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Encouraging Collective Farmers Marketing
Initiatives (COFAMI)

Background and objectives

- Collective action by farmers has played an impdrtate in the history of European agriculture amdat
development. During the #0century the joint actions of farmers in many Ellmies gave rise to the
foundation of agricultural marketing co-operativessulting in better market access, increased faoomes
and regional employment. More recently farmer ables have made an important contribution to gread
of sustainable production methods.

- Now European agriculture is facing a range of nédwallenges. Farmers have gradually lost control over
supply chains, due to the growing power of retajleand are also confronted with a general declim® a
reorientation of policy support. At the same tirttegre is a need to respond to changing consumearat#sn
for food safety, quality and an attractive countitgs Again, collective action may help in findingpaopriate
answers for these new challenges.

- Against this background the COFAMI project studibs potential role of collective farmers’ marketing
initiatives (COFAMIs) in finding adequate responges changing market and policy conditions. More
specifically it aims to identify the social, econiemcultural and political factors that limit or &ple the
development of such initiatives. The project aleeks to identify viable strategies and support mnessto
enhance the performance of collective farmers’ retank initiatives.

Steps in the research

- At the start of the researchcanceptual framework for the study of COFAMIs will be developed. A
review of relevant scientific literature and a ‘ckiscan’ of 8 previous EU research projects which
included COFAMI cases will provide the basis fdsth

- For each study countrysiatus-quo analysisof collective marketing initiatives and relevawintextual
factors will be made. This involves an overvieweafsting COFAMIs, their aims, organisational forms
and strategies, relations with other supply chairiners, and relevant market and policy environsient

- A series of 18 in-deptlease studiesof different types of COFAMIs will be conductedhd&se will
provide more detailed insights into the influenck different factors that limit and enable the
development, performance and continuity of COFAMIbe performance of initiatives in terms of
social, economic and environmental impacts wilbdle assessed.

- In the synthesis the results of these different research activitigf be integrated into general
conclusions about the relative importance of varitiniting and enabling factors for different typefs
COFAMIs. Support strategies for COFAMIs and measute improve their performance and
dissemination will also be formulated.




Project results and consultation

Participatory methods and stakeholder consultation will play a key role in all stages of the project,
to ensure that research outcomes are grounded in field experiences and policy debates. A
National Stakeholder Forum will be established in each participating country. In addition a
European-level expert group of scientific and field experts will be formed to broaden geographical
coverage beyond the 10 countries represented in the project.

The research will provide farmer groups, support organisations and government agencies with
insights into different collective marketing strategies, their success and failure factors, and
suggestions of measures that support COFAMIs. Additionally, the project will contribute to
scientific and policy debates on the role of farmers’ initiatives and new supply chain arrangements
in promoting sustainable rural development and the supply of safe and quality food.

All project results will be made available through the project website www.cofami.org

Project partners

- Rural Sociology Group, Wageningen University, Thethiérlandshenk.renting@wur.n{co-ordinator)

- Research Institute for Organic Agriculture (FiBB)itzerlandjuern.sanders@fibl.ch

- QAP Decision, Francgerald.assouline@upmf-grenoble.fr

- Institute for Rural Development Studies (IfLS), &any,knickel@em.uni-frankfurt.de

- Centre for Mountain Agriculture, Innsbruck UniveysiAustria,markus.schermer@uibk.ac.at
- Baltic Studies Centre, Latvig@I|za.lv
- Research Centre on Animal Production (CRPA Spal);, k.de.roest@crpa.it

- Danish Institute of Agricultural Sciences, Denmaion.noe@agrsci.dk

- Institute for Political Sciences, Hungarian Acadeshciences, Hungaikovach@mtapti.hu

- Faculty of Economics and Management, Czech Unityeo$iAgriculture in Prague, Czech Republic,
lostak@pef.czu.cz
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Summary

The COFAMI French case studies

1. This report presents an analysis of the fowe cstudies carried out for the COFAMI proje

between November 2006 and November 2007:

- two deepened cases: the AOC Beaufort cheese syatemAMAP, community supported

agriculture form in France,
- two brief cases, which by their specific featured aloseness with the longer cases, help to

14

ct,

draw

some lessons to be learnt: the AOC Reblochon chaedethe Italian community supported

agriculture form, GASgruppi de acquisto solidale
AOC Beaufort and Reblochon Alpine cheeses

2. Some characteristics of the Beaufort systeraalats strong internal dynamism and coherence

- Along history in a very specific territory,

- The stability of its organisational configuration,

- A pragmatic marketing policy,

- The AOC managed and enriched as a collective gerita

3. Some other characteristics reflect the anchoointhe system within the territory and within

relational net built with surrounding stakeholders:

- The complicated interactions between milk / chgeeduction and tourism,

- The positive impacts on local agricultural economy,

- Environmental impacts, rather difficult to measure.

4. Key questions emerge from the analysis, offiuttuge of this collective initiative

- The stability of the power structures in the coagiges: it can also be considered as hinderin
renewal of young generations in the managemeimteo€ollective life,

- The marketing system and the relations with whdégsa the concentration process of

the

y the

the

wholesaling sector is at work: how Beaufort systean anticipate the modification of the power

relation which may result from this modification?
- The trade off between tourism and mountain agucelthow decentralised policy supports
manage the uncertainties weighting on the futurena$s tourism in ski resorts, while snow

ill
ill

become a rare resource because of global warmimytree drastic changes of the CAP ta be

expected with major impacts on local agriculture

5. The history and characteristics of the struectuof the organisations in Beaufort and Rebloghon

are clearly different.
- Strong continuity for Beaufort organisations,
- Weakness and conflict of interest for Reblochoranigation,

- Capacity to regulate and regenerate the AOC catgsrcharges within a high value and small

volume focus, for Beaufort,

- Major difficulties to elaborate and implement atséal strategy, for Reblochon.

6. As a cheese producer, industry has a minorinolBeaufort and a dominating position (70%

Reblochon. It has been a driving force in the vaugnowth of the last 5 years and increasing us

the product as tartiflette, food ingredient. With important maturing capacity, it controls theatieln

with retailers.

- In a way, the strong presence of the industry nalsgbly contributed to maintain in the territor
significant milk production activity,

- This kind of actor manages rather well food sa#aty industrial quality standards. It may not
at the origin of big Reblochon quality accidents,

- It promotes a “retailable” cheese, standardisethamit defaults nor virtues.

7. While the identification between Beaufort angl mountain territories is strong, in terms

production, consumption, clear non reproductibilitfyy the product elsewhere etc, the situatiof

Reblochon is more complex:

- the consumption decreases in the production area,

- as food ingredient, the valorisation of tartifleittdts relation to territory is difficult,

- Competing Tartiflette is produced also out of tHe@territory.
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Community supported agriculture in France and Italy

8. The AMAP dynamic development corresponds towbt crisis:

A crisis of intensive agriculture legitimacy, whiogenerates a blossoming of alternati
whatever economic , social or technical;

ves,

A crisis of consumption, with a search for meafuhgonsumption and quality: this concern

finds expressions in responsible, ethical or famsumption.

The ' AMAP appears in Spring 2004 in France.

9.

10.

11.

12.

13.

14.

AMAP model is notstricto sensua farmers marketing initiative; it is a hybrid fi@r consumer
build a collective form (association) to take thlentrol of their own food marketing and invo
producers. This relationship between consumerspanducers is made possible because in
specific system, consumers and producers are kesimare a common “vision of the world” g
economic interests.

The main goal of AMAP is to establish solidaritytween consumers who demand food qu
and farmers who need less pressuring marketingnetain

The principle is to pre-fund farmers production &ynstituting a group of consumers or
association. This group defines with farmer(s) kived of productions needed by consum
guality, organises the weekly delivery. Risks drared as well as advantages. Farmers can
their losses and plan their productions. Produderaot spend too much time in packaging d
being present at open markets. AMAP members do it.

Another strong characteristic is the political bikty of the Alliance, supportive network to
AMAP: the Alliance is an alternative actor, prormgtianother discourse on globalisation, on
agriculture — society nexus and on the relatiowben agriculture and environment.

In France, AMAP focus i¢ocal foodand agriculture. The project is originally relateth the
defence of small farming. This defines the webaétions between consumers and produ
mainly local and the national political orientatiand positioning. In Italy, the GAS focuslife
style It generates activities which refer to fair tramed ethics: they include food, services
other types of products and services. The relatitth proximity seems to be looser and gro
can purchase to big retailers. The broad spectfuattivities and ambition of Italian GAS m
make them rather attractive and consensual. Mawdre than AMAP with their politicised a
activist image.

In ltaly, the system is much more flexible and fim#he organisational process is in the hand
local members. The forms are much more diversernmél, associative, cooperative. It ses
that the national network works as a political choation body and platform to excharn
experiences and develop new activities (energgeatrtoment).
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Introduction

This COFAMI field investigation has been carriedt caetween November 2006 and
November 2007.

The main inputs of the case investigation have h@ewided by some 30 interviews of
persons, considered as representative resourcengefsom /within Beaufort and Reblochon
systems and AMAP, Alliance for the maintaining afal farming. a community supported
agriculture form of direct selling.

All cases are located in region Rhone Alps and nspeifically, in the counties of Isere,
Savoie and Haute Savoie, i.e. Alpine area, botleysiland mountains.

Several criteria have been mobilised for the selradf those situations to be observed and

analysed:

- The importance of the AOC strategy for French adiuce and especially for the Alpine
region,

- The contrasted collective processes observed infBdaand Reblochon cases and the
lessons to be learnt from those differences,

- The dynamic development of community supportedcadiure as new form of direct
selling.

Those three French cases propose different waysgotiate with consumers and distribution.

A forth case is briefly presented in the repore ttalian community supported agriculture
form, GAS, Gruppi di acquisto solidali. It confirntise dynamic development of this kind of
direct relation between consumers and producersedb@n ethical and fair principles.
Although, it shows another way to make it concretgh a much broader focus of services
and products provided, than in AMAP case (striotiented on food).

Common features of the context in which the Fremukiatives develop, need to be

mentioned:

- The struggle for preserving natural resources @alhgland and water) in Alpine region,

- The lack of active support to agriculture in vewyristic areas,

- The continuous concentration process of the diginh system, which forces actors to
develop new projects for marketing their products ,

- A crisis of consumption pattern, with a searchrfe@aningful consumption and quality,
especially within wealthy categories of consumers.

More specific issues are related to :

- The capacity building angatrimonalisationof the know how and knowledge, crystallised
in the AOC building, for Beaufort,

- The reasons of the strong dynamism of AMAP,

- The difficulties faced by Reblochon actors to maimtquality and consumption and
strong tensions within thidiere.



Part 1 — The AOC Beaufort cheese collective promatn system

Summary

This field investigation has been carried out betvBlovember 2006 and May 2007.

The main inputs of the report have been providedheyinterviews of 15 persons, considered as

representative resource persons, from /within tllective system and from outside.

The main issue of the work has been to understandthe Beaufort collective promotion system has
been in condition to influence, integrate, reactdmmpensate hindering and facilitating contextual

factors.

Some characteristics of the system reveal its gtmatiernal dynamism and coherence:
- Along history in a very specific territory,

- The stability of its organisational configuration,

- A pragmatic marketing policy,

- The AOC managed and enriched as a collectivedgerit

Some other characteristics reflect the anchoringhef system within the territory and within t
relational net built with surrounding stakeholders:

- The complicated interactions between milk / chgesduction and tourism,

- The positive impacts on local agricultural economy,

- Environmental impacts, rather difficult to measure

Key questions emerge from the analysis, on thedutithis collective initiative

- The stability of the power structures in the coapiges: it can also be considered as hindering the

renewal of young generations in the managemeriteotollective life,
- The marketing system and the relations with whadesa the concentration process of

he

wholesaling sector is at work: how Beaufort systean anticipate the modification of the power

relation?

- The trade off between tourism and mountain aguicalthow decentralised policy supports will

manage the uncertainties weighting on the futurena$s tourism in ski resorts, while snow
become a rare resource because of global warmiaytree drastic changes of the CAP to
expected with major impacts on local agriculture?

ill
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1. Introduction
The field investigation has been carried out betwdevember 2006 and May 2007.

The main inputs of the report have been providethbyinterviews of 15 persons, considered
as representative resource persons, from /witrenctilective system and from outside. The
investigation got the logistic support of UPB anBBSwhich opened their data bases to
provide names and advices.

The objective of this work has been to answer d¢itlewing question:
How the Beaufort collective promotion system hasnbie condition to influence, integrate,
react to, compensate hindering and facilitating teottual factors?

