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1.1 Find stimuli – Develop Products – Market Successfully 

Instruction for 

Do-it-yourself 

 

 

Having a diversity of product examples of wild forest products 
and services available, “Marketing insights” provides stimuli for 
marketing activities in forest enterprises. 

What are other forest enterprises doing and what else can I 
offer my customers? 

The following texts on marketing provide assistance for the 
implementation of ideas as well as for the product design and 
the organisation of marketing. One important part of “Marketing 
insights” are the product examples. Chapter 8 includes wild 
forest products and chapter 9 includes forest services. The 
STAR TREE project focusses on tangible products, which is 
reflected by the larger share of tangible products in this 
documentation.  

“Marketing insights” is not a textbook on marketing. Neither 
does it want to be a shortened version nor an applied version of 
a textbook on marketing. Ideally, the examples given will be 
interesting stimuli for people who would like to develop wild 
forest products and services. Morover chosen aspects of 
marketing can encourage them to rethink or further reflect on 
their marketing activities.  

“Marketing insights” encourages to: 

 read 
 consult 
 participate 
  do it yourself (DIY) 
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1.2 Challenges when marketing wild forest products and forest services 

Difficult 

conversion 

 

 

The turnover of wild forest products and forest services is of 
rising importance for forest enterprises in European countries. 
In some countries the turnover of wood products even 
outcompetes. However many forest landowners restrain from 
initiatives and investments into the “new markets” of wild forest 
products and forest services. There are comprehensible 
reasons for this behaviour because the challenges are diverse.  

Table 1: Challenges when marketing wild forest products and services 

Wood products Wild forest products and services 

Homogenous products Different markets 

Competition due to comparability Almost regional unique selling 
propositions 

Tough pricing competition High flexibility in pricing 

Wood products Recreational and Environmental 
Services 

High pressure for rationalisation Labour intensive services and products 

Stable preferences Changing trends und fashions 

Established and static markets New, growing markets 

Existing “know-how“ New “know how“ 
 

Source: INFRO (2016): Marketing insights 

 

1.3 Instructions on how to use the folder  

Your work 

documents 

 

Consequently, use the manual as a work document which you 
gradually convert and reorganise into your personal marketing 
plan. We are happy to include good ideas/examples/images 
with your name (if requested, without it as well) in future 
editions.  
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 Figure 1: Working documents for your own organisation 

 

 

 Source: INFRO (2016): Marketing insights 

Marketing stimuli 

 

Several elements of Marketing insights were selected from 
marketing literature which are suitable to provide stimuli for the 
marketing of your own product ideas and products.  

Product 

examples 
Translating potential product and marketing ideas into own 
activites is emphasised by means of practical examples. 

Join-in activities Questions and stimuli are provided at the end of each chapter 
whereby the information for your own company or your own 
product idea can be implemented spontaneously.  

Bandwagon 

effect 

A one-day course can merely provide initial stimuli. Therefore, 
reading the folder with „Marketing insights“ and practical 
examples should encourage innovations in everyday operation 
as well. 

Further 

introduction 

For further instructions on Marketing insights and its application 
in practice see chapter 10.1. 
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1.4 Backgrounds 

Star Tree 

 

 

The marketing course is part of the research project STAR 
TREE which has been financially supported by the European 
Commission. It is the aim of this research project to promote the 
development of innovative approaches of income and marketing 
opportunities based on the use of wild forest products and in 
this way to generally initiate a development in rural areas. The 
research project focusses on consulting tools and tools to 
support all the stakeholders along the value-added chain. Apart 
from forest owners and resource managers these include 
companies, decision makers and other public or private 
institutions.  

As part of this project the marketing course fulfils the task to 
process the scientific insights, based on marketing theories, into 
a training course for people interested. The aim of the course 
can only be to provide stimuli and initiate developments or 
support existing product developments.  

Further information on the STAR TREE Project: 

http://star-tree.eu/ 
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2.1 Wild Forest Products and Forest Services 

100 Products In all, there are about 100 product examples documented in 
Marketing insights. Different offers regarding similar products 
serve as a means to represent the variety of possible offers. 
Just as it is hardly possible to provide a patent remedy which 
would work everywhere, nothing is impossible – be creative!  

 Figure 2: The Product Tree 

 

 

 Source: INFRO (2016): Marketing insights (Graph created on tagxedo.com) 

 Product examples related to tangible forest resources were 
grouped into the category wild forest products (chapter 8 of the 
course materials). 

However in marketing practice, material goods and 
characteristics of services regarding products are intertwined. 
Therefore a separation between wild forest products and 
services is a helpful pattern but not a clear distinction. On the 
contrary, marketing puts something together that leads to 
success.  

Product examples

 
 

 Product examples 2
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 Figure 3: The product concept in Marketing insights 

 

 

 Source: INFRO (2016): Marketing insights 

What are wild 

forest products? 

 

 

 

 

 

Definition and 

communication 

barriers 

The research project Star Tree focusses on the so-called “non-
wood forest products“ (NWFPs). The variety of tangible non-
wood resources from the forests and the variety of production 
processes based on these result in a large number of possible 
products. Unlike the common practice for wood products which 
are grouped into one market segment these are traded on 
diverse markets. In this context the distinction between wood 
and non-wood products is a highly simplified approach of 
classification. An understanding about NWFPs is therefore often 
diffcult in real life forestry. In the German language the most 
appropriate term used for an understanding of this product 
group is ‘forest by-products’.  

However, in Marketing insights the term wild forest products 
only applies to products with product characteristics which are 
the result of the processing of a tangible forest resource. In 
opposition to this, forest services are intangible products with 
characteristics that are related to the forest as well as no 
tangible forest resources being used for the production. The 
following table provides an overview on a discussion with 
regards to the terminology which could be extended. However, 
it is sufficient for the comprehension of this working document. 

Product concept

Forest products

Wood products
Wild 

forest products
Forest

services

Industrial 
roundwood, 
Firewood, 
Charcoal

Other 
wood products

Plants and
mushrooms

Animals
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Table 2: Definition of terms in the product environment 

 

Forest 

resources 

Forest resources are all materials of organic origin from the forest or 
from trees which could be of use to humans.  

Goods 

Goods or commodities are units produced from a forest resource 
which can be transferred to the consumer by means of storability 
and transport.  

Products 

A product is considered everything that can be offered on a market 
(transported) and meets the potential desires and requirements of 
customers.  

Services 

Services are characterised by simultaneous production and 
consumption. Services change the condition of the user in many 
ways.  

Wild forest 

products  

Wild forest products are products with main product characteristic 
arising from the processing of tangible forest resources. 

Forest services 
Forest services are products with main product characteristic arising 
from an offer of a service related to the forest.  

Source: INFRO (2016): Marketing insights 

  

Challenges As a consequence, factors that make communication about wild 
forest products and services difficult are: 

 Complex markets with a large variety of products and a 
variety of customers and customer desires. 

 Niche products with low visibility  

 Production of resources in natural systems 

Promote further 

interests 

Marketing insights wants to promote people’s interests in more 
initiatives with the aim to market wild forest products and 
services. The product examples in chapters 8 and 9 provide a 
first insight and stimulus. It is the forest enterprise itself which 
makes the decision for a product development and the initiative.  
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2.2 Product examples provide stimuli 

Which products 

and services are 

marketed? 

 

 

 

 

Product variety 

 

The documented product examples range from blueberries 
which can be picked by customers themselves, the cultivation of 
truffles, trekkers’ campsites in the forest, film shooting locations 
in the forest to guided tours for the collection of mushrooms, 
carbon certificates or cosmetic products made from larch resin. 
Supply opportunities range from “street sales” using sign posts, 
farm shops to franchise stores and from online marketing 
activities or DIY labels to well thought-out “corporate designs”.  

The product examples in chapters 8 and 9 are meant to fulfill 
two purposes:  

 demonstrate the variety of products and services 

 reflect the virtually unlimited variety of supply 
opportunities.  

Taking into account production processes and the 
transformation of forest resources, the wild forest products are 
grouped into four categories, depending on the utilisation of the 
final product. Service products were grouped into four 
categories as well.  
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 Figure 4: Categorisation of product examples 

 

 

 Source: INFRO (2016): Marketing insights 

 The information content regarding the individual product 
examples is grouped into five categories. These categories 
correspond with the chapters 3 – 7 of Marketing insights.  

 Figure 5: Information content of product data sheets 

 

 

 Source: INFRO (2016): Marketing insights 
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 Figure 6: Selection criteria for product examples 

 

 

 Source: INFRO (2016): Marketing insights 

100 product 

examples 

An overall of 100 product examples for wild forest products and 
forest services has been documented. About half of the product 
providers and developers are forest enterprises. The other half 
consists of companies or associations. Approximately 70% of 
the practical examples documented are from German-speaking 
countries. The remaining examples are from further European 
countries.  

For the documentation of product examples it was preferably 
aimed at the connection of the marketing activities to forest 
resources and forest enterprises, respectively, which provide 
products and services. The demand for forest resources 
emerging in the course of the marketing activities should 
potentially provide the possibility of generating revenues for the 
forest enterprises.  

    

Goals The goal of the product examples is to organise the course 
more graphically and provide ideas and stimuli for the 
implementation of own ideas and marketing activities.  

 

Products:
• Connection to raw material derived from

forests, from trees or forest areas. 
• Imaginative and innovative products
• Potential source of income for forest

landowners
Product sellers:
• Forest enterprises
• Forest landowners
• Companies converting forest raw materials

(stories about forest resources)
Information:
• Available on the internet in German or

English or provided by Star Tree project
partners

Photo: Waldbesitzerverband Rheinland-Pfalz.

Selection criteria for product examples
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 Figure 7: Application and goals of product examples 

 

 

 Source: INFRO (2016): Marketing insights 

Backgrounds 

 

 

The product examples were documented within a period from 
spring 2014 until autumn 2016. The collection of products was 
based on internet research. If available, newspaper reports and 
other publications in specialist journals etc. were used. The data 
was completed by means of telephone or personal interviews 
for individual cases. 

 

  

Application and targets of product examples

• To depict the Marketing theory in Marketing insights

• Offer ideas and stimuli

• To encourage the implementation of own ideas or the

development of existing marketing activities
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Wild Forest Products 

Product category Forest resources Product examples  

 

Beverages and 

food 

venison 1, 5, 6, 7, 17, 20, 32, 33 

pannage 14, 19, 30, 42 

mushrooms and truffles 23, 29, 31, 49, 50, 57, 58, 59, 60, 63, 66 

wild forest berries 18, 41, 67 

tree fruits 3, 10, 12, 37, 38, 39, 40, 48, 53, 54, 62 

needles/leaves/bark  8, 21, 43, 55 

forest herbs 4, 11, 16, 36 

others 2, 13, 27, 56 

 

Personal care 

products 

resin 24 

forest berries 64 

tree fruits 44 

forest herbs 22, 35 

others 61, 65 

 

Industrial raw 

material 

resin 26 

olive stones 45, 47 

hazelnut shells 51, 70 

poplar seeds 34 

 

Forest decoration 

material  

christmas trees  9, 15, 28, 52, 68, 69 

moss 60 

bark 25 

others 46 

 



 

12 

 

Services  

Product category Products Product examples  

 

Recreational and 

environmental  

services 

overnight stay in the forest 5, 7, 27  

leisure and recreation offers 13, 16, 19, 20, 23, 30 

 

Nature 

conservation 

eco points 6, 17 

eco sponsoring 3, 12, 29 

bog protection 1 

 

Entrance fees and 

access  

harvesting permit mushrooms 
and berries 

15, 22,  

film shootings 4, 21 

others  

 

Others 

woodland burial grounds 8, 9, 10, 14, 18 

drinking water  24, 28 

carbon sequestration 2 

others 11, 25, 26 

 

 



 

13 

 

2.3 Activity product examples  

Check list – DIY 

Are there any wild forest products or services in my forest or forest enterprise? 

 

 

 

My product choice for the development within the framework of Marketing insights: 
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3.1 Costumer behaviour and purchasing characteristics 

Defining the 

target market 

 

 

Purchasing 

behaviour 

 

 

 

 

 

 

Important 

questions 

The task of defining the target market is composed of the 
elements of consumer behaviour, decision making processes 
and market segmentation. In this chapter chosen aspects 
regarding the topic of target groups are briefly described.  

It is the customer with his purchasing behaviour who decides on 
the success or failure of a product. Therefore, knowledge about 
customers and their behaviour are of importance. Knowledge of 
the decision making process of a customer can be gained by 
means of market research or from social-scientific behavioural 
models. Generally speaking, this might be too much asked from 
a forest enterprise and is usually not required as it acts within 
the limits of a regional unit. Nevertheless the following 
questions concerning purchasing behaviour should be asked.   

1. Who is the market? (market participant = people visiting the 
forest, families, sportspeople, collectors, tourists…) 

2. What is purchased? (object of purchase = products or 
services) 

3. When are objects purchased? (reasons for purchasing = 
Christmas, summer holiday, maintenance, souvenir)  

4. Who is purchasing? (actors = decider – Who does it depend 
on? Who has the biggest influence?) 

5. Why are products purchased? (purchasing goal = What does 
the customer want to achieve with it?) 

6. How are products purchased? (purchasing behaviour = 
spontaneously – carefully; necessity – pleasure) 

7. Where are products purchased? (purchasing location = 
analysis of distribution channels) 

With each answer it becomes easier to adopt a more 
appropriate strategy for the customer.  

 

 

 
 

 Target groups 3
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 Figure 8: The customer and his behaviour (bases) 

The successful 

seven  

 

Bases 

 

 Source: INFRO (2016): Marketing insights 

Numerous 

models 

 

Unlimited  

variety 

 

Specifically, how customers process information is another 
distinction of consumer behaviour. 

1. Rational behaviour (comparing price and performance; 
looking for a way to solve a problem) 

2. Habitual behaviour (routine; what has been learned will be 
habitulised) 

3. Impulsive behaviour (spontaneous buying behaviour; no 
planning) 

4. Socially dependent behaviour (purchase on account of 
norms, social norms; environmentally determined norms; 
“others buy the same”) 

Models 

 

Maintain an 

overview 

There are various behavioural models which are continuously 
expanded due to developments in brain research. Therefore, it 
is vital to stay realistic and keep an overview. Models of 
consumer behaviour can help for this purpose. However, they 
are limited to the presentation of the complexity of buyer 
behaviour. A model that can measure accurately is not possible. 
On account of the complexity and different measurement 
parameters used, a comprehensive model cannot be designed. 
However, they serve as excellent idea provider when it comes 
to stimuli. 

