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Abstract. The olive tree is heavily associated with human existence in Greece, and especially in the Messinian region. Messinian olive oil is associated with the tradition of the region and can trigger the olive oil-culture-tourism-economy relationship. The purpose of this study is to examine whether a traditional agricultural product, such as olive oil, it should contribute significantly to sustainable regional development twofold. On one hand, the cultivation of olive and olive oil is an integral part of the Messinian land. Olive oil is a mix of symbolism, values, faith and traditions, constitutes an invaluable intangible cultural heritage of this region, and on the other hand, this Messinian Olive oil is a high quality agricultural product, famous for his benefits (health, nutrition, well-being). The key point is to link the tradition of olive cultivation with new, innovative ideas that, without neglecting the past, modernize it and link it to other forms of economic activity, adding added value to olive oil and yielding multiplier benefits to the economic and social sector. Also the existence of innovative strategies such as product certification is able to create “identity”- brand name, and promote tourism development specializing in olive cultivation, and it should be it cultural heritage. A brand name is created that harmoniously combines history with tradition, nature and the excellent quality of the Messinian Olive oil. This paper is part of a wider research on the role of cultural heritage in sustainable regional development. Methodologically it’s based on the qualitative research, especially on the research technique of “triangulation”.
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1 Introduction- the Theoretical Framework of the Research
In studies on the importance and the role of cultural heritage, discussions about the “development strategy” of a place are becoming more and more frequent, while terms such as “place branding” and “place image” are heard. Interesting discussion is also in progress, on the innovative integration of “nature and the environment” in the field of culture [1, 2, 3].

Cultural Environment consists of the institutions, customs and habits, traditions, beliefs and values, in general, of the civilisation of the people of a country. It affects, accordingly, the life and behaviour of consumers towards various agricultural products [4]. 

Agricultural products are part of the natural and cultural wealth of a country. In particular, traditional agricultural and handicraft products, incorporating traditional values, are an important part of local identity. Foodstuffs are the only consumer products that are in-corporated (in corpus, introduced to the body) [5]. Therefore, in the past few years, consumers seem to turn to local - traditional - unique products, that is to say to products that are considered of higher value than those massively produced [6]. This trend is related to the downgrading of the quality of life in urban centres, and has been increasing in recent years, due to the dietary crisis that leads consumers to search for quality products.
The quality of each product is inextricably woven into its history and, therefore, into the history of the community that contributed to its creation, and passes it on to future generations, adapted, naturally, to any changes in the general framework of knowledge and rules. The relation with the territorial community also concerns aspects of local identity and culture [7]. The relation between a typical product and the place is not derived from soil and climate specificities alone, but also from its links to the unique and place-specific factors involved in the production process, which may be, on one hand, tangible, e.g. specific varieties and, on the other, tacit e.g. specific knowledge of the local actors [8]. At the same time, this relation is derived from the local culture within the framework of which the local product typifies the “historical memory" of the local populations, by being part of its identity [9].

The aim of this paper is to examine whether, within the framework of sound management of cultural goods and sustainable development, a product of high quality, with excellent nutritional value, the capstone, in fact, of Mediterranean diet, a product of Messinia, can contribute to the development process of an area, as well as to the promotion of a place, and, hence, become a brand of the place and a pole of attraction of tourists [10]. In particular, the paper is aimed at highlighting Messinian olive oil and its nutritional and cultural value, and, in doing so, to add multiplier economic potential to the area, by designing appropriate strategies. However, the history and tradition of olive oil is not sufficient in itself, if the high quality level is not constantly maintained through the exploitation of new and innovative technologies at all stages of olive-growing, from production, export and standardization to the promotion and advertising. In the ancient world, Hippocrates called virgin olive oil "the great healer" and Homer "liquid gold" [11].