The issues at stake in the report intend to strad¢he answer to this question:

- The hindering and stimulating impacts of contexfaators ,

- The organisational configuration of this collectindiative, giving coherence and
strength,

- The capacity building angatrimonalisationof the know how and knowledge, crystallised
in the AOC building.

The brief impact assessment presentation pointtheytositive role of AOC cheeses on

agricultural economy and the more contradictonyiremmental effects.

The size of the territory covered by the initiafivis specific historical trajectory, the strong
mountain collective spirit and the niche market tbé Beaufort have produced a very
successful collective initiative. Is this initiagivexemplary or very specific?

2. General description

The AOC Beaufort organisation can be characterésed territorialized productive system,
based on high valorisation of mountain agricultunék, processed into cheese, called
Beaufort. The cheese is recognized as high quafity expensive cheese, marketed at the
country level.

The production capacity is located in three valleyBeaufortain, Tarentaise and Maurienne —
of Savoie county, Alps, close to the Italian bordere official Beaufort area, defined by the
AOC cahier des chargescovers 450 000 ha of the 630 000 ha of Savaiatyo Within this
area, agro-climatic conditions are rather diverssvben valleys and mountains.

Tarentaise and Beaufortain have been living inldéise 20 years a very strong tourist boom,
driven by huge investments to develop ski resodpacities. Maurienne is living this
expansion today.



AOC Beaufort territorial implementation

Zonedd ppellaion & Origine
Conf | ée Beaufort




Some descriptive data on Beaufort

The farms
520 milk farms produce Beaufort milk. They are dif@ims, as the average per farm is 80 000 kg pf
milk / year (national milk average per farm is mthran 200 000 kg). Some 1000 persons work on
those farms : many of them have multiple activitye second one often related to ski tourism.

The milk

In 2005, 45 millions kg of milk were produced iretBeaufort area : 95% of this volume was
processed into Beaufort and 5% into Tomme de SamieBleu de Bonneval , other traditional loca
cheeses.

10 kg of milk are necessary to produce 1 kg of Baau
Beaufort cattle counts some 11 000 milk cows, setewithin two species : Tarine and Abondance|
The average production per animal can not go be$dd@D kg/year. This limit officializes an average
production rarely overpassing 4500 l/cow/year.

The Beaufort milk price has the best valorisatiofriance : more than 0.55 euros/I, with some
variations between purchasing processors.

The processing units
- 7 cooperatives process 71.1% of the production,
- 29 independent processors (procecssing only tHeahtheir own cattle),
- 2 maturing cooperatives assume the maturing stalgiet{ has to be 5 months minimum)
- 6 pasture associations, which manage collectiéty@e pastures, collect the milk and process
only summer Beaufort,
- 2 private industrial milk purchasers produce Beglfothe AOC area.

- The cheese

At the end of 2006, the production of matured cheesas 4300 tons. Just for comparison, the
approximate. volume of Reblochon other importapina AOC cheese is about 30 000 tons/year and
Comté cheese 50 000 tons/year.

The marketing system
The cheese is sold through multiple marketing ckEnn
- Wholesalers buy some 65% of the total producioth then re-sell to retailing companies,
- Processors shops sell directly some 20% of tbdymtion,
- Specialised cheese shops , called crémeriedessithan 10% of the production
- The rest is either melted or sold directly tailets.




3. Contextual factors

In this chapter, we focus on key contextual fectrlated to the marketing features of
Beaufort system: they are fundamental to understla@dinteractions between the production
system and market conditions. In a second partpresent a multi-dimensional analysis of
the factors which hinder and facilitate the Bealugystem, as a collective farmers marketing
initiative.

31. Beaufort marketing
A rigid demand

Every 10 years, the Beaufort system lives a comiaderdsis : 1972, 1984, 1992-1995, 2002-
2004. Sometimes , the crises are softened by dpegisodes like the 1992 Albertville
Olympic games which provoked a boost in touristjfientation of the region, or 2002 dioxin
contamination crisis provoked by a waste incineratear Albertville, which forced
administration to withdraw important volumes of taiminated cheese, milk and hay.

To face the 2004 difficulties, expressed by higrels of stocks and decreasing selling prices,
guota system has been set up to limit the produaifgrocessing units (- 7%). The price of
the caseine plague which is put on each cheesineddy SDB, has been increased to pay
for milk selling on the powder market.

- One reason to this crisis has been a wave of icreat Beaufort independent farms with
impact on the production level of Beaufort and dual 25% of those independent
producers have quality problems.

- Other mentioned reasons should be rather structdingl end of financial restitution for
milk powder and butter impact the cheese markeg¢rnmouraging industry to put on the
market new cheese brands, some of them considergoa quality cheeses (eg Saint
Agur cheese). In the meantime, consumption is lagtie.

A stable multi-channel marketing scheme

The processors, coordinated and regulated witleriJfAB and SDB, are competitors and have
the same clients and some clients of their own.

>> In the long commercial circuit with 2 or 3 inteediaries, wholesalers purchase some 65 %
of the production.
There are different categories of wholesalers :
. Wholesalers who sell to small and medium sizentd : restaurants, superettes (small
supermarkets) and punctually to big retailers. Tlaeg flexible, reactive. They are
disappearing or are purchased by dairy groups ;
. Savoie dairy actors : they are dairy groups speeid in Savoie cheese products
production like Reblochon, Tomme, Abondance...Theywehdo buy Beaufort to
complement their products portfolio.
. Comté producers and maturers : they are speaalis Comté and Gruyére cheeses and
need to complement their products portfolio by bhgyBeaufort.
The last two categories mainly sell to big retgloompanies.
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This wholesaling sector is being restructured awesla fast concentration process. Some of
the major commercial interlocutors of the Beaufystem are still family owned medium
sized companies.

The commercial margin of wholesalers is approx. MPBie it can be more than 50% for
retailing chains. Till now, the wholesalers haveeqted the price increases proposed by the
Beaufort producers. But retailers do not echo tih@epevolutions : decrease or increase.

From 2001 and 2005, production prices increase S awhile retailers prices increased by a
30%. Beaufort is used by retailers as a high stahgeoduit d’appelat 22-25 euros/kg.

Questions at stake:

- How long those companies can resist to the retpdystem exigencies ?

- How the Beaufort system can anticipate and thin& pbssible evolution, leading to two
big industrial wholesalers controlling the markgtiof the product till the retailing
system ?

>> The short commercial circuit

- Urban specialised cheese and dairy products sleogméries). They sell less than 10% of
the Beaufort production and this share is slowlgrdasing (10% in 2002 and 8% in
2005).

- Direct selling shops sell some 20% of the productibhey are considered as the
adjustment variable. Those shops, owned and hanajethe coops (or commercial
subsidiaries called SICA) are more than 30, malabated in ski resorts and the coop
buildings. There are some ideas and projects toupeBeaufort shops in big towns
(Grenoble, Chambéry, ; Lyon, Annecy...).

32. Contextual factors - hindering and facilitating ores

In the table below, we present a synthesis of tapntontextual and impacting factors.

It shows the way the system interacts with / oegnates some key structuring dimensions —
like socio-political, economic, social, culturadaenvironmental ones.

By the way, it reveals the strengths and weaknesst® system.

Factors | Hindering impacts | Enabling impacts

Descriptive data

Mountain agriculture Production costs are higher tror®)ly valorised

Remoteness from urban Part of the positive image of the product

centres

Closeness from ski Very intense land pressure in the valleydlows important direct selling through shops

resorts (farmers talk of spoliation) and high | in ski resorts and coop buildings. Makes
competition on water use. know the product

Importance of agricultureQuantitative weakness Qualitative importance ferttrritory

for regional economy valorisation

Socio-political / institutional factors

Local authorities policy | The county does not support enough
support landscape protection and maintenancg.
. Local authority support goes first to
ski / tourism. In some areas, farmers falk
of land spoliation.

Global agricultural Favourable to collective initiatives and
institutional context cooperatives

Economic/market factors

Milk valorisation | | The milk price is attractive, allows young

11



farmers installation

Collective governance t
face market crises

hWeak anticipation capacity to prevent
crises

With the retailing system: price
elasticity is weak, while production
elasticity seems more impacting.

Capacity to control production volumes,
conditions, quality.

Commercial partners

Wholesalers face concentratimh
restructuring : this may change the
power relation with Beaufort coops.

Production constraints

Farms increase costs, licggare not
elastic.

Economic (2)

CAP changes

The end of milk quotas / CAP: a threalt

End of restitution to butter and milk
powder provokes saturation of cheese
market with new products launched b
industry

A

Not enough national public money to
co-finance and support agri-
environmental schemes

Interactions with tourism

Pressure on agricultieatls and wate
use.

. Tourism in Savoie brings consumers and
makes know the product.

. Tourist animation needs Beaufort

. Allows farmers multi-activity (often ski
teachers).and stabilise income.

Social factors

Rural employment

Beaufort system employs 1000 pesrgoSavoie county (25 000 for ski / tourism).
It means that agriculture has a rather marginabithpn employment compared to

tourism.

Social parity for farmers

It allows social parity for farmers, in terms
income, work load and recognition of his
role.

Of

Cultural

Food culture

Too slow to understand major chang
of food habits.

eRositive perception of the relation between

quality (AOC) and taste

Relation to territory

Virtuous relation between territory (Savoie
mountain), tradition (history of the product
technicity (know how / knowledge) and
quality

History of the initiative

History and culture of collectiveness,
considered as a strength

12




4. The strong stability of the organisational configuation

41. Alook at the time line
The last 40 years

Organisational dynamic Key | Beaufort and its market
dates

From the 17 century, « gruyére » cheese types were productmhg® mountains areas.

For the T time, in 1865, the term Beaufort appears to des@noheese.

In 1941, ftattempt to build a Beaufort maturing union. Did nork really, closed in 1948.

In 1964, the construction of a dam, Barrage de Radeand the flooding of mountain agriculturaldsand farms,
are considered as a threat for Beaufort produBecglucers decide to create a collective tool.

Union des Producteurs de Beaufort (UPB) set up Bp65
coops from Beaufortain and Tarentaise valleys, put
not Maurienne valley.

1968 | AOC Beaufort appellation published

1970 | Very concerning quality problems

UPB changes orientation , with election of a new 1972 | Commercial crisis
president, focussing on technical support + coops
coordination

Syndicat de Défense du Beaufort is created to | 1975
promote the AOC : opened to all, coops +
independent processors

1976 | New AOC specification decree

Intercoops commercial concertation is set up withih984 | Commercial crisis
UPB

1986 | New AOC specification decree

1992- | Commercial crisis softened by Albertville Olympig
1995 | games

1993 | New AOC specification decree

2002- | Commercial crisis
2004

Saveguard measures taken by SDB : 2004
. production : - 7%,,
. milk into powder.

INAO technician based within SDB to control the 2004
respect of AOQahier des charges

Comments

In this chronology, there are no major critical e forcing actors to restructure and modify
their collective organisations.

It is important to insist on the gradual constrotiand consolidation of the system: the
growing strength of the identity of the product heen served by the AOC strategy and the
setting up of appropriate organisational toolsdtwthe strategy.

More or less every 10 years, there is a commectisis. It is mainly due to overproduction
provoked by a very attractive milk price which peshproducers to rise up their milk
production. Till now, this overcapacity has beegulateda posteriorithrough cheese price
discounts and cheese volume reduction.

We could say that the dynamism of this system msetaon long term history and actors
awareness of this continuity, considered as a fonesdal feature.
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42. The building of the architecture of the Beaufort promotion collective system

Representation of the internal organisation ofBkaufort system

Milk Cheese
producers producers
—» Coop
Union des producteurs de beaufort/UPB
|| Coop - Technical control and support to farmers
> and processors
- Commercial concertation among coops,
Coop « Inter-coops »
>
480
Beaufort milk 4
producers || €0OP
A 4
Same president
L, Coop
A
Coop N . . v
> "I Syndicat de défense du Beaufort/SDB
Coop - AOC updating, promotion, communication,
> defence
- Strategic orientations
40 independent milk g
and cheese producers/farmers
Private industrial cheese producer
and marketer (Entremol

The UPB — Union des Producteurs de Beaufort [UrabBeaufort Producers]

The UPB was created in 1965 as an associationhdyadoperatives from Beaufortain and

Tarentaise valleys. Maurienne ones did not iratldPB.

In that time, the cooperatives needed an integraigtdument : a commercial, technical and

administrative body. The cooperatives sales weoedioated by a marketing director.

