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2.1 The links between products, people and places
Some agrofood products show special quality characteristics which come from being produced in specific places and environments. It’s a mixture of special climatic conditions, soil characteristics, plant varieties or local breed, local skills and traditional knowledge in producing and processing, historical and cultural habits, that give the product specific characteristics that differentiate it from other products of the same kind. 
The special quality characteristics of some agrofood products are the direct consequence of the existence of a link between the product and a particular place and people. The particular aroma, texture, flavour, shape, colour, taste, or even the way of cooking and consuming the product and its “reputation” are the result of the use of some specific local resources in the production process. 
Which are these specific local resources?

	The physical environment where the production process has been developed may give part of the specific resources needed to make an agrofood product “unique” (that is to say: one cannot find other products being similar in all the characteristics). 

Specific features in the seasonal temperatures, humidity, and winds, the phisical-chemical characteristics of the soils and the water, sun exposure, pastures composition, are among the most important physical resources that may confer the agrofood product unique characters. 
Genetic resources are another kind of specific local resource. Local plant varieties or animal breed, adapted to that specific environment along time, are often at the basis of the special qualities of some agrofood products.
First of all, natural resources would not produce their effect without human knowledge and action. Physical environment is also the result of human choices and sometime modification, as well as genetic resources are the result of a more or less intentional selection made by farmers along time. Besides, specific agronomic and breeding techniques, and conditioning and processing operations on the raw materials, have been locally developed taking into account the specificities of the local environment and materials. 

All these skills, competencies, know-hows, which have been reproduced and transmitted from one generation to the other in that specific place, are at the basis of special and unique qualities of the products.  The techniques of cultivation, the selection of specific plant varieties or breeds, the way to preserve food in time and space, the ingredients and recipes used in the processing phases, are all examples of choices made by the local actors to adapt their product to that specific natural and human environment.

This knowledge is often “context-specific” (different from any other place) and non formalized (non written), shared within the local community and transmitted through practices and uses, adapted to the local changing environment and within the firms along a learning-by-doing process. 

This evolutionary process reinforces the link between the product and the people in that place. History of the local community and the product become local specific resources which contribute to the reputation and quality of the product, and reinforces the cultural identity of the local community.
In this sense the product belongs to the local community that created, adapted, preserved and transmitted along time the specific environment, the local resources, the techniques and the culture required to reproduce it.
	
[image: image1]The presence of unique herbal varieties and species in the pastures gives the milk special flavours and chemical composition which are at the basis of the uniqueness of the cheese
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Only one variety of agave, Agave tequila Weber also known as Blue Agave, can be used in the production of Tequila (Mexico) 
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Roquefort cheese (France) can be produced only with raw sheep-milk race Lacaune inoculed with the spore of “Penicillium Roqueforti”, and seasoned in the caves placed under the village of Roquefort-sur-Soulzon, the only environment with the required humidity and temperature.
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What does Hungarian paprika so specific? 

Scheme
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	The link with the phisical environment PICO DUARTE COFFEE (DOMINICAN REPUBLIC)
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	Study by IDIAF and characterization of Dominican Coffees according to the place of growing. 
XXXXX

Project of Geographical Indications for Pico Duarte Coffee

On this scientific basis a discussion between local actors begun, aiming at defining with a higher precision the geographical boundaries, especially as far as altitude and administrative boundaries
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	(Please take this box as only an example, regardless of the contents (maybe this case is more fit for other messages….)


	SELF-EVALUATION

· What are the specific qualities of your product?  

· Why is your product different from similar products sold on the market?

· Where do these specific qualities come from? Are there some specific local resources used in the production process?
· How many “types” of this product do you know?
· Are there imitations of your product? In what do they differ from your product?

· Can you trace the history of your product? 
· Do you know any “story” (narrative, legend) about your product?

· Where is the product produced / produceable?

· Will the product characteristics change in the future? Which? Why?




SUMMARIZING

List in the table 1) specific qualities of your product, and then 2) specific local resources of its production process, and after 3) link specific qualities to specific local resources.

	1) Specific qualities
	2) Specific local resources
	3) Comments

	…

…

…


	…

…

…
	


2.2 The collective dimension of products linked to geographical origin
Many actors are normally involved in the production and in the value creation process of the product linked with a place and a community of people. Different kind of actors are interested in the product: not only the firms which participate to the production process, but also local people who see the product as an element of the local culture, local institutions such as farmers’ unions and public authorities, consumers, and in some cases researchers interested in genetic resources, culture, history and other aspects.