3

Who is the market? CUSTOMERS

What is purchased? OBJECTS

When are objects purchased? REASONS

Who is purchasing?          DECIDERS

Why are products purchased? GOALS

How are products purchased? BEHAVIOURS

Where are products purchased? LOCATIONS

The customer and his behaviour
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Figure 9:The customer and his behaviour (overview) 

 

Source: Kotler and Bliemel (1995) 

  

Cultural 
environment

Subculture

Social
class

Cultural 
factors

Reference 
groups

Family

Role and status

Social
factors

Age and stage
of life

Profession

Economic
conditions

Lifestyle

Personality and
self-portrait

Personal 
factors

Motivation

Perception

Learning

Opinions and
attitudes

Psychological 
factors

Purchaser

The customer and his behaviour

Quelle: Kotler / Bliemel Marketing Management 8. Auflage, Stuttgart 1995

3
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Excursus Examples of influencing factors on purchasing behaviour 

Cultural factors 

 

 Cultural environment: fundamental values, preferences, 
behavioural patterns attributable to socialization in family 
and groups 

 Subculture: nationality, confession, ethnic groups 

 Social class: groups which are relatively homogeneous, 
stable and have similar values, interests and behaviours; 
marketing strategies (e.g. Vier Jahreszeiten, Wienerwald 
and McDonalds), characterised by tradition, income and 
profession 

 

Social Factors 

 

 Reference groups: communities of people with model 
character which creates purchasing behaviour by means of 
peer pressure (introductory phase) 

 Family: influence of spouses and children 

 Role and status: assumption: as consumers, people choose 
products which indicate their role and status in society 

 

Personal factors 

 

 Age and stage of life 

 Profession (accountant – graphic designer) 

 Economic conditions 

 Lifestyle (AIO - activities, interests, opinions) 

 Personality and self-portrait (cigarette advertising - West, 
Camel, Malborough, Benson&Hedges) 

 

Psychological 

factors 

 Motivation (recognition, security, trust, self-esteem, 
independence) 

 Perception (selective attention, distorted perception and 
memory) 

 Learning (change in behaviour on account of experiences) 

 Opinions and attitudes (permanent opinions and 
assessments – consistent behaviour towards similar objects) 

 Source: Kotler and Bliemel (1995) 
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3.2 Establishing target groups 

Increasing 

success 

The sentence „marketing for everybody is marketing for 
nobody” boils the meaning of market segmentation down to the 
essence. Hikers have to be addressed differently and expect 
different products than sports clubs or people with specific goals 
(hunters, riders, hobby photographers). 

Definition “Thus, market segmentation is understood to be the 
segmentation of the total market with regards to its market 
response, internal homogeneous and among themselves 
heterogeneous subsets (market segments), as well as dealing 
with one or several of these market segments” Meffert et al. 
(2008). 

The objective of 

the segmentation 

By dividing the consumers into homogeneous buyer groups, 
product design and communication are supposed to be adapted 
to the customers’ needs. As a result marketing objectives of 
segmentation are: 

 Adapting the offer precisely to the defined demands 
 Increasing information 
 Facilitating the projection of market developments 
 Better assessment of opportunities and risks 
 More efficient allocation of marketing budget 

Figure 10: Segmentation of buyer groups 

Identifying  Grouping 

  

Source: Shutterstock / Janos Levente Source: Shutterstock / VectArtist 
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Concept The identity of the consumer wishes and product offer 
corresponds to the achievement of a maximum degree of 
identity between the service offered and the demand of a 
particular number of buyers.  

Demands It should not be difficult to envision several market segments. It 
sounds good to pursue several product and marketing 
strategies but it costs time and money. The following criteria 
should help during the selection process: 

Requirements of market segmentation 

 Determination and measurability  
 Substantiality 
 Accessibility 
 Ability to act 
 Stability (consistency over time) 

 

Figure 11: Requirements of an operational segment and selection criteria of a 

suitable segment  

 

Source: INFRO (2016): Marketing insights 

 

 

Requirements of an operational segment and selection criteria of a 
suitable segment
E.g.: Forest decoration material

Criteria ++ + - -- Judgement

Measurability 2 easy

Substantiality 1 depends on strategy

Accessibility 1 existent

Ability to act -2 costs and competition

Stability -1 seasonality

Total ( 1 out of 10 points ) probably not 

3
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Example – 

segment florists 

 

 

 

 

The example shown in Figure 11: Requirements of an 
operational segment and selection criteria of a suitable segment 
assesses the establishment of business activities of a forest 
owner association for decorative material from the forest in 
terms of operational aspects. As it is quite possible to gather 
florists/flower shops via address files, they can be gathered 
easily. In this case substantiality very much depends on the 
strategy. When orientating towards the local market, a 
cooperation of a forest owner with few flower shops is 
substantial. However, for a greater cooperation it would be 
necessary to serve a supraregional market. This would be 
possible to achieve quite well. However, in the course of the 
project it transpired that market structures for the big chains 
have already been established. These are strongly dominated 
by Dutch companies - their buying markets are internationally 
organised and they distribute the material in containers with 
low-priced wage structures. The market structure found was 
unfavourable for any kind of operation. The seasonal nature of 
the market was an additional problem for the establishment of 
an internal production structure. At the end the project was 
abandoned.  

Conclusion: The model is helpful to make important aspects of 
segmentation more clear. However, some aspects only become 
obvious in the course of the process. 
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Excursus Requirements for an operational market segment 

Measurability In order to determine size, purchasing power and other features 

important for the marketing programme, the segments have to 

be measureable. Some of the segmentation variables define 

segments which are difficult to measure: E.g. it would be difficult 

to find out how big the segment of customers is which 

purchases forest material for decorative purposes due to the 

fact that they do not like flowers.  

Substantiality A segment has to be large enough (substantive) in terms of size 

and its profit potential. The largest homogeneous customer 

group possible which is worth creating a customised market 

programme for should be considered as a segment. 

Establishing a successful business relationship with an 

individual flower shop can pay off for a forest owner. However 

the effort would be too great for a cooperation of 40,000 

hectares.  

Accessibility It has to be possible to effectively access and serve a market 

segment. If e.g. the forestland is located far away from tourist 

flows, any effort to gain casual customers will dismally fail. In 

opposition to this, cleverly structured products reminding of 

what has just been experienced could be sold easily at a highly 

frequented tourist magnet.   

Ability to act The segmentation has to make the marketer able to act so that 

he or she can address and serve the segment particularly well 

by applying effective marketing programmes. This criterion 

especially applies to forest owners. The supply potential and the 

marketing ideas might be diverse but which ones can he 

implement with the possibilities at his disposal and make profit? 

Stability The market segments found are meant to remain sufficiently 

stable for a long time so that its development pays off in terms 

of profitability and is affordable. Developing markets can take 

years and the marketing effort can be enormous for a distinctive 

group. Therefore, it is indispensable that the product is 

demanded on a long-term basis. 

Segmentation 

characteristics 

Segmentation is oriented towards general consumer 

characteristics (geographic, sociographic, psychographic) or 

particular behavioural features (occasions, use, attitude). 



 

22 

 

Figure 12: General and particular consumer characteristics 

 

 
Source: INFRO (2016): Marketing insights 

  

  

–

General consumer characteristics 

Geographic

e.g.

• Region / Area

• Size of town

• Population density

Regional market including 

surrounding cities.

Demographic

e.g.

• Size of family

• Age 

• Sex

• Income

pensioners

Psychographic

e.g.

• social stratum

• Lifestyle 

active persons with lots of 

leisure time 

Particular consumer characteristics

Occasions

e.g.

• Profession

• Leisure time 

activity

Leisure time

Benefit supplies

e.g.

• Health 

• Information

Active and healthy 

recreation

Utilisation

Status

• Non-user

• Frequent user

• Potential user

Rate

• low

• high

Potential low user 

rate

Attitude

e.g.

• Strongly positive

• Positive

• Indifferent

• Negative

• Strongly 

negative

At least positive 

attitude towards 

the offer
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Excursus Examples for segmentation characteristics 

Geographic 

Region / Area 

 

Regional structure 

 

 

(Nielsen-areas, especially in food trade, Federal states, postal 

code area (direct marketing / mail order) 

(size of town, population density, large cities, Nielsen-

conurbation, independent towns and districts) 

Demographic 

Age 

 

lots of dispositions, specification differs, depending on the target 

market and marketing problems 

Sex male, female 

Size of family 1,2,3,4,5 or more people/household 

Family cycle young single; young, married no kids; young married, youngest 

child below the age of 6; older, married, youngest child below 

the age of 6 or older; older, married, with kids; older, married, 

no kids below the age of 18; living alone; (other phases are also 

possible) 

Economically 

Income 

 

 

purchase power (net household income, number of people with 

an income of their own/hh, per-capita household income, 

personal net income, available income 

Job simple worker; skilled worker; simple employees and civil 

servants, liberal professions, self-employed people, leading 

employees 

Education 

School 

 

 

without school-leaving qualification general secondary school; 

intermediate secondary school; higher education entrance 

qualification 

Professional 

education 

untrained, apprenticeship, technical college, advanced technical 

college, university 
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Other 

Confession 

 

Protestant; Catholic; other Christian; Mosaic; other; none 

Nationality German; Turkish, Yugoslav, Italian, Greek; and others 

Role within 

household 

leading role within household; housewife; head of household 

Psychographics 

Social stratum         

 

lower class, medium lower class, working class, middle class, 

upper middle class, medium upper class, upper class) 

Lifestyle sophisticated, normal, open-minded 

Personality compulsive, sociable, authoritarian, ambitious, and others 

Behavioural  

Occasions 

Benefit supplies 

User status  

Utilisation rate 

Brand loyalty 

Phase of buying 

intention 

Attitude 

 

general occasions, special occasions 

quality; efficiency 

non-user, previous user, potential user, frequent user 

high, intermediate, low 

undevided, devided, variable, indifferent 

unknown product, known product, informed, interested, product 

request present, intention to buy 

strongly positive, slightly positive, neutral, slightly negative, 

strongly negative 

Source: C.E. Poeschel Verlag Stuttgart 1992 
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3.3 Attitude towards the forest 

Private 

households 

After focussing rather generally on target groups a stronger 
connection to the forest shall be made. This is usually not 
possible without empirical research. The following explanations 
have been extracted from a study in Germany. In this study 
German households’ attitudes towards the forest were 
characterised. The study was aimed at dividing emotional 
factors of communication in different groups.   

Methodology 

 

 

Methodology of the study: 3,500 adults and 400 young people 
(14-19 years old) were orally interviewed. In this context the 
Sinus concept was applied. By applying the factor analysis the 
variables were summarised into groups. Subsequently they 
were used for the segmentation of groups by applying the 
cluster analysis (Forschungsverbund EULSV 2007; Mantau 
2009). 

  

Sinus milieus Sinus milieus combine traditional social stratification from 
sociology with basic orientations.  

Social stratification (static dimension): 

 Upper class/ upper middle middle class (wealthy, 
engaged, oriented towards status) 

 Middle middle class (good income, well-groomed 
residential area, oriented towards education and social 
climbing) 

 Lower middle middle class/lower class (low educational 
level, from limited income to social benefits) 
(Source: Kotler und Bliemel (1999)) 

 

Basic orientations (dynamic dimension): 

 Traditional values (performance of one’s duty, order; 
”conserve“) 

 Modernisation (individualisation, self-fullfilment, 
enjoyment “own, consume, enjoy”) 

 Re-orientation (multi optionality, eagerness to experiment, 
living in paradoxes “being oneself”) 
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Milieus 

 

The dimensions of social status and basic orientation are 
contrasted in a matrix. Nine social milieus are subsequently 
derived. 

Figure 13: Segments of the Sinus milieu 

 

 

Source: Forschungsverbund EULSV (2007) 
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Milieus By giving a precise description of the state of minds, 
orientations of people, their values, life objectives, lifestyles and 
attitudes, the Sinus milieus provide a realistic image of socio-
cultural variety in societies. With the help of the Sinus milieus it 
is possible to understand people “from the inside”, so to speak 
“immerse” into them. The Sinus milieus help to understand what 
keeps people going and how they can be moved as the Sinus 
milieu adopts a holistic approach to perceiving people and 
everything that gives meaning to their lives (http://www.sinus-
institut.de/sinus-loesungen/sinus-milieus-deutschland/   
retrieved: 19.09.2016). 

Traditionalist Lower class and lower middle middle class with traditional 
values – forest as cultural asset and useable commodity. 

Conservatives Middle middle class and upper class with traditional values – 
forest a cultural asset and useable commodity. 

Consumer 

materialists 

Lower class with modern self-concept – forest as a symbol and 
projection surface for harmony and balance. 

Middle class 

milieu  

Middle class with modern self-concept – forest as a symbol and 
projection surface for harmony and balance. 

The Established Upper class with conservative values and modern self-concept 
– forest as enjoyment: sensual relaxation, responsibility for the 
forest. 

Hedonists Lower class with modern self-concept and open towards new 
things – forest as “strange” world of experience and 
entertainment. 

Experimentalists Middle middle class, open towards new things – forest as a 
medium for sensual experience and source of meaning. 

Modern 

performer 

From middle middle class to upper class with modern self-
concept – forest as an option: source of strength for me, 
protected and available. 

Post-materialists From middle middle class to upper class with modern self-
concept and open towards new things – the forest as a complex 
eco system: holism, variety of nature, sensitivity of use. 
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Procedure 

 

Using general social milieus, specific forest milieus of 
households shall be identified now. For this purpose numerous 
questions with regarding the forest with topics concerning 
recreation, attitude towards the forest and forestry, ecology, 
forest dieback and climate change as well as sustainability are 
asked. Subsequently, by summarising the variables five types 
are created which in themselves share a plausible and 
conclusive opinion but from the outside distinguish themselves 
from one another.  

By using colours, the following graphic shows which milieus the 
different types of forest attitudes belong to. If the forest attitudes 
arise above the average in the social milieus, they are coloured 
in red. This kind of figure merely represents a rough pattern. 
However, it is of help for addressing the target group and for the 
identification of forest attitudes, respectively.  

The five forest 

types 

A total of five forest types has been distinguished (segmented). 
They are the basis of a typology of households with regards to 
the forest. 

 Holistic friends of the forest 
 Conventional user of the forest 
 Egocentric user of the forest 
 The indifferent 
 Ecological romantics of the forest 

 Figure 14: Typology with regards to forest attitudes 

 

 

 Source: According to Forschungsverbund EULSV (2007) 
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Source: Shutterstock / Tupungato 

  

Relevance of the study for 

forest marketing 

 

The study by the research association EULSV 
from 2007 might not be up to date but newer 
research has not been conducted. Despite the 
fact that social groups will have changed since, a 
new study would show a similar pattern. It is part 
of this course due to the importance of “meeting” 
the consumers’ attitudes. The study provides 
numerous approaches as to how specifically 
address visitors of the forest. Dealing with 
communication which concentrates on the 
attitudes will improve your standing to the target 
group.  
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Attitude towards the forest -

“holistic friends of the forest” 

Particularly the conservatives and established, the 
middle class and post-materialists are part of the 
group of the “holistic friends of the forest”. Their 
attitudes can be described as follows:  

 Figure 15: Holistic friends of the forest 

 The forest as nature and 
cultural asset 

 Protection and use possible 
to the same extent 

 Sympathy for natural wild 
forest 

 Escape from everyday life 
and work 

 Well-informed about 
economy and ecology of the 
forest 

 Positive perception of 
forestry 

 Optimism regarding 
sustainable modern forestry 

 High level of environmental 
commitment Source: Forschungsverbund EULSV (2007) 
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Attitudes towards the forest -

„conventional users of the 
forest” 

Especially the tradition conscious and the middle 
class can be found in the group “conventional 
users of the forest”. Their attitudes can be 
described as follows: 

 Figure 16: conventional users of the forest 

 Emotionless, pragmatic 
perspective 

 First and foremost the forest 
is a USEABLE COMMODITY 
and tangible resource. 

