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Abstract

Clusered SMEs in wdl defined geographicd aeas are producing and sdling
regiond products to domegtic and foreign makets Most of the locd activities are
embedded in historica tradition and geographic, cultura and socid specificity.

To sudy the mechanisms and factors which favour spontaneous development in
specific areas and make SMEs competitive, we used case study methodology. An
evolutionary perspective of “Casa Matias’ and “Casa dos Queijos’, two Portuguese
SMEs, is expected to illustrate which key factors triggered the firm's cheese business
and, dmultaneoudy, examine organisationa practises, with paticular emphass on
clugter formation and internationalisation process.

From this anadyss we expect to conceptudize a policy scheme to help developing
Spontaneous entrepreneurship, cooperation between clustered SMEs and policy-makers to
establish more efficient and sustained regiond and rura development Strategies.



Introduction

Taking as centrd concern the reationship between the region of origin and the
price of products, Cadima Ribeiro and Freitas Santos (2003, 2004, 2005) have found that
portuguese wines, cheeses and odlive ail from certain regions of origin were better priced
than others and that those origins have a dgnificant impact on prices. According to this
and following other authors namdy Gil and Sanchez (1997), Angulo et al. (2000),
Skuras and Vakrou (2002) and Schame (2003), they have concluded that, in a red
market context, it seems consumers are willing to pay more for a differentiate and
treditiona regiona product.

Going from andyss to action, Cadima Ribeiro and Freitas Santos (2003, 2004,
2005) have defended that, if the region of origin has a podtive image/reputation,
producers from that region should give more vishility to it on the labd and use that
reputetion in ther advertisng programs. A complementary marketing drategy is “the
identification of consumer groups (market niches) tha are willing to spend a higher share
of their budget to buy products more able to attend theirs particular needs’ (Dinis, 2000,
p. 547).

For producers from regions with lesser reputation, co-operation between
producers or public support should be consdered (Cadima Ribeiro and Freitas Santos,
2003, 2004, 2005). This co-operation and/or public support was thought to be necessary
for establishing the digtinctive festures of regions of origin, as a pre-condition to change
consumers  attitude, and to get a certain scale, either in terms of goods avalable or in
terms of didtribution channdls.

In a paper entitled “Network evolution and the growth of atisand firms a tde of
two regiond cheese makers’, Richard Blundd (2002) explores the growth trgectories of
two regiona farm-based cheese producers and the business networks in which they were
embedded. From the study, the mgor conclusons drawn by the author are: i) firms can
learn from ther network linkages (Blundd, 2002, p. 24); and ii) smdl supplier’s ability
to maintain core artisand knowledge is affected by buyers power (Blundd, 2002, pp.
24/25). Beddes the dready mentioned concluding remarks, Blunde (2002, p.26) adds
that “one of the centra chalenges for researchers is to obtain a deeper understanding o



the mechaniams that help to sudain heterogeneity and vaue, diginguishing from those
that aise from unique histories’. Additiondly, he defends that forthcoming research
“should lead to more informed contributions to public policy-making and, arguably, to
more effective support for craft-based firms’ (Blundel, 2002, p. 26).

Teking the buffdo mozzardla Itdian producers and the tomao southern Itay
processing firms, Tito Bianchi (2001) has published a paper where he discusses the
possble explanations for the different cooperative attitudes he found between those two
indugtries. As a mgor concluson, he notes that the firsd group, that is the mozzardla
producers, has built their “remarkable commercia success by credting a business-levd
indituion to promote the reputation of their product” (Bianchi, 2001, p. 117). This
drategy was made possible teking as a dating point the definition of the mozzarela
cheee as a “typicd” product, linking the product image univocdly to a certain region
and to the spatid role taken by some individuds and agents (Bianchi, 2001, pp.137,
138,141).