The rooting of a product in a place and in a tradition, its history, the role played by natural resources in the qualification of the product, imply that this product shows a collective dimension. History and tradition of production are the outcome of the action of many people along time, which tie the product to the place and a community of people.

	As a consequence, the product cannot be the “property” of a single person nor of a single firm. On the contrary, it is the community of people in that specific place who owns the “right” on the product, and the right to see its product being made in a way as defined by the community itself. The local community thus acquires a sort of collective right on the product, including its specificities, the way it is made, the place where it is made.

Different categories of actors are involved in the product:

· firms participating to the different phases of the production process
· local people, producing and/or consuming the product

· local institutions: farmers’ associations, local public administrations, consumers’ associations
· actors external to the territory where the product is produced: intermediate purchasers, consumers ... 
· … but also scientific institutions or other stakeholders interested in specific aspects of the product (biodiversity and environmental aspects, local culture and traditions, gastronomic issues, landscapes …)
In particular when the product is sold also at distance or has special elements of attraction (e.g. linked to native breed or plant varieties), some people outside the birth place of the product can interact in defining its features.
Another very important characteristic is that often women, and families, play a very important role in the life and preservation of the product …
Taking into account the evolutionary dimension of the product, it is clear also that different single actors give different contribution to the constitution and characterisation of the product, influencing its development, bringing their specific vision of the product and their own interests. Local consumers are more interested in specific aspects of the product that may be different from those more considered by firms; at the same time bigger and/or  modern firms are interested at different aspects of the product than the artisanal and smaller ones.
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Raveggiolo producers in a small village in the Appennini mountains, Italy
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The selection of green coffee in Dominican Republic

( PHOTO OF A SMALL ARTISANAL PRODUCER

( PHOTO OF A MODERN PRODUCER 
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“Terra Madre” event. Many associations convened to this meeting to support agricultural and food products linked to the territories



	The product linked to a people and a place has a patrimonial dimension, too: it becomes an element of the heritage of the local community, in a large sense. 

The collective nature of the product is therefore very relevant not only for the “building” and the evolution of the product, but also for defining who owns the “right” to define its specificities and evolution along time and space, and to benefit from the reputation the product has acquired on the market. 

Each single actor has a specific “vision” of the product and of their links with the place, this vision depending on specific interests of the actor in the product. It is very important to consider these different attitudes of the actors, because they are a potential source of conflicts. How and where to produce the product, which particular characteristics it should have and have not, are therefore decisions and rules that should be taken by the community who holds the right on the product. These decisions affect the “distributive“ side (exploitation of the positive effects the product can have, due to its qualities and reputation), as they have to define the rights each involved actor has on the product, and prevent damages that may come by incorrect behaviours by other actors.

There is then a need for a collective management, on a territorial basis.


	The collective dimension / Chivito Neuquen 
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	The territorial process 
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	(Please take this box as only an example, regardless of the contents (maybe this case is more fit for other messages….)


	The network of actors of the XXX product


	

	To develop for some 

Xxxxx

Xxxxx

Xxxx

xxxxx
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	(Please take this box as only an example, regardless of the contents (maybe this case is more fit for other messages….)


SELF-EVALUATION

· Which are local actors involved in the production of the product? 
· Which are local actors, outside the supply chain, but interested in the product?

· Which are non local actors interested in the product? 
· Which are the characteristics of these different categories of actors? Which are their motivations and aims in producing, consuming, etc, the product?
SUMMARIZING

List in the table: 1) different categories of (local and non local) actors involved in the product, and then 2) their characteristics, and finally 3) their motivations.

	1) Categories of actors 
	2) Characteristics of each category
	3) Motivations

	LOCAL 

(inside and outside supply chain)
a) …

b) …


	a) …

b) …
	a) …

b) …

	NON LOCAL

a) …

b) …


	a) …

b) …
	a) …

b) …


2.3 Adding value to the product and keeping rural territories alive 

Due to the rooting to a place and a community of people, the product is linked to specific local resources the survival and improvement of which can play an important role in supporting the local economy and the local system. Adding value to the product allows for remunerating and reproducing these local specific resources, with possible advantages not only to the production system, but more in general to rural development dynamics, and local society and environment.
The local specific resources (for example specific skills and know-how linked to tradition, local breeds and plant varieties, traditional equipments) can give the identity, the originality and the specificity of the product, and for this reason it is very important to communicate their presence to the society, and particularly to the consumers in order to differentiate the product on the market and getting value from them. 