 Forest as robust nature 
 Preferring a tidy and 

overseeable forest 
 The ideal is a safe, cultivated 

and controlled forest 
 Favouring sustainable and 

modern use of the forest 

 

Source: Forschungsverbund EULSV (2007) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Traditionalists
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Conser-
vatives
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Post-
materialists

Experimentalists

Hedonists

Consumer-
materialists
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Attitudes towards the forest –
“egocentric users“  

Especially hedonists, experimentalists but also 
consumer materialists can be found in the group 
“egocentric users of the forest”. Their attitudes 
can be described as follows: 

 Figure 17: Egocentric user of the forest 

 Forest as a space of 
adventure to fulfil own needs 

 Little acceptance of 
limitations 

 Little respect for the forest as 
an eco-system 

 Little knowledge about 
economic and ecological 
relevance of the forest 

 Adapting the forest to their 
specific needs of use 

 

Source: Forschungsverbund EULSV (2007) 
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Attitude towards the forest – 

“the indifferent“ 

Especially consumer materialists but also 
hedonists (orientation towards pleasure), 
experimentalists and tradition conscious can be 
found in the group “the indifferent”. Their attitudes 
can be described as follows: 

 Figure 18: The indifferent 

 Great distance to the forest, 
rather estranged 

 Little knowledge about the 
forest, little interest about 
topics related to the forest 

 Forest as robust nature 
 Forest will survive people 
 Little use of the forest 
 Little knowledge and interest 

concerning forestry 
 Nevertheless critical towards 

forestry as being backward 
and profit-orientated 

 

Source: Forschungsverbund EULSV (2007) 
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Attitudes towards the forest –
“ecological romantics of the 

forest“ 

Especially conservatives and post-materialists can 
be found in the group “ecological romantics of the 
forest”. Their attitudes can be described as 
follows: 

 Figure 19: Ecological romantics of the forest 

 Ecological perspective 
 The forest is first and 

foremost a natural asset 
 Utilisation as long as natural 

balance is not disturbed 
 Unity of men and nature 
 The natural wild forest 
 Conscious and often careful 

use of the forest (relax) 
 Informed about ecological 

contexts of the forest 
 Positive perception of 

forestry 
 Great willingness to become 

personally involved in 
environmental protection 

 

Source: Forschungsverbund EULSV (2007) 
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Young people 

and the forest 

Young people’s attitudes towards the forest 

In general, young people maintain a certain distance to 
traditional values. Therefore, they can hardly be found in these 
milieus which are closer to the forest (tradition conscious and 
conservatives). The study distinguishes three types among 
young people: 

Friends of the forest (20%): This group has predominantly 
been raised in milieus close to the forest and maintains a 
positive relaxed relationship to the forest. Their attitude is 
characterised by intimacy and respect, having a strong 
ecological perspective. 

Respectfully distanced (42%): no statements 

The indifferent (38%): Their indifference is not necessarily due 
to their age but rather due to the according milieu they have 
been grown up in  

Figure 20: Young people’s attitudes towards the forest 

 

Source: Forschungsverbund EULSV (2007) 
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Conclusion 

 

According to results from the study the people’s relationship 
towards the forest can be summarised as follows: 

 40% of the citizens maintain a rather close relationship to 
the forest (“holistic friends of the forest” and “ecological 
romantics of the forest”) 

 35% are mostly estranged from the forest (“the 
indifferent” and “egocentric users of the forest”) 

 45% are clearly in favour of the utilisation of the forest 
(“holistic friends of the forest” and “conventional users of 
the forest”) 

 22% favour a balance of objectives (“holistic friends of the 
forest”) 

 16% have a strong ecological orientation (“ecological 
romantics of the forest”) 

Forest marketing If the Sinus milieus are meant to provide further help, it is about 
communication with a strong emotional address. Factual 
messages are to be integrated into messages for milieus. As 
society is highly diverse (fractional), there is not only one 
message which can achieve this goal.  

The group of “traditional values” can already be reached by 
existing messages.  

There is a large group (approx. 40%) which has nothing to do 
with the forest (the indifferent and egocentric users of the 
forest). In this context “forest marketing” fails to interest them. It 
is the facts that count at the “point of sales” (usually prices as it 
is the lower class of income) and nothing else.  Another Sinus 
milieu which is hard to reach is the “modern performer”.  

Therefore, the remaining operational task for forest marketing is 
a concept for the groups “middle class”, “post-materialists” and 
“the established”. This means that it is important to meet the 
middle and upper income brackets’ attitudes to 
“individualisation”, “self-fulfilment” and “enjoyment” which in the 
end implies offers of interesting forest consumption and 
ecology.  

On the one hand this implies citizens-orientated communication 
geared towards fun and on the other hand believable ecological 
communication.  
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This strategy would also prove to be sensible regarding the 
perception of political representation of interests due to the fact 
that lower classes tend to orient themselves towards upper 
classes (opinion leaders) (Mantau, 2009).  

Strategy Finally the challenge is to decide upon a strategy and which 
markets you want to work on. A forest owner association or 
forest enterprise should be a product specialist in the product 
sector of wood which covers all the sectors of wood resource 
offers. An individual forest owner will rather select and use 
sales intermediaries (wood to forest owner associations, 
hunting in an association) and on top of this might run a farm 
shop for tourists. 

Figure 21: Pattern of market coverage  

 

Source: Kotler and Bliemel (1995) 
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Attraction of 

market segments 

 

The Porter model describes how attractive development 
opportunities and profitability chances of a market segment are. 
The fewer companies with the same offer are engaged in one 
segment, the more profitable. The more limited the power of a 
supplier and of the buyer is, the better for the market segment. 
If it is difficult to enter a market segment windfall gains can be 
stable. Ultimately, the fewer substitution possibilities the 
customer has, the more attractive the market segment is. 

Figure 22: Structural attraction of a market segment  

 

Source: INFRO (2016): Marketing insights (according to Porter (1980)) 

 

  

–

Five – Forces - Model
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3.4 Consumer behaviour of organisations 

 Decisions In companies and organisations decisions are not only made by 
the person who will ultimately purchase. There is a process 
beforehand which influences the decision. On a small scale this 
can begin with a family. A good example is a furniture shop with 
an interesting playground for small children who want to come 
back by all means. In industrial marketing, e.g. regarding the 
construction of a paper factory, the purchase decision is a 
highly complex process, involving many stakeholders over a 
long period. Processes of that kind will only be treated briefly 
here. In terms of marketing this involves having one brochure 
for public image (management), one for the engineer and 
production manager and one for the head of finance. 

 

 Figure 23: Multi  decider in company marketing 

 

 Source: Shutterstock / Victor Metelskiy 

 

 

 



 

40 

 

Forest owners 

and 

organisations 

Things can become complicated for forest owners as well. 
Imagine, a forest owner association near a big city considers 
the townspeople using the forest for recreational purposes as a 
burden and tries to find solutions in order to channel the influx 
of visitors so that costs can at least be compensated for it. In 
this case the person in charge would e.g. be the municipal 
association. Therefore, it would be important to know how 
decisions in public institutions are made and who should be 
approached with which argument.  

Do you have any contact with political decision makers? Is it 
possible to present the request and attract voters at the same 
time? It is ultimately important to involve the administration 
which is concerned with the draft proposal and, as the case 
may be, is concerned with the implementation. In the process of 
planning the administration will require support. Where required 
established concepts can be combined with ideas of the forest 
owner association. With this it could be possible to find even 
further allies for own plans. The example in figure 24 shows that 
the sale of a concept for recreational use can be a very complex 
decision making process. Hence, forest owners can be faced 
with such complex marketing tasks and marketing knowledge 
does help shaping interests within the political process, 
respectively.  
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Figure 24: Decision-making structures of a municipal association 

 

Source: INFRO (2016): Marketing insights 
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3.5 Activity – target groups  

Check list – DIY 

Are there any target groups in my surroundings which could be interesting for wild forest 
products? 

If yes, which are they? 

 

 

Which striking purchasing characteristics (see 3.1 impotant questions) do they have? 

 

 

 

Can I narrow down the target group in terms of social demographics and behavioural 
psychology? 

 

 

 

With which target group would I like to try something? 

 

 

What would I place importance on? 

 

 

Questions that remain open: 
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4.1 Stimuli 

What is this 

chapter about? 

This chapter is about potential poducts or, respectively, about 
the question: What can be turned into a commodity? Product 
ideas as such are not necessarily ready for the market. Only a 
commodity which has been designed will create the chance of 
market success. So what is the characteristic of a product? 
What is the difference between a forest function and a forest 
product? 

 Figure 25: From the resource to the product 

 

 

 Source: INFRO (2016): Marketing insights 

 

Stimulus Which examples of resources and products can you think of 
from the top of your head? 

Resource: _____________________________________ 

Product:    _____________________________________ 

 

?

Impulses

 
 

 Potential products and product ideas 4
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 The following figure shows a so-called “mind map”.  Starting in 
the centre of the mind map with the resource various examples 
of available resources can be found as the resource basis for 
wild forest products. They can then either be developed into a 
commodity or a specific product, respectively.  

Figure 26: From the resource to the product 

 

Source: INFRO (2016): Marketing insights 

 

Source: INFRO (2016): Marketing insights 
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4.2 Potential products 

4.2.1 Services of the forest 

Structure of 

practical 

examples 

Where can you find potential products in the forest? Which 
forest products and forest services have the potential of 
(further) development? 

 Biological production 

 Recreation 

 Protection 

Starting with the services of the forest, there is a variety of 
potential products besides the production of wood, which can 
“create value”. As represented in chapter 2, among the 
examples you can find products which can be derived from the 
forest, besides wood.  

  

 Figure 27: Categories of product examples 

 

 Source: INFRO (2016): Marketing insights 

From the 

resource to the 

product 

Apart from the production function of the forest which focusses 
on wood, the forest provides other organic production of 
biomasses in the form of wild berries, materials and 
substances, plants and animals. These are resources serving 
as the basis for added value and the development of tangible 
products.  

• Other biological products

• Recreation

• Protection

  

 

 

 

   

–
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Food and drinks  

Mushrooms 

Venison 

Birch sap 

 

Medicine/ pharmacy/ cosmetics 

Cold and energy shots (www.arcticwarriors.fi) 

Larch resin cosmetics 

 Environmental and recreational products 

The recreational service of the forest comprises product 
opportunities with regards to activities, such as hunting, hiking, 
cycling, and horseback riding or generally in the field of sport, 
education and adventure. These products are primarily 
marketed as services (of the forest). These also include rights 
of use and rights of access which are offered as specific service 
packages. 

 

Access authorisation 

Trekkers‘ campsites in the forest 

Creative industry/ film shooting locations 

Licence to harvest mushrooms 

 Complex product opportunities are the result of the protective 
functions of the forest, the protection of the soil, the air, the 
water, species and the climate.  

 

Nature conservation 

Eco sponsoring 

Eco points 

Forest shares 
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 Before they can generate income or added value, respectively, 
the resources and services (functions) of the forest are to be 
turned into a product. Interesting services arise from the 
creation and development of recreational and protection 
functions.  

An opportunity and an idea alone do not create a product yet: in 
a wider sense the wood production function is not a product. 
Only fir quality class B, dimension class L2a is provided as a 
product and put on the market (Mantau et al. 2001). 
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4.2.2 The influence of current trends on potential products 

Favourable 

conditions 

The frameworks for the marketing of wild forest products and 
services have definitely grown during the last years.  

LOHAS – the 

good guys with  

money 

 

The term LOHAS stands for “Lifestyle of Health and 
Sustainability” and denotes a new lifestyle and consumer type 
which is oriented towards health and sustainability. The growth 
of the wellness and organic craze emphasize the increasing 
significance of this target group. It also provides a variety of 
connecting factors for the products from the forest (health, 
ecology, sustainability, and wellness). In this context wood 
products (final product) as well as wild forest products and 
services can profit from it as well. 

Trust 

 

 

This is where the consumers’ trust in the supplier plays an 
important role for consumer decisions and is gaining 
importance. In this context the forests’ but also the forester’s 
image should be regarded positively. 

Sensible 

consumption 

The option of consuming sensibly is given priority due to the 
advanced level of saturation of material products in industrial 
countries and doubts with regards to unlimited growth. 

Urbanisation 

 

As a consequence of increasing urbanisation an increasing 
interest in recreation close to nature arises. However, as a 
result the image of the forest is increasingly characterised by 
media and interest groups. This is all the more a reason to 
create a stronger awareness of forest owners as suppliers and 
services providers.  

Health 

 

Consumers have the tendency to jump on the bandwagon when 
it comes to the fulfilment of their environmental objectives. 
However, when it comes to health they are highly approachable 
regarding their own personal benefit.  

DIY 

 

And finally there is also the trend towards “DIY” which has had 
a longstanding tradition with regards to firewood and self-
cutting. However, this tradition is gaining in popularity among 
richer and younger people as well. Among others this includes 
own processing of wild berries, wild garlic or material of 
decorative purposes from the forest.  
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 Figure 28: Favourable trends for forest products 

 

 

 Source: INFRO (2016): Marketing insights 

Using trends Market trends influence customer needs and wishes or are 
even involved in the shaping of new target groups.  

Product opportunities do not necessarily have to be something 
completely new. “Old wine in new hoses” is not necessarily a 
bad marketing strategy if the offer is made interesting again by 
using new packaging or adding something else.  

4.2.3 Product ideas 

How to find 

product ideas 

„A product is anything that can be offered to a person in order to 
fullfil wishes and needs” (Kotler and Bliemel, 1999). 

The trends mentioned above influence customers‘ needs and 
the demand for certain products and product characteristics. 
Trends can reinforce stimuli for buying products. 

Does the trend appeal to my target group? Am I providing an 
offer that serves the target group and the trend? Can I adapt my 
offer to make it more suitable? What can I learn from others in 
the course of this? Does the trend suit my concept or that of my 
intermediary, respectively? 

 

 

Trends

• LOHAS - Lifestyle of Health and Sustainability or „The good ones with the money“

• New supplier-consumer relations

• Trust as the base

• appropiate consumption – „A better world throughout the own way of consuming“

• Increasing urbanisation – the forest as a market, ressource and ideal 

• Neo-Ecology

• Health (Nutrition, excersises, consumer behavior)

• DIY  - „do it yourself“
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 Figure 29: How to find product ideas 

 

 

 Source: INFRO (2016): Marketing insights 

Combining trend 

and vision 

 

 

 

  

Triggered by intense experiences with nature, indefatigable 
progress and the quest of meaning in life, the founder of NOA 
Potions (relaxation drinks) has developed a vision of a product 
to promote tranquility and reflection and awareness of inner 
needs by stepping back. 

“How could I bring back the essence of my island to the 
cosmopolitan crowd in the city?” 

The idea behind this drink is part of the trend of conscious 
consumption, traditional resources and the increasing 
importance of health. The “relaxation drink” based on herbs, 
among others, with blueberries and birch sap, is meant to 
contribute to daily reflection, inspiration and tranquility.  

 Source: http://www.drinknoa.com, Tomas Monka 

 

• There is an interesting target group

• I do have an unused resource.

• E.g. time, material resources, area, experience of nature, 
educational trail, infrastructure of the environment

• I know other similar products, which are sucessfully working

• I would enjoy doing it: e.g. create/produce natural cosmetics

• It fits well to other activities – the own ones or to those from mediators

• All I need now, are a few ideas from others

 driving force „Marketing insights“
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4.2.4 Product definition 

The importance 

of the product 

within marketing 

(mix)  

The needs which are meant to be discovered and be 
subsequently satisfied in the context of marketing “efforts”, 
depend on the target group. As soon as the target group has 
been discovered and defined, marketing suddenly revolves 
around the product. The product is to be based on the target 
group’s needs and the creation is target-driven, using all the 
marketing tools available. Marketing is not hierarchical. It, 
however, focusses on the company’s offer (of the provider) 
which revolves around the core/ the core benefit.  

 

How can a 

product be 

defined? 

A product can be anything from a physical object, a service, a 
location, an organisation, an idea to a person that satisfies the 
customers‘ needs. Hence, the friendly salesman, the kind lorry 
driver, a suitable location for the timber yard (Sinclair 1992).  