Approaching the policy issue, Bianchi (2001, p. 141), following Maskel et al.
(1998), consders that “this strategy could probably be applied with some caution to low-
technology sectors in other regions and countries tha have accumulated some
manufacturing tradition and/or use some didinctive endogenous locd input”. Underlying
the difference found between the economic drategies followed by tomato and the cheese
industries, he dso concludes that, “if an industry intends to pursue this particular type of
high road drategy ... it as to retan control of dl the phase of the production chain,
including the agriculturd one€’” (Bianchi, 2001, 141). Only this way it can cetify the
product quality to the extend that is necessary to built a strong collective reputation.

The man moetivation for this research was to bring some light on the questions
rased by the previous mentioned dudies, that is, to bring information on the mechanisms
and factors which favour spontaneous development in specific areas and make Smal and
Medium Enterprises (SMES) competitive. Going from andyss and theory to policy, a
second goa was to conceptudize a policy scheme to help developing sportaneous
entrepreneurship, cooperation between clusered SMES and policy-makers to establish
more efficient and sustained regiona and rurd development dtrategies.

This paper is organized as follows: in the next section we begin by presenting a



brief literature review deding with rura and regiond development, territory products and
capabilities, entrepreneuria initiative and the expected role of SMES, in section 2 the
methology used in the empiricd approach is presented;, just after, the case dudies,
Quejos Matias and Casa dos Queijos, are presented in a detailed way; in the concluson,
we summarize the man results we got from the andyss, discuss the findings and draw

some policy implications and recommendations.

1. Literaturereview

Snce the eghties of the twenty century, empiricad literature available reached
consensus that large corporations are no longer the only engines of economic growth and
devdlopment. There is an increesng number of smadl, locdly-owned firms, producing
and «ling high quality regional products to domestic and foreign markets. The success
of these firms is greatly faclitated by the mantenance of a craft tradition explicitly
working for the improvement of the competitiveness of particular areas and products,
namdy the rurd ones (Pezzini, 2000). Region's specificities such as history, geography
and culture can be mobilised to qudify regions products (Sodano, 2001; Sanz Cafada
and Macias Véazquez, 2005). Thus, we can expect tha locd firms use the teritorid
references to increase the vadue of their products and sugtain differentiation towards their
competitors (Sdolainen, 1993; Kuznesof et al., 1997; Henchion and Mcintyre, 2000;
Coquart and Pouzenc, 2000; Sodano, 2001).

In the regiond products industry the specific cgpabilities require, on the demand
Sde, socid recognition of its usefulness and, on the supply sde, a locd collective
dynamic of gppropriation that qudifies the product, be for the modification of an intrindc
characterigtic (as taste) or extrindc (as packaging, labdling information or brand name)
[Lockshin and Rhodus, 1993; Jennings and Wood, 1994; Gil and Sanchez, 1997; Angulo
et al., 2000; Orth and Firbasova, 2003]. The returns of a region's resources and
capabilities depend upon the recognition by the maket of the product identity
(specificity), of the sudtainability of the competitive advantage acquired (protection of
region or product origin) and of the ability of loca firms to appropriate the rents earned.
The mechanism of rent agppropriation corresponds to the interndisation, on the part of



locd producers, of a group of externd effects embedded in the territory (reputation,
image). However, the rent is only reached when the producer is willing to reflect the
effects of a product’s region of origin on price, and when the consumer vaues those
characterigtics of the region that are associated with the product, being disposed to pay a
price premium (Lockshin and Rhodus, 1993; Sodano, 2001; Skuras and Vakrou, 2002,
Orth and Firbasova, 2003).

Since Schumpeter the centra role played by the entrepreneur on economic growth
and deveopment is undenigble. The entrepreneur as innovator capitdises on profitable
opportunities and, when successful, achieves a temporary competitive advantage within
the maketplace until competitors imitate or supersede this innovetion. Economic
development becomes a product of entrepreneurid activity whereby new busness dar-
ups and firms growth exceed business falures. In some cases, the endogenous
development capecities and entrepreneurship are latent and, so, measures to encourage
them to reved ae required (Pezzini, 2000). Additiondly, reying on empirica evidence,
it is useful to mention that the potentid for growing new entrepreneurs depends on the
economic base of territories.

