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Abstract 

Geographically Indications (GI) is as a niche market for countries, creates value-added and has a 
strong link with origin and cultural heritage. The aim of this study is to examine registered GI 
products that can be considered as gastronomically in Turkey in terms of regions and product 
groups determined by the Turkish Patent and Trademark Office. For this purpose, the Turkish 
Patent and Trademark Office Geographical Indications Portal (www.ci.turkpatent.gov.tr) was 
examined in depth, based on the descriptive scanning model. As a result of the examinations, it has 
been seen that Turkey has 825 registered GI of food and agricultural. It was determined that 553 
of the products in question were registered with Protected Geographical Indications (%67) and 272 
Protected Designation of Origin (%33). When these registered GI of food and agricultural products 
are analyzed, for the basis of the regions with 162 the Black Sea Region comes first and for 
provincial basis, Gaziantep has the feature of the most with 71, finally with 241 of food and soups 
comes first on the basis of product groups also 2021 were determined as the most intense basis of 
the years since 2002. 

Keywords: protected geographically indications, protected designation of origin, gastronomy, 
Turkey 

Recommended Citation: Akdemir, N., & Şimşek, A. (2022). Characteristic of Turkey registered 
geographical indications (GI) of food and agricultural products in regions. In L. Altinay, O. M. 
Karatepe, & M. Tuna (Eds.), Advances in managing tourism across continents (Vol. 2, pp. 1–11). 
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Introduction 

Agricultural and food products are associated with unique quality attributes the agro-ecological 
characteristics and culinary of the origin. Geographical Indications (GI) formalizes the link in the 
market, typically leading to positive price premiums (Deselnicu, Costanigro, Souza-Monteiro., & 
McFadden, 2013). Along with the protection of traditional foods, which allow the protection of 
cultural heritage, consumers and local producers, employment is provided, especially women's 
contribution to the economy. At the same time, it is important in terms of compliance with the food 
safety regulation in the production of food and in the promotion of the country (Albayrak & Gunes, 
2010: 556). The developing production process and the aim of excessive profit have increased the 
production of products whose content has been modified instead of traditional foods and started to 
endanger the health of the consumer. This situation has led the tastes and preferences of consumers 
to the tendency to protect their traditional values and consume them. This orientation focused 
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attention on local economies. The negativities that have emerged with globalization and the change 
in consumer preferences have highlighted the protection of small-scale companies, which 
determine the local production style, and the necessity of determining new strategies on a global 
and local scale has been opened to discussion. In this context, GI comes first among the new 
strategies (Orhan, 2010:245). 

GIs in Turkey are divided into groups as “PDO” and “PGI”. The products obtained when at least 
one of the stages such as growing, production and processing of the products belonging to that 
region, which is located in a region with defined borders, takes place within the boundaries of that 
region, are included in the group of GI (Erol, 2014). The products that fall under the name of origin 
group are the products obtained by carrying out all the stages such as production, cultivation and 
processing within the region whose borders are determined (Turkish Patent and Trademark Office, 
2022). In addtion, “Speciality Guaranteed Products” are a concept that is excluded from the 
designation of origin and protected GI. Geographical boundaries do not fall within the scope of this 
concept. Turkish Patent and Trademark Institution Traditional Product Name; It defines it as 
"names proven to have been traditionally used for at least thirty years to describe products 
mentioned in the relevant field". This concept is related to the use of traditional raw products or 
the use of production and processing techniques (Turkish Patent and Trademark Office, 2020: 1).  

The aim of this study is to examine GI products that can be considered as gastronomic products in 
Turkey in terms of regions and product groups determined by the Turkish Patent and Trademark 
Office. For this purpose, the available information on the webpage www.ci.turkpatent.gov.tr for 
the period until 01.02.2022 has been examined in terms of region, protected designation of origin, 
protected GI, registered date, product groups.  