But his experience generated difficulties :

- the marketing service was considered as too costly,

- this collective commercial responsibility provokadlemobilisation of processing units on
guality: the coops were giving the « less good bedsold by UPB and were keeping the
best for direct selling; in 1970, there was a veggious quality problem for the Beaufort
milk : quality A + B represented 40% of the totaliwume, while in 1995 they represented
98%.. Such a degradation meant lower milk prices.

- wholesalers were reluctant to accept UPB mediadiath were treating directly with the
processing units.
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In 1972, a radical change is operated with thetieleof a new president, Maxime Viallet.

He proposed a drastic change in the UPB orientaition

- ending with the joint commercial service,

- encouraging producers to be responsible for theeldpment of their own commercial
system,

- keeping the technical service opened to all, camgsindependent producers,

- coordinating the promotion campaigns.

Today, the UPB represents the 7 cooperatives ati itool of their hegemony on the whole
system..

It assumes mainly the technical training of prodsidéarmers and processing workers) and
commercial concertation. Since the cyclical crisis 1984, characterised by marketing

problems, overproduction, quality problems, thepsobave structured a so called commercial
coordination (in Frenclgoncertation « Intercoops », within UPB.

It works like an intelligence service making ciratd among members information from each
cooperative processing unit on production / mostb¢ks / month, selling / month, collective
indicative average price to wholesalers.

This coordination works as an alert system.

According to collected data, decisions and restectneasures can be taken by UPB (like
production decrease to eliminate stocks and toasugprices). This balance between
coordination and competition could not work in casie heavy crisis (according to an
influential coop president)

Because of the law againsttente sur les prigmplicit agreement on prices), prices can not
be written neither be considered as a prescriptibthe organisation. Usually, they vary
marginally among competitors : from 5 to 10 censnoé euros. One of the seven coops is
considered as rather uncontrolable and does npecesully the agreements, by having an
aggressive discount strategy.

Several factors may have a major influence on price

- quality problems forcing producers to discountpheduct,
- high stocked volumes,

- weak maturing capacity.

The Syndicat de Défense du Beaufort - SDB [therigef&lnion of Beaufort]

It is the legal body , recognized by INAO (Instindtional des Appellations d’Origine) , to

represent the AOC. It was founded in 1975, as a lstgucturing step of the AOC.

It gathers all producers, cooperatives, indepenplasiiure associations and local industry.

Its board is structured within 3 « colleges » :

- Milk producers : 1 representative for 8 producers,

- Processors: coop presidents + pasture associatrepsesentatives + industry
representative,

- Qualified persons : 10

UPB and SDB have the same president...reflectingyéing hegemonic position of the coops
in this system.
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SDB main functions are to define and defend the Aakler des charges, organise the AOC
promotion and to discuss and elaborate strategrotations. SDB is the political body, while
UPB works more on technical and market aspectswvotks as the main tension regulation
space among the different categories of actors.n\nastic decisions need to be taken and
respected by all actors, SDB takes the initiategroposing those measures and make adopt
by the board.

Clearly, the weight of the cooperatives within Si3Bsery dominant. Independent producers
are welcome within the organisation, they can esgtéeir views, but it is known that their
influence can only be limited.

Twice a year, it publishesliEcho du Beauforb, a newsletter for the members.
The AOC

Before 1975, on the™of April 1968, the decree of appellation of AOC aBéort was

published : it was specifying the production aredshe cheese and its very identifyable

shape. This initial founding event was preparedJBYB.

Then, decrees in 1976, 1986, 1993, prepared byStmelicat de Défense, contributed to

strengthen the identity of the product :

- The processed milk must come from Tarrine and Aband cows

- Their production can not exceed 5000 kg/year,

- Ensilage is banned,

- Animal feed is based on hay and pastured grass,

- Feed complements are very limited and controlled,

- All processing stages are defined ,

- The maturing time is 5 months minimum,

- The summer Beaufort denomination corresponds tk pndduction season, from June till
October,

- The Chalet d’AlpageBeaufort corresponds to summer traditional prangsmethods,
twice a day, beyond 1500 m altitude, with the noilka single cattle.

This cahier des chargeg¢terms of references) has evolved gradually ireoto reinforce
quality identity of the cheese, to limit unconteall production increases and avoid
opportunistic strategies of local farmers. In tablé below (The last 40 years), we can see
that those modifications of tteahier des chargeis often related to commercial crises.

Since July 2004, an INAO technician is based witidB to control the respect oéhier des
chargesby permanent non always appreciated controls.
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43. The Beaufort broad organisational configuration
Representation of Beaufort broad organisationafigoration

The building of relations aims at

L

Marketing the product Defending the product and Getting support
its specificities for Beaufort production
% system and mountain agric

v

AOC actors
. INAO
. Certification body

Political actors

Commercial . Municipalities

actors - Council of Savoie
. Wholesalers R Reg|on_
. Direct selling - Ministrv of aaricultur

(shop3
The core of the collective system
Milk producers UPB
l Agric. professional
organisations

Promotion Coops . National and regional
actors SDB dairy and cheese
. Communication producers assoc. and
agencies boards

. Tourist boarc

Technical partners
. Local agric. council
. National and regional
technical institutes, for
animal , milk, cheese

nroadiirtinn

Research and
university

. INRA, CEMAGREF
. University of Savoie

mmmm——  VEry intense
:intense
. existing, but not intense

Comments

This web of relations is built with very differeattors, according to goal and geographic

competence.

We can observe that this networking strategy iginfuhctional:

- Economic and commercial : to market and promotetbduct, at national level,

- Technical: to control and improve the quality obguction system and of the products
(milk, cheese), to accompany the social, cultunal @onomic evolutions,

- Political: to defend the specific support to maumtagriculture.
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Most of those relations are defined and assumdeativkely, i.e. through UPB and SDB. The
commercial relations with wholesalers are ambivialédrey are coordinated at UPB level and
managed in the day to day directly by cheese pegud@he quality control and technical
support are also managed at the producer level.

As we can see, the intensity of the relation isquiad very high for the marketing, promotion
and AOC cahier des charges defence, till existutgibt very living with research and
university.

This representation shows the necessity and resldyconstruction aiming at enlarging the
borders of the Beaufort system , beyond the cotheoproduction collective triangle.

5. Capacity building and patrimonalisation

51. Stakeholders involvement in the Beaufort system:aodidarity and collectiveness as
key values to preserve

The main historical link and space of involvemeifittioe milk producers to/within the

Beaufort system is through their cooperatives. 90Rthe Beaufort milk producers are
members of a processing cooperative. Independéktpnaducers (40) who process their own
milk can be members of a maturing cooperative oa ahachinery/equipment cooperative
called CUMA.

The cooperatives

In the Alps, like in Jura, there was a traditionvofage small processing cooperatives called
fruitieres They have been progressively disappearing, througstructuring and
concentration processes. Today, there are 7 Beaurfmfuction cooperatives.

Those cooperatives are managed on the same manhgeodel : the direct management
model.

In Brittany, the evolution of the cooperative systdias been marked by the growing
importance of the management functions of directtaking the lead in the piloting and

development of the cooperative groups strategiesdopting company management model.
In such cooperative groups, the link between memhbad their cooperative is clearly under
crisis.

At the opposite, in Beaufort area, the decisiomavgr, daily and politically, is in the hands of
the president of the cooperative, elected by mesnaethe general assembly. None of those
cooperatives has a director. They may hawke dactodirector, assuming staff management
responsability, quality and production respongipilwithout functional recognition. The
presentation of the names and functions in the @@diyes shows clearly that all functions
are under the responsibility of the cooperativetele levels : the president, the bureau (rather
formal) and the board.

The marketing responsibility is obviously a keyuss

- In some cases, like Beaufort cooperative, the presidents are sharing commercial
responsibilities and contacts with ttie factodirector(s), for the biggest clients ;
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- In other cases, like Bourg Saint Maurice coopeeatiite commercial responsibility is in
the hands of a farmer (for many years, the samsopgmwho,de factg is very influential
in the life of the cooperative.

Within UPB, the « intercoops » commercial coordmagives the presidents of the 7 coops a
strong influence on the whole system.

Organisational stability and weak involvement ofizg generations

In those cooperatives, it is rather frequent thiasiolents remain in their position for 15 or 20
years. If a member wishes to candidate and be electétbaioard of administrators, better to
be supported by the presidert...

This stability of the power structures of the cogpees is often questioned when mentioning
with interviewees, the slow and rather difficulbesval of generations in the collective life of

the system. The distance seems to be growing bete@®e categories of members selling
their milk to the cooperative and the cooperatare] between involved groups of farmers and
non involved groups of farmers.

...| am a president of the coop for too long...Yourmnéas are sitting on comfortable
situations: why should they involve as it workslwél | have difficulties to communicate with
members: everything is OK(dixit a coop president).

Are at stake on the medium term the ways farmegpsogypiate their collective tools, the AOC
and finally their involvement in quality.

During the interviews, we could hear different disses on this important point.

The pre-eminence and stability of the presiderfualction in the cooperatives mean that
farmers members keep the control on the cooperatieatations : no management filtering.
It is the guarantee of a vivid relation between rbera and their cooperative.
But there is a clear lack of involvement of someegaries of farmers in the collective life.
According to interviews :
. Young farmers would not have time to invest iflemtive life, during the first years of
installation;
. The main problem would be with the 50 years addeagation of the farmers, and less
with youngest ones ;
. The extreme stability of the presidential persawuld inhibit good will of younger
generations ;
. If the stability is so high, it is because thes@uld not have real alternative ;
. This unequal involvement could also be observe8yadicat de Défense du Beaufort
general assemblies, where 10 to 15% of farmerscjpate in.

! In the Beaufort cooperative, there is a transifieriod with those co-presidents, one, rather oldhénfunction,
letting progressively a younger one taking the lead

2 When doing interviews in the coops with de fadrectors, it is un-conceivable not to have previpuset or
got the green light from the president.
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52.A0C as a collective heritage

This diagnosis connects the unequal involvemenhéncollective organisations with quality
problems : how to make farmers constantly (re)appate their AOC, thecahier des
chargeswhich is based on the specification of qualityngt@&rds and production norms?

The different components of quality production aatbrisation

Sanitary component

Cultural component Sensorial component

Source?

- The sanitary componenit mainly refers to technical standards to beeesed: from the
evaluation of milk contamination to the validatiof risk factors and modification of
practices.

- The cultural componentlt relates to the ways producers and consumersepe the
history of a very specific production system (m@umtagriculture) anchored in a precise
territory (Savoie Alps).

- The sensorial componerit allows to categorise Beaufort as a high qualitd expensive
cheese, because of its taste characteristics. Tdi@sacteristics are diverse, according to
the season, to the location of milk productionth® know how and knowledge mobilised
by the cheese technicians.

Those components evolve either because regulatidrsi@ndards can change, or because of

the evolution of perceptions and cultural and damastruction of quality and territory.

The building and the consolidation of the AOC regsiito think of the characteristics of the
products (milk and cheese) and of the know holey tonstitute a collective heritdge

The cahier des chargeseflects the consensual ground, based on pointsesf, interests,
logics.

This elaboration aims at making explicit elemerftglentity and tradition of the community.
Thecahier des chargess a tool of transmission of the know how and kiealge (very often
tacit) for the younger generations : to follow tieéerences of theahier des chargesequires

to incorporate them in the production process, icemed as necessary to obtain quality and
specificity. Some know how and knowledge remaireteand can not be specifieddahier
des chargesThey can not be negotiated nor formalised. Bey thre a constitutive part of the
tradition and identity of the Beaufort.

® Hauwy A., Coulon JB, Chamba JF, Ballot N.: Adaiotag aux questions techniques des AOC fromageres
[adaptation to technical questions of AOC cheedg. Alpes du Nord, 7"**Rencontres autour des Recherches
sur les Ruminants”

* Faure M., 1998: Patrimonalisation des productfomsiagéres dans les Alpes du Nord: savoirs etqurasi
techniques. [Patrimonalisation of cheese produstinriNorthern Alps: knowledge and practices]. lvirRede
Géographie Alpine, n°4, 1998
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Knowledge as a multi-stakeholders construction

The collective production and transmission of thwledge are influenced by external

interventions :

- The education of farmers in the agricultural scekasimost of the time oriented towards
productivist logic : so when young farmers comekbiacthe AOC, they realize that they
have to adapt to theahier des charges
. the milk volume is limited to 5000 kg per yearh{le at school they learn on how to
maximise production),

. and animal feed is very controlled, in order &ovise local pasture grass (having major
impact on taste) and terroir quality; it can nséd as a milk production booster ;

- There are many external technical interventions tba farms: milk controllers,
inseminators, cheese technicians, agricultural clotal technicians...