A product used to be merely the “physical object” produced by a 
company.  Nowadays a product is composed of various 
services – combined with the “physical object” (Juslin and 
Hansen 2003). 

According to Kotler and Bliemel (1999) a product is anything 
that can be offered to a person in order to fulfil wishes and 
needs. According to Bruhn and Homburg (2004) a product is a 
„bunch of different useful characteristics”. In the course of 
increasing dematerialisation, services can also be termed as 
business performances. Thus, in general a product can be 
termed as a business performance (in marketing) – assessed 
by consumers with regards to expected application. It is 
decisive which use the service has with reference to the original 
demand or the original request or expectations of the consumer. 
This is what the totality of features of a product is made of 
(tangible and intangible product features). 

 

 

 



 

53 

 

 Figure 30: From the idea to the product 

 

 

 Source: INFRO (2016): Marketing insights 

4.2.5 Product levels 

Product levels as 

development 

concept 

Products are subject to change over time and its advance in the 
development can be identified by the number of product levels. 
While in the 1950s a hotel was able to distinguish itself by the 
mere availability of a clean bed, sophistic wellness facilites are 
required today in order to stand out from the competition. 
Products also differ with regards to their level of development.  

 Figure 31: Product levels and their significance for sale 

 

 

 Source: INFRO (2016): Marketing insights 

Which meaning has the product in the marketing? 

What is the product‘s definition?

• „Everything, which could be offered to a person to fulfil needs and
desires“

• A bundle of profitable properties

• From the „physical product“ to the compilation of different services

Core benefit

Generic product

Expected product

Enlarged product

Potential

Lodging, Sleep Drinking (quench thirst)

Bed, Reception counter
Sealed bottle

Cleanliness, Towels, 
Wifi, Breakfast

Bottle design, 
Flavour, Durability

Hotel bar, 
Wellness area

Recreation, 
Outdoor activities

Wellness, Design  
Touch of luxury (price)

Vitamins, Substances,
(Health market)

Hotel Birch sap
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Core benefit 

 

The core benefit is not a product yet as it cannot be sold. In 
order to sell overnight stays, a building and a bed are required 
at the very least.  

 

Generic product 

 

 

The unsuccessful idea that the forest function can be put on the 
market without any further marketing efforts and investments is 
explained here. Core benefits alone are not marketable. The 
least required is a generic product.  

Using a hotel as an example the generic product is a building, a 
reception desk and a bed. Using the example “to quench one’s 
thirst” it would be a bottle with a top. The generic product is 
basically the real purchasing goal of the consumer. As a 
general rule his decision is made due to further criteria as the 
core product is offered by everyone.  

 

Expected 

product 

 

In a fully developed economy expectations about a product are 
increasing. Cleanliness, towles, WiFi and breakfast would be 
expected in any hotel. Likewise design and taste are part of a 
drink. The expected product is a bunch of useful characteristics 
and frameworks. 

 

Additional 

product 

 

The actual competition and the opportunity to generate a unique 
selling point takes place on the level of the augmented product 
(additional, special services). It goes beyond „normal“ 
expectations. This product level provides scope for 
differenciating a product, for differentiating it from competing 
products and for highlighting competitive advantages. 

 

Potential product 

 

The interesting aspect about such a potential product is that it 
has only little in common with the core benefit. It is the transition 
into a completely new market, e.g. the market of recreational 
offers or health.  
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Development 

levels of a 

product 

Every product, tangible or intangible, can be analysed 
according to its product levels and assessed according to its 
development. Not every product has five levels.  

Wild mushrooms contain great product opportunities: somebody 
who does not collect mushrooms can purchase them on the 
side of the road, in retail or is offered them in gastronomy as a 
seasonal specialty. The figure of development possibilities are 
the result of a scenario – what if. 

The case examples 23, 50 or even 67 provide different product 
opportunities for mushrooms which have actually been 
implemented.  

 

Figure 32: Examples of product augmentation 

 

Source: INFRO (2016): Marketing insights 
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Public 

commodities 

 

Regaining power 

to act 

 

 

 

Proactive 

measures 

Additionally, a special problem arises in forestry. Some of the 
products are easily accessable. For the purpose of recreation it 
is possible to access forests in various European countries. 
Above that, regulations in the Federal Nature Conservation Act 
in Germany say that twigs, flowers, medicinal herbs, 
mushrooms and fruits can be harvested in small quantities for 
personal needs. 

The concept of product levels shows that this circumstance can 
cause trouble. However, it can be overcome. Even on the level 
of the expected product the forest owner has the right to act. 
Whether he or she lets someone put up signs or benches or 
makes viewpoints accessible, it is up to his approval and he/she 
can charge for it.  

When a forest owner recognizes the need for recreation in his 
region he/she can think about how to turn the according offers 
into a product generating revenues. Interestingly enough, when 
such an offer (potential product) is developed accordingly, a 
forest path does not differ from a hotel in terms of marketing 
opportunities. The following figure clarifies the different 
development levels of a product which can be applied to 
immaterial (intangible) products, such as services (hotel, forest 
paths) just as well.  

 Figure 33: Overcoming missing marketability  

 

 

 Source: INFRO (2016): Marketing insights 

Core benefit

Generic product

Expected product

Augmented product

Potential product

Lodging, Sleep Recreation

Bed, Reception desk Forest roads

Cleanliness, Towels, 
Wi-fi, Breakfast

Signs, 
Lookouts, picnic tables

Hotel bar, 
Wellness area

Recreation, 
Outdoor activities

Maps, Guides

Licences
Recreational programmes

Hotel Forest paths

Product levels
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Product 

examples 

Comparable examples for services can be found, e.g. in the 
documented cases 7, 13, 19.  

  

Product 

demands 

“The worm is supposed to attract the fish, not the angler“. 
Therefore to begin with it should be realised who is important 
for the purchasing decision. Furthermore, it should be realised 
according to whose demands and with which of its 
characteristics the product is to be provided with.  

To recognize and satisfy the wishes and needs of the target 
group is the core of marketing. However, not only is the product 
oriented towards the most important demands of the customer 
but also created with reference to the business as well as to the 
entire supply channel. 

Profitability is a constant limiting boundary condition.  

 

 Figure 34: Product demands 

 

 

 Source: INFRO (2016): Marketing insights 
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Classification Classifying wild forest products and services on a more abstract 
level, there are three levels to be distinguished: 

 Tangible and intangible products 
 Integrative and autonomous products 
 Company and cooperative products 

 

Integrative means that the consumer is either more or less 
involved in the production process. Autonomous products are 
produced independently by the company and are then sold on.  

As the following classification shows there is no clear distinction 
but rather a continuous process between the conceptual pairs.  

 

Figure 35: Classification of wild forest products and services 

integrative

autonomic

gifts (game
meat) according

to customer
wishes

sponsoring
projects in

forests

timber,
drinking water

toll
for forest

roads

individual offerer

cooperation of offerers

ecologically
produced

Christmas trees

incentive
events in the

forest

accommodation
possibilities

timber, cut
 in a specific
phase of the

moon

material
products

material products
with additional

immaterial
components

immaterial
services with

additional material
components

immaterial
products

 

Source: Mantau et al. (2001) 
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4.3 Visual product design  

Stimulus A product on offer should not only be packaged and labelled 
functionally. In comparison, think about how pleasant it is to eat 
at a table with tablecloth, decorated with petals and lit with 
candles. 

Design Visual product design follows the criteria of design. Design is 
the outer appearance of the product (inner values certainly 
count as well) and can contribute considerably to the 
commercial success (Geyer et al. 2015). 

Your offer of mushrooms in woodchip baskets is different than 
the offers by other providers? So why do you not simply design 
it differently as well (see figure 32 mindmap mushrooms)? 

 Figure 36: Design example 

 

 

 Source: Tomas Monka; INFRO (2016): Marketing insights 

 The following figure clarifies that there is more to design. 
Design e.g. visualises values of nature or even an idea 
revolving around the product. (cf. chapter 4 Trends and Visions, 
www.drinknoa.com). 
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 Figure 37: The total picture of a product 

 

 

 Source: Tomas Monka 

Design elements Important design elements are shape, size, colour, labelling, the 
material used, packaging, weight – hence, all the outer 
characteristics of a product which (can) play a role for the 
customers choosing the product. 

Example 

 

How can you pack up blueberries? In a plastic punnet or in a 
cardboard punnet? What does the customer/wholesaler 
demand? What is nicely designed and suits the product but 
cannot be technically implemented? Do the berries get 
squashed on one or the other packaging? Does blue font suit 
forest and berries? Should the berries be offered in punnets of 
250g, 500g or in sacks of 1 kilogramm? Which amount is usual 
in trade? Which amount conveys an impression of 
exclusiveness? Which packaging is convenient? 

Technical and functional characteristics of the product have to 
be taken into account with regards to the design. What can 
have a negative influence on the use and performance of the 
product? 
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 Figure 38: Packaging for blueberries? 

 

 

 Source: Shutterstock / Maciel Photo MF, Augustino, Harda 

Packaging Packaging serves two purposes: protecting the product during 
transport and ideally encourages to purchase the product at the 
same time. It fulfills technical, economical requirements which 
are particularly expected by producers (processers), retailer and 
buyers. 

These requirements particularly concern: 

 Transportability and space-saving transport 

 Easy opening and closing of packaging 

 Storage and protection of the goods 

 Packaging and filling costs 

Packaging is not only meant to encourage the customer to 
purchase the product but also to provide all the important 
information about the product. At the same time the outer 
design serves as a means that the product is noticed by the 
customer despite the variety (abundance, mass) of products on 
offer (Geyer et al. 2015). 
A friendly saying on the bottom of the blueberry punnet 
therefore either makes someone grin or completes the 
collection of recipes.  
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 Figure 39: Product design - packaging 

 

 

 Source: INFRO (2016): Marketing insights, Pictures: Udo Mantau 

 

Brand This can be done by professionals! 

A brand is an inevitable part of product design. Just as the 
cowboys who used to use branding for their horses as a means 
of protecting their property and recognizing their animals (Juslin 
and Hansen 2003), in marketing modern branding is used for 
the recognition of products. There is numerous specialised 
assistance which serves as a support to find the right name, to 
design the brand with a logo, to establish and maintain it.  

Further information on branding and brand establishment will 
follow in chapter 7 – marketing communication. 

The following figure shows various brand labels and logos of 
wild forest products and products on the basis of forest 
resources, respectively. Acorn-fed pigs, Lumene cosmetics, 
Sonnentor herbal teas, Nordic Koivu birchsap.  

 

 

 

 

• Transport capacity and space-saving transport

• Easy opening and re-sealing of the package

• Storage and protection of the goods

• Costs for packaging and filling

• Animation to buy

• Product information

• Awareness of the products and recognition

Pictures: Udo Mantau
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 Figure 40: Examples for brands 

 

 

 Source: INFRO (2016): Marketing insights, lumene.com, sonnentor.com 

Established 

brands 
 

 

 

 

• Objectives: Presentation, Establishment, Care

• But: This can be done by professionals

• Examples of established brands
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 Source: www.lumene.com; www.sonnentor.com; www.eichelschwein.de; 
www.aurinkolehto.fi 

Service Service as a design characteristic is geared towards the product 
characteristics, the product strategy and the customers‘ needs, 
also towards individual needs, depending on the product. The 
product level of the augmented product provides an approach to 
differentiate, especially for services (cf. chapter 4.2.5 product 
levels).  
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4.4 Activity – potential products and product ideas 

Check list – DIY 

From the resource to the product – which resource can you use for your product? 

 

 

Which product areas, which product suits my enterprise? 

 

 

Does the product area or the product match the current trend? 

 

 

Make a list of the characteristics of your product! 

 

 

How advanced is the development of the product now? 

 

 

What can I do or would like to do in order to make it more attractive? 

 

 

Questions that remain open: 
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5.1 Market environment 

Introduction Generally speaking, forestry enterprises focus  and depend on 
the marketing of wood products. Relevant and known 
influencing factors for daily business are information about the 
development of wood prices, the structure of enterprises 
processing wood in the region and their needs as well as legal 
pre-conditions for the transport of wood and environmental 
regulations regarding the harvest of wood. 

However, what about e.g. the food law which has an impact on 
the processing and marketing of meat products? What about 
the consumer behaviour of the population with regards to 
venison? Which preconceptions or preferences decrease or 
increase the demand for venison? Who has the permission to 
process and sell venison? Prior to an investment and the launch 
of a new product development in the sector of wild forest 
products and forest services all of these questions have to be 
gathered or at least assessed. 

The systematic recording of influencing factors (and their 
development trends) for a marketing opportunity is included in 
the market-environmental analysis. 

On a case-by-

case-basis  

Every market has its own environment with influencing factors. 
As a general rule these influencing factors/components apply to 
every product on a market. However, their relevance on a 
market may only concentrate on few influencing factors. 
Forestry tends to be strongly characterised by natural and 
political-legal influencing factors (stakeholders). In opposition to 
this, by introducing the iPhones, the media market has been 
upset down due to technological components and the 
construction market is currently driven by demographic 
components.  

  

 
 

 Market environment and product strategy 5
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Figure 41: Influencing factors in the market environment 

 

Source: According to Kotler and Bliemel (1995) 

 

 

 

Purposes of the 

environmental 

analysis 

 

 

 

 

 

 

Which factors 

are included in 

the external 

environment?  

The environmental analysis is the first step for target and 
strategic planning. Apart from external influencing factors, the 
entire environmental analysis also includes an analysis of the 
business’s own capacities and possibilities. According to Kotler 
and Bliemel (1995) the aim of an environmental analysis is to 
identify new marketing opportunities. A marketing opportunity is 
defined as a potential marketing purpose of the business by 
which it could have a competitive advantage. Apart from the 
opportunities an evaluation of threats is part of an 
environmental analysis. The environmental analysis uses 
methods from marketing research as well as specific 
procedures, as e.g. potential analyses, analyses of strengths 
and weaknesses and portfolio analyses.  

According to Meffert et al. (2008) and Hungenberg (2011) 
Examples for important factors influencing a market include: 

Natural forces (climate, infrastructure, availability of resources) 

Economy (economic cycle, growth, unemployment) 

Society (social norms, cultural and religious values, educational 
system, demographic structure) 

Technology (science, technological progress, key technology) 

Law and politics (legal norms, political institutions, stability of 
the political system) 
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As part of the environmental analysis it has to be determined 
which influencing factors are relevant for the market and how 
these individual factors are represented and how these will 
develop in the future. Figure 42 exemplifies the factors from the 
external and the internal environment influencing the market 
situation and their integration in the marketing planning process. 

Summary The environmental analysis serves as a strategic basis of 
decision-making in marketing and includes: 

 An analysis of external and internal general conditions 

 Forecasts and scenarios regarding the development of 
general conditions 

Hence, it is the aim of the market environmental analysis to 
identify possibilities and provide stimuli for the implementation 
of ideas.  

Figure 42: Influencing factors of strategic marketing planning  

 

Source: Modified figure following (Nieschlag et al. 1991) taken from (Welcker 2001).   
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5.2 The environmental analysis in the forestry sector 

Openess and 

creativity 

 

 

 

 

Business culture  

 

 

 

Openness and creativity are mentioned as prerequisites for the 
environmental analysis and the development of product ideas. 
According to Oesten and Roeder (2012) traditional conceptions 
in a forestry enterprise regarding protection and recreation 
services of woodlands as public goods have to be questioned in 
the environmental analysis. Besides the analysis of external 
factors an internal operational analysis has to be carried out. 