Literature Review 

“A geographical indication (GI) is a sign used on products that have a specific geographical origin 
and possess qualities or a reputation that are due to that origin. In order to function as a GI, a sign 
must identify a product as originating in a given place” (WIPO, 2022). At the international level 
GI, countries have made different agreements for many years to ensure the protection of origin in 
their domestic affairs and foreign trade ties with other countries. The process that started with the 
Paris agreement in 1883 continued with the 1891 Madrid agreement and 1999 Lisbon agreements. 
The most general and comprehensive of these agreements is the 1994 Trade-Related Intellectual 
Property Rights Agreement (TRIPS). Turkey became one of the countries that became a party to 
the convention in 1995 (Yıldız, 2008). Geographical registration applications are received by the 
Turkish Patent and Trademark Office in Turkey and the processes of granting registration to the 
products are carried out (Çukur & Çukur, 2017). In 2020, the European Union (EU) commission 
established the database called “GIview”, where all products protected by geographical registration 
at EU level are updated and shared. The details are a guide for people who want to learn about the 
registration processes of the products and access the products protected by different agreements 
through this database (GIview, 2022). 

GIs protect manufacturers against unfair competition, provide a significant price advantage 
compared to similar products in the same category, facilitate the opening of new distribution 
channels, and increase the differentiation of products protected by GI registration in foreign 
markets. The employment and added value to be created by the protection and production of these 
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products will both play an important role in the economic development of the population of the 
region and prevent the immigration of the population of the region for economic reasons. The added 
value to be created may lead to the closure of the income gap between rural and urban areas, and 
may also have positive effects on the income distribution between regions (Olgun & Sevilmiş, 
2017:211).  

The possibility of using GIs as a rural development tool, stimulating the local economy, providing 
workforce, being able to be used as a tool to reduce immigration and maintain the existence of 
small business requirements. Registered GI have to be included in national policies incentive of 
the products and promotion (Kan & Gülçubuk, 2008:65). Family farmers plays a critical role in 
developing countries at the same time they contribute approximately 80 percent of overall food 
production in those countries. Smallholders contributions to food supply varies enormously 
between countries. “One way to improve the market access for origin linked products by family 
farmers and Small and Medium Enterprises (SMEs)is to develop GI” (FAO, 2019). 

Products of origin have a potential for rural development due to their strong links with their regions 
of origin and the originality of the local resources used in the production process. Consumers desire 
to reconnect with the place where food is produced for identity, food safety and quality. From this 
point of view, it is expected that the rural development effects of GI production systems will be 
positive indicators in the economic, social, cultural and environmental context (Belletti & 
Marescotti, 2011:75-76). By preventing transformation of these products generic names of the GIs 
are being protected. For example, the sparkling wine produced in the region of Champagne is in 
France. However most of the sparkling wines worldwide turned in to generic name as Champagne 
in time. But this was prevented by the registration system. The registration of the GIs are also 
ensures to protect its unique qualities, traditional traces will be transfered to Future Generations 
(Doğan, 2015: 61-70). 

The fact that GIs are cultural is one of the factors that reveal gastronomy tourism. In this way, the 
desire to see the geographically marked products in the region makes a great contribution to the 
promotion and development of the region and to the social and cultural interaction between 
different regions. This process also contributes to the preservation of cultural and historical values 
unique to the region (Bilge, Demirbaş & Artukoğlu, 2019: 130). According to the data available 
on the webpage of the World Food Travel Association, foods are %25 added economic benefit for 
a destination, 53% of travelers set out to taste different food cultures in 2020, while 63% of the Y 
generation traveling preferred places that fulfill their social responsibilities in their restaurant 
preferences (World Food Travel Association, 2022). 

Protection of products with GI also benefits for consumer and producers and prevents the product 
a generic name. GIs in Turkey at national and international level is quite low comparing with the 
other developed and developing countries because of don’t accrue all the potential benefits (Dogan 
& Gokovali, 2012). The dissemination of the use of geographically indicated food products is an 
important issue in terms of the sustainability of the products. Acting with this awareness, the use 
of geographically marked food products by the kitchen chefs in their menus indirectly contributes 
to the delivery of the products to more people, supporting the producers and the sustainability of 
the Turkish culinary culture (Kaya & Akdemir, 2021). 
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Method 