In recent years, the consumption of extra virgin olive oil, confirms these beliefs in the best way, because of its high nutritional quality and its particular composition of fatty acids, vitamins and polyphenols, when compared with other edible vegetable oils. Phenols of the olive oil include acids, phenolic alcohols such as tyrosol and hydroxytyrosol, flavonoids, lignans and saccharides (oleuropein, ligand and derivatives thereof), and their bioactive ability is a matter of great importance due to the proven or tested healthy effects attributed to them. The current knowledge available on the beneficial effects of extra virgin olive oil and its phenolic compounds, specifically its biological properties and antioxidant capacity against immune-mediated inflammatory responses (atherosclerosis, rheumatoid arthritis, diabetes, obesity, cancer, inflammatory bowel disease or neurodegenerative disease, among others) in addition to its potential clinical applications [12, 13]. Messinian olive oil can become a tool for development creating new jobs for residents and building infrastructure in the area. Also the existence of innovative strategies such as product certification is able to create “identity”- brand name, and promote tourism development specializing in olive cultivation, and his cultural Heritage [14]. A brand name is created that harmoniously combines history with tradition, nature and the excellent quality of the Messinian olive oil.

In this point of view, the further promotion and promotion of Olive and Olive Oil is the key to sustainable development for sectors such as culture and the economy.

The methodology followed in the present paper is based on the qualitative research method of case study, which investigates contemporary social situations in depth and in a real environment, and is based on primary and secondary sources [15]. Within this framework, we used the research technique of “triangulation” and conducted interviews based on a semi-structured questionnaire given to stakeholders of the area, experts in olives and olive oil, in combination with and parallel to the study of primary sources (legislation, archives, documents), as well as secondary, bibliography sources. The interviews were reinforced by on-site research and participatory observation. Then, SWOT analysis and content analysis were performed as a third methodological tool. The data drawn by means of these different methods were analysed separately, according to the principles applicable to each method [16, 17]. Then, the necessary conceptual correlations were made, so that safe conclusions are drawn [18]. Triangulation assured research objectivity and validity, as it offers a “pluralist” response to quality research requirements, thus ensuring objectivity and validity of findings [16].
2 Nutritional Value of Extra Virgin Olive Oil
The nutritional quality of extra virgin olive oils (EVOOs) makes these oils very healthy foods mainly due to their antioxidant properties. 98-99% of the total weight of the extra virgin olive oil (EVOO) consists of major components (triacylglycerol) with the concentration of oleic acid to be much higher (55-83%) than the other acids (linoleic, palmitic or stearic acids) ranging from 3% and 21%. Also, minor components that are present in small quantities (about 2% of the weight of the EVOO), contains more than 230 chemicals compounds such as aliphatic and triterpene alcohols, sterols, vitamins (α, β, γ and δ-tocopherols), phytosterols, colorants, volatile compounds, and hydrocarbons (squalene) among others [13]. 

Chemical compounds such as vitamins, (tocopherols and β-carotene), phytosterols, pigments, terpenic acids, ﬂavonoids such as luteolin and quercetin, squalene, and hydrophilic phenolic compounds are the most abundant natural antioxidants of EVOO [19]. 

The major polar phenolic compounds identiﬁed and quantiﬁed in olive oil are the following: (i) benzoic acids and derivatives: 3-hydroxybenzoic acid, p-hydroxybenzoic acid, 3,4-dihydroxybenzoic acid, gentisic acid, vanillic acid, gallic acid, syringic acid; (ii) cinnamic acids and derivatives: o-coumaric acid, p-coumaric acid, caffeic acid, ferulic acid; sinapic acid; (iii) phenyl ethyl alcohols: tyrosol [(p-hydroxyphenyl)ethanol], hydroxytyrosol ((3,4-dihydroxyphenyl)ethanol); (iv) other  phenol acids and derivatives: p-hydroxyphenylacetic acid, 3,4-dihydroxyphenylacetic acid, 4-hydroxy-3-methoxyphenylacetic acid, 3-(3,4-dihydroxyphenyl)propanoic acid; (v) dialdehydic forms of secoiridoids: decarboxymethyloleuropein aglycon (oleacin), decarboxymethyl ligstroside aglycon (oleocanthal); (vi) secoiridoid aglycons: oleuropein aglycon, ligstroside aglycon, aldehydic form of oleuropein aglycon, aldehydic form of ligstroside aglycon; (vii) flavonoids: (+)-taxifolin, apigenin, luteolin; (viii) lignans: (+)-pinoresinol, (+)-1-acetoxypinoresinol, (+)-1-hydroxypinoresinol [20,21].

The main olive biophenols properties (OBP) are related to antioxidant, anti-inﬂammatory, cardiovascular, immunomodulatory, gastrointestinal, endocrine, respiratory, autonomic, central nervous system, antimicrobial and chemotherapeutic, anticancer and chemopreventive effects. But the nutritional value of EVOO has been particularly related to its composition, with main emphasis to the high content of the monounsaturated fatty acid, the oleic acid [13]. 