Literature on indudtria didricts (Becatini, 1994; Maillat, 1996) evidenced as key
factors for spontaneous enterpreneurship and collective development the presence of
favoureble locd socid climate and culturd vaues Also, smdl busness is a critica
element and driving force in generating employment and redisng economic development
(Henderson, 2002). The bdief in smdlness entrepreneurship and individud initiative a
locd and regiond levds are now wel edablished among regiona science researchers
and, even, policymakers.

Within the context of locd and regiond devdopment draegies, a strong
emphass is put on the involvement of locd communities to develop business ventures
and loca employment, rather than to assume tha the atraction of large indudrid firms
from outdde (domestic or foreign) will creste the necessry flow-on effects. That is, “the
opportunity for success must be fostered by the community environment” (Henderson,
2002, p. 58) and the process will be not sustainable over time without some sort of
inditutiondization of the “innovation” which has been introduced (Infdise, 2002).

SMEs have many favoursble characteristics such as  flexibility, reslience,



efficient management and organisation, and talor-made production systems (Giaoutz,
Nijkamp and Storey, 1988, p. 12). In rurd areas a multitude of non-economic benefits are
dso asociated with SMEs, like countering the drift of people to cities, protecting and
mantaning a “rurd culture’, employment and rewarding career opportunities for youth,
provison of unique and specidised products generating a regiond identity, enhancing
locd fadlities and infredructure bendfiting dl, persond fulfilment and satisfaction,
building community pride, cregtion of a qudity lifestyle (Henderson, 2002). A bottleneck
for many SMEs is the lack of interaction with knowledge centres (the source of
technologica innovation) and promisng but digant markets (the source of sgnificant
revenues). In this context, the desgn of efficent information, maketing and sdes
networks (sometimes of informa nature) are an extremdy important issue (Giaoutz,
Nijkamp and Storey, 1988, p. 12).

The successful experiences of many SMES located in well defined geographica
aeas is of great dgnificance to policy-makers and those interested in fostering loca
development. A question of generd interet is to perceive whether the success of these
SMEs is a unique occurrence, or does it exid, in pat or as a whole, in other regions.
Secondly, we must undersand if the criticd success factors have been a fruitful
combination of a paticular kind of teritorid resources with SMES manegerid
competence and, if so, whether some of the critical success factors can be replicated in

other regions and firms,

2. Methodology

To study the mechanisms and factors which favour spontaneous development and
meke SMEs competitive through cluster development we used case study methodology.
An evolutionary perspective of Casa Matias and Casa dos Queijos, two Portuguese
SMEs, is expected to illustrate which key factors triggered the firm's cheese business
and, Smultaneoudy, examine organisaionad practices, with paticular emphass on

cluster formation, internationaisation process and strategy of diversfication.

Case sudy research is a methodology of quditative nature, used in redively less-

known aress, where there is little experience and theory avalable to serve as a guide



(Ghauri, Gronhaug and Krigiandund, 1995). According to Eisenhardt (1989) case studies
ae paticulaly wel-suited to new research areas or research areas for which existing
theory seems inadequate. This type of work is useful in early stages of research on a topic
or when a fresh perspective is needed.

Having in mind our research issue, intensve study of sdected cases is a very
ussful method of ganing indght through the fedtures and characterisics of the firms
being studied (Ghauri, Gronhaug and Krigtiandund, 1995). Concerning this paper, our
intention is to examine the behaviour and performance of the sdected firms, looking for
the reasons of ther present success. Isolating the critical factors behind that success, we
will be able to make some generd recommendations to guide those which want to follow
a dmilar future path. Consdering busness, we bdieve it is useful to have in mind that
the ultimate test to check if the decison took was the right one is success itsdf: if the
results obtained were the expected ones, that means the decison taken was the adequate

one, if the results are bad, then decision was the wrong one.