Data Collection 

The aim of this study is to geographically examine; indicated products to be considered as 
gastronomic products in terms of Regions and product groups determined by the Turkish Patent 
and Trademark Office. For this purpose, based on the descriptive scanning model, The Turkish 
Patent and Trademark Office, GI Portal (www.ci.turkpatent.gov.tr) was examined in depth, the 
screening model allows the subject or situation to be defined in the research and expressed as it is 
in the current conditions. Making it easier to have a general idea or position about the situation and 
question (Karasar, 2020). Thus regarding situation scattered data is gathered, classified, organized 
and analyzed. In addition to this study, the relational screening model was preferred within the 
scope of the general scanning model. The general scanning model, aims to make predictions and 
generalizations about the universe. Generally, possible to determine the interactions between many 
variables in the relational scanning model (Şimşek, 2012: 92). The obtained data contents were 
analyzed with the analysis technique using the relational scanning model. Content analysis is a 
technique used to aggregate and analyze combine. Usually based on visual materials such as web 
pages, official documents, newspapers, articles, advertisements, brochures (Korkmaz, Temizkan, 
& Temizkan, 2010: 142). 

Data Source 

Within the scope of the research purpose, firstly the available information on the webpage 
www.ci.turkpatent.gov.tr until 01.02.2022 was scanned in terms of region, PDO, PGI, registered 
date, product groups (non-alcoholic drinks / honey / Beer and spirits /chocolate, confectionery and 
confectionery type of products / ice creams and edible ices / bakery and pastry products, pastries, 
desserts / processed meat products and raw meat products / processed fruit and vegetables, 
unprocessed fruit and vegetables, mushrooms / cheeses / all other dairy products except cheeses 
and butter / all other  fats and oils including butter / food and soups / seasonings/flavors, sauces 
and salt for foods / other products). Therefore, the date included in the scope of the research 
constitutes the most important limitation of the study. In addition, the examination of registered GI 
related to gastronomy is another limitation of the study. 

Findings 

As a result of the examination of the data on the webpage of the Turkish Patent and Trademark 
Office, it has been determined that there is a total of 825 products which is related to gastronomical 
registered GI in Turkey. The products in data indicates that location of regions “PGI” and “PDO” 
sign characteristics of the products in question are given in Graph 1. 

Graph 1 is examined, there are 825 registered GI of food and agricultural, 552 of which are PGI 
(%67) and 273 of which are PDO (%33). When the distributions by regions are analyzed, for the 
basis of the regions with 162 products the Black Sea Region registered GI, then Southeastern 
Anatolia Region comes second with 161 products. The Marmara Region is the last one with 74 
products. When the distribution of registered GI products on the basis of cities is examined, it has 
been determined that Gaziantep comes first with 71 products (59 PGI+12 PDO). Konya with 46 
products (39 PGI+7 PDO), Şanlıurfa with 32 products (27 PGI+6 PDO), Diyarbakır with 29 
products (25 PGI+4 PDO), Afyonkarahisar with 27 products (21 PGI+6 PDO) and İzmir with 25 
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products (11 PGI+14 PDO) are cities with the most registered products. PGI products are 
remarkably high in these cities except İzmir. 

Graph 1. Distribution of Registered GI of Food and Agricultural by Regions 

 

In these context, 7 products are registered GI by the EU: Antep Baklava is PGI and Aydın Fig, 
Aydın Chestnut, Bayramiç White, Malatya Apricot, Milas Olive Oil, Taşköprü Garlic are PDO. 
Except that, 8 foreign products which is the all of them PDO (Hellim /Halloumi, Scotch Whiskey, 
Prosciutto Di Parma, Parmigiano Reggiano, Champange, Grana Padano, Zivania / Zivaniya and 
Cognac), 7 products are from Turkey which is the all of them PDO (Turkish Raki, Traditional 
Turkish Apricot Liqueur, Traditional Turkish Rose Liqueur, Raki, Traditional Turkish Raspberry 
Liqueur, Traditional Turkish Cherry Liqueur and Traditional Turkish Strawberry Liqueurin) and 
in addition 5 traditional “Speciality Guaranteed Products” (Şevketi Bostan / Şevket-i Bostan, 
Doner, Çakallı Menemeni, Denizli Tandoori Kebab and Ezo Gelin Soup) are protected by the 
Turkish Patent and Trademark Office. The distribution of geographically indicated product 
registrations by years are given in Graph 2. 