According to Welcker (2001) strategic marketing planning is 
closely related to the business culture of an enterprise as 
certain thinking and problem solving patterns result from this 
culture. The internalisation and orientation towards marketing 
mindsets, particularly for forestry enterprises which have 
occupied themselves very little with marketing so far is of 
central importance. A number of thinking and problem solving 
patterns which could influence strategic marketing planning in 
forestry enterprises are listed in figure 43. 

 Figure 43: Thinking and Problem Solving Patterns 

 

 Source: INFRO (2016): Marketing insights 

 

5

The market is as it is. One can only adapt.

Because everbody can enter the forest, there are so few possibilities
to earn money with recreation. 

Environment is such a precious good, one shouldn t make a product
out of it. 

A forester is a forester and not an allround-entertainer.

Barriers for the marketing of wild forest products and services
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 However, following Borowski, Sz. & Becker, M. (1996), 
marketing is a type of management which is predominantly 
oriented towards the customers’ demands. This perspective 
presupposes a clear formulation of own objectives and aims. 
Forest enterprises’ basic objectives for the marketing of wild 
forest products and services could be: 

 Diversification of income 

 Improvement of the business image and legitimation of own 
activities with regards to social perception 

 Adaption to society’s changing demands concerning forest 
management 

 Use of business potentials and resources 

 Creation of jobs and strengthening of rural areas 

Forecast for the 

Future  

Based on the exisiting marketing objectives an environmental 
analysis can assist a forestry enterprise to assess opportunities 
and risks realistically and to develop the product strategy. In 
order to assess the influencing factors of a specific market 
environment it is also required to assess the future development 
of these factors.  

Especially with regards to the provision of services it is helpful 
to pin down future demands of potential customers and 
segments in this process.  
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5.2.1 Environmental Analysis with regards to the marketing of hunting  

 

 

 

 

 

Gutsche (2014) has systematically gathered the influencing 
factors on the marketing of hunting of the Landesbetrieb 
Hessen-Forst within the frame of a PESTLE analysis (Political, 
Economical, Sociological, Technological, Legal and 
Environmental Factors). The results of the analysis are the 
basis for the formulation of objectives and the development of a 
product strategy.  

 Figure 44: Risks and Chances Profile  

 

 

 Source: Gutsche (2014) 
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Factors of the 

Environmental 

Analysis 

The following factors were taken into account for the 
assessment of the external environment of the marketing of 
hunting: 

External 

environment 

Factors 

Politico-legal Hunting legislations at home and in 
neighboring countries (in countries of 
hunting guests) 

Economic Available income at regional levels 

Sociocultural  Demographic structure (demographic 
change/urbanisation), attitudes and 
values, perception of hunting within the 
population,  

Technological Developments in the information 
technology sector 

Ecological Development of game populations 

Consequently, the market environment analysis is the basis for 
target and strategic planning and influences the product 
strategy considerably. Using the example of the development of 
a marketing concept for the marketing of hunting at Hessen 
Forst clarifies the influence it has on the product strategy. The 
possibilites and risks identified in the market environment 
analysis influence the marketing objectives and the product 
development based on it.  
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5.2.2 Environmental analysis of woodland burial grounds 

Politico-legal 

environment: 

 

 

 

 

 

 

 

 

In Germany the burial law is the responsibility of the federal 
states. The individual burial laws are similar. They do not only 
set deadlines, they also prescribe that an undertaker has to be 
brought in in any case and that the deceased has to be buried 
on a cemetery, a woodland burial ground or at sea. This 
regulation is referred to as mandatory use of a cemetery. 
According to this, the decedents can only be buried on areas 
which are designated as cemeteries.  

On account of the legal regulations it is generally not permitted 
to run private cemeteries in Germany. Therefore woodland 
burial grounds are always realised in cooperation between a 
municipal or churchly entity and a forestry enterprise.  

As woodland burial grounds are cemeteries they are pacified 
areas where hunt is suspended. On account of temporary 
increased traffic in woodland cemeteries and an increased 
number of people visiting the woods higher costs for the legal 
duty of maintain safety have to be expected.  

Economic 

Environment: 

The idea for tree burials comes from Switzerland and was 
offered in Germany for the first time in 2001. Since then the 
number of woodland burial grounds officially approved 
increased steadily and amounted to a number of 150 in 2009.  

The number of woodland burial grounds and forest cemeteries 
in Germany is currently estimated to amount to about 400-500. 
About 5% of the urns are currently buried beneath trees. Thus, 
the trend towards cremations and also towards burials beneath 
trees remains the same. Surveys show that 40% of the 
respondents can imagine to be buried in a grave in natural 
surroundings without grave care. One of the leading providers 
of woodland cemeteries assumes that urn burials beneath trees 
will increase in the coming 10 years as well. 

Sociocultural 

Environment: 

Even when taking into account the increasing life expectancy, 
the death rate is still increasing in Germany. According to 
numbers by the Federal Office of Statistics this increase will 
continue throughout the coming 30 years.  
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Due to increasing mobility, family members nowadays often live 
hundreds of kilometres apart from one another. It can be 
generally said that woodland cemeteries provide low 
maintenance urn graves with comparitively low burial costs.  

Ecological 

Environment 

Depending on the location of the woodland of the designated 
woodland cemeteries in conservation areas or NATURA 2000 
areas, there are certain requirements due to nature 
conservation legislations which have to be fulfilled. There are, 
for instance, certain circumstances where prior to the 
designation of a woodland cemetery a FFH-compatibility check 
is required or even an exception permit regarding the regulation 
to stay on designated paths in conservation areas.  

 

Chapter 9: product examples 10 and 14  
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5.3 Activity - Market Environment 

Check list – DIY 

Which legal bases are relevant for your product? Do they provide opportunities for the 
product development? 

 

 

Does the location and the environment of your forestry enterprise open up opportunities 
for a product development? 

 

 

Which potentials within the company can be developed and promoted? 

 

 

Will in the near future changes in laws, technologies or staff influence the product 
development? 

 

 

Who are the competitors for your product and what are alternative products for the 
customer? 

 

 

 

Questions that remain open: 
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5.4 Product strategy 

Stimulus 

 

In the best case we now have precise information about the 
target group and can formulate distinct customer needs. You 
have discovered a potential product and its opportunities and 
used it to develop ideas. 

The market environment analysis previously introduced allows a 
detailed assessment of the market and internal and external 
possibilities for a product. After a market environment analysis a 
precise objective for the company and the product follows.  

 On the basis of the objectives, important strategic decisions can 
be made which set a long-term operational framework (Jung, 
2001). The development of the product strategy is integrated in 
the process of strategic marketing planning. 

The according “marketing tools” and instruments for the 
implementation of objectives and strategies are combined in the 
marketing mix – these come from the areas segmentation, 
product policy, contraction policy, distribution and 
communication policy (Meffert et al. 2008). 

Figure 45: Marketing mix  

 

Source: According to Meffert et al. (2008); INFRO (2016): Marketing insights 

Marketing mix

Marketingmix

Segmentation / 
Target groups

Product policies

Contracting
policies

Distribution policies

Communication-
policies
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Strategic 

decisions 

The conscious process of planning of a product or a service for 
the purpose of fulfilling costumer needs involves various 
strategic questions.  

The chosen strategy is reflected in all the elements and tools of 
the marketing mix. All the “tools” of marketing, the design of the 
product, the sales stall, the sales person, packaging, and 
transport are oriented towards the chosen strategy. 

What are the precise strategic decisions that have to be made 
for a product? 

Standard strategic decisions concern the role which is played 
on the market and which tools are to be used in order to 
implement the long-term operational framework (marketing 
mix). Decisions are made with regards to the choice of the 
market, the geographical scope, decisions concerning the 
product and customer, the core competencies and competition. 
However, an analysis of the market environment with its 
participants, offers and competitive forces is required in 
advance. 

 Who are the customers? 

 Where do I want to sell? 

 What am I good at (core competencies)? 

 Who are my competitors? 

 How will I position myself on the market? 
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 Figure 46: Standard decision regarding product strategy 

 

 

 Source: Kotler and Bliemel (1992) 

Specialty 

products 

 Special    

 market 

Marketing wild forest products and services cannot simply be 
compared with established product groups, as e.g. the 
automotive industry or daily consumer goods. E.g. traditional 
services of trade can only be compared with services of the 
forest to a certain extent. Commonly accepted definitions of 
marketing tend to consider two kinds of markets for products: 
the mass market and the market for specialised products. 

From an economic point of view wild forest products and 
services barely play a role. Compared to the ordinary consumer 
goods market the market for these products is a submarket. 
Table 1 describes the characteristics of the market for wild 
forest products and services. In addition to this, there are few 
comparable, competing products, pronounced unique 
characteristics, specialised costumers and therefore limited 
competition within the product group.  

Forestry enterprises can act as drivers for quantities on the 
wood market which is usually limited to a region. Companies 
(and products) of the submarket of wild forest products and 
services can primarily be categorised into niche strategists, 
offering differentiated and specialty products.  

Classic strategical decisions regarding market position
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Comparison The automotive industry provides an illustrative example for the 
conventional market (economic perspective): Will a company 
appear as cost-leader like e.g. Opel or as quality leader like e.g. 
BMW or rather as leader in terms of service like e.g. Daimler? 
These are usually the driving forces of the big mass markets. 
On top of this, every market has numerous niche markets 
where it is possible to survive comfortably as e.g. VOLVO as a 
specialist for safety.  

 Figure 47: Stakeholders and products in niche markets 

 

 

 Source:  According to Kotler and Bliemel (1995) 

Small but mighty 

 

Conventional mass markets employ strategies for mass-
produced goods. As opposed to this, in a niche market, just like 
the market of wild forest products and services, specialty 
products are primarily developed for a small customer group (a 
small market segment) or offered to few customers in a 
narrowly defined market. Customer needs are responded to 
purposefully and effectively. In general, this makes higher 
prices possible. Competition is rather limited. The price level is 
rather based on the product concept.  

 Pettenella et al. (2007) describes specialty products of the 
specific market as, in part, highly differentiated, with high value 
added and only available in small quantities. Most of the 
products are product innovations or traditional products which 
have not been used for a long time. 

Small but fine – the niche market of wild forest products and services

Picture: Mantau

The specific forest
business-mix 
Micro market
Product specialist
Special manufacture
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Specialty 

products with  

mass potential 

At the same time, however, he reveals mass-produced goods 
for this market: Christmas trees, berries and mushrooms but 
also products made of cork and sweet chestnut are classified as 
seasonal mass products (Pettenella et al. 2007). 

On account of the classification of the products mentioned 
above (driver(s) of quantities in niche markets) product 
differentiation is possible in the sector of wild forest products 
and services as well. Theoretically speaking differentiated 
products are positioned between mass products and specialty 
products. E.g. decorated material from the forest which in 
certain seasons is offered in large quantities can as a 
differentiated product fulfil further customer needs. 

The documented cases concerning Christmas trees and forest 
material for decorative purposes, among others from Rhineland-
Palatine (68) and the North of Germany (69), clarify the volume 
potential and possible competition for these (differentiated) 
products.  

Figure 48: Wild forest products with mass potential 

 

 Photos: Saal, Schöpper, Waldbesitzerverband Rheinland-Pfalz 

Special products with mass potential

Pictures: Saal, 
Schöpper, 
Waldbesitzerverband 
Rheinland-Pfalz 
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Five competitive 

forces 

 

 

 

 

 

 

Despite the significance of niches of wild forest products and 
services, providers and products take part in the competitive 
process. The five-forces model (Porter 1980) describes the 
influence as 

 bargaining power of suppliers 

 threat of new entrants 

 bargaining power of buyers 

 threat of substitutes 

 as well as rivalry between the existing companies in the 
competition.  

Using the five forces of competition the situation of the sector of 
wild forest products and services can be analysed. As a result it 
is necessary to develop an according competitive strategy and 
strengthen competitive advantages.  

Figure 49: Porter’s Five-Forces Model 

 

Source: According to (Porter 1980) 

–
–
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Competitive 

advantages 

Based on the product characteristics as well as the product and 
marketing strategy, competitive advantages can be developed. 
Hence, honey with edible boletus (product example 56, chapter 
8) offers a distinctive flavor compared to common product 
characteristics of honey.  

In the competition with other products of wild garlic the 
company Terra Magnifica (Croatia) (product example 36, 
chapter) has a strategic advantage. It makes use of picking and 
production structures which are traditionally available.  

According to Hungenberg (2011) there are primarily two 
strategic approaches in order to create competitive advantage: 
establishing price differences and performance differences. This 
approach can be applied to the niche market of wild forest 
products and services as well. Developing the extended product 
level (cf. figure 33) the differentiation approach is adopted 
which, among others, serves the identification of competitive 
advantages (Juslin and Hansen 2003).  

 Figure 50: Identifying competitive advantages 

 

 

 Source:  INFRO (2016): Marketing insights, according to Hungenberg (2011) 

  

Develop competitive advantage Competitive advantage 
based on product concept 

Competitive advantage 
based on marketing strategy

Pictures: shutterstock.com/ unipict/ dkidpix
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Strategies in 

competition 

The following system describes strategic behaviour of 
competitors towards one another. How can a company 
implement and, respectively, reach its strategic marketing goals 
in competition and defend competitive advantages. 

 Figure 51: Competitive strategies 

 

 

 Source:  According to Porter (1980) and Hungenberg (2011) 

 

 The strategy of cost leadership is based on price differences for 
the same or similar products or a cost lead of the 
producer/provider towards competitors (Bruhn and Homburg 
2004). In comparison to this, the differentiation strategy is 
based on a distinctive and unique feature of the product from 
the customer’s perspective.  

Among other things, purposeful reduction of costs in all kinds of 
service areas and tight control of costs are measures to reach 
cost leadership. A sector analysis performed in advance reveals 
e.g. the weaknesses of other providers (Juslin and Hansen 
2003). 

In contrast, the differentiation strategy is about concentrating 
and establishing particular prominent product features. Cost 
leadership and differentiation are strategies serving market 
coverage. 

Strategic behavior in competition
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The focus and Porter’s specialty product strategy, respectively, 
concentrate on a distinctive customer segment or a niche 
market. In this context the company focusses on special 
customer wishes and a small group of customers in a narrow 
regional market, among other things with special distribution 
channels, a higher price level but also maintains close ties with 
customers (Juslin and Hansen 2003). According to Hungenberg 
(2011) the niche strategy in the field of competition is not a real 
strategy with an own strategic pattern. Therefore, differentiation 
and the strategy of cost leadership are used in this niche market 
as well.  

Product analysis Small niche markets are dynamic and underlie trends (cf. 
Chapter 4) which have an influence on the development of a 
product on the market. Among other things e.g., the number 
and the behaviour of competitors and demanders, conditions of 
suppliers, costumer needs or the provision of resources 
change.  

The product life 

cycle model 

In order to develop a product strategically a continuous analysis 
of the product lifecycle is inevitable. A product, no matter which 
product strategy it follows, goes through a cycle of different 
stages of “life”. According strategic measures can be adopted to 
react towards dynamic developments. Depending on the 
lifecycle, strategic decisions are made and marketing tools used 
in different ways.  

The lifecycle is a representation of the development of sales 
and turnover of a product (Bruhn and Homburg 2004). It is hard 
to project the length of a cycle. Transitions between the 
individual stages make themselves felt due to considerable 
changes of the sales volume. The following figure shows the 
ideal-typical process of a product cycle and possible strategic 
measures. 

 Introduction stage (I) 

 Growth stage (G) 

 Maturity stage (M) 

 Decline stage (D) 

 Relaunch stage (R)  
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 Figure 52: Standard curve of a product lifecycle 

 

 

 Source: INFRO (2016): Marketing insights 

 

 The process of the lifeycle of wild forest product and services 
can only be represented to some extent and there are no 
reliable examples which document the classic progression, 
respectively. Examples for specific lifecycle stages can be 
derived from a few documented cases (chapters 8 and 9).  