	At the same time, these resources are very fragile. Due to their specificity and their rooting in the local context, these resources are often less productive than the standard ones in mere terms of physical productivity. They can be employed in an effective way only inside the production process of the product linked to its geographical origin (that is, linked to people and place). This is for example the case of many local breeds reared on local pastures that produce less quantity of milk than standard breeds, but with specific characteristics that are exalted only by specific cheese made according a specific artisanal process.
For keeping these specific resources alive, a fundamental condition is that producers gain a revenue allowing the remuneration of these specific resources.

Adding value to the product linked to its geographical origin can remunerate these resources and preserve them from disappearance. 
From a conventional point of view this can be judged as an “inefficiency” in the economic system. But if we keep a different perspective, many possible benefits can be attained:

· Maintaining, or even increasing, local revenues and local employment in the different steps of the production process (agriculture, processing, commerce)

· Allowing local people to remain in the production area

· Preserving agro-biodiversity

· Keeping traditional farming, with possible positive contributions to the landscape, habitats favourable to biodiversity, soil preservation

· Maintaining traditional processing systems of the product

· Keeping alive local tradition and local culture linked to the product.
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The Maremmana is a very specific breed of the Maremma (Italy), that is absolutely uncompetitive in terms of costs and productivity. The valorisation of the specific characteristics of the meat can allow the survival of this breed, that has not substitutes in the production area.
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The artisanal production process of the crude sheep milk in Appennino Toscano mountains is very expensive in time and money. But this method give the pecorino cheese specific characteristics, exalting specificities of the milk and sheeps. 


In addition, local specific resources involved in the production process can be employed in other activities in the local area. For example, agro-biodiverse resources and/or a traditional landscape can enter as input in other local production processes, as rural tourism.

In this way local economy, local resources and the product originating from them are linked by means of a “virtuous circle” (see the scheme below).

[image: image20.emf]Local specific resources 

(supply chain and territory)

Supply chain and 

territory ACTORS

Product

Society

Market

Other ways

Other 

sectors 

and 

actors

Opportunities given

to other economic

activities


Adding value to the product can generate also negative effects, if there is not equilibrium between different phases of the virtuous circle. The most evident negative effect are the overexploitation of some specific resources generated by the market success of the product, and the substitution of local specific resources with standard and non-local ones in order to ease the production process or to lower the costs.

The final and whole effects of the product on the territory it came from depend strongly from many factors. Between these factors, the role of local actors is the most important. In fact local actors, both belonging or not to the local supply chain, that decide if and how keep the link between local specific resources and the product, and how to create coherence between the local specific resources, the product and the market.
	Benefits originated by adding value of LARDO DI COLONNATA

(ITALY)
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	Lardo di Colonnata is produced in a very small village in Tuscany mountains, with a very specific production process.

…

Strong valorisation of the product, due also to occasional events.

…

Today many young people come back to the village .. around the product local people organised …
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	(Please take this box as only an example, regardless of the contents (maybe this case is more fit for other messages….)


SELF-EVALUATION

· Which are today the positive effects of your product on the local system, and where they are come from? 

· Make a checklist of possible effects

· Associate these effects to local specific resources they come from

· Which are the potential positive effects the product could generate? Why it is not able to generate it today?
Fill the table:

	Actual effects of the product …
	Coming from …
	Notes

	…

…

…
	…

…

…
	

	Expected effects of the product …
	Blocked by …
	Notes

	…

…

…
	…
…

…
	


· Are there today some threats on local specific resources of the product? Where they originates?

2.4 Putting in action a qualification and value creation process linked to the origin    

The origin based quality process is a virtuous quality circle consisting in many interlinked phases. The circle should be launched and strengthened by local actors, both private firms and other local, as well non local stakeholders. It consists in a collective activation process that turns the latent local resources giving the product special characteristics and its identity to activated resources, meaning they can be recognised by consumers, allowing a better acknowledgement by the society and remuneration on the market and society. 
The virtuous quality circle corresponds to a recognition process of the product values: from the producers first and then the consumers, with possibly an official recognition by public authorities even with a legal protection. This legal recognition is only a possible step in the value creation process. Reaching an agreement on the product characteristics and the definition of their links with the place and the product is a fundamental step of the process. 
Four main phases of this virtuous circle can be identified, that is:

· Resources activation

· Product qualification

· Product remuneration

· (local specific) resources reproduction and improvement.