The case study methodology alows a large freedom to the researcher, ether in
cases sdection, ether in the choice of the information sources and andyticd techniques.
That imposes to the ressaccher the need to darify, snce the beginning of the
investigation, the main goas he wants to achieve and the research dructure. Otherwise,
we could confront oursalves with lots of unsuited informeation.

Every case study should be consdered as a complete research one, looking to find
aopropriste evidence to explan firms behaviour. If the explanation got is compatible
with economic rationdity, then the information is consdered useful to gpproach the next
case dudy, as wel to define the hypotheses to follow in the research of a possble
common behaviour pattern. Having in mind the criticism made to this sort of anaytica
gpproach (Blundd, 2002, p.6), we have made use of triangulated sources (Perez Aguiar,
1999).

The information used in our research was taken from newspapers and magazines,
that is, a review of the news avalable regarding the firms we had chosen to study was
made. Also, severd dectronic Stes were vidted, including Stes of Queijos Matias and
Casa dos Quejos, and some from regiond and locd authorities (namely, the municipa
one), tourism promotion operators, regiond and locad development agencies and locd



newspapers. Taking these different dements, every rdlevant data was checked contrasting

the various information sources.

3. Two case studies: Queijos Matias and Casa dos Queijos

3.1. QueijosMatias

The family firm, Quejos Matias located in Sea Bera Interior, Portugd, is an
atisan producer of cheese of the Protected Desgnation of Origin Serra da Estrela, using
in their products the labd Casa Mdias. The activity of this smdl firm (having no more
than six workers) goes back to more than two centuries ago, being a family tradition that
has passed from generation to generation, the present one being the forth (Coutinho,
2004). This kind of cheese is produced from goat milk, through traditional methods, what
gives it sngular characteridics. It is a cured cheese, of hdf soft pagte, full fat, and white
coloured or dightly yelow, with litle or no holes a dl, produced through the dow
drying of the curdled-milk &fter the coagulation of the single raw goat milk, usng the
wild thistle.

Besdes the preservation of the traditiond way of producing cheese, the herds are
excusvey composed by goats of the kind Bordaleira, from Serra da Estrela, that is well
known by being “the Portuguese one with better milk vocation” (Garcia, 2005). The
milk is drawn from the goats every day, from which a drict sdection is made.
Aftewards, the milk is put in beans adequate to the curdied-milk formaion (Coutinho,
2004; Garcia, 2005).

The growth of the firm is being done through the conquest of smal market niches,
based on the Protected Designation of Origin (PDO) acquired in 1992. For the year
2006, the firm has the project to get the biologic product certificate. Nowadays, the
«ling is done modly in super and hypermakets within al the nationd market
(Carrefour, Continente, Corpo Santo, Charcutaria MOY, Casa dos Sabores de Portugadl,
Lisboa Welcome Center, Makro e El Corte Inglés), usng their own labels (Casa Matias,
Casa Matias Sdeccéo e Quinta do Chéo da Vinha) or the one of large retail chains, like
Sabores Lusitanos, in the case of El Corte Inglés, and Fileira Qualidade, in the case of
Carrefour (Monteiro, 2004; Brito, 2005).



The reationship kept with the Carrefour Group, which sdis 40% of the totd
production (about 20 tones a year) in the nationd market, adlowed the firm Queijos
Matias to sdl its cheese abroad, namey in Spain, France and Brazil (Brito, 2002
Coutinho, 2004).

In 2001, with the growth of the business, Quejos Matias decided to establish a
partnership with 25 other producers of the protected region in order to have access to
their milk production that, as a whole, could reach the diary amount of 600/700 litres in
the last years. As a consequence, the production of the Serra da Estrela cheese could
reach the 50 tonesin the year 2004 (Rosario, 2004; Botelho, 2005).

According to Jos2 Matias, the business leader, “since 2000, we succeed to get a
sronger market postion, as a result of direct distribution”, whose “roots at the retal
levd” condituted a simulus to the entry of the firm in the externd market, “dlowing the
first sepsin exports’ (Garcia, 2005).