Many products of the submarket considered are new products. 
After the introduction of the product they are now either in the 
growth stage or already in the maturity stage. Generally 
speaking, many wild forest products and services are 
relaunched as in several product groups traditional products are 
revived, among other things, due to trends (Pettenella et al. 
2007). The fact that other customer segments “discover” these 
products as well are additional effects of relaunch and 
maintenance. (health products interesting for young LOHAS as 
well). 

 

 

 

 

I G M D R= Recovery
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–
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 Figure 53: Stages of lifecycles with strategic tools 

 

 

 Source: INFRO (2016): Marketing insights 

 Every single stage requires different marketing strategies. The 
introduction stage is characterised by customer acquisition and 
the establishment of a distribution network. The growth stage is 
accompanied by intensive measures of communication.  

When the market drops, it is tried to counteract by means of 
intensified sales efforts and driving other competitors out of the 
market. The one who remains on the market can be pleased 
about a relaunch and revives old advertising stunts. The same 
happens in music business where old music stars appear out of 
thin air again.  

Lifecycle 

Nordic Koivu 

Birch sap 

Using the birch sap producer Nordic Koivu as an example, a 
part of the cycle can be decribed (chapter 8, product example 
27). The Finish company Nordic Koivu produces durable birch 
sap. A developmental period lasting ten years was required 
between the first introduction of the product (production of birch 
sap on a small-industry basis) and the “completed” solution to 
be bottled. This development can be classed as the stages of 
product introduction and growth. After an intensive growth stage 
distribution was expanded. As the Finish market is too small 
Nordic Koivu export up to 97% of the birch sap to the Asian 
region. 

 

Product 

discount

Advertising

Trust

Brands

Expansion

Distribution

Variation
Maintenance

Relaunch

I G M D R= Recovery

Sales
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 Figure 54: Stages of lifecycles – using wild forest products as 

examples 

 

 
 

Source: INFRO (2016): Marketing insights 

Variation  Examples for product variants can primarily be found at large 
providers of wild forest products: Sonnentor, e.g. produces 
different sorts of herbal teas on the basis of blackberry leaves 
(chapter 8, product example 43). Furthermore, there are 
seasonal ingredients and variations.  

The following figure shows an example of a product variant: a 
variant of conventional cottage cheese has been made with 
cranberries. A further variation of this cottage cheese was 
combined with cloudberries. (Producer Valio, Finland, May 
2015). 

 Figure 55: Variation of conventional products 

 

 

 Source: INFRO (2016): Marketing insights, picture: Saal 

Introduction Growth

Maturity

Decline

Relaunch

Source: www.sonnenor.com ; www.beher-nuernberg.de/; www.aurinkolehto.fi/corporate/deu/deu.html 

I G M D R= Recovery

Sales
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Influence of 

trends 

The following example from the wood industry shows that such 
cyclical processes do occur in markets. However, the example 
of the chipboard also shows that in reality lifecycles are not 
ideal-typical but characterised by numerous other influences. 

During the pioneering phase of the chipboard (1950-1960) the 
aim was to improve the product and gain the first groups of 
buyers.  

During the expansion phase (1960-1970) a cheap product and 
a group of costumers that had a great demand for furnishings 
came together. 

During the consolidation phase (1970-1980) saturated demand 
was encountered. As a result of a tough pricing battle, 
enterprises which were financially potent invested in larger 
plants (cost leadership by means of economies of scale) and 
drove smaller enterprises out of the market. From 1980 to 2000 
companies attempted to improve their profitability by means of 
diversification (added value). 

 Figure 56: Lifecycle chipboard based on production volume [M 

m³] in Germany 

 

 

 Source: INFRO (2016): Marketing insights 

Environmental 

factors 

A relaunch of a special kind arose due to the reunification of 
Germany and the eastward expansion of the EU as from 1990. 
Another consolidation phase arose as a result of the financial 
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crises which can be possibly ascribed to the production level of 
the 1980s. This shows that strong influences of the environment 
can completely superimpose lifecycle models. Nevertheless, the 
challenges of marketing in the different stages still apply.  

Do not rely on 

theory 

In the end the lifecycle model is a pattern from which you can 
gain good stimuli for marketing. However, the development of 
the market can be profoundly more positive and merciless and 
distinctly more negative. The following figure 57 shows the 
lifecycle development of a successful product and flops.  

 Figure 57: Lifecycle model in various forms 

 

 Source: INFRO (2016): Marketing insights 

 The following figure 58 illustrates the product development by 
dynamic influences of the market and implementation of 
marketing strategy. Moreover, the influence of differentiation on 
the position of a product on the market and its strategic 
competitive position becomes obvious. 

  

 

 

 

 

 

–
•
•
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Time

Sales
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Figure 58: Summary of elements of product strategies 

 

Source: According to Juslin and Hansen (2003) 

 

  

Interaction of product strategy elements
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5.5 Activity - Product strategy 

Check list – DIY 

Who are my customers? 

 

 

Where do I want to sell? 

 

 

 

Who are my competitors and which core competencies can I use in competition? 

 

 

 

Which role shall my product play on the market? 

 

 

 

Where is my product positioned within the lifecycle model? 

 

 

 

Questions that remain open: 
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6.1 Distribution 

Objective and 

definition 

It is the task of distribution to put the product on the market in 
such a way that the customers accept it. As distribution can 
cause immense costs, it is the right strategy that decides 
whether a product can be offered at all. E.g. marketing of a 
network of riding paths can fail because the costs of exchanging 
products and services exceed the possible revenues.  

Ultimately, distribution policy serves as “a direct or indirect 
influence on the presence of sale goods on the market” 
according to the sales targets and the resulting “acts of 
purchase” in quantitative dimensions and qualitative form 
(Ahlert 1996).  

Tasks of 

decisions 

regarding 

distribution  

There are two areas of responsibility to be distinguished within 
the framework of distribution policy: 

Decisions regarding distribution channels determine via 
which intermediaries the products are put on the market.  These 
involve reflections on acquisition with the aim of introducing new 
distribution channels and new intermediaries, respectively.  

Carrying out distribution implies the organisation tasks and 
the tasks of implementing distribution which arise related to the 
physical distribution of products/goods (transport, storing, 
supplying). This also involves organising the processing of 
orders and the employment of salespeople.  

The following figure 59 illustrates these basic decisions of 
distribution.  

 
 

 Distribution and marketing channels 6
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 Figure 59: Basic decisions of distribution 

 

 Source: Kotler and Bliemel (1995) 

 Figure 60: Distribution channels and sales partners 

 

 Source: Kotler and Bliemel (1995) 

Physical 

distribution 

Aspects of physical distribution shall not be further dwelled on. 
For the most part it only gains in importance when it comes to 
high quantities. Wild forest products and services are usually 
offered in market niches which, on top of this, are regional in 
scope. There are problems to solve in this context as well but 
local knowledge is more important than general structures.  

6
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 Figure 61: Marketing logistics - physical distribution 

 

 Source: Kotler and Bliemel (1995) 

Strategy for 

marketability 

For forestry enterprises a strategic decision about distribution 
channels is of immense importance as these are also decisive 
for marketability. If an offer fails, this is not only down to 
objective boundaries (public good) but also down to wrong 
distribution channels. 

Gaining sales 

intermediaries 

Sales intermediaries and sales assistance have to be won for 
own sales targets. This involves awareness of individual goals. 
The following keywords list the advantages an independent 
organisation can take from participating in a distribution process 
for recreational and environmental services (according to 
Welcker (2001) and Mertens (2000)):  

 Traders or processors: trading profit and assortment 
expansion 

 Political organisations: electoral votes, achieving 
objectives, image, press event 

 Nature conservation organisations: public image, 
image perceived by members, nature conservation goals 
of the organization 

 Tourism enterprises: attraction of the programme/the 
region, amplifying the programme, public relations 
activities 

 

6
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 Figure 62: Distribution structures for the marketing of venison 

 

 

 Source: INFRO (2016): Marketing insights 

 

Chapter 8: Marketing venison 

Product examples 1, 5, 6, 7, 17, 20, 32, 33 

Organisation of 

distribution 

channels 

Apart from the decision-making with regards to an appropriate 
sales intermediary, the organisation of contracts, finances, 
property rights and communication are part of the organisation 
of a distribution network. When it comes to the marketing of 
venison these are familiar to a great extent. However, in case of 
establishment of a new network of riding paths this can turn into 
the real challenge.  

Marketability due 

to choice of 

distribution 

channels 

This implies that products that are not marketable rather result 
from lack of imagination than of objective circumstances. If one 
link of the distribution chain of doors fails or is not dealt with 
successfully, this product will not find customers or will be 
“discovered” by the competition.  
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 Figure 63: Functional flows of a distribution network 

 

 Source:  Kotler and Bliemel (1995) 

 E.g. the direct distribution of a recreational product might fail as 
there is no direct channel to those seeking relaxation. It is only 
the detour via a hotel which makes a guided tour through the 
woods successful. 

 Figure 64: Possible distribution channels for a forest-related 

recreational product 

 

 Source: INFRO (2016): Marketing insights 
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 However, hotels might not even think about involving the forest 
owner and give their own tours instead. As these are 
commercial they would have to obtain approval by the forest 
owner. But if the visitors “invade” the forest without restraint and 
without a guide, it might be required to reach an agreement via 
the municipality which is adequate for both sides. If necessary a 
visitor’s tax has to be levied by the hotel. If this measure is still 
not successful, it is still not time to give up. It is rather time to 
think about further distribution structures. The more people are 
involved in the process, the more complicated and expensive 
the organisation of distribution tends to be. As a consequence, 
the product might be generally marketable but is not profitable 
anymore. Thus, complex distribution structures only pay off as 
from a certain size of a business.  

Figure 65: Where there’s a will, there’s a way – but which? 

 

Source: INFRO (2016): Marketing insights 
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Product example 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Chapter 9 

Product example 7 Trekkers‘ campsites in the forest 

There have been seven trekkers’ campsites in the forests since 
2009. In April 2013 the offer was extended and another 3 

trekkers’ campsites were opened. On these sites spending the 
night in the midst of the forests of the Palatine Forest Biosphere 

Reserve and Nature Park has been officially permitted for the 

first time. The trekkers’ campsites can be used between April 
and October.  

The project is sponsored by the administrative district Südliche 

Weinstraße in cooperation with the forest management units 

Annweiler and Haardt. The concept for the trekkers’ campsites 
was developed by the state forest enterprise (Landesforsten 

Rheinland-Pfalz) and coordinated with the stakeholders 

concerned. During the conception phase the aim was to regard 

and respect the interests and objectives of the stakeholders 

concerned. These are especially objectives of tourism, of nature 

protection, of hunting and forestry. 

Bookings are made via the internet after which the booker 

automatically receives an email with directions to the booked 

site and the exact GPS coordinates. The site can only be used 

with a valid ticket. Tickets are available on the internet at 

www.trekking-pfalz.de or at the tourist offices respectively. By 

purchasing the tickets the visitors accept the site rules. 
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Which distribution 

channel? 

The example of the marketing of a recreational products has 
shown that the decision for a distribution channel depends on 
various criteria. These will by systematically listed below.  

Number of 

customers 

The more customers have to be supplied, the more likely it is to 
use a market intermediary. It is one of the objectives of 
distribution to optimise the frequency of business relations and 
to draw on specialists at the same time (wholesale, retail).  

Geographic 

scope 

The larger the regional coverage, the demand for more 
complex distribution structures increases. This becomes 
particularly apparent in international trade. Not having any 
national/regional distribution partners with their specific 
knowledge (language, legal system) makes it a situation 
without a chance. 

Product 

complexity 

As soon as products require an explanation, there is nearly no 
way around a qualified field service. 

Product quality/ 

/maintenance 

Technical staff is required in distribution as soon as the 
warranty depends on the type of use. This can also be used in 
terms of distribution. A service contract of a heating engineer 
safeguards that he is the first to be informed about any spare 
part required or a new heating.  

Company 

resources 

It goes without saying that the distribution policy has to suit the 
size and the financial potential. However, it sometimes requires 
a painful experience before it is possible to know this.  

Examples The following examples of a collaboration with sales 
intermediaries was extracted from an EU study. For this 
reason, rights to act of individual cases are not applied 
everywhere (according to Welcker (2001)). 
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 Distribution of collection permits partially in tobacco shops 

 Sale of eco-meat through butcher and trader 

 Production of chestnuts by traders 

 Sale of own "eco-products" and trade with additional products purchased from 
other manufacturers in own "forest shop" 

 Sales of recreational products in travel agency 

 Sales of hunting licenses via a hunting agent 

 Supply of vacation homes via tourist information office 

 Listing of seminar programmes in the catalogue of an educational organisation 

 Offering guided tours in nature parks 

 Registered society („Klimaschutz durch Wald e.V.“) acts as an intermediary 

 Forestry office of the public services acts as sales intermediary 

 Certified fungi and certified wood by areal cooperation 

 Participation in events and markets 

 Christmas trees together with several providers 

 Venison in cooperation with the city 

 Sweet Chestnuts with label of origin by huge merger of several providers  

 Mushroom collection permits, rental of parking slots, tickets for cross-country ski 
track, driving permits for forest roads as a result of an areal cooperation between 
various forest owners  

 Seminars and overnights stays in the forest as a cooperation of several 
independent partners  

 Camping sites and weekend houses in cooperation with umbrella  organizations 

 Seminars on nature protection and “treetop path” in association with hotels 

 Manager workshops  on basis of separate agreement regarding ahorizontal 
cooperation with a consulting company  

 Financing of a cross-country ski trail in horizontal cooperation between nature 
park and forest agency 

 Operation of a forest with entrance fee, by owner and restaurant in cooperation 

 Guided nature tours through the mountains by park and mountain guide in 
cooperation 

Source: Welcker (2001) 
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6.2 Price policy 

Theory and 

practice 

 

 

The price theory knows an elegant solution for the 
determination of price – the equilibrium price. But theoretically, 
it is only possible to determine it where restrictive assumptions 
are applied: 

 Complete information 

  Unlimited adjustment speed 

 Homogeneous goods 

 No preferences  

 Static view of reality 
 

In reality, marketing is the exact opposite. It works with 
incomplete information, with own inaction and inaction of others, 
diversified goods in order to reach a unique selling point, 
influences preferences and with all this changes the world every 
day.  

It is undoubtedly useful to clarify basic theoretical relationships 
but these only help to a limited extent for the practical 
determination of price.  

Frameworks of 

pricing 

There is an initial uncertainty with regards to which price a new 
product can obtain. Therefore, the most useful is to set the 
upper and lower limits of pricing first. The lower limit generally 
arises as a result from production and marketing costs. These 
might not always be fully known either but they arise from own 
actions that have been set by oneself and are therefore not 
completely unknown. Assuming a jar of wild honey (500 g) 
occasions production costs of 5.00 €. 

  

Source: Shutterstock / docstockmedia 
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Figure 66: Reasons for the determination of costs 

Source: INFRO (2016): Marketing insights 

Frameworks of 

pricing 

It is, however, slightly more challenging to determine the 
customers’ willingness to pay. A first step can be to start with 
one’s own willingness to pay. This would not involve the price 
that one would like to have from others. It would rather be the 
price which one would still be prepared to pay in the 
supermarket (e.g. 7.50 €). Surely no one would pay double the 
price. Hence, the price ranges between 5.00 and 15.00 €. As a 
next step it could be useful to find out prices from the internet 
and from local providers. In the internet the prices for wild 
honey range between 5.00 and 10.00 €. However, the price 
charged for a home-made jar is 16.95 €. To put it differently, the 
business competition is fully exploiting the price range. Now I 
still do not know for which price I can sell the wild honey. This is 
obviously a matter of making your own decision on price and 
depends on product quality and marketing.  