The “quality” of these phases is very important in order to remunerate firms and actors producing the product, keeping alive and improving the local production system and giving advantages to the whole local area.
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	The first step of the process is the activation of local resources, that depends greatly from the collective action of local actors. The awareness of producers on the “potential” linked to the local latent resources giving opportunity to value their product. The identification of the specific resources involved and their link to the special quality of the product require some studies and analysis, either of the resources (e.g. soil analysis, history of the product) and on the product (tasting…). At this stage, support is important as specific technical and scientist competences are needed. This can be supported by external stakeholders and technicians who know what are the expectations of consumers and their requirements.
The qualification of the product is the prerequisite for its validation from the outside. This means that society (consumers, citizens, public institutions, etc.) has to recognize somehow the values attached to the product and its quality characteristics and specificities. Qualification requires drawing up specifications giving the criteria of this specific quality (setting the rules). The producers of the concerned area should therefore collectively build the rules guaranteeing the expected specific quality by defining at least the geographical zone concerned, the characteristics of the product, production and processing methods, etc...  

This process is critical both for reproducing the specific quality and provide with a defined quality products to the consumers and also for organizing the actors and ensuring  management for reproduction (preservation and improvement) of local resources.

The “recognition” of the product by society allows the market (through the price mechanism) and the “non market” (for example through public support with special funding and schemes) to remunerate firms and the resources used.

Collective promotion of the product, its characteristics and the place can be essential depending on the targeted market together with the level of existing reputation and the awareness of consumers, either for this product or in general for the quality linked to geographical origin. In this view, tourism can be a good vector to export the local reputation.

Some values of the product cannot be entirely remunerated by the market, as for example the total value of a specific local genetic resource (as a breed). Hence in some cases a public support can be granted, integrating market remuneration.

The remuneration obtained permits the resources to be reproduced and improved. The reproduction of specific local resources involved in the product process is not "authomatic" even when the product gain a "good price", but it depends on attitudes of local actors, on distribution aspects between the local system and other phases that link it with the markets, and on distribution aspects inside the local system.
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Saffron case: presentation of the quality procedure and studies to producers at the first Festival of saffron in Taliouine, by external support.
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Discusión on the delimitation area among producers – case Chivito Neuquén.
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Limon de Pica case: local market, tourism


	Qualification process / Saffron of Taliouine  
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	The saffron of Taliouine is well reputed in Morocco and producers are looking for export markets: they were supported for organic and fair trade and they are now in the process of a GI:. In collaboration with Slow Food, they well defined the intrinsic quality of saffron (chemical analysis, tasting) that confirmed its specificity an high value. This valuation is recognized by important Chief, as illustrates the field visit of some of them during the First Saffron festival in Taliouine in November 2007. 

Soil analysis will contribute to improve the agricultural practices and the definition of the delimited area.

Qualification includes the packaging and marketing of the product, the choice of the right name, the logo…
The final step to take into account in the collective promotion of the area, the product, place and people. Tourism, festival, fairs are interesting tools…
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The first Saffron festival in Taliouine, November 2007
	[image: image29.png]



Discussion on Crocus flower’s production with a Chief.
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Soil analysis by research center (INRA Morocco), Saffron of Taliouine.
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Test for weight and packaging of saffron of Taliouine.



	


SELF-EVALUATION 

· Is there awareness on the value potential of the product? 

· What support could you expect for the identification and justification process?
· Analyse and describe what happens for your product concerning different phases of the qualification and value creation process, which are the obstacles and the problems …

	Phase
	State of the art
	Problems / Menaces

	Activation
	
	

	Qualification
	
	

	Remuneration
	
	

	Resource reproduction and improvement
	
	


SUMMARIZING
Describe what should be for your product the ideal activation/qualification/remuneration/resource reproduction process of local resources.