Graph 2. Distribution of Registered GI of Food and Agricultural by Years 

 

Graph 2 is examined, registered GI of food and agricultural had started to be given since 2000 these 
products are “Bozdag Candy Chestnut” and “Pistachio”. According to graph, there has been a 
significant increase of registered GI of food and agricultural in 2021 and it is possible to say that it 
started to rise in 2020. Considering that only 21 registrations took place in January for 2022. It is 
possible to say that there will be a significant increase in this year. In addition, registered GIs were 
examined within the scope of product groups on the basis of seven geographical regions. The “other 
products” group has also been added to these product groups which is releated to gastronomical 
registered GI. Such as sesame, rice and bulgur are included in the “other products” group. The data 
of the products related to the Marmara region are given in Graph 3. 
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Graph 3. Distribution of the Marmara Region Registered GI of Food and Agricultural by 
Products Group 

 

In the Marmara Region, there are 74 registered GI of food and agricultural, 38 (%51) of which are 
PGI and 36 (%49) of which are PDO. When the distribution of these products is examined, 25 
products (22 PDO +3 PGI) in "processed fruit and vegetables, unprocessed fruit and vegetables, 
mushrooms" and 15 products which are all PGI in "bakery and pastry products" at the products 
groups. An interesting detail is Bursa with 17 products (10 PGI+7 PDO) comes first in the Marmara 
Region. The data of the products related to the Aegean Region are given in Graph 4. 

Graph 4. Distribution of the Aegean Region Registered GI of Food and Agricultural by Products 
Group 

 

In the Aegean Region, there are 118 products registered GI of food and agricultural, 65 (%55) of 
which are PGI and 53 (%45) of which are PDO. When the distribution of these products is 
examined, 46 products (40 PDO +6 PGI) in "processed fruit and vegetables, unprocessed fruit and 
vegetables, mushrooms", 27 products (26 PGI +1 PDO) in "food and soups” and 20 products (19 
PGI +1 PDO) in “bakery and pastry products, pastries, desserts” at the products groups. A 
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significant detail is Afyonkarahisar with 27 products (21 PGI+6 PDO) comes first in the Aegean 
Region. The data of the products related to the Mediterranean Region are given in Graph 5. 

Graph 5. Distribution of the Mediterranean Region Registered GI of Food and Agricultural by 
Products Group 

 

In the Mediterranean Region, there are 87 products registered GI of food and agricultural, 50 (%57) 
of which are PGI and 37 (%43) of which are PDO. When the distribution of these products is 
examined, as in the Marmara and Aegean Regions, 34 products (40 PDO +6 PGI) in "processed 
fruit and vegetables, unprocessed fruit and vegetables, mushrooms". An interesting detail is which 
are all PGI in the products groups that "food and soups” (17 products) and “bakery and pastry 
products, pastries, desserts” (13 products) which are all PGI at the products groups. A significant 
detail is Mersin with 19 products (9 PGI+10 PDO) comes first in the Mediterranean Region. The 
data of the products related to the Black Sea Region are given in Graph 6. 

Graph 6. Distribution of the Black Sea Region Registered GI of Food and Agricultural by 
Products Group  
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In the Black Sea Region, there are 162 products registered geographical indications of food and 
agricultural, 119 (%73) of which are PGI and 43 (%27) of which are PDO. When the distribution 
of these products is examined, 58 products (57 PGI+1 PDO) in “bakery and pastry products, 
pastries, desserts”. An interesting detail is which are the same product number in the products 
groups that 34 products (8 PGI+26 PDO) in "processed fruit and vegetables, unprocessed fruit and 
vegetables, mushrooms" and 34 products (32 PGI+2 PDO) in "food and soups”. An interesting 
detail is Bolu with 21 products (16 PGI+5 PDO) comes first in the Black Sea Region. The data of 
the products related to the Central Anatolia are given in Graph 7. 