The annuad production reached the 30 tones, that is, 110 cheese units by day, in
2002, the cheese being sold dl over the world since then, especidly in the USA (United
States of America). The sdling to this market was dready of 5 tones in 2001 (Brito,
2002). Besides the USA and Spain (through El Corte Inglés), exports are nowadays made
to France, Italy, Luxembourg, Switzerland, Brazil and Japan.

Internationdization goes on with the paticipaion of the firm in the Internationd
Mountain Cheeses Committee, an association that joins 12 European towns, including the
one of Sda which recdves its annud far “next year” (Botelho, 2005). Another
important gimulus to the growth of the firm and the promotion of its products in the
internationd markets was the participation in severd fars and internationa cheese
contests. Additiondly, “the Casa Matias was the first Portuguese company to enter to the
Caseus Montanus movement, entity with headquarters in Italy devoted to preserve, and
promote the European mountain cheeses’ (Coutinho, 2004). In that am, during 2000,
answering to the invitation of ADRUSE (Association to the Rurd Development of Serra
da Egtrda), the Quejos Matias participated in a mountain cheeses internationa contest,
in Grenoble. “Competing with 250 labels, they succeeded to get the gold medd”
(Botelho, 2005).

In globd terms, Queijos Mdias “received four product prizes in four years, in



mountain cheeses internationd contets’, having the Serra da Edreda cheese being
“diginguished among the best cheesesin the world” (Porta da Estrela, 2004).

The divergfication of the busness takes place through the opening of one unit of
rurd tourism. This establishment offers 10 bedrooms and is located close to the cheese
production unit, in a place cdled Quinta do Ch&o da Vinha Besides hogting the tourists,
Quejos Mdias dlows them to get in contact with the goats pasturing and the cheese
faoric process. A amdl museum is dso being built in order to show the tourists the way
the cheese used to be made in the remote past, to observe the fabric of curd cheese and
Sarra da Estrela cheese, to participate in a taste proof of those same cheeses and to alow
the vigitors to buy them in the place (Coutinho, 2004; Garcia, 2005).

3.2. Casa dos Queijos

Casa dos Quejos is a firm locaed in Santa Euldia, Municipdity of Sea,
Portugd, crested having in mind the promotion and commercidization of high qudity
regiond products. Taking the market characteristics, as well as the recent evolution of
consumers  profile (that is the preference for “friendly” environments and hedthy
goods), the firm has implemented dtrict criteria in the choice of the products to distribute.
Egtablished in December 1999, Casa dos Queijos sdlis traditiond and artisana products
of the Portuguese cuisne.

The market drategy adopted relies in product differentiation, complementarity,
sngularity and qudity of the goods didributed. It ams to be innovaive in the way it
gpproaches the domedtic and international markets. In order to reach that market
podtioning, the firm is jus <dling top qudity traditiona products and is looking to
establish close contact with its costumers. The goods it digtributes are produced using the
traditiona recipes of the regions of origin and naturd ingredients. To get such products,
Casa dos Quejos is leading a naiond consortium of producers, including some from
Serrada Edtrdlaand Alentgo.

In the beginning, the firm use to operate just in the domestic market. Recently, it
is expanding to Brazil. The fird deps to establish in that market were given in 2001.
According to the avalable data regarding the Brazilian market, in 2001 the annud

consumption of cheese was about 120 tones and, from 1994 until the before mentioned
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date, it has experienced an annud average growth of 4%. In what refers to imports, those
reached 65 tones, with Portuguese products counting for less than 0,01%, placing itselves
in the 22nd positionin the imports ranking.