The cahier des chargesan be considered as the result of a negotiatishinva broad
network composed of farmers, cheese producerspitadrschools and the many technicians
controlling and framing the farm activity. It comta an articulation between exogenous and
endogenous knowledge. And this articulation cankvamly if a new relationship is accepted
between those who wish to valorise and protectr thellective heritage and those who
formalise, normalise and harmonise the qualityhefgrocesses and products.

As we mentioned before, UPB has its own techniopbpert service, with a quality control
lab. and technicians in relation with farmers, deemakers and older generations of farmers,
who hold tacit knowledge. UPB works rather autonosty and limit its collaboration with
external technical actors. A technician of UPB nred.

If we work more with those bodies, they would talkus of other cheese, but us, we do
Beaufort®

The decision taken by SDB in 1986 to limit the yganilk production at 5000 kg per cow
provoked tensions between SDB and animal produ¢éohnical bodies, which are still with
a productivist orientation. Those technical bodiessidered this Beaufort reference as a
drastic questioning of their own technical refee=s)dn which genetic selection plays a key
role.

This example is interesting as it reflects oppostenales :

- technical advisory bodies formatted to enhance yooh, in difficulty to advise farmers
on how to reduce milk production,

- AOC logic, insisting on other rationales for thioguction limit, giving coherence to the
whole system : local development, landscape maamies, autonomous development,
identity.

The consolidation of this collective heritage proesivalue, symbol and social link.

But actors engaged in this dynamic must get thenswéa achieve their goals : limitation of
the milk production, local AOC hay, formalisationf &nowledge and know how,
collaboration with external actors having divergintgrests and orientations...

® Faure M., 1998, op. cit.
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6. Impact assessment

The impact assessment is a difficult task. Theipreary question to be answered should be
“who assesses what?” In the different Beaufort wisgtions, there have not been significant
assessment of the impacts of this system at diftéegels.

The main reflections on this matter are proposedesgarchers working for a long period on
Savoie AOC cheeses: most of the time, their cormhgsare not focused exclusively on

Beaufort.

61. Economic impacts
Agricultural dynamisn§
The analysis of the impacts of AOC cheese on aljui@ economy shows that AOC cheeses

contribute to resist better than elsewhere to thelime of milk production and farms, to
maintain specific production system, in better ¢bods than conventional farming activities.

Comparative data of milk puotion in France and in AOC cheese filieres

Savoie AOC| France Difference
Jobs / 100 000 kg of milk 1.56 0.96 + 63%
Investments: Euros / ton of milk 204 euros 79 suro + 158%
Added value: Euros / ton of milk 401 325 +23%
Farm subsidies / job (euros) 3552 5305 - 33%
Commercial margin 37% 18% X 2

Source: Aftalp 1999. Inudey A., 2004

Milk professional farms in Northern Alps mountaenrsd France

Northern Alps Total France
Nb of farms 3160 116 900
Agric. work units/farm 1.86 1.77
Average milk quota 167 600 kg 205 100 kg
Average area 62 ha 73 ha
Total direct subsidies 10 900 euros 17 000 eurog
Net income / work unit 13 000 euros| 13 400 euros|

Source: RICA 2000, profesal farms. In Hauwy A., 200%.

The good milk price allows to get a comparableome per work unit between Alps and

France. This income is much lower in other mounta&gions: less than 11 000 euros in

Massif Central and Vosges. This performance shbeldssessed by taking into account :

- the smaller size of the farms, with smaller quotas,

- the higher production costs in difficult areas ,

- the smaller amount of subsidies, which includegigippemountain support schemes (65%
of the French average), mainly due to small maizelyction and weaker subsidies to
grass and pasture than to maize.

® Hauwy A., Delattre F., 2005: Les filieres fromag@AOP des Alpes du Nord [AOP Cheese filiéres irthéon
Alps]. GIS Alpes du Nord, Saint Baldoph.

" Abondance, Beaufort, Chevrotin, Reblochon, Tomes Bauges

8 Hauwy A., 2004: Imapcts trerritorla des AOC froraegs [Territorial impacts of AOC Cheeses]. GIS Alpe
Nord, Saint Baldoph.
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Impacts are strong on:

Number of milk cows

Comparison between districtsafitonin French) with and without AOC, IGP.

Comparison 1979 - 2000

Districts 1979 — 2000 (%)
Without AOC, IGP -51%

With IGP -31%

With AOC - 25%
Reblochon

With AOC Beaufort + 8%
France (average) - 42%

Source: RGA, 1979, 2000. In Hauway A., Delattre2BQ5

Milk specialisation in 2000

Districts Without AOC, IGP| With AOC Reblocha
Milk farms on the total number 2/10 8/10

of farms

Peri-urban districts <1/10 7/10

Tourist districts 7/10 8/10

Source: RGA 2000, profesaldarm$

Agricultural land use: permanent pasture area
(% of the total agricultural land)

Districts without Districts with AOC
AOC, IGP Reblochon
Low land (valley) districts 35% 75%
Mountain districts 80% 95%

Source: RGA 2000, professional fafins

Impacts are less obvious on:
Evolution of total agricultural jobs

Districts 1979 — 2000 (%)
Without AOC, IGP -40 %

With IGP - 36%

With AOC - 35%
Reblochon

With AOC Beaufort - 39%

Source: RGA, 1979, 2080

The relation between agriculture and agro-tourism:
% of farms proposing an afgnarsim activity (including direct selling)

3 Districts with AOC Reblochon

18%

3 districts without AOC Reblochon

29%

Source: RGA, 2000
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This relation between agriculture and agro-tourismot so easy to analyse.
Different reasons could justify specialised AOGharto have a weaker agro-tourism activity:

the work load,
the higher income resulting from the better milkovisation, making less necessary the

search for complementary resources,

ski resorts,

the farm.

62. Environmental impacts’

the importance of winter tourism, encouraging deudnttivity related to ski practice and

for younger generations having a family, the worhame a professional activity outside

Environmental impacts

General remark

It seems that there is a gap betfeemers “average” perception of those environmenta
dimensions considered as constraints and the systatars who see its political importance f

the after CAP era.

Landscape
management

Gradually the landscape is getting closed: n
enough maintenance. In the highest areas,

difficult to work, it seems difficult to resist to
development of vegetation onto old field site
and scrub and forest substituting grassland.
Only workable pastures are cleaned.

bPositive impacts of mountain agriculture on
landscape management.
Big farms sending the animals to altitude
pastures in summer, need to clean those
pastures. They usually do it mechanically.
Medium size farms also succeed to control
pastures (not the highest).

Agricultural
pollution

Overloading of manure in some places. Not
farmers spread the manure in altitude pastu
It seems that this question is more problemag
for medium and small sized farms, either

because of work organisation problems or lift

surface to spread the manure and few
equipment.

¢lsey can spread it on large pasture areas.
tic

e

dilig farms are equipped to manage manure and

Flora and fauna

It seems that there are major difficulties in
carrying out concrete projects

. No clear government policy, no major
financial incentive,

. Local actors either are not convinced by th
necessity or are discouraged to develop
initiatives, because of weak support.

The development of Natura 2000 projects have

been very controversial between public
authorities and farmers.

The dominant rhetoric related to biodiversity
mountain agriculture preserves biodiversity.
Difficult to measure it precisely

S

Agricultural pollution has negative impacts o
biodiversity and water quality (bacteriology
especially).

Land abandonment affects negatively
biodiversity (especially for species living
exclusively in open biotops like grasslands),

landscapes and soils.

° Pauthenet Y., 2004: Les éleveurs de montagneafacattentes de la societé [Mountain farmers fasoajety
expectations]. GIS Alpes du Nord, Saint Baldoph.
19 Fleury Ph, 2004: Biodiversité: atout ou contraitéedéveloppement pour I'agriculture des Alpes dud
[Biodiversity: advantage or constraint for the depenent of agriculture in Northern Alps?]. GIS Afpédu

Nord, Saint Baldoph.
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7. Conclusion

What is most remarkable concerning this analysishef Beaufort collective promotion
system?

Some characteristics reveal the strong internalashgism and coherence

0] A long history in a very specific territory

It is important to insist on the gradual constroictand consolidation of the collective system:
the growing strength of the identity of the prodbas been served by the AOC strategy and
the setting up of appropriate organisational tdol$old the strategy: UPB, SDB and the
cooperatives. This history can not be understooteims of major critical events, forcing
actors to restructure and modify their collectivgamisations.

The limited territory of the AOC contributes to tbeherence of the strategy developed since
the 60’s to make the product identified as a higimgard quality product. The “valley” spirit,
each of the three constitutive valleys being sbciaind culturally different, plays an
important role in making alive the solidarity amaangjors.

7

(i) The stability of the organisational configuration

The system as it is presented in this report, le&s lbuilt in the 60"s. Its structuring can be

characterised as follows:

- The stability of the decision making system witttie two pillars, UPB and SDB, and in
the cooperatives,

- and the pre-eminence and stability of the presidefinction in the cooperatives mean
that farmers members keep the control on the catiperorientations : no management
filtering.

(i) A pragmatic marketing policy

This policy is a mix between coordination and cotitjpe between producers:

- the cooperatives have established a coordinatiomurcial tool aiming at synchronising
volumes, prices and deliveries to wholesalers,

- but each cooperative is responsible for the reldticthe marketing actors.

Simultaneously, a diversification process has beamied out for the marketing of the

production:

- 2/3 of the production is sold to wholesalers, tigtola system based on a trustful, long
lasting relationship,

- 1/3 is sold through short circuit: direct selling the coop shops and specialised urban
shops.

(iv) The AOC as a collective heritage

The AOCcahier des chargeis a tool of transmission of the know how and kremge (very
often tacit) for the younger generations : to fallthe references of theahier des charges
requires to incorporate them in the production pss¢ considered as necessary to obtain
quality and specificity. Its elaboration aims at king explicit elements of identity and
tradition of the community.

Some other characteristics reflect the anchoringh&f system within the territory and
within the relational net built with other stakedets

(v) The complicated interactions between milk / ch@esduction and tourism
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Can tourism develop without Beaufort? Can Beauwdextelop without tourism?

Simple questions, difficult answers.

This relation is double-fold:

- Mountain tourism (winter and summer) attract pasrBeaufort consumers and offers
work opportunities to farmers (mostly in ski),

- But the development of mountain tourism has be Inasinceived as a mass tourism and
requires land for building programmes and wateis theans an intense competition for
natural resources.

(vi)  The positive impacts on local agricultural economy

The analysis of the impacts of AOC cheese on aljmi@l economy shows that AOC cheeses
contribute to resist better than elsewhere to thelime of milk production and farms, to
maintain specific production system, in better ¢bods than conventional farming activities.

(vii)  Environmental impacts are rather difficult to megesu

It seems that there is a gap between farmers “ge&naerception of those environmental

dimensions considered as constraints and the systers who see its political importance

for the after CAP era.

On specific points, signals are contradictory:

- Landscape management: the trend to land abandonsnentgoing, despite the cleaning
of altitude pastures. But this cleaning happenslynarworkable pastures.

- Agricultural pollution: there is manure problem,inmg because of the cost to spread it on
distant pastures, or because of the small avaitablaces.

- Biodiversity conservation: The discourse is thatumtain agriculture contributes to
biodiversity. But the implementation of concretejpcts is difficult because of weak
policy support or reticence of farmers. Then agdtical pollution and land abandonment
do not contribute to biodiversity conservation.

Questions for the future of this collective initvat

- This stability of the power structures in the cagpees

It is an important issue when considering the skowd rather difficult renewal of generations
in the collective life of the system. Are at state the medium term the ways farmers
appropriate their collective tools, the AOC anthfly their involvement in quality.

- The marketing system and the relations with whigesa

Some key questions have to be mentioned:

. How long wholesalers can resist to the retaifiggtem exigencies ?

. How the Beaufort system can anticipate and tbink possible evolution, leading to two big
industrial wholesalers controlling the marketirfighe product till the retailing system ?