Graph 7. Distribution of the Central Anatolia Region Registered GI of Food and Agricultural by 
Products Group  

 

In the Central Anatolia Region, there are 140 products registered geographical indications of food 
and agricultural, 105 (%75) of which are PGI and 35 (%25) of which are PDO. When the 
distribution of these products is examined, just as the Black Sea “bakery and pastry products, 
pastries, desserts” comes first in product groups with 46 products and 44 products in "food and 
soups” that all of them are PGI. 29 products (4 PGI+25 PDO) in "processed fruit and vegetables, 
unprocessed fruit and vegetables, mushrooms". A significant detail is Konya with 46 products (39 
PGI+7 PDO) comes first in the Central Anatolia Region. Data on the products of the Eastern 
Anatolia Region are given in Graph 8. 

In the Eastern Region, there are 83 registered geographical indications of food and agricultural, 46 
(%55) of which are PGI and 37 (%45) of which are PDO. When the distribution of these products 
is examined, 29 products (3 PGI+26 PDO) in "processed fruit and vegetables, unprocessed fruit 
and vegetables, mushrooms" and 26 products which are all PGI in "food and soups" at the products 
groups. An interesting detail is Malatya with 19 products (12 PGI+7 PDO) comes first in the 
Eastern. The data of the products related to the Southeastern Anatolia Region are given in Graph9. 
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Graph 8. Distribution of the Eastern Anatolia Region Registered GI of Food and Agricultural by 
Products Group 

 

Graph 9. Distribution of the Southeastern Anatolia Region Registered GI of Food and 
Agricultural by Products Group 

 

In the Southeastern Region, there are 161 products registered geographical indications of food and 
agricultural, 129 (%80) of which are PGI and 32 (%20) of which are PDO. When the distribution 
of these products is examined, 85 products that all of them are PGI in "food and soups". An 
interesting detail is 28 products (26 PGI+2 PDO) in “bakery and pastry products, pastries, desserts” 
and and 25 products (5 PGI+20 PDO) in "processed fruit and vegetables, unprocessed fruit and 
vegetables, mushrooms”. A significant detail is Gaziantep with 71 products (59 PGI+12 PDO) 
comes first in the Southeastern Region.  
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Conclusions 

It is possible to say that Turkey has an important GIs that can be evaluated within the scope of 
gastronomic products. Turkey has a rich cultural heritage, being in a favorable climate zone and 
the suitability of its geographical location has enabled it to have a rich geographical product 
potential (Hazarhun and Tepeci, 2018: 373). This rich GI of food and agricultural products play an 
important role in gastronomic tourism. GI adds value to local products by supporting local 
agricultural activities and contributes to the promotion of regions receiving GI. Therefore, it 
protects local values and traditional gastronomic heritage (Durlu-Özkaya, Sünnetçioğlu, & Can, 
2013: 17). Also, GI products are important factor for safety, quality and origin that is enable to 
promotion easily for producers and to buy doubtlessly for consumers. 

When the seven geographical regions of Turkey are examined, it has been determined that the 
Black Sea Region and the Southeastern Anatolia Region are the regions with the most GI of food 
and agricultural products. Except 5 products in “Traditional Speciality Guaranteed Products”, there 
are 825 registered products in total that 552 PGI and 273 PDO in Turkey. In his study İlhan (2021) 
examines characteristics of EU registered GI of food and agricultural products and finds mostly 
number of PGI have been higher than PDO in the last ten years, in almost all product groups.  In 
addition, there has been a significant increase in these products registered date in 2021. Çalışkan 
and Koç (2012) indicated that in their study, there are 147 GI products in total in Turkey, that the 
most GIs are in the Aegean Region and the least GIs are in the Eastern Anatolian Region. Therefore, 
there has been a significant increase in the number of geographically indicated products over the 
years. Tekelioğlu (2019) also indicated in his study that as of 2016, the number of GI registrations 
and applications was extremely intense. In this study, it is possible to say that the Black Sea and 
Southeastern Anatolia Regions come to the fore in this regard. When examined on a provincial 
basis, Gaziantep comes firstly in terms of the number of GI of food and agricultural products. This 
situation supports Gaziantep's rich culinary culture and being the first city from Turkey in 
gastronomy category by UNESCO Creative Cities Network. However, when the study of Oraman 
(2015) is examined, it is seen that İzmir has the most GI in 2014. 
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