In drict sense, by that occason there was no offer of Portuguese cheese in the
before mentioned market. Considering that redity, Jodo Carlos Pessoa, the head of Casa
dos Queijos, took the Brazilian market as a business opportunity. A favourable factor
was the exigence of a wedthy socid class (medium and high) representing 5% of the
totd population, including the Portuguese established community. This factor could have
a drong facilitator role. In fact, the Portuguese regiona products benefited dready of a
srong acceptation in the market, partly due to that circumstance. Another facilitator
aspect was the countercyclica nature of the Portuguese and Brazilian cheese productions,
due to geographica circumstances, and the different attributes of the products.

To reach that trget, it was necessary to put working together different public and
private entities, which use not to work in partnership. In that sense, taking that role, Casa
dos Quejos was innovative, as wdl. The inditutions involved were AEP (Portuguese
Entrepreneurial Association), ICEP (public Portuguese Externad Trade Inditute), Foreign,
Affars Portuguese Minidry, through the Portuguese embassy and consulate in Brazil,
and Agriculture Portuguese Ministry. That means that there was a strong and coordinate
effort to succeed in surpassing the adminidrative bariers that prevent the Portuguese
export of traditional Portuguese cheese to Brazil.

After grict ingpections to the Portuguese producers units, conducted by the
Brazilian authorities, by the end of 2005, Casa dos Queijos became the first nationa frm
officidly authorized to export about 35 genuine Portuguese kinds of cheese to Brazil. The
cheeses exported go from those of Alentgo, Beira Baixa to the ones of Serra da Edtrela
region of origin (Porta da Estrela, 2005).

From the initial 20 candidates, only 9 producers got the authorization to export to
Brazil. Those were the ones that had a protected designation of origin (PDO) certification
or a protected indication of origin (PDI) one. As declared Jodo Carlos Pessoa (Antunes,
2005), “we were 4 years invesing without warranties. Meanwhile, the returns we just got
revea an abnormd receptivity”. According to the same business leader, the exports only
could multiply severd times, due to the giant potentia of the country market.
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From the cheeses that got approva for export, Serra da Estrela is the “ex-libris of
the collection”. Casa dos Queijos developed an isothermal package to use in its exports
that dlows keeping the nutritiond qualities of the products. Deding with goods of quaity
above average and low quantities produced, José Carlos Pessoa, added that the market
pricein Brazil would be“high”, reaching the €75 per Kg(Portada Estrela, 2005).

In the beginning, the cheeses exports are expected to reach 100 tones a year and
the target market will be restaurants (in Sd0 Paulo and Rio de Janeiro) specidised in
Portuguese food, eminent specidity chains, large retall chains (P& de Aclcar and
Carefour) and mgor importers. Other regiond Brazilian capitds are though to be
interesting, mainly the south and southeast ones (Porto Alegre, Curitiba, S0 Paulo, Belo
Horizonte and Brasilia).

Beddes those sdling points, the consortium will try to use the vigts of Portuguese
cuigne chiefs to Brazil to promote its cheeses. This can be insrumenta to publish
aticles in specidized Brazilian magazines about the Portuguese cheeses and ther qudity,
as a way to promote the saes. Another kind of marketing action is the cross promotion of
Portuguese cheese and wines, taking profit of wine promotion events, as this two
products “work very well, together”, says the head of Casa dos Queijos (Porta da Estrela,
2005).

As underlined before, nowadays Casa dos Queijos sdls to the domestic market
and to Brazil. Meanwhile, it plans to operate in the USA in the next future and to
diversfy the type of products digributed. In that am, it condgders including in ther
«ling package Portuguese sausages, wine, honey and stewed fruits. The business modd
will bethe same: partnerships with regiona producers.

Conclusion

If we condder the case dudies which have been andysed, we can keep as
common features the followings. i) koth are samdl firms (SMES), from rurd aress - in this
case, from the same territory - doing business or envisaging to do it in the internationa
market; ii) the products that conditute the bass of their operation are traditiond ones,
usng locd raw materids and relying on skills and culturd regiond heritage; iii) Sarting
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from a different economic bass (one began by being a fam cheese producer while the
other has always operated as a commercid one), they both rey on partnerships with raw
materials producers or goods producers in order to get the industria scale dlowing them
to operate in globd markets, even if they work in niche ones, findly, iv) it is noticesble
that, behind this success stories, we can find a persona |eadership and amarket strategy.