. How to face the saturation of the French chees&etfar

- The trade off between tourism and mountain agncelt

This is a fundamental dimension. It raises:

. the perspectives of mass tourism in ski resevtsle snow will become a rare resource
because of global warming,

. the struggle for natural resources as land andnietween tourism and agriculture,

. the evolution of a relation based on interdepande
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. and the role of local policy makers, who haveeystically given priority to thevhite gold
The drastic changes of the CAP to be expected smbie the way policy makers can or wish
to compensate those shifts through decentralispbppate support instruments.
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Part 2 - The Reblochon AOC Cheese

1. Background and rationale

The Reblochon AOC is mainly produced in Haute Savand a bit in Savoie (Alps).
The historical starting point is more or less samibs Beaufort case: strong collective
dynamic based on the disseminationfroftieres, small village cooperatives, collecting and
processing milk..

But the concentration dfuitieres and the penetration of big dairy companies liketabs
have totally modified the situation: industry anetailers have taken the major part of
production (70%) and distribution (80%). Cooperasiwhich have lost the control of the
filiere, try to struggle but have less impacts.

There has been a long period of overproduction, @edsistent quality problems.
Half of the production is melted to do "tartifléite kind of fondue.

This case works as a counter - example in relatiith the strong Beaufort persistent
collective construction: the situation of Rebloohes characterised by the weak self-
regulation, the division of stakeholders and canbflif interest within the same organisation...

People of Beaufort are interested by Reblochon aaserepresents what should be avoided.

2. Resources used

- Papers produced by French researchers, agricudtndaReblochon actors;
Reblochon filiere Interviews (3):
. President du Syndicat Interprofessionnel du Rdtda, in Haute Savoie,
. A technician from INAO, Institut National des Aglptions d’Origine, in Chambery,
. The director of one of the 4 private companiediaute Savoie.

- Beaufort filiere interviews, talking of Reblochon,

- No EU research projects identified.

3. General description of the satellite case
The cheese

It is possible to find the origin of Reblochon &et13" century, when farmers exploring

altitude pastures had to pay the owner of the fandhis use. When the owner was coming
for control and money, the farmer was milking cowsompletely and was finishing the

milking (by reblochantthe cows) when the owner had gone away

The initial AOC quality sign acknowledgement wasaited in 1958.

There are two ReblochorReblochon laitierand Reblochon fermierOn the 17000 tons of

Reblochor, 3000 tons aréermiertype. This production was 10000 tons in 1993.

- Thereblochon fermieris self processed by farmers: produced twice a dgit after
milking, from the raw, still hot milk from their owcows.

1 Just a recall : 4500 tons of Beaufort and 50 @d8 bf Comté
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- Thereblochon laitieris produced once a day, with milk which has staiftozen tanks
and not automatically from own cows.

Production structure

Reblochon milk producers are approx. 900, locatedbw valleys and higher parts of the
agricultural lands of the AOC territory. On thigal 160 ardermiersproducers.

They get from the processors a reasonably higle foictheir milk : 0.47 or 0.48 centimes/I.

There are 15 Reblochon producers in Haute Savaietgo

- 4 private industrial dairy companies : Lactalis,rd@et, Chabert and Masson. They
produce 70% of the production. Half of it produdsdLactalis.

- 11 cooperatives which produce 30%.

A village fruitiere, owned by 10 to 12 farmers, pesses 5 000 to 6 000 |. milk/day, while
Lactalis processes 40000 |/day.

Most of the cooperatives are mainly milk collectoupperatives.

They subcontrat the milk processing and cheese ngaketivity to an independent cheese
maker, who works within the cooperative buildingthacooperative equipments. It is called
theindirect managemer{gestion indirecte) system.

This cheese maker is responsible of the productiet, 10 days maturing and then selling of
the cheeses to maturing companies, located in @€ gerritory.

On those Haute Savoie 11 cooperatives, only 2 d@ontlaturing and sell directly their

production:

- The Cooperative de Thones, owned byf@@niersproducers, processes some volume of
cheese,

- The cooperative fruitiere de Mieussy is direct nggmaent cooperative, producing itself.

The Cooperative du Val d’Arly, in Savoie County, ialh produces, matures and sells the

cheese. Being also on the AOC Beaufort territonys tooperative subcontracts its milk

processing into Beaufort production to a Beaufodperative.

There are a lot of small and medium family ownedunag companies (190 to 200), but the
4 major industrial actors manage a significant dirthis maturing and control the relation
with the distribution.

Even thefermiersproducers sell most of their cheeses to maturingpamies and do not
access directly to distribution. It means thaittle not control one of the crucial steps of the
guality production.

This structure is rather close to the Comté onesrevithe maturing step escapes to producers
and fruitiéres.

Quality issues

...There are a lot of cheeses on the market whiclegpensive and low to medium quality...
according to the President of Reblochon Union.

29



It is in the production area that consumption hasrelsed in the biggest proportion : this is
considered as a negative signal. Usually in thelytion area consumers are considered as
connaisseursin the last 3 years, this cheese has lost 2%/bfats market share.

Half of the total production is melted for tartifle : this means that half of the production is
not really submitted to taste and quality standafdiés use has transformed an important of
the production into a food ingredient. Tartifletiet being a protected sign, there are good
tartiflette products produced out of the AOC temyt which is a major threat (Haute Marne)

Some reasons have been evoked during interviews :

- genetic and low fat standardisation of the milk spw

- industry and retailing companies standardisatioocgsses imposde factoa specific
density of the cheese paste which can resist tchamegation and by the way limited
maturing,

- quality problems can also be related to milk praiduc and animal feeding with
complements. The terms of reference, updated i®,18@ rather flexible on this point:
Up to 25% of milk cows food needs can be satisfigti hay produced out of the origin
area. This means that on 6 winter months, this &n be of 50% if the summer season is
self-sufficient. And nothing is said on complements

- maturing skills have been progressively lost, while a crucial stage of the production.

The percentage of lack of conformity with the AC&nts of reference is about 30 to 40%,
which is high. The INAO, the national institute fquality signs, has launched alerts to
Reblochon actors. The worse situation to face isnwtheese have “no defaults, no virtues”.

It seems that the organisational weakness of lieeefimakes it rather passive in front of those
signals. No reactivity.

Organisational features

All actors of théfiliere , private actors and cooperatives, farmers are lmeesrof the Syndicat
Interprofessionnel du Reblochon (SIR), single pssienal representation.

The President is a farmer, 300 000 |. of quotasisHeso president of his village fruitiere and
voice-president of FDCL, county federation of md&operatives. During the interview, he
insisted a lot on his role as a promoter of theirdt of local fruitieres, to help farmers to re-
appropriate their tools and escape to industryroont

The board is structured within 4 colleges. Theipigants of those colleges — milk producers
cooperatives, cheese producdesmiersreblochon producers and cheese maturers — are not
elected. They are selected by their entities far hpresentative function. And those entities
are not, in their majority, exclusively dedicatexl Reblochon, with exception dérmiers
producers. The 3 other categories are generic aganhsed on a county base and not a
specific product base. This a crucial dimensionofi&ratives have not set up a specific
organisation to develop their own reflection anddurct strategy and weigh on the key actors
of the filiere, like in Beaufort.

In other words, the Syndicat Interprofessionnel Rablochon is a multi-stakeholders
organisation. Members are mainly focused on theerdsf of county milk and cheese
production, but not specifically on Reblochon AOC.
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The negotiation on the milk price is always a catiphase in the life of the Union. For
instance, there is a strong pressure from farnoera 2008 higher price. The objective would
be to get 4 additional euro centimes / litter. \Wlan accept to pay such a price? The biggest
actors, namely Lactalis big private dairy company.

Such kind of negotiation generates strong conttexais within and outside the organisation,

between large and smaller processing actors. Catypes competing against eachother and
against the large processors are unable to weighismegotiation: this is mainly due to the

absence of self-regulation space combining coopesatnd their farmers interests.

After summer 2007, the context is temporarily fenatlle to farmers:

- the bad summer weather contributed to lower th& pribduction, the hay production, to
increase Reblochon consumption and to eliminatéityie stocks of cheeses.

- There is an additional pressure , from the brutaetdase of the agricultural commodities
spot prices on the world market, including milk.

4. Lessons learnt for the main Beaufort case

Self-regulation and collective organisation

The history and characteristics of the structurofgthe organisations in Beaufort and

Reblochon are clearly different.

- Strong continuity for Beaufort organisations,

- Weakness and conflict of interest for Reblochoraargation,

- Capacity to regulate and regenerate the AOC cal@igrcharges within a high value and
small volume focus, for Beaufort,

- Major difficulties to elaborate and implement atseal strategy, for Reblochon.

Those features have many impacts.
The quality management

5 years ago, the non—conformity in Beaufort washhigose to 80%. But a drastic reaction
has been implemented under the responsibility d8 @dRd SDB to reduce this rate which can
be close to 15-20%.

At the opposite, there is no significant evolutiorReblochon. This stagnation is partly due to
the importance of tartiflette use in the recentrgddl 50% today. It is also due to a lack of
mobilisation of the main professional body SIR, ieato conceive and implement a quality
strategy for the product..

Role of private industry

As a cheese producer, industry has a minor roBesufort and a dominating position (70%)

in Reblochon. It has been a driving force in théumee growth of the last 5 years and

increasing use of the product as tartiflette, fongredient. With its important maturing

capacity, it controls the relation with retailers.

- In a way, the strong presence of the industry lmabgbly contributed to maintain in the
territory a significant milk production activity,
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- This kind of actor manages rather well food sagetg industrial quality standards. It may
not be at the origin of big Reblochon quality aecits,
- It promotes a “retailable” cheese, standardisethawuit defaults nor virtues.

Question: can industry be a driving force to regateethe product, its image, its market
share, its price, as an AOC product, easily idexti€, non reproductible in other regions?

Anchoring in a territory

The identification between Beaufort and its moumt&rritories is strong: in terms of
production, consumption, clear non reproductibidifyhe product elsewhere etc...

The situation of Reblochon is more complex:

- the consumption decreases in the production area,

- as food ingredient, the valorisation of tartiflettdts relation to territory is difficult,
- Tartiflette is produced also out of the AOC temyto

5. References
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Part 3 — A French community supported agriculture brm: AMAP

- Alliance for maintaining small farming

Summary

For several reasons, this case study is relevant:

- At the T'stakeholders forum organised last fall in Grenptlis issue of direct selling came oft
on the table as a possible option for farmers apladded value;

- Among the different direct selling channels, AMABvdlopment is very dynamic, especially
urban and peri-urban areas, often driven by altearoups of citizens.

It refers to community supported agriculture forfrdevelopment.

AMAP development corresponds to a double crisis:

- A crisis of intensive agriculture legitimacy, whiogenerates a blossoming of alternatiy
whatever economic , social or technical;

- A crisis of consumption, with a search for meafuhgonsumption and quality: this conce
finds expressions in responsible, ethical or faivsumption.

The £' AMAP appears in Spring 2004 in France.

The main goal of AMAP is to establish solidaritytlwseen consumers who demand food quality

farmers who need less pressuring marketing chanihvdse into details, the objectives are:

- To struggle against land speculation and desetifio of rural space;

- To propose to producers alternative marketing célzremd an income guarantee;

- Totry to limit the domination of retailing compasion the food system;

- To consume local fresh, of the season and qualitgiycts, not automatically organic;

- To propose to consumers to develop their awaret®esnvironment , taste and agricultu
production issues.

The principle is to pre-fund farmers productiondmystituting a group of consumers or an associa
This group defines with farmer(s) the kind of puwotions needed by consumers, quality, organise
weekly delivery. Risks are shared as well as adyge®. Farmers can limit their losses and plan 1
productions. Producers do not spend too much tmgackaging or in being present at open mark
AMAP members do it.

Briefly, this principle is based on financial engawent to pre-fund the production, solidarity inec

of production problems and associative commitmenpdrticipate in the activities and especially] i

the delivery system: packaging, distributing, wajtfor consumers...

AMAP model is nosstricto sensta farmers marketing initiative; it is a hybrid fi@rconsumers build
collective form (association) to take the contrbltteeir own food marketing and involve produce
This relationship between consumers and produsemsade possible because in that specific sys
consumers and producers are keen to share a corwis@n of the world” and economic interest
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There is a convergence between engaged consumnshigh purchasing power and small and

medium farmers, searching for alternatives to petidist agriculture monoculture.

Another strong characteristic is the political bibly of the Alliance, supportive network to AMAR:

the Alliance is an alternative actor, promoting theo discourse on globalisation, on agricultur
society nexus and on the relation between agriabad environment.
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1. Introduction

The proposed second case study is the AMAP model.

What is an AMAP?

The acronym means : Alliance pour le Maintien d'ukgriculture Paysanne. In English:
Alliance for the preservation of small farming. Arlbde alliance is developed between
producers and consumers (or consum’actors).

For several reasons, this case study is relevant:

- At the regional stakeholders forum organised la#if this issue of direct selling came
often on the table as a possible option for farn@kseep added value;

- Among the different direct selling channels, AMARvdlopment is very dynamic,
especially in urban and peri-urban areas, ofteredrby alternative groups of citizens;

- It is of course a very different kind of collectiverganisation than the Beaufort
cooperative based system.

AMAP development corresponds to a double ciisis

- Acrisis of intensive agriculture legitimacy, whigenerates a blossoming of alternatives,
whatever economic , social or technical;

- A crisis of consumption, with a search for meafuhgonsumption and quality: this
concern finds expressions in responsible, ethicéioconsumption.

The methodology used to carry out this case stualy mased on a series of ten interviews at
the county Alliance level and at two local AMAP, A® du Manival and AMAP de
Montbonnot, including meetings with consumers ardkrs.

2. General description
21. The AMAP model and principles

History

This system has nothing new. 20 millions Japanesswmers buy their vegetables on this
way. This model was created right after the warosivbf fresh vegetables consumed in New
York city are sold through this channel. In Quelibere are many associations of this kind.

In France , the first AMAPSs appear in Spring 2004.

Objectives

The main goal of AMAP is to establish solidaritytween consumers who demand food
quality and farmers who need less pressuring marckethannels. More into details, the
objectives are presented as follows by an ATTACudueent?:

- To struggle against land speculation and deseatifin of rural space;

- To propose to producers alternative marketing céksrnend an income guaranty;

- To try to limit the domination of retailing compasion the food system;

12|SARA Lyon, 2006: Fonctionnement et reproducttbilies AMAP en Rhone Alpes [functioning and
reproductibility of AMAP in Rhone Alpes region]. dar the tutoring of P. Mundler. Lyon.

13 \www.local.attac.org/attac83
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- To consume local fresh, of the season and qualdgtycts, not automatically organic;
- To propose to consumers to develop their awaremessnvironment , taste and
agricultural production issues.

AMAP refer to social or solidarity economy spheretturd sector, as a set of alternatives to
the dominant economic system, tackling socio-ecaoqmactices, with a finality which is not
the maximisation of profit, but the answer to sbaiad environmental needs un-satisfied by
the market or public policiés This ISARA report quotes Alain Lipietavhat specifies
solidarity economy is that the initiative comesniraitizens mobilised in doing something...
collective utility, social links, environmental pgextion are some features of solidarity
economy.
In that sense, AMAP are based on the following disnens:
- Contracted exchange, between each consumer angemitticer,
- Reciprocity between producers and consumers :
. For the producers:
. Economic engagement, by providing plcally quality poroducts according to the
contract,
. Associative involvement by investingahuman relationship with the AMAP group
(pedagogy, information, animation),
. Accountability, by communicating infoation about the farm functioning (economic
and financial situation, technical preses...).
. For consumers:
. Financial engagement by purchasingliraace part of the crop on a defiend period,
. Economic engagement by showing soligami case of production accidents,
. Associative involvement by participatimghe life of the group.

Principle

The principle is to pre-fund farmers production dpnstituting a group of consumers or an
association. This group defines with farmer(s)kimel of productions needed by consumers,
quality, organises the weekly delivery. Risks dnared as well as advantages. Farmers can
limit their losses and plan their productions. Rmets do not spend too much time in
packaging or in being present at open markets. AM#bers do it.

Briefly, this principle is based on financial engagent to pre-fund the production, solidarity
in case of production problems and associative cimemt to participate in the activities and
especially in the delivery system: packaging, thsting, waiting for consumers...

22. AMAP in practice

Different scenarii are possible for the creation oAMAP:

- A variable number of families create a group oraasociation and ask to the Alliance to
be connected to producers or they have alreadytifigehfarmers (sometimes just one
farmer);

- Producers may contact the county Alliance and aslke$tablishing contact with a group
of consumers;

14 |SARA 20086, op.cit, p. 4.
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- Usually the producer(s) are identified by Allianeed then proposed to a group of
consumers.

When the contact is established, the group selfages, with a coordinator (general referent)
and product referents, to follow the relations ontact new producers on the same range of
products. AMAP members define together the kingroflucts they would like to receive, the
places and pace of delivery. From then, a weekBkéaprice is fixed for a 3-4 persons
family, and finally the price of the consumer sufigon (6 months or 12 months). Those
AMAP contact new farmers to complement the baskdtiacrease the diversity of the basket
content. Those farmers usually deliver to sevesatiny AMAP.

Who are the amapians?

Data are available on the characteristics of AMAlation in Rhone Alpéa They reflect
rather well AMAP philosophy :
- Age: 39% are between 25 and 34 years old, 34%edvecen 35 and 49;
- Education: 46% are graduated, and 78% are unddugrad,
- Socio-professional categories: 4% are workersb%d are employees, and 29% are highly
remunerated categories.
Thoseamapians represent a rather specific part of the populatiaonmajority, they buy
organic food (while most of the population doesretle reluctant to go to supermarkets, get
involved in the local associative tissue, are ssm@sio critical discourses on the economic
dominant system. Their motivations are food quabstter understanding of agriculture, wish
to support small farmers, and coherence betweetsidad daily practice.
AMAP du Manival , Crolles, main coordinator:
| think that the membership to AMAP is a very megtful act (acte militant) , as we
need to involve ourselves, to accept to eat seds@ugetables (it is obvious in theory,
but less easy in practice). Behind this term oftamit , i add that it is also to defend
common values in relation with retailers, GMOs viesnment...

Farmers

It is not easy to get a photography of the praffiéarmers getting in the AMAP model.

In fact, there are different logics at work:

- New farmers, looking for securing their income owl@le season with cash in advance
and market, invest heavily in the stabilisatiortladir production system: those ones may
deliver most of their production to one or sevetake AMAP;

- Already settled farmers, looking for a diversificat of their marketing channels, besides
open air markets or retailers.

- Not all are organic farmers. In the guiding pritegp of AMAP, farmers who are not
organic have a 3 years conversion period. Aftes¢h® years, if they have not converted,
they have to justify it to AMAP.

The impacts of the prices negotiated between perduand consumers may be different

according to the category of producers.

5 Transrural Initiatives, 2006: Les Amap, un part&taxigeant entre producteurs et consommate UyA:
an exigent partnership between producers and cansiird/07/2006
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Prices

According to data collection done by ISABAAMAP prices are higher than conventional
food sold in open air markets or supermarketsyvbog comparable to organic product prices
sold in open air markets or specialised shops elftake into consideration other factors like
time and transportation costs to go to shops andket® then AMAP prices may be
considered as attractive to consumers, as AMAResyss based on proximity, from work or
home. It seems that producers do not do big diffees between prices to AMAP and prices
of products they sell in open markets.

According to AMAP principles, prices must respdw temuneration of the producers and be
fair to consumers: this principle should lead tavéo prices for consumers. It seems that this
expectation is not really satisfied at the morhenNew farmers with high investments , not
fully performing production system may have diffices to get a decent income from this
kind of contract, especially in the first yearsr Hoe other ones, it secures the marketing of
the production and allows to save time.

If the AMAP model wishes to expend towards moreethe categories of the population, then
this expansion may be first targeted towards pelmuking for quality and organic products,
but reluctant to get involved in a rather long teatationship.

23. Alliance P.E.C. - Paysans Ecologistes, Consommatstf in Rhone Alpes region and

Isére county

Alliance PEC Rhone Alpes

At the end of the 90’s, several associative orgdiues launched and signed a platform,
considered as the political basis of the creatiofliiance PEC' by those organisations:

- For a sustainable agriculture, offering incomes @¥hi guarantee agricultural
employment and quality products accessible to@isamers,

- For the preservation of biodiversity and naturasogrces,

- For a partnership between agriculture and all ségieomponents.
At Rhone Alpes level, the association Alliance PEfione Alpes is created in December
2001 by county Alliances and regional structurespaftner organisations (Confédération
Paysanne, CORABIO, FRAPNA...). In 2006, the statwes randified to open the board to
AMAP and producers representatives. The Alliancer@hAlpes works almost exclusively
on AMAP development.

The board of Alliance Rhone Alpes is organised coBeges:

College A:
Regional partner organisations: environmentalfatsners,
County representations of Alliance in the region.
College B:
Local AMAP representatives
College C:
AMAP producers.

1 |SARA, op. cit., p. 34

Y Transrurales Initiatives, op. cit. p.7

18 Farmers, ecologists , consumers.

19 http://www.alliancepec-isere.org/articlel1.html
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It presents its main objectives as follows:

- To improve the conditions for sharing experiencesl assessing practices between
AMAP in the region, through €omités de Développement des AMARrganised in
Rhone Alpes,

- To facilitate exchanges between AMAP and producers,

- To provide, when necessary, common means for thielailgment and consolidation of
AMAP. The Alliance collects financial contributis and public subsidies (for training
sessions, expertise, encounters...),

- To help AMAP to control their development in thal@ration of common rules (terms of
references).

Those AMAP Development Committees work as multkskolders space for sharing
experiences and reflecting on practices. It invelae regional level some 300 persons , so
calledAMAP developers who are voluntary persons, employees, consurpsvducers...To
facilitate the organisation of those encounter€pdinty Territorial Development Committees
have been structured: around Lyon, Grenoble, Valemnnecy. Each territorial Committee
IS supposed to organise 3 meetings per year t@rsbpropositions on the basis of AMAP
principles: one on theelations consumers — producersne onproduction and one on
consumption

Alliance Paysans Ecologistes Consommateurs RhopesAintervenes in the public debate
related to agricultural practices at local and riméional levels and their impacts on
environment, consumption, and rural tissue. It sugpall kinds of direct selling and short
marketing channels: farm selling collective mairkgtpoint , local open air markets and
AMAP.

It gives support to local AMAP creation. It alsorfi@pates in the elaboration of another
European agricultural policy and in the anti-GM&npaigns along with its partners..

Number of AMAP per county in Rhone Alpes regio*

Ain 4
Ardéche 4
Dréme 5
Isére (Grenoble county) 22
Loire (Saint Etienne county) 5
Rhone (Lyon county) 11
Haute Savoie 8
Savoie ?
Total 59
In project 23

As we see, Isere county has the biggest concemirafiAMAP. Some of them are urban and
other ones are peri-urban.

Alliance PEC Isere

It is an association with similar objectives, es#died at Isere county level.

It is member of the national and regional assamngtiAlliance PEC. It is also member of
other networks, like:

- Alpesolidairesconnecting organic peri-urban farms and urban aoess,

20 AMAP Development Committees.
2 \www.allaince-rhonealpes.org
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- Res’OGM, Collectif Nord Isere sans OGM, CIRBsociations which participated in field
trial destructions, as soon as in 1997 in the gount

Specific objectives of Alliance Is&feare:

- to encourage debates in the public sphere on digniey- society — environment nexus;

- to developconcertationwith local politicians in charge of public polisie

- to protect agriculture land,

- to encourage AMAP development by providing suppingctly to AMAP, and through
the Comité Territorial de Développement d’AMA®TD) of Iséré® .

According to Alliance Isére President, there am felations between Alliance Isére and the
regional Alliance.

24.A local AMAP: AMAP du Manival, Crolles (Isére county) at 30 km from Grenoble

In Isére county , the first AMAP was created in M@005.

AMAP du Manival was created in September 2005n#eded almost one year before the
very opening of the Crolles AMAP, with one meetipgr month with interested persons,
potentially members and consumers. Alliance Rholpe#\plaid an important role by helping
to structure the organisation and by informing oteptially interested local producers.

This AMAP not being an association, there is ndembive contract and ea@mapiansigns a
contract with each producer. AMAPO of Crolles isl@ facto association or a consumers
group. The twin AMAP of Montbonnot, which is a is@f Crolles, has an associative status
because of municipality pressure to allow the ddbesport hall during the delivery days.
AMAP of Montbonnot main coordinator:

...The main advantage of being an association is ¢éla@h member signs an internal
regulation which may protect the group in caseaiftict with a disturbing element (as

it may happen in any group). This internal regidatshould be an instrument for the
Alliance to involve a bit more amapians and als@atwid some possible drifts. Today
there is only a moral and verbal agreement betwberAlliance and each AMAP. If an
AMAP wishes to work with a wine producer at 300demiof an AMAP wishes to work

with intensive farmers, the Alliance can ‘t do dngg. The internal regulation or the

status of the association could frame all this...