  

Source: Shutterstock / Michael R Ross 
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Scope The following graphic shows the costs, frameworks of the 
market, product design and marketing being at work for the 
pricing. The adequate price is determined by the increased  
interaction of all the influencing variables.   

Figure 67: Elements to be considered for pricing 

 

Source: INFRO (2016): Marketing insights 

Calculation There is always a certain uncertainty in the end. It can e.g. be 
respresented by means of a simple break-even-point analysis 
and calculated in a simple EXCEL table. In the following figure 
the forest owner and beekeeper assumes a price of 10.00 €. He 
would then have to sell thirty jars, estimating the overheads and 
running production costs. His wage and profit would then be 
included as well. As a consequence he could reflect further and 
consider taking on a minimum quantity or what else could be 
possible. However, this does not provide certainty either. 
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Figure 68: Break-Even-Point analysis for if-then calculations 

 

Source: INFRO (2016): Marketing insights 

 

Source: Shutterstock / Dusit 
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Accompanying 

Measures 

He can finally reflect on how to accompany his asking price with 
other promoting measures as the customers’ willingness to pay 
depends on the following frame conditions:  

Unique position: price opportunities always occur when a 
product is unique. 

 

Limits of assesing substitution possibilites: The customer 
might come across cheaper alternatives in the internet or in the 
supermarket. However, it is less likely to find a souvenir from 
the region. 

Complexity of comparison: The harder it is to compare 
products the more inclined customers are to pay a higher price.  

Proportions: the smaller the expenses are, compared to the 
customers‘ income, the less price-sensitive is their reaction.  

Partial-cost effect: The lower the expenses are, compared to 
the total costs (e.g. of a holiday), the lower is the price 
response.   

Communal-payment effect: customers react less price-
sensitive when several people split the costs.  

Consequential-costs effect: Customers react less price-
sensitively when the product purchased is used in connection 
with a product system already purchased (car audio system).  

Exclusivity effect: The willingness to pay increases the more 
quality, prestige and exclusivity can be ascribed to the product 
(no one else has the honey jar without a label from the farm 
where I spent my holiday). 

Shelf-life effect: Products that cannot be stored cause low 
price reactions. Toilet paper is bought in the supermarket once 
a month, but fresh roles can cost 20% more on a Sunday.  
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Value effect: Products increasingly sell on account of their 
social and ecological value.This provides good opportunities for 
forest products. Ties to the forest and promoting of the region 
where I like spending time can be turned into a willingness to 
pay.  

 

Source: Shutterstock / dusit Source: Shutterstock / Lightspring 
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6.3 Conditions 

Indirect pricing Apart from direct pricing, there are conditions accompanying the 
price of a product. These involve reductions but also payment 
method and accompanying services.  

 Figure 69: Conditions make the difference 

 

 

 Source: INFRO (2016): Marketing insights 

Payment method The recreational service of the forest is a nice thing but how 
much money shall go into services? The following payment 
methods have been identified in different case studies (Mantau, 
2001): 

 
Variable calculation in individual cases 

 Calculation based on the level of consumption 
 Calculation based on the duration of the service 

Fixed charge rate for defined unique performance 
 Maps and permits for single usage 
 Payment of a fixed rate for a defined service 

Fixed charge rate for repeated or different services 
 Bills for permanent permission (licenses)  
 Tickets for repeated entrance or different services 

Bundled price for service intended combinations 
 General bundled price („Pure Bundling“) 
 Split bundled price („Mixed Bundling“) 

Payment by club membership 

6
Accompanying conditions

Conditions accompany the price and
make a difference between comparable
products.

Example:
Office products
What is of important?
10% savings or delivered tomorrow?

Finally:
Conditions can account for success.
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Voluntary license acquisition 
 Payment via subscription 
 Optional agreement 

Lease contract 
Donation 
Sponsoring 
Payment by return 
Combined payment depending on… 

 ...  individual contract and individual calculation 
 ...  individual contract and profit share  
 ...  duration of service and level of consumption 
 ...  service payment and club membership 
 ...  usage approval and club membership 

 

Discounts Discounts also belong to the mix of conditions. As they play a 
minor part in the marketing of wild forest products, they are only 
mentioned here. They are distinguished by: 

Functional discounts 

 Compensation of adopted trade functions 

 Acquisition incentives for products of a particular 
manufacturer 

 Order fulfilment (takeover of services) 

 Sales function discounts 

 Cash payment discounts (discount – waiving all credit 
functions) 

Bulk discounts 

 Cash discount (price disount) 

 Rebate in kind (fee on goods) 

Time-bades rebates 

 Promotion rebate (early customers) 

 Early dispose discounts (prematurely order) 

 Seasonal discounts (compensation of seasonal 
variations) 

 Expire discounts (clearance) 
Loyalty rebates 

 Loyalty points 

 Trading stamps 
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Figure 70: Rebate systems 

 

Source: Kotler and Bliemel (1995) 

Price 

differentiation 

 

Depending on the product, price differentiation can gain 
importance. Purchasers sometimes display a different 
willingness to pay. Chosing a medium price would involve losing 
customers from the lower price segment and not exploiting the 
full potential of the higher price segments. A typical product 
example are “sparkling wines” which range from cheap 
champagne from the petrol station to exquisite champagne at a 
5 star restaurant. There are certainly differences in quality. 
However, there is nearly no other product where marketing 
determines price differentiation to such an extent. For this 
purpose the total market has to be segmented and customers 
have to be prepared to pay a lot more for a little bit more of 
exclusivity. This tool for price policy shall only be mentioned 
here as well.  
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6.4 Activity - Distribution and marketing channels 

Check list – DIY 

Do you consider a particular distribution channel for your product/your enterprise? 

 

 

 

Which concept would you adopt with regards to your price policy? 

 

 

 

Which possibilities do you see to increase your customers‘ willingness to pay?  

 

 

 

Are there possible conditions increasing marketing opportunities? 

 

 

 

 

Questions that remain open: 
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7.1 Stimuli 

Do good and talk 

about it! 

When a good idea has been turned into a product, the market 
environment has been properly assessed, supply chain and 
price have been established, the product will only be successful 
when the idea, the design and the competitive advantages are 
communicated to the market participants.  

Communication First of all, communication stands for the communication for 
products and services (marketing communication). As society 
does not only expect good products from a company but also 
social and ecological responsibility, marketing has turned to 
corporate communication. 

Corporate communication entails the communicative measures 
which transport the coroporate identity and reputation of the 
corporation with information to the outside world – to the 
customer and their own employees. Marketing communication 
entails all the communicative activities promoting sales of 
product and services. 

 The marketing of forest products is predominantly carried out by 
small companies. This involves focussing on the corporate 
identity and means of communication of direct marketing.  

Therefore, the communication goals are targeted at elements 
promoting sales but also at the perception of the corporate 
image. The corporate image of the forest owner or the forest 
enterprise can be turned into a unique selling point in the 
region. On top of this, as with any big company it safeguards 
the long-term demand and enterprise’s position compared to 
other institutions.  

 

 

 
 

 Marketing communication 7
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7.2 Marketing communication  

 

 

 

 

 

 

 

Prerequisites for 

success 

Marketing research is developing the most different instruments 
of communication which aims at ensuring sales success. 
Unfortunately, marketing research is not as clear as the lever 
principles. “Turn these three screws and everthing will go 
according to plan.” Marketing instruments are therefore tools 
which can be used for developing a concept but which are not 
necessarily successful. However, it is possible to provide better 
possibilites for success by creating two conditions: 

 

 A profound knowledge of the instruments which can 
promote success 

 Using this for developing a conclusive overall concept 
which suits oneself and the product and always keeps 
the customer’s benefit in focus.  

 

The communication instruments are: 

1. Advertising 
2. Sales promotion 
3. Direct advertising 
4. Event marketing 
5. Product placement 
6. Sponsoring 
7. Public relations (PR) 
8. Corporate identity (CI) 

 

The first six instruments are geared towards product 
advertising. PR and CI have a stronger focus on communicating 
corporate content while sponsoring can be rather positioned 
between both. However, in the end it is possible to mix all the 
elements. Ultimately the success decides which of these are 
appropriate.  
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Advertising There are numerous definitions of advertising. Abbreviating it 
and putting it coloquially: Advertising uses means of 
communication in order to influence purchasing decisions.  

The process of communication is performed in these aspects: 

 Who (company) 
 says what (message) 
 under which conditions (framework) 
 via which channel (advertiser, media) 
 to whom (target group) 
 with which impact (performance measurement, purchase) 

 Figure 71: Steps of the communication process 

 

 

 Source: INFRO (2016): Marketing insights 

What is 

perceived? 

There are about a dozen known advertising effectiveness 
models and numerous variants. They all have three main 
phases: 

 perception (notice, awareness, consciousness, attention, 
sensory impact, interest) 

 processing (knowledge, wish, conviction, agreement, 
success of recall, preference, emotional effect) 

 behaviour (decision, conviction, action, campaign, 
purchase) 

7
Steps of the communication processes – advertisement

Company

MESSAGE

A D V E R T I S I N G
M E D I A

Environment

WHAT

WHO

CONDITIONS

MEDIA

T A R G E T G R O U P S

ADVERTISING SUCCESS

WHOM

EFFECT

• Who (company) is saying 

• what (message)

• under which conditions

• via which media 
(advertising media)

• to whom (target group)

• with which effect 
(performance 
meassurement)?
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7.3 Advertising effect 

Does advertising 

have an effect? 

A shopping street provides hundreds of messages. Why do we 
choose certain ones? Motives (cognitive dissonance) open the 
brain for information. 

 Figure 72: Basic motives of human action 

 

 Source: Correll (2009) 

Primary and 

secondary 

motives 

A distinction is made between two kinds of motivation – primary 
and secondary motivation. Always when people aim for a goal 
for the sake of it, they are primarily motivated. If the goal is 
aimed for as a means for another purpose, they are secondarily 
motivated. People gain happiness by means of primary 
motivation. A primarily driven person is fully satisfied and willing 
to act at the same time. Surely, secondary motivation (salary, 
presents) often causes consequences of action as well. Imagine 
a child that is brought to do its homework only by means of 
chocolate or the withdrawal of pocket-money. As a result the 
success is often just short-dated and it might change to the 
contrary. The child might demand increasing doses. How can 
we persuade it into doing the exercises for the sake of them? 
This is only possible by addressing it via primary motivation. 

A basic pattern of primary motivation is inherent in any human 
being. Depending on how the environment or the current living 
conditions have shaped someone, one of the basic motives 
dominates. At the same time the others still exist but have less 

Basic motives of human action

1

5

4

2

3

1. Anerkennung (20 %) 
Ich Bedürfnisse

2. Sicherheit (30 %) 
Sicherheitsbedürfnisse

3. Vertrauen (15 %) 
Soziale Bedürfnisse

4. Selbstachtung (30 %) 
Ich Bedürfnisse

5. Unabhängigkeit (5 %) 
Rationalität

1. Social recognition (20%)

3. Trust (15%)

2. Safety (30%)

4. Self-respect (30%)

5. Independence (5%)
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influence on their behaviour. The change does not occur 
erratically but rather requires a longer process. Primary 
motivations attract our attention in advertisements as well or 
have a decisive effect with regards to whether we accept an 
information and are willing to act. It is our brain’s role to justify 
our primarily driven actions. What are primary motivations?  

It is important for advertisements to use important messages 
which address motives. Addressed motives make for the 
willingness to absorb messages.  

Social 

recognition

 

The first of the five basic motivations is the human being’s 
aspiration towards social recognition within one or several 
groups. The core of this motivation is to be the first in terms of 
prestige. It is the aspiration for prestige and superiority, for 
status and reputation. Consumers motivated by recognition can 
be particularly won over for prestigious offers. Whether it 
concerns extravagant and bold fashion or sophisticated clubs 
and fancy journeys – the person motivated by recognition is in. 
He is the ideal “pioneer” for new products. New and bold 
characteristics are often more important to him than practical 
use or established products. With this, he is almost the exact 
counterpart to the second basic motivation.  

Safety and 

Security 

 

The human being motivated by safety rather tries to avoid 
anything that the person motivated by recognition seeks for. He 
strives for inconspicuousness, health and thrift. Risks and new 
things are not tempting in the slightest. He prefers things 
staying the same, being conservative and inconspicuous. In his 
free time this motivation type dedicates himself to garden care 
and DIY. Even in terms of consumption related to fashion he will 
make unconspicuous and conventional decisions. As a 
customer he can be won over by established products, warranty 
and a good customer service. The less predictable, the more 
conflict-laden and the less harmonious or environment 
becomes, the larger the proportion of people who strive for 
safety and  the more inclined we are to be motivated by safety, 
respectively. Employees with this basic motivation demand 
clear, consistent processes and precise explanations 
concerning how to carry out work. 
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Trust 

 

The core of this motivation is the human being’s aspiration for 
one or several people who he wants to trust and who he 
receives trustworthy attention from. Neither the outstanding 
status nor striking position, but closeness to other people are of 
importance. Exchanging views and comparting life tasks, even 
involving self-abandonment for a mutual aim is the primary 
motivation of these people. He spends his free time in clubs or 
with family – at any rate mostly in groups. As a consumer he 
wants to be directly addressed and prefers goods that bring him 
closer to other people. In the forest we would find him in the 
midst of a hiking group, rarely as an orienteer. The latter can 
probably be found in the group of the fourth basic motivation.  

Self-respect 

 

 

Human beings of this basic motivation aspire to conforming to 
norms and values. A person motivated by self-respect is nearly 
overly punctual and correct. However, he is unfortunately just 
as uncompromising and self-opiniated. In his free time he rather 
seeks for solitary activities than communities. We will encounter 
exceptional activities of collecting things and taking on difficult 
challenges in his free time. Having him as a consumer, we have 
to explain things extremely well and make precise offers. He is 
the hardest one to be motivated and often only by exactly and 
precisely elucidating that his goals conincide with ours. A 
person motivated by self-respect will rather accept personal 
disadvantages than go against his own principles. We definitely 
have to expect duplicated memos. 

How rational are 

we? 

The first four basic motivation have in common that they are, 
above all, emotional motivations. Rationality in terms of external 
facticity come in second and third. According to studies 
conducted by Correl, which has surveyed these basic 
motivations on the basis of questionnaires using a cluster 
analysis, one of these emotional motivations comes first for 
more than 95% of the people (Figure 72). It is important to point 
out again that all the basic motivations constantly exist in 
everybody and that these are subject to changes. They 
influence human actions with varying degrees of impact. 
Therefore, successful communication has just as much to do 
with emotional motivation as factual information.  
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This is where advertising’s clever manipulation can be found. At 
least two arguments indicate otherwise. Only people who are 
addressed according to an individually adequate motivational 
situation, feel treated fairly. What is more, facts that are 
supposed to be communicated because they have been 
recognized as correctly, have to find a way through the 
selection threshold of emotional motivation. Let us go on to a 
species that is hardly ever found – the human being primarily 
acting according to external facticity.  

