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AGRICULTURE AND FOODSTUFF DOSSIER

Despite its reduced size, the territory of Massa Carrara lays claim important traditions in the 

wine and gastronomic field and these have been recognized by legislation. The specialities of the area are closely connected to its traditions and its typical methods of production. 

New marketing policies have contributed to the success of this sector, based on the two key concepts of time honoured practice and quality and the regional and national festivals dedicated to the most characteristic Italian products.
Figures for reference

· Vines and wine production: 7,529 tons of grapes produced in 2004 (+6% with respect to 2003). With a growth rate of 137% this is the sector registering the greatest trend of increase, above all for companies producing grapes for D.O.C. and D.O.C.G. wines and regarding both the number of companies and the land surface cultivated.

· Olive Oil: 849 tons of olive oil produced, with a 3% increase in the land surface dedicated.

· Cattle breeding: strong growth in sheep (sheep + 21.1%, lambs 24.7%) and goat (8.1%) farming. This increase is due to the effects of policies to valorise products of the milk and cheese connection, and of investments carried out to promote Zeri lambs.

· Lunigiana honey: highly profitable production, estimated in 2005 to reach around 39,000 kilos for honey of acacia and 49,000 kilos for honey from chestnut trees. There are about 240 bee keepers registered at the local health authorities (obligatory for all those who wish to carry on the activity). The most important producers in the sector own on average about 200 hives and over 1,800 bee colonies.

· Woodland areas: these occupy 70–80% of the territory of Lunigiana. Connected activities go from the use of products deriving from the maintenance of the woods (founding of new industrial /craft activities connected with timber) to the care of the areas themselves in order to improve the quality of the environment for tourism.
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Localization of the most important typical products

Typical Products and Certificates

· D.O.P. products (Protected Designation of Origin): are protected within the confines of the European Union by the laws Regg. 2081 and 2062/92. DOP is certified to agricultural and food products that are the result of a productive process carried out in its entirety within the confines of delimited geographical area. A local example of a DOP product is Honey of Lunigiana, produced in 14 communes.

· IGP products (Typical Geographical Indication): governed by the same rules (Regg. 2081 and 2062/92), Lard of Colonnata stands out in this category.

· Traditional products: these are products that are an expression of local traditions and which have had official recognition on a different level from the preceding certificates. Here we are talking about ‘products whose methods of formation, conservation and/or seasoning have been carried out in a homogenous way on the territory, following traditional techniques which go back in time at least to a period of not less than 25 years’ (d.lgs.173/98 and D.Mi.P.A.F. 350/99). Principle examples:

· Zeri lambs

· Horse meat from Comano

· Chestnut flour from Lunigiana

· Onions From Treschietto

· DOC products: consist of wines produced from grapes whose origin can be traced to a delimited area. During the various phases of production and transformation of the grapes it is necessary to respect a discipline instituted by ordinance of the Ministry of Political Policies.

· Candia DOC: this is a wine that has roots far in the past: its existence can already be documented in 200 BC. The modern history of Candia begins with its recognition as a DOC wine 27/01/1981 for the territory which includes the Communes of Massa, Carrara and Montignoso. It is a wine with a basis of Vermentino whose types vary from amabile to dry to vin santo

· Luni Hills DOC: the very recent concession of DOC (1990) is a recognition of both the ancient tradition connected with this wine, going back to the period of Pliny the Elder, and of the care that the wine producing companies, managed today by highly qualified young businessmen, have shown above all in recent times. This DOC covers the Province of Massa Carrara with the communes of Fosdinovo, Aulla and Podenzana (plus the fourteen communes on the Ligurian side). The wine comes in two types: white wine (which also subdivided into two type, one of which is made only with Vermentino Vines) and red wine.

· IGT products: in this category at least 85% of the particular wine must be obtained from grapes originating in the indicated area. The following are IGT wines of the Province of Massa Carrara:

· Val di Magra IGT: has a very recent history but stands out for the excellent quality it has reached. The wine is produced in Lunigiana and it obtained I.G.T. recognition by Minesterial ordinance 9/10/1995. The value of the recognition is to be found in the real success of viticulture in Lunigiana, which has managed fully to insert itself in the group of those zones with a consolidated grape farming vocation. The success can be entirely attributed to the determination and enthusiasm of a number of producers who believed in the potential of the territory and who brought their project to conclusion when they set up an Agricultural Union in 1993.

· Toscana IGT: this wine is based on Vermentino and Pollera Albarola Trebbiano as regards the white; for the red the basis is Lanaiolo Sangiovese, Buonamico Merlot and Fermentino Nero Massaretta.
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The potential of typical provincial products with respect to the global food market
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Possible development paths for typical products – Availability
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Possible development paths for typical products – Channels

[image: image5.png]INDUSTRIAL
MARKET ‘International
Companios with

Sbaseinitay

Big national
‘companies.

Farming
companies

Esportazioni

couLecnive
MARKET FOR
TVPICAL
PRODUCTS ‘consume products
‘SIZE OF THE MARKET
LocaL GLosAL
MARKET MARKET




Position in development of agricultural and foodstuff products
Province of Massa-Carrara

Programming – Economic development – Community politics

Piazza Aranci, Palazzo Ducale - 54100 - Massa 

Tel:+39 0585 816245 – 248 – 226 –227 Fax:+39 0585 816245
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