The health claim of polyphenols is another important tool that can add value to virgin olive oil, thus allowing producers, standardizers, merchants and exporters in general to use it to promote their products. In accordance with current EU legislation and EU Regulation 432/2012, the claim for polyphenols of olive oil that may be indicated on the label is "Olive oil polyphenols contribute to the protection of blood lipids from oxidative stress". This claim may be used only for olive oil containing at least 5 mg of hydroxytyrosol and its derivatives (for example, oleuropein and tyrosol) per 20 g of olive oil and is only used when the information given to the consumer is that the beneficial effects are ensured by the daily intake of 20 g of olive oil [22].
2.1 The Messinian Olive Oil in Numbers
The number of olive trees with the principal Greek oil-producing variety, Koroneiki, cv. in the Messinian prefecture is 15,500,000 while the production of Messinian olive oil for the cultivation year 2017-2018 reached 66,000 tons, with more than 30,000 producers. This production corresponds to 20% of total Greek production, and the cultivated area of olive trees corresponds to 12% of the total Greek cultivated area. Of the 29 rural cooperatives in the Prefecture of Messinia the 28 are involved in the production, and marketing of the Messinian olive oil [23]. In this table there is a significant variation in price for the same quality of Messinian extra olive oil and while the price of bulk of Messinian extra virgin olive oil does not exceed 3 euros per liter, packaged Messinian extra virgin olive oil enjoys much higher prices. This happens because there are different packaging materials and different designs, which are very important between the olive oil industries and companies in order to achieve the highest profit. Indeed, competition between industries is increasing every day, and packaging sales in emerging markets are expected to continue to grow strongly [30].
3 The Cultural Value of Olive Oil as Part of the Intangible Cultural Heritage of Messinia
Olive and its product, olive oil, is, first and foremost, a symbol: This ancient cultivation is transmitted not only from one generation to the next, but also from one civilisation to another [31]. Olive cultivation one of the most traditional and widespread cultivations in Greece, and one of great social and economic value. Olive oil is an agricultural product of vital importance, constituting a basic element of our population’s diet, a source of income for many families of farmers, in all geographical areas of Greece, while also being a significant factor in ensuring foreign exchange through export [32].
At the same time, olive oil is a cultural good expressing tradition and the identity of the area producing and consuming it. The mythology, religions, cultural identity and dietary identity of the Mediterranean have been closely connected with olive oil production and consumption, for the past 6,000 years. In fact, this is precisely why it can be considered an authentic element of both the cultural heritage [31] and the blooming of Mediterranean civilisations [32].
Olive cultivation and olive oil production are an inextricable part of the daily lives of the population of all of Messinia. Olive oil, the “liquid gold” as Homer refers to it, remains, to this day, the most important agricultural product of the area and a key point of reference and element of the identity of its landscape. Messinian olive oil is famous all around the world, occupying one of the top positions in global demand, while Kalamata olives have been the trademark and, in fact, the brand name of the city, same as the Koroneiki variety, which is one of the unique varieties producing olive oil of bright green to yellow-green colour, intense aroma, fruity taste and particularly low acidity [33]. In the 12th century (1191), English traveller, abbot Benedict of Peterborough, who, it seems, stayed in the area for a long time and gave a remarkable description of the agricultural economy and olive oil production of Messinia, Koroni in particular, mentions that, in the outskirts of Koroni, “there were so many olive trees that in my opinion in no other part of the world is there such a profusion of oil” [34]. 