At the beginning , there were 30 families readgubscribe to the basket delivery for six or
twelve months. Then the number raised up and tbisida has been taken to split the AMAP
in two, with a twin association in a nearby smaivn of Montbonnot. Now each AMAP has

30 families, members of the association. And thmahd is intense to increase the activity:
AMAP Crolles and Montbonnot have a waiting listlffO potential members.

This population is young, composed of families hwahildren and couples without children
sharing the weekly basket. The main criteria pe@ople to select the AMAP is the location of
the basket delivery: most of them do not live irol&ss, work there and pick up the basket
when finishing the working day..

Seven producers are involved in this marketingtesys contributing to a rather well
diversified basket: goat products, cow dairy pradudeef meat, sheep, bread, fruits,

2 http://www.alliancepec-isere.org/article10.html
2 AMAP Territorial Development Committee in Isére
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vegetables and poultry products (eggs and chickesjally they deliver their products to
several close AMAP: in the Crolles valley, thene @&ome five ones.

In average, AMAP may represent one third of predsicales.

The rest goes to specialised shops or produceliags@oint,

open air markets and even

retailers for the biggest ones. Producers expresy ¢learly that AMAP system is the most
advantageous for them: good relationship, paymeiaidvance, guarantee of sales, less time

spent to sell.

At the beginning of the year (September), contdhcfgoducers receive the whole value of
what they will deliver. In Crolles, for instandeetvegetable producer receives some 8000 to
9000 Euros cash in advance. Even oin case of ptiodugccident, the money is not blocked.
The relation is very much based on trust and nietoagagement. Producers do not need to be
organic, but the AMAP has the right to go on faorganises special days for members and

dialogues with the producer on his production syste

Some producers may deliver to AMAP and also to rottiennels, like collective selling

points.

Comparative advantages and constraints for farmerdetween AMAP and collective selling point

nas

and

ons
the

Advantages Constraints
Amap - Is a substitute to open markets. - Time consuming
- The market ius sure. - Delivery is a weekly constraint, that farmer |
- Payment in advance to assume alone
- Consumers are engaged, aware - Consumers sometimes forget solidarity
- Solidarity : consumers come to help at the behave conventionally
farm - Relationship depends a lot on the interacti
- Allows dialogue and understanding through between the Amap referent person and
joint meetings producer.
Collective |- The selling point is opened like a shop: long Management of the collective initiative is tin
selling time exposure of the products consuming and requires negotiati
points - No competition: each producer is exclusive  discussions...
- Group effect: convenient for managing
together opening hours of the shop
- Comfort: air conditioned in summer apd
heating in winter

ne
DN,

3. Contextual factors

In this chapter, we focus on key contextual factetated to the AMAP marketing features:
they are fundamental to understand the interactenseen the producers and consumers.

31. The expansion and consolidation of AMAP as alterrtave channel in the food

market

Different factors may influence the way AMAP modehy develop:
- The conditions of the competition between AMAP atiter food marketing channels,
- Expectations and attitudes of consumer categormshweould be targeted by AMAP.
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The closest competing channels are open air makkads specialised shops for organic
products. Determining factors in the trade off mdue ‘aware’ consumers are: prices,
proximity, quality, diversity of the basket, assaitie life of AMAP, the basket commitment,
mainly.

The strong development of AMAP reflects its attingaress within a specific category of
consumers: young, active, medium to high incomekilgy for alternative food sources,
guality and meaning of the consumption act. Theepis one among many other criteria.

What is considered as specific attractive featunésthe model, such as associative
engagement, payment of the basket subscriptiodvarece, duration of the contract (6 or 12
months), explicit solidarity between the consumarsl the producers may become un-
attractive elements for other categories.

Does the issue of the potential expansion of theARMmodel mean that the model
characteristics should evolve and adapt to othpeetations?

- The price does not seem to be a hurdle to attrasst categories, but probably not the
more modest income ones. In the focus groups msegdry ISARA fir its studi, some
hypotheses were formulated by participants suakeaseasing prices according to the size
of the basket or the number of baskets delivereskiyg

- The diversity of the basket content should be aeative: if some AMAP propose a
diversified basket with vegetal, animal and dairgducts, other remain rather focused on
vegetable s and fruits. At Crolles AMAP deliveryyda summer, it is rather common to
hear what can i do with some much pepfers

- The more flexible duration of the contract is ablgoroposition: a more progressive
duration, 3, 6, 9 months could allow new comerseti and see if AMAP correspond to
their needs; but then it is a key pillar of theteys which is under question: how to
conciliate solidarity with producers, engagementcohsumers towards the association
and producers, if the contract becomes more paes®i Are AMAP enough equipped to
manage a more complex subscription system?

- The payment in advance offers to consumers a gigsrani fixed price for a year and to
producers the anticipated receipt of the crops # strong motivation of new producers to
get in relation with AMAP. But it may inhibit lowencome candidates. Could AMAP
make more flexible also this payment system?

As we see, those possible evolutions may have feignt impacts on the philosophy of
AMAP which made its success. In order to attradslaware or less ready to engage
consumers, will AMAP modify its specificity and @ily lose its core public?

AMAP of Montbonnot coordinator reacted to such pecsives.

It reflects the strong resistance of AMAP leadingoes to possible evolutions towards

softened specificity and principles. It recallsttddMAP dynamism is based on its radical

discourse on consumption and agriculture.

- The Alliance does not want to go towards less amiipublic. If people do not want to get
involved in AMAP or if they do not wish to accepllAP principles, then they have
nothing to do within. It could de-credibilise tdiathe movement and existing AMAPS: it
would be a bit like organic food with 0.9% of GMidues

% |SARA, 20086, op. cit. p. 25
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production to satisfy the 100 persons being on weting list in Crolles and
Montbonnot...ISARA should sleep quietly, people angirtg to AMAP massively and are

more acti

times.

ve than expected.

The engagement for 6 or 12 months can not be resndive first objective of AMAP is to

It is useless to look for broadening the influeasethere are not enough producers and

In reality, AMAP have set up a payment system twitiakes possible to pay in several

avoid the wasting of production: if you ask a proeuto deliver 50 salads a week and
then after one month you ask him only 30 saladswitlethrow the remaining 20.
Contracts are supposed to help producers to plair throduction.

32. Contextual factors - hindering and facilitating ones

In the table below, we present a synthesis of tapntontextual and impacting factors.
It shows the way the system interacts with / oegnates some key structuring dimensions —
like socio-political, economic, social, culturacdaenvironmental ones.
By the way, it reveals the strengths and weaknesdstbe system.

Factors

| Hindering impacts

| Enabling impacts

Descriptive data

Peri-urban

Production costs are higher

Important market, gasitessible

agriculture

Very intense land pressure

Allows important direct selling

Difficulty to find new producers for
diversifying the baskets

Socio-political /

institutional factors

Local
authorities
policy support

Local authority support goes first to non
agricultural land use: building and

economic. Farmers talk of land spoliation.

In some places, there are contradictory signal
local support to AMAP.

Global
agricultural
institutional
context

Not favourable to small farming systems.

Some magpicultural professional organisation
support direct selling and /or AMAP specifically.

Economic/mar

ket factors

Prices

Inhibits modest income people to come

n. e #tractive enough for high income people

Duration of
the basket
subscription

Too long for less aware candidates

Offers the guieesof a fixed price for a long
period

Subscription

Inhibits modest income people to come i

n  Offerprimducers the possibility to get anticipatg

payment in payment of the delivered production
advance
Production Costs may increase, but prices are not | Expressed solidarity between AMAP and producg

constraints

elastic during the contract period betwee
producers and AMAP.

nin case of production accidents.

2d

IS

Competing The attempt of local retailers to attract lo¢dlhis permits larger part of the population to asce
marketing producers may hinder AMAP expansion.| to food quality.

channels

Social factors

Social parity It allows farmers to improve or guarantee income

for farmers

and recognition of his role.

Cultural factors

Food culture

Positive perception of the relation between qualit

taste and small farming
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Search for

The model is coherent with the increasing influen

alternatives of alternative discourses on globalisation,
agriculture, GMOs, dominating position of agri-
business...

Consumption It contributes to develop responsible, fair relasio

culture between consumers and producers at local level,

Agriculture Participates in a better understanding of agricelty

and society by urban people.

Relation to Maintains agriculture in the peri-urban tissue hvat

territory positive impact on environment.
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4. The organisational configuration

41. The AMAP collective system

Members Producers
Local AMAP O
. BN
Alliance Main refering person O
PEC = coordinator
Rhone [
Alpes and By product refering persons (|
Isére (responsible persons for I:I/
managing relations with producers u >
by product)

—
A 4

= : support, political, technical— . : 6 to 12 months individual contracts
. producers deliver weekly their puiot$ for the basket system

<«—p : qualitative exchanges based ordadly and reciprocity

42. The broad organisational configuration

Alliance PEC / national |

Producers

Consumers

Environmen

Alliance PEC : regions
talists 9 \

\ AMAP
Territorial
/ development

committees

Others...

County Alliance

A

— : |s member of, participates == : gives suppors——> rganises P : gets
involved in

When the Alliance was created at national levdlyed0’s, one main goal was to lobby for the
CAP reform. Progressively, the creation of regioaatl county Alliances have modified
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priorities. Decentralised Alliances work on moredfic issues like GMO opposition, AMAP
development, organic markets, organic food at sichoo

5. The building of coherence based on shared visi@and interests

The AMAP system is based on key principles andasknd on shared economic interests. It
corresponds to a growing concern for consumergaodiicers and may explain the success
of the particular form of food collective marketing

- A common vision of agriculture

Consumers and producers share a vision of foodagmdulture, as a common heritage.
Focusing on food quality, sustainable agricultw@yport to small farming and rejection of
the dominating retailing system are key criteria &ttracting consumers and producers to
work with AMAP.

In the building of the relationship between constsrand farmers, discovering and knowing
what is agriculture is an important concern whiclves exchanges, visits, participation in
meetings, help to farm works.

- Solidarity and collectiveness

AMAP members are encouraged to invest in the lifehe association in the many tasks to
make it work smoothly: distribution, communicaticenimation...The subscription system
means as engagement and solidarity expressed toywarducers.

AMAP producers supply consumers with quality prdducaccording to the terms of the
contract. They also invest time in AMAP associatife And they commit to be transparent
and communicate on their production system.

- Shared economic interests

For small and medium sized farms, the guaranteeetling the products through the
contracts, the payment in advance, the time sal@aicated to marketing are very important:
for the AMAP of Crolles and Montbonnot, AMAP repees some 30% of the sales, along
with open market (one or two) , producers selliognpand sometimes retailers.

For consumers, they get quality products once &ve¢ene delivery point, at fixed price
(less expensive than in specialised shops ané tbogpen markets.

- A strong network to implement this coherence
Beyond the many local initiatives, there is a sfronganisational networking dynamic, driven
by farmers organisations, alter-globalisation orgaimons (ATTAC), environmental

organisations...This configuration has a very pditivisibility, with clear stand-points on
CAP, GMO, sustainability, environment...
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6. Conclusion

The AMAP system is probably one of the most dynaimims of direct selling.

We have seen that it is nstricto sensua farmers marketing initiative; it is a hybrid fior
consumers build a collective form (association)tae the control of their own food
marketing and involve producers. This relationdsepyveen consumers and producers is made
possible because in that specific system, consurmeds producers are keen to share a
common *“vision of the world” and economic interest$iere is a convergence between
engaged consumers, with high purchasing power aral @nd medium farmers, searching
for alternatives to intensive single cropping.

Another strong characteristic is the political ity of the Alliance, supportive network to
AMAP: the Alliance is an alternative actor, pronmgtianother discourse on globalisation, on
the agriculture — society nexus and on the reldteveen agriculture and environment.
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Part 4 - An Italian Community supported agriculture form: The
GAS (gruppi de acquisto solidale)

The case of Italian Community supported agricultoren - The GAS (gruppi de acquisto
solidale¥°® should be considered as a satellite case to thaARAFrench case study. Both are
examples of community supported agriculture in Baro

1. Background and rationale

Like in France this CSA system is probably the nutystamic form of direct selling modéfs

In 2004, the total number of Gas in Italy was 28ince 2004, the growth has been extremely
fast. In 2007, there are some 360 groups. In Tgsdhae first groups appeared in 2000 and
2001, i.e. earlier than in France. There would draes 44 groups in 2007 (27 in 2005), with
high concentration in Florence and Pisa.

Usually, a buying group is set up from a numbecaisumers that cooperate in order to buy
food and other commonly used goods directly from plhoducers or from big retailers at a
discounted rate

This presentation is mainly based on Toscany data.