2.5 Identifying products through geografical indications
Names containing geographical places and other signs and words are very often used by local actors and by consumers to identify food and agricultural products linked to specific territories. The product characteristics, the production competencies and the consumption experiences are incorporated along time inside the geographical name, the acquired reputation of which becomes a valuable resource in the value creation process. The names these products bear are internationally known as Geographical Indications, and object of special agreement within WTO (TRIPS agreement) that aims at protecting and regulating their use. Local actors should reach an agreement on the use of Geographical Indications to protect and valorise their products preventing un unfair and incorrect use on the market.
Agricultural and food products linked to specific places and people are often identified by names and symbols that incorporates geographical places (Champagne, Parmigiano-Reggiano, Queso Chontalenho, Colombian coffee, etc.), or other words and symbols which unmistakably refer to geographical places and its people (Tequila, Feta, Blue Mountain coffee). 

The name of the product incorporates its values, reputation, and history, and identifies the product as being characterized by special quality features which come from the link the product has along time established with its place and community of people. The name is the reference both producers and consumers, but also local and global society, use to refer to the product. 

That is why it is important that the name correctly identifies and communicates the “real” quality characteristics of the product and the “real” links between the product and the place and the people produce it. This requires a formal identification of the authorized users of the name that is a result of a collective initiative at local level. 

	 “Setting the rules” that regulate to what conditions people can use the product name is of paramount importance to both setting-up valorisation (individual and collective) initiatives on the product, and preventing other people to abuse or to dissipate the reputation of the product making and selling products with different and lower quality characteristics on the market. Actually, the reputation and the value attached to these products are often attractive for imitators, usurpers and free-riders, both inside and outside the geographical area where the product originated. Misleading practices mainly concern the geographical name of the products and/or, in some cases, specific characteristics of these products. 

Such behaviours may endanger the reproduction of the local specific resources used in the production process, and the beneficial effects of the product on the local community. That is why a set of common rules built up at local level is required to prevent misuses (including assessment and penalties) and foster the consumers’ confidence, as well as very often a normative framework that allows local communities to ask for some sort of legal protection of their product name.

At international level, since 1994, the TRIPS Agreement within WTO negotiations obliges member States to provide some legal means to prevent the use of the names of these special products. More precisely, the TRIPS Agreement (art.22.1) use as reference concept the term Geographical Indication (GI): “Geographical indications are (…) indications which identify a good as originating in the territory of a Member, or a region or locality in that territory, where a given quality, reputation or other characteristic of the good is essentially attributable to its geographical origin.”
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Some Geographical Indications of  agricultural and food products are worldwide famous
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Some Geographical Indications products are imitated worldwide




	The legal definition for Geographical Indications (GIs) provided by the TRIPS Agreement (1994) is broad enough to cover all  products having some distinctive quality linked to their geographical origin. According to this agreement, GIs are intellectual property rights that restrict the use of these indications to the corresponding products. 
For any product linked to geographical origin, establishing a sustainable beneficiary system based on local specific resources requires the establishment of a complex and evolving management system, adapted to local particularities. 


	The TRIPS Agreement and Geographical Indications
	

	WTO is…
The TRIPS Agreement is…

The Agreement deals also with Geographical Indications.

Wines

Other products

What kind of protection?
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	(Please take this box as only an example, regardless of the contents 


	SELF-EVALUATION

· What are the name(s) of your product? 

· Is your product known by means of the geographical name of the production area? Or by means of different geographical names? 

· Does the geographical name make sense for customers? Positive or negative? 

· Is there a reputation of the geographical name (local, national, international)? Are consumers aware of the special quality of the product? What should be the targeted market?
· Are there imitations of your product? In what do they differ from your product? Why do you think these products are not authentic?

· ....


SUMMARIZING

List in the table 1) the products that may imitate your product on the market, 2) the differences between these products and the authentic one, and 3) the effects these imitations may have 
	Imitations
	In what do imitations differ?
	Effects

	…

…

…


	…

…

…
	


2.6 Promoting quality linked to geographical origin in the perspective of sustainable development

The valorization of a quality product linked to geographical origin requires the activation of the local resources, making them recognized by means of using the corresponding geographical indication. In this view, developing a geographical indication when there is a specific quality linked to geographical origin can become a tool for sustainable development as the economic valuation of the product in the market is linked to the preservation and reproduction of natural and human local resources, meaning a synergic relationship with the two other pillars of sustainable development: environment and society.