Independence 

 

The person motivated by independence primarily aspires to an 
own area of activity carrying their own responsibility. Striving for 
an independent domain of decision-making and independent 
sphere of life also implies accepting positive as well as negative 
consequences. This is the only way for him of preserving 
independence. As a result he highly depends on factual 
success of his actions. His basic motivation virtually forces him 
to be realistic and orient himself according to external facticity. 
Quite often this is accompanied by limited emotionality. His 
prime aim is not a position of leadership. However, he will often 
obtain one due to his suitability to lead an organisation 
displayed his realistic views and willingness and also because it 
assures him the independence he is looking for. 

Rational when 

things become 

expensive 

Carrying great responsibility or being under extreme stress of 
making decisions, in every person this basic motivation is of 
great importance for  communication processes. That is why it 
is always easier to convince consumers using factual 
information and realistic economic arguments, when a purchase 
is of great economic importance. This particularly applies for a 
private person’s biggest investments in life – buying or building 
a house. It equally applies to decisions made in a responsible 
professional position, rather than for daily purchases.  
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7.4 Advertising Medium 

Advertising 

medium 

Let’s turn to more technical topics. The following figure 
represents advertising media and reveals their importance at 
the same time. 

 Figure 73: Media and their net advertising revenues  

 

 Source: http://www.zaw.de/zaw/branchendaten/nettoumsatzentwicklung-der-
werbetraeger/   

 

  

                               Source: Shutterstock /  Stuart Miles       Source: Shuttrerstock / MSSA 

 The following table shows a number of aspects to be 
considered for the planning of advertising. Attention has to be 
paid to the highest efficiency possible when it comes to chosing 
the promotional tool and the advertising medium. It would e.g. 
not make much sense advertising a regional guided tour 
through the forest using a television spot.  

–

Daily newspapers
14,5%

TV
24,2%

Mail advertising
16,7%Popular magazine

5,9%

Advertiser
9,9%

Registry media
4,9%

Trade journal
4,7%

Outdoor 
advertisement

5,5%

Radio
4,1%

Online offers
7,8%

Weekly magazines
0,8%

Cinema
0,5%

Newspaper 
supplements

0,4%

Total (2015): 
18.269 Mrd. EUR = 100%
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According to Nieschlag et al. (1991) inexpensive kinds of direct 
advertising are recommendable for middle-sized companies 
with complex communication requirements. This conclusion can 
be transferred to different wild forest products and services 
(Welcker 2001).  

Table 3: Overview of possible promotional tools/ advertising media 

 

Source: Welcker 2001; according to Kotler and Bliemel (1995) and Weis (1997) 

Characteristics Selective use and costs In this case:

1. daily paper

almost unlimited availability; 
rational transfer of facts and 

arguments, mostly short-
term effect

pretty good regional selection; 
low production costs, more or 

less high "contact prices"

canvassing for 
advertisers

2. tv

wide audience, young age 
groups, emotional facts but 

also rational demonstrations, 
building up an image 

interest and regional selection 
possible, high production 

costs, low "contact prices"

media 
advertising

3.

direct 

advertising 

funds

("Advertising by mail") 

high flexibility, personal 
communication 

very good selection, quite high 
production costs

brochure 
advertising

4.
consumer 

publications

high reach, rational and/or 
emotional facts, building up 

an image 

quite good selection of 
interests, low production 

costs, high "contact prices"
advertisements

5. advertiser similar to papers
similar to paper, very good 

local selection
advertisements

6.
specialist 

journal

long-term, especially rational 
facts

very good selection of 
interests

advertisements

7. address books long-term focussing on target groups advertisements

8. radio
wide audience, young age 

groups, short-term transfer, 
rational and emotional facts

interest and regional selection 
possible, low production costs 

and low "contact prices"

media 
advertising

9.
outdoor 

advertising

short-term, present transfer, 
especially emotional 

transfer, slogans

very good regional selection, 
high production costs

billboard 
advertising

10.
weekly/Sunday 

newspaper
advertisements

11.
cinema 

advertising

media 
advertising

12.
paper 

supplements

brochure 
advertising

Kind of media

very good regional selection

very good regional selection
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7.5 Creating advertising messages 

Advertisements 

as an example 

The creation of an advertising text will be explained on the basis 
of an advertisement below.  

The most important keynote of an advertisement is the 
information on the possibilities of use and clarifying how a 
problem can be solved. A further factor of success is emotional 
reinforcement, which, in the context of consumption products, 
becomes all the more important. It fades more into the 
background when it comes to investment goods.  

However, advertisements are often not trusted to be capable in 
terms of sales impact. Using the motto “My quality is my 
advertisement” shows that great-grandfather’s communication 
rule is still wide-spread. And if advertisement is required, it shall 
not cost a lot. This is how a decision for a cheep offer for 
advertising in the summer break is made, where the junior 
creates the text. More attention is paid to the own message 
than to the environment of the speicialised journal or the 
consumers’ needs. A channel often places advertisements in 
order to present itself and not in order to convince customers. 
That is fun but unfortuantely money thrown away.   

Creating an 

advertisement 

The beginning of a well created advertisement is a clear 
editorial concept. The following questions are to be answered in 
this context: 

1. Which target group is meant to be addressed with the 
advertisement? 

2. Which expectations does this target group have? 
3. Do the beneficial effects of the product meet these 

expectations? 
4. Which are the objective arguments that convince the 

most? 
5. How is it possible to underpin the argument emotionally? 
6. Which actions do I want to trigger? 

The next step is texting and designing. If possible, this should 
be done with reference to the medium. An advertisement in the 
local newspaper or in the brochure of the travel agency? 
Advertisements for the same target group should differ 
according to the medium.  
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 Creating the advertisement purposefully leads to the desired 
success. The following goals can be aspired with an 
advertisement: 

 Distinguishing the image 
 Creating trust 
 Convincing the “engineer” 
 Demonstrating competency towards the customer 
 Producing as much response as possible (coupons) 
 Preparing a few important sales talks 

 

The slogan The same applies to the advertisement: 

Concentrate on few aspects and reinforce these from all 

sides. 

To top it all, a slogan is developed which ideally summarises 
everything again to the point. Conciseness, comprehensibility, 
association and interesting design are supposed to convey the 
comprehensive message. 

 Figure 74: Characteristics of a slogan 

 

 Source: INFRO (2016): Marketing insights 

7
Find a slogan

Short & sweet „Bitte ein Bit“ (Bitburger Brauerei)

Interessting „Drivers wanted!“ (Volkswagen)

Innovative                „Never follow others“ (Sony)

Memorable „Intel Inside“ (Intel corp.)

Understandable „Haribo macht Kinder froh…“ 

Associative „Aus Freude am Fahren“ (BMW)

Brand related „Mit Maggi macht das Kochen Spaß“ (Maggi)
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7.6 Communication Process 

Communication 

and purchasing 

process 

The tasks of communication change during the purchasing 
process. Imagine the example of a sale of wooden windows. 
First of all, the purchase is meant to be incorporated into the 
bigger cultural and social frame. As mentioned above, 
purchasing decisions depend on emotional and rational factors. 
When it comes to fashion and parfum there are rather emotional 
factors that are decisive, when it comes to the investment of a 
lifetime (purchasing a house) there are rather rational factors 
due to smaller scope of budget. Nevetheless, promotional tools 
for the purchase of products change during the purchasing 
process.  

 Figure 75: Influencing factors and their change  

 

 Source: INFRO (2016): Marketing insights 

The window 

example for 

changing 

messages 

It is initially important to the producer of windows to make clear 
to the potential customer that the renovation of a window pays 
off. This he should tackle by means of advertising, 
advertisements and internet presence. If the customers thinks 
about whether he should perfom a renovation or not, he will 
require more information (prospects, catalogues). When he 
looks at windows he requires advice at specialist retailers and 
ultimately a craftsman who builds them in.  

7
Influencing factors change during the purchasing process

Decision
ConsultingInformation-

searchProblem-
identification

Controlling

Service
After sales

Personal Sales
sales activities

VF Trade
Catalogues
Prospects

Advertisement
Promotion

Interpersonal factors (Culture, Social issues)

External rational factors
(Efficiency)

Intrapersonal factors
(Feelings)
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These are the phases where personal sale gains in importance. 
At the same time emotional arguments decrease in importance 
and rational arguments, such as price-performance become 
more important. For products which require services the service 
is the best sales argument but also the best opportunity for 
preparing the basis for further sales in the future.  

Advertising 

cross-country 

ski trails 

Kotler and Bliemel (1995) have structured the general 
implementation of a communication and promotion plan in eight 
planning steps. These are reproduced in the following table 
using the example of an advertising effort for a cross-country ski 
trail. 

Table 4: Eight steps of the communication process 

1. Identifying the target audience and its reference to the object of 
communication 

First it must be known who the communication is supposed to reach and 
what the level of information or how the attitude concerning the product or 
company is. 

For example: Cross-country skier, resident or on holiday up to 100 
km around; survey on knowledge and attitudes towards forestry 
office offering and cross country ski trail offered. 

2. Determining the effects of the communication 

This point is based on the hierarchical model of impact (e.g. AIDA-
Modell); possible order of effects: knowledge – perception – permission – 
purchase – satisfaction.  

For example: The trail is supposed to become better known among 
the target group, trigger a positive feeling, achieve acclaim and 
thereby being used by more people, while satisfying them. 

3. Creating the message 

Design elements are: content, addressed motives (appeals), structure, 
expression and the medium delivering the message . 

For example: the trail is supposed to achieve acclaim among the 
target group, trigger a positive feeling, getting agreement and 
thereby being used by more people, while satisfying them. 

4. Selecting the communication channels 

Possibilities of direct communication from person to person up to 
multilevel communication via different media and opinion leaders. 
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For example: the selected ways should be as short and personal as 
possible; famous sport stars are used as opinion leaders. 

5. Specify the total budget for the sales promoting communication 

Possibility according to financial power, turnover or competition, 
favourable according to rating of objectives and targets  

For example: it is determined how many potential customers should 
be reached, and these numbers will be synchronized with the 
experiences concerning the costs of an advertising company.  

6. Decision of budgeting of the sales promotion mix 

According to the objective target, the budget is allocated to advertising, 
sales promotion, PR and personal sale. 

 33 % Advertising 
 10 % Sales promotion 
 24 % Personal sale 
 33 % PR 

7. Coordinating and conducting the communication of sales promotion  

While you often need the support of a service provider to carry it out, the 
coordination stays at the company if it’s possible. 

For example: the contract of the communication for the trail goes to 
a PR-office referring to the specifications of the forest office; 
permanent feedback between forest business and service provider. 

8. Measuring the results 

To monitor the success of the communication a survey needs to be 
conducted according as a first step  

For example: at the weekend survey in sport shops in the catchment 
area with regards to awareness, use and satisfaction of the cross 
country trail. 

 

Source: Welcker (2001) 
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7.7 Promoting purchases 

Sales promotion Sales promotion is the specific influence to increase sales of a 
product. It is directly connected with the purchase process with 
the goal of customer activation. This is achieved by: 

 drawing the target customers’ attention to the product.  
 offering incentives to request the purchase decision. 
 use specific occasions, therefore short-lived. 

 

Example 

Tools for the 

customer 

 

 competition, contest 
 coupons 
 mailshots  
 add-ons, product samples  
 gift boxes 
 user manuals 
 seminars, customer exhibitions 
 voucher campaign 

 

Supply policy 

 

 special editions (e.g. cars) 
 specific packages in the sector of luxury food 
 combined products („bundeling“) 
 package for particular occasion 
 self-Liquidating-Offer-Products (Camel-Shoes)  
 product samples (cosmetics, health food stores) 
 degustations 

 

  
Source: Shutterstock / racorn Source: Shutterstock / Tungphoto 
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Tools for 

commerce, 

purchases into 

the market 

 meetings of distributors, presentations 
 fairs, exhibitions 
 distributor surveys 
 trading information services 
 decoration, showcase competitions 
 films, PC-slideshows, videos etc. 
 training software for intermediary  
 contest for distributor, reseller 
 cooperation with reseller personell 

 

Tools for 

commerce, sale 

 

 displays (floor-standing unit, ceiling hangers, rack 
applications) 

 rack design 
 decoration, showcase competition 
 point of sale attachments, counter positioner 
 silent seller (dolls, cardboards, etc.) 
 celebrity autograph sessions 
 give−aways  
 tastings, degustations 
 presentations 

 

Tools for sales 

force 

 performance oriented payment systems 
 product training 
 sales training 
 corporate identity training 
 sales force competitions 
 salesfolder 
 transfer of knowledge (e.g. „daily news") 
 own trade journal 
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7.8 Direct Marketing 

Address as a 

basis 

Direct marketing are all the marketing activities which aim at 
making direct contact with an individual customer and causing 
reaction of the customers which is relevant for purchasing. 
Consequently, the core of direct marketing is the contact 
address of the potential customer. The following figures show 
how to proceed in order to gain addresses from professional 
address publishers. Costs for an individual contact keep within 
limits. Costs are considerably higher for permanent use. As the 
publishers work with “cover addresses” unpaid use is often 
discovered. 

It can be of use to regional providers setting up an address file. 
For the initial use it is possible to use address publishers. If a 
contact has been identified due to an event, it is obviously 
possible to use it on a long-term basis. Regional sources are 
telephone book, the internet or address lists from organisations 
which can be suitable for the product. 

 Figure 76: Selecting addresses 

 

 Source: INFRO (2016): Marketing insights 

–7
Addresses are the key component for direct marketing

acquisition of addresses via list compiler (D,201X)

50 m. private addresses 5 m. company addresses

partially selectable into

building data

sociodemographic
data

lifestyle data

communication data

regional and
statistic data
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Figure 77: Selecting addresse 

 

Source: INFRO (2016): Marketing insights 

From the letter to 

the internet 

Firstly direct marketing is „sending letters“. Today it is known 
from the internet in a more sophisticated way. Whenever we 
visit a website we leave traces which are saved and processed 
into profiles by specialised firms. The simplest case would be 
that while surfing in the internet we are provided with banners of 
cupboards because we have already looked at cupboards on an 
according website before. However, this can be further 
perfectionised. Consumer profiles and state of purchasing 
processes are analysed and effectively used for advertising 
purposes. This, however, will be too expensive for regional 
niche providers.  

Customer 

Relationship 

Management 

However, direct marketing can also be expanded into 
“Customer Relationship Management”. This is a field where a 
niche provider can indeed become active. A customer file with 
names and previously perfomed purchases (over night stays) 
serves the maintenance of customer contact (email) and the 
provision of information about news and offers. 

–7
Selection example with a list compiler 

Wanted: Purchasing manager of an exporting wood-window producer within the 
postal code area 4

window constructioncorporate criteria

exporting companies by employees by legal form

middle management

purchasing manager head of computer department

postal code area 4

All companies

industrycrafttradeservice

sectors

glasswood construction elements
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 The following figure provides a few general examples regarding 
the different measures of direct marketing. Using the example 
of the firm Grohe (sanitary objects) as a basis, it is additionally 
shown which measures were chosen for dealer loyalty. For this 
purpose various measures of direct marketing are integrated. 

Figure 78: Direct marketing – measures and customer relationship 

 

Source: shutterstock / dizain Source:  INFRO (2016): Marketing insights 

  

Product example 

 

Chapter 9 product example 14 Friedwald – natural burials 

The company has founded the FriedWald custom advisory 
board for further development of services by FriedWald. It is 
composed of 25 involved customers who act on a voluntary 
basis. These help to better meet the customers’ needs. 
Performances and procedures of FriedWald GmbH relevant for 
the customers can be further developed with the help of the 
experiences of the involved members of the custom advisory 
board. This happens mainly at the regular advisory board 
meetings where the members are informed about new 
developments and ideas of FriedWald GmbH and where the 
members can contribute with their own ideas as well. 

 

  

–7
From direct marketing to customer relationