
by promotional activities in the last two ye-
ars, with a 63% growth of the Italian geo-
graphical indications that have launched at
least one official account: 436 products in
2019 against 268 in 2017. In addition, 88%
of Consortia has invested resources on so-
cial media, 86% on their website and 63% in
digital marketing. The web is primarily seen
as a global information channel, with digital
actions also directed to the foreign target
in 61% of cases. And it has gained such a
significant role today that it is a stable voi-
ce in the Consortia budget, more and more
aware that it is not for 'amateurs' but it re-

A tutto social
E boom per le indicazioni geografiche
italiane sul web. Oltre 100mila gli uten-
ti raggiunti ogni giorno attraverso i new
media. Dei quali più del 55% all'estero.
Circa 6.500 i contenuti pubblicati. Ottimi
risultati per il food, che con 28 milioni di
utenti coinvolti in un anno supera il wine
(23 milioni).

quires investments: state support is clear in

this sense, with almost half of the Consor-

tia(46%) that benefited from public funding

last year. And the prospects are develo-

ping, as shown by the deside displayed by

28% of Consortia to increase investmetns

on the web starting from next year.

...and the words
The report also examines the contents of

blogs, forums, news sites, thematic portals
and numerous social network platforms
around the world, to assess the presence
and reputation of Italian PDOs and PGIs
on the web. Digital conversations are cha-
racterized, first of all, by a rich and com-
plex vocabulary that alongside the 'typical
themes' of the GI - such as quality, tradi-
tion, and territory - use terms like tourism,
culture, sustainability, environment, health.
All themes that underline how made in Italy
food and wine not only represent consumer
goods, but are the vehicle of a wider va-
lue that supports the growth of the country
and the affirmation of its reputation in the
world. Thanks to 51 million users reached
in nine months, with 1.8 million allusions
referring to the major Italian GI carried by
968,000 authors on the web. More than half
of the contents are directed abroad (55%),
while in terms of sentiment the positive re-
sults are fifteen times higher than the nega-
tives (46% against 3% of the mentions GI).
Finally, in the nine months of the investiga-
tion, the allusions to PDOs and PGIs passed
from 170,000 to 230,000, with an increase
of 37%.
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