Evolution of the number of GAS groups in Italy till 2004

Source: Saroldi A. 2005 : “I GAS verso il puntotice”, Atti del 5° convegno GAS, Fiera
“Fa’la cosa giusta!”, Milano, 19-20 March 2005

% Solidarity purchasing group
2 \www.retegas.org
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2. Resources used

Articles, Italian research, internet and no actegsevious EU research projects.
3. General description of the satellite case

GAS Membership

In average, GAS groups count on 20 to 25 familysuni
Around those groups, networking can be intense.

Members of the group are between 30 and 50 yeakswaoth exception of Pisa groups
counting a significant number of students. Thekeleof education is considered as medium
or high.

The main motivations of members are:

- to putinto practice ethic and critical consuming,

- to practice ethic economy, taking care of socia anvironmental issues,
- to support small and very small farmers, anchonettie territory,

- to consume organic products, at good price,

- to respect work conditions ,

- to have in mind impacts on local policies.

In a Solidal buying group the guidelines in theickaof the products and the producers are
the respect for the environment and the soliddv#yween the members of the group, the
traders and the producers. More in detail, thesgetines lead to the choice of local products
(in order to minimize the environmental impact lo¢ transport), fair-trade goods (in order to
respect disadvantaged producers by promoting tin@man rights, in particular women's,
children's and indigenous people one's) and reesabéco-compatible goods (to promote a
sustainable lifestyle).

What gives birth to a GAS may be variable: somesuoarers or producers with strong
ideological motivation can take the initiative. Wwhsome friends develop a trend toward a
less consumerist way of life, the idea of undertgkshared purchase initiatives is quite
natural. When the idea becomes more concrete,raafapunt of effort is needed for the
search of some local producer that meet the Saliik@lria; the next step is the establishment
of an internal structure in the group in order atlext the orders and redistribute the products.

In a second stage, a strong stimulus may come tinenparticipation of potential members in
study circles, developed and funded through th@jean Social Funds.

In that process, the big question for groups ishow to manage the growth, in terms of
logistics, orders, distribution...Some groups dec¢alsplit for being more manageable, others
prefer not to grow and supported the creation of GAS with tutoring system.

The producers

Producers are selected by groups according to sdieea:

- the farm size: they are usually small or very srmpatiducers. Most of the time they are
full time farmers. But it happens that some of the part time;
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- the distance to the farm : it should be short twicitoo much transport;

- new farmers should be introduced by consumersadyaers who know them already, as
a way to build a trustful relationship with the gm

- the availability of the producers to deliver infation and knowledge on their production
system and their products;

- the adhesion to low environmental impact agriceltulike organic or bio-dynamic
agriculture, in some cases, it can be labelled,imuhost of the cases, trust is enough.
Sometimes converters to organic farming are alsowaged to join the groups;

- the social sustainability is also an importanteciet to measure the quality of human
relations on the farms;

- the price of the products, the good quality / priagon: this should not be a hurdle fore
people to join GAS groups.

The number of producers per Gas is variable. Uguate producer per type of product is
enough. But in bigger groups, several producergpmip may be necessary.

The range of products: beyond food and agriculture

Most of the products purchased by GAS are food ymts] according to season availability;
wine and olive oll, fruits and vegetables, bread ather oven products, pasta, rice, cereals,
flour, cheese, meat, honey...

In the recent years, there has been the creati@AS8 territorial networks (Pisa urban area
or Florence...), allowing GAS to organise collectparchasing , gathering more groups for
products, like Sicilian oranges.

Many groups go beyond food. They purchase and efetieaning and hygiene products and
progressively broaden the scope of products, feoxtilé till access to non for profit telephone
operators, internet servers, open source softveargk services, insurance and now energy. It
means that GAS intervene in many aspects of tHg lifei

Fresh food products are weekly delivered, while fresh food and other kinds of products
are delivered every one or two months.

Organisation

Most of the GAS remain informal and self-managedlf-ianagementalutogestiong is
considered as the most appropriate form, being reohewith the major goals of the
movement.

Few groups have set up a formal organisation likerafor profit association. In some cases,
they develop under the umbrella of existing orgatmms like social cooperatives or fair trade
associations. By the way , they immerse within bdewanetworks, local or territorial, focused

on political or economic alternatives.

In average, the groups do not have their own lonatr office. They meet and deliver

products in public places like churches or socates; private houses can also be used. In
some cases, this may raise cold/fridge problems.
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Usually, for each producer, there is a collecti®AE) order. In large groups, there is a
turnover of referent persons in charge of the @mt$t This rotation can be a problem: not all
groups are enough mobilised to assume this rotatisasponsibilities. In small groups, each
member is in charge of the relation with one predudnternet is the key channel among
members and between members and producers. Thentefeerson receives and sends to
members the price list of the producer, collecthvidual orders and sends them together to
the producer.

In most cases, the payment to producer is done wbigrcting orders or when delivering the
products. The referent person is responsible ferpdyyment. It happens payment to be done
some weeks in advance.

A very demanding task in a G.A.S. is the continusearch for producers and products that
satisfy the most stringent ethical requirements.siare this kind of information, different
groups join in a local, territorial network. Accand to Retegas national network defining
major orientations, there are 7 regional networks.

Some limits

- As the running is based on self-management, theiefty will be variable according to
the education and training of active members. Tprawe this management capacity,
training should be organised on a systematic way.

- Very few groups have their own place and equipneulistribute the products: collective
platforms should be set up to deliver properly fgrdducts, with the support of local
authorities.

4. Lessons learnt for the AMAP case
The focus

In France, AMAP focus ifocal foodand agriculture. The project is originally relatedth

the defence of small farming. This defines the veébrelations between consumers and
producers: mainly local and the national politicaéntation and positioning.

In Italy, the focus idife style It generates activities which refer to fair traaed ethics: they
include food, services and other types of prodaais services. The relation with proximity
seems to be looser. Oranges can come from Siciyu@s can purchase to big retailers. The
Italian parliament has recently modified some firahlegislation which gives GAS the
possibility to have financial activities.

The broad spectrum of activities and ambition alidh GAS may make them rather attractive
and consensual. May be more than AMAP with thelitipised and activist image.

Members involvement
It seems that formally members involvement is mexigent in France: payment in advance
for 6 or 12 months, helping days at the farm, stganesponsibilities. In reality, when

listening to some producers, it seems that the ddraad attitude of members may be rather
conventional and consumerist.
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In Italy, without details, we can say that the ilwament is high and rather demanding ,
especially in multiple products groups.

Organisational features

In France, setting up an AMAP needs the supportcainty Alliance, which can be
considered as the umbrella organisation. Ruleaciplies and modalities of organisation are
very detailed.

In Italy, the system is much more flexible and liynahe organisational process is in the
hands of local members. The forms are much moreersliv informal, associative,
cooperative. It seems that the national networkke/@s a political coordination body and
platform to exchange experiences and develop néwitaes (energy at the moment).
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Part 5 - Conclusion

The types of COFAMI which have been studied aréemadifferent, in terms of activity,
organisation, history. Here, we refer mainly to AB€aufort cheese system and AMAP.

Common enabling and hindering contextual factors wh influence or interact with their
development

0] Factors related to geography

Both initiatives are located in Alpine region, iie. a region where urban development is
dynamic and tourism a key employment provider.

This characteristics has several consequences:

- the pressure on natural resources, like land andrwe very intense and hinders any
further agricultural development,

- the economic importance of agriculture in regicg@nomy is declining.

Beaufort as well as AMAP contribute to maintainiegjtural presence and tissue in peri-
urban, valley and mountain areas, despite presstihgs relation to territory is essential, for
agricultural activities as well as other actviit@s the territory such as tourism.

The main compensation to such negative effectbas proximity to urban population, in
towns or ski resorts, stimulates direct selling,thie cooperative shops, collective selling
points, farms or through AMAP.

(i) Factors related to policy

Local development policies do not fully recognides timportance of such agricultural
activities on territory, landscape and environmdrtey are, by default , unfavourable to
agriculture.

Moreover, the major agricultural professional oigations (APO) have never been very

supportlve to Beaufort and AMAP.
They have been criticising Beaufort, for dividingdaweakening the milk sector by
proposing an elitist strategy,

- Among APO, only Confederation Paysanne got invoimveAMAP and Alliance political
project building.

Obviously, the reform projects of the CAP and tlesgible disappearing of the milk quotas
open an uncertain horizon for milk actors of theaBfort system. This is a crucial issue on
their agenda: what will happen and how to be pesgiar

(i)  Factors related to prices

Both models, Beaufort and AMAP, succeed to progogeoducers a high or decent price for

their products: milk purchased by Beaufort proaagsctors, cooperatives or industry and
food products ordered by consumers (AMAP).
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This reality is attractive for young farmers whaostvito set up a farm. In the case of AMAP,
an additional advantage is the payment of the amoadvance which brings a very useful
cash. This trend is a paradox when taking intomactthe tourism and urban pressure on
land : the result is that new farmers installatis mainly possible by substituting retired
farmers.

(iv)  Factors related to distribution and consumers

AMAP defines itself as an alternative to the coniion and domination of retailing system

on the food market. But Beaufort collective actdosnot have a broad margin of manceuvre

vis-a-vis distribution concentration:

- direct selling is perceived as a necessary strategl the development of cooperative
shops is a priority,

- the capacity of the collective actors to face anticgpate the decreasing number of
wholesalers and possible modification of the poreation remains unclear.

(v) Social and cultural factors

Despite the fast modification of the food pattemnFrance and the growing influence of
collective , fast food, food culture remains vaded, as a pillar of the French way of life. On
their way, Beaufort and AMAP cultivate and conttduo food culture, by valorising the

guality and taste of their products and by propgpsitegitimate price for those characteristics.

(vi)  Organisational factors

We can consider that the organisational configarstiadopted and built in the two kinds of
initiatives are answers to those contextual facttwsy aim at adjusting or anticipating them.

It is interesting to mention a common feature whikcives those organisations: the common
sense of engagement and voluntarism. This coreditat strong force to face contextual
factors.

Specific issues concerning the ability of AOC cheeactors to deal with these contextual
factors

The collective power structure

We have observed a strong stability of the powerctiires for Beaufort organisations. This

self-regulation capacity can also be considereiradering the renewal of young generations
in the management of the collective life. In conigam, we have noticed the weakness and
conflict of interests in Reblochon organisation.

On one side , it helps Beaufort actors to regudaite regenerate the AOC cahier des charges
within a high value and small volume focus. Theyé¢he legitimacy to make adopt those
changes. On the other side, it is difficult for Relhon Union to elaborate and implement a
sectorial strategy.

The economic control on productive evolutions

One of the major issues for AOC cheeses is howntral volumes and quality and maintain
with the retailing system a favourable power relatiThe political choices operated by the
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Beaufort filiere has probably been more successful than the chdigedefault of the

Reblochorfiliére.

As a cheese producer, industry has a minor roBesufort and a dominating position (70%)

in Reblochon. For Reblochon it has been a drivingd in the volume growth of the last 5

years and increasing use of the product as tdréifléood ingredient. With its important

maturing capacity, it controls the relation witlaiters.

- In a way, the strong presence of the industry lmabgbly contributed to maintain in the
territory a significant milk production activity,

- This kind of actor manages rather well food sagetg industrial quality standards. It may
not be at the origin of big Reblochon quality aecits,

- It promotes a “retailable” cheese, standardisethawuit defaults nor virtues.

Community supported agriculture answers in Francadltaly
Political positioning

A strong characteristic of the French AMAP is thelical visibility of their umbrella
organisation Alliance, working as a supportive ratwto AMAP: the Alliance is an
alternative actor, promoting another discourse lobalisation, on agriculture — society nexus
and on the relation between agriculture and enwiemt.

It means that AMAP development is rather framedAlliance, in terms of initiative (who
takes the initiative?) and modalities of creation.

In Italy, the system is much more flexible and fimahe organisational process is in the
hands of local members. The forms are more divenéermal, associative, cooperative. It
seems that the national network works as a pdlittc@rdination body and platform to
exchange experiences and develop new activities@grat the moment).

The main focus

In France, the AMAP focus olocal food and agriculture. The project is originally related
with the defence of small farming. This defines #eb of relations between consumers and
producers: mainly local.

In Italy, the GAS focus oftife style This generates activities which refer to fairdgaand
ethics: they include food, services and other tygfgsroducts and services. The relation with
proximity seems to be looser and groups can puectwabig retailers.

The broad spectrum of activities and ambition alidh GAS may make them rather attractive
and consensual. May be more than AMAP with thelitipised and activist image.
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