The concept of sustainable development emerged from the awareness of the necessity to promote a development that "meets the needs of the present without compromising the ability of future generations to meet their own needs". This has been translated in three main pillars: economic, environmental and social sustainability. Then the sustainable development consists in finding the right processes allowing these three dimensions to be complementary and not in competition. In fact, another way to create synergy between these three dimensions is combining the interest on Product (economics), People (social) and Place (environment).  


[image: image41]


The use of a geographical indication as a result of the collective local quality procedure can contribute to each of the three pillars.

	As regard the economic dimension, GI products, thanks to the market (or consumers) recognition, can create added value by providing access to new niche markets or maintaining existing profitable markets, thus helping to ensure a decent income for local producers. 
 to mention distributive problems of the added value: horizontal and vertical distribution problems, that is “all producers involved in the production process have to gain sufficiently for reproduce the resources employed – included work …”
Differentiation in the coffee sector illustrates how the mention of geographical origin can create adding value. For local and traditional products, the aim is not always to increase the price for local consumers but to allow the traditional product to remain in the market with a price covering the cost of production despite the competition of other more competitive products from outside. Rural activity can therefore be maintained, preventing from rural exodus and creating possible other related activities in particular related to tourism. This has also a joint effect on social dimension with the preservation of food diversity and food traditions. 
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Cotija cheese: the cheese fair, price and new local market, direct selling _ to be developped
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Examples of price adding value by origin differentiation 
.


As far as concerned the local resources, either natural or cultural, their activation, meaning their valorisation in the market and their recognition through the geographic name, implies their reproduction (preservation and improvement). 

	As a consequence, as regard the environmental dimension, valorisation of quality linked to geographical origin contributes to the preservation of biodiversity : indeed, in numerous cases, genetic resources (varieties, local breed, ferment) are specific of the geographical area and their recognition through specifications prevent from their disappearance. Traditional ways of breeding and cultivating favors the preservation of typical landscapes. Awareness of the link between the product and natural resources or specific raw materials favors maintaining sustainable practices. 

The social dimension has many aspects. First it is related to the preservation of cultural heritage, traditions, savoir faire, and even way of life in marginalised areas. Secondly, the collective dimension favors the strengthening of social linkages between local actors, not only through local organization and greater equity in the production sector, but also outside when the collective involves all local stakeholders (including for example public actors, people related to tourism, schools...). Finally, self esteem increases with the value recognition of the value of local practices and way of life and the role of each actor, as well men and women, young and old people. 
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Cacao Arriba and preservation of the ancient seeds … to be developed
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Chivito Criollo de Neuquen: social aspect : preservation of the “Crianceros way of life”, increase of  the  “territorial self esteem” and territorial involvement (school talent show to design the logo) -  




The geographic name expresses the link between the product and place, providing a tool for rural development. This is particularly relevant for marginalized places where constraints (making production less competitive) can be turned out as assets (allowing specific valuation). For areas of special ecologic value, promotion of quality linked to geographical area can be a contribution from the production side to manage sustainable development. 
Developing a geographical name when there is a specific quality linked to geographical origin is a way to maintain non-standardized food products and the socio-ecological system associated, to maintain population and activities in rural areas. Nevertheless, it is important to recall that the modalities of the process will determine the real contribution to rural and sustainable development. The three pillars are not met all together at one hundred percent, this will depend mainly on the actors strategy and the context. In particular, the specifications (what resources, how they are activated and managed) and the collective actions (what actors are involved, how?) will determine the type and the level of effects.

Some guidelines are given in this guide to help taking into account a sustainable management of local resources as well a methodology for a participative approach to build the GI. 
	The potential for sustainable development / Livno cheese  
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	Example of the role of quality product linked to geographical origin in the management of a landscape of beautiful but fragile ecologic system…. (Unesco area…).
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Spring floods in Livanjsko Polje
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Map of the region of Livno
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Pramenka sheep in recently constructed barn

	


SELF-EVALUATION 

· What are your main objectives and expected outputs in developing a GI indicated product? 

· How they relate to economic, environmental and social dimensions?  

· How could you take more into account the other dimensions for sustainable development? 

SUMMARIZING 

List in the table 1) main objectives, and then 2) expected outputs and effects, and after 3) link to sustainable development and then, 4) specifying the means: how and local resources involved.

	Objectives
	Expected outputs 
	Relation to sustainable development
	How?

	….

..
	…
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