A series of traveller texts are an important, historical source of information on the cultivation of olive trees and the production of olive oil. In particular, the itinerary in the Morea of William Gell, “Narrative of a Journey in the Morea” mentions: “Innumerable olive-trees shaded the little plain of Modon, while a forest of olive trees surrounded Corone, at a distance of 3 miles” [35].
“The archives of Nani inform us that, in 1704, olive oil production in Venetian Messinia, amounted to 16,139 barrels (perhaps around 1,000 tons), against a total production of the Peloponnese of 19,159 barrels. What is even more important is that out of the 16,139 barrels, production in Koroni accounted for 8,000 barrels, Methoni for 3,012 barrels, Navarino for 2,007 barrels, Kyparissia for 1,820 barrels and Zarnata for 1,300 barrels” [36]. Olive picking was a true celebration, involving the mobilisation of all family members and of the animals of the family, the “saisma”, a goat-wool cover, the sticks and all equipment needed [37]. Wherever family members’ labour was involved, work was distributed by gender and age [37, 38].
4 Research Results
In the present study, as mentioned above, the methodology of semi-structured personal interviews was also applied, using mainly open questions, as well as some closed questions, common for all participants (5 in total) allowing interviewees to choose between predetermined answers. In particular, we used: Multiple choice questions, where interviewees could choose between several preselected answers, aimed at eliciting their opinions and positions on specific issues. At this point, it must be mentioned that these questions were also included in the weighted questionnaire of the INHERIT ERASMUS+ project, and were used with the consent of the Maniatakis Foundation, which was a partner in the above project.
The interviews were conducted in Athens, Kalamata and Mani, in the period between January and March 2017. We took into consideration that, in qualitative research, we are often concerned with individual cases that require in depth investigation for small samples that are characterised by certain specificities, which cannot be generalised to cover the entire population of reference [39].
Therefore, in order to determine the size of the population of the research, we chose seven people, due to their long involvement in the subject under study and their recognition in the field or their institutional role, so that they paint as full an image as possible of the issues of concern in this particular study. 
Before initiating the interview process, all interviewees were informed by telephone communication. They were first informed on the research in question and then on the framework and subject of the interview; the importance of their participation was also commented on. Moreover, the use of the information and data to be drawn were another point that was clarified.
Seven different questionnaires were created for the interviews. The interviews took place in places familiar to the interviewees. The interviews were recorded by the research team, and the transcripts of the interviews were then indexed and studied. At this point, it must be mentioned that the interview is based on the following position: Knowledge is achieved, to great extent, by good listening and “polite listening" to the worlds of the subjects, who must be encouraged by researchers to express themselves. It is precisely for this reason that the first minutes of an interview are decisive [40].
Interviewees acknowledge the close connection between the cultural heritage of an area and its economic development as well as its dynamic contribution to all sectors of endogenous development of an area. They all insist that cultural goods must become an axis of social and economic development of an area, especially if they are connected to tradition through a new perspective. Cultural heritage is highlighted as the connecting link in the triptych Primary production - Culture - Tourism, which allows the unhindered valorisation of all development advantages of an area. They also all agree with the view that, to achieve integrated and balanced development, highlighting the cultural physiognomy is a sine qua non condition. The connection of olive cultivation traditions to new, innovative ideas, without negating the past, will modernise it and relate it with other forms of economic activity. They all, clearly refer to the connection between the cultural value of the two products and Mediterranean diet, gastronomy and, of course, alternative forms of tourism. All interviews support the view that connecting all the above between them can offer added value and yield multiple benefits on an economic and social level.
5 Conclusions
While in the past, the valorisation of cultural heritage was based mainly on the way of presenting material elements (e.g. ancient monuments, presentation of finding is museum facilities), contemporary post-modern reality and the economy of services demand a shift in direction, with a focus on the intangible elements and the creation of cultural experiences [40].

Traditional foodstuffs, being considered as distinctive elements of cultural identity, are directed by public policies towards production differentiation and strengthening of local economies [40].  According to [52], their unique character is connected both to raw material (connection to the place of origin and its natural features) and to the recipes, techniques and processing technologies inherited (connection to culture and skills) or are linked to an identifiable geographical origin [6]. 

It is within this framework that olive oil, as basic traditional food, encompasses the tangible and intangible resources of its place of origin, that is to say agricultural resources, human resources, local tradition and knowledge, traditional production practices and gastronomy cultures. Connecting local agricultural products to cultural symbols or local representations reinforces their symbolic quality: in other words, quality can be connected both to the name or name of place and to the reputation of a product, as well as to the social values it suggests [6]. It contributes to the increase of the end value, which results in higher added value of the product [41]. Messinian virgin olive oil contains major and minor compounds that are of great sensory and biological importance which are important for the nutritional properties and also for the taste quality.
Messinian olive oil, besides its expendable nutritional character, is a carrier of images and representations invested with values that attribute to it the quality of public good, and ensures local supremacy and global promotion of its place of origin. In this light, it can constitute a powerful brand name for the area of origin.
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