Briefly commenting the case dudies, besdes undelining the before mentioned
different firms indudrid bass and heritage, we find worthy making present thet, even if
we ae deding with smdl firms from rura aess that didn't prevent them to look for
cooperation with producers from other territories offering the same kind of goods (Casa
dos Quejos) or to edablish busness patnerships with large retall chains (Quejos
Matias). Taking the neighbour location of the firms and the recent launching of Casa dos
Queijos, we shouldn't exclude that some level of emulation took place.

This andyss is in line with the idea tha has been doing its way among regiond
and rurd devdopment scentids that mobilizing locd resources and locd collective
goods to sypport competitive advantages of loca firms, locd entrepreneurship and
innovation can be promisng development Strategies for rurd territories. Pezzini (2000, p.
50) goes, even, far away and risks to say that “there is a widdy held view that a change in
emphass from fisca policies to endogenous drategies can add impetus to the
retructuring of nationd economies by renforcing the cepacity for odf-generated
change’.

Anyway, the case studies dlow us to conclude, at least, that globdization is, both,
a threat and an opportunity to rura and less developed territories, if they are endowed
with a portfolio of naturd and culturd resources, and some degree of innovative
entrepreneurship can teke place. Besides, according to what we have just sad, being each
region a case, it is worthy to keep in mind that policies implemented to gimulus
endogenous capabilities should be “tailor-made’.

In line with theory, the case sudies tell us that a spatid role is reserved to change
initiators and facilitators, that is, busness and socid entrepreneurs, where public policy,
probably, can give some simulus and develop the inditutiona environment that favours
business initiaive and innovative behaviours. Regarding this policy, we would like to
add, reinforcing the idea tha each region is a case, tha public authorities must pay
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dtention to the fact that “innovative network spring from pre-exiging longlaging
sysems of reations between various actors, based on unwritten rules of mutua trud,
respect and shared priorities’ (Infelise, 2002, p. 5).

Returning to the defying ideas marked out in the introduction of the paper, if the
case sudies seem to give full support to the idea that the use of territorid references is a
vidble drategy to incresse the market value of products and sudtain differentiation
towards competitors, Blundd (2002, p.24) is probably right when defends that, rather
than competing “for a price’, producers should propose to consumers a new concept,
based (in this particular case) on “a strong ethos of making cheese in a traditiond way”.
Of course, this cdls for marketing action (advertisng, brand equity, sdes promotion) in
order to well establish the uniqueness and the historic background of the goods they are
offering to the market, as claimed by Bianchi (2001, p.141).

In order to be succeeded in the long run, qudity certification is needed to prevent
free-riders to operate in those markets (Bianchi, 2001, p. 141). It is noticegble this seems
to have been cared by the cheese suppliers we have studied, as declared by the business
heads. Besides cetification, control on dl phases of the production chan must be
followed as a precondition to assure the quality of the find product. To pursue those
gods, co-operation between producers and/or public support will be needed (Cadima
Ribeiro and Freitas Santos, 2004; Sanz Caflada and Macias Vazquez, 2005): i) to promote
the region of origin and change the atitude of consumers regarding the consumption of
the product; ii) to edtablish control Structures (certification); iii) to get a certan scde in
terms of goods avalable in the didribution channels. The operators of our study, both,
seem to have understood this aspect, even if their busness modd and Srategy present
clear didtinctive features.

The andyds doesn't dlow us to go further regarding two main conclusions of the
Blundd (2002) study. That is we fully agree that “firms learn from thar network
linkages’ and got some dgns in that sense from the Quejos Matias case, but we can't
present unquestionable data to confirm it. In wha concerns the way “buyers affect smal
supplier's ability to maintain core atisana knowledge’, we smply can add nothing. A

future follow up of these cases probably will give us an answer to that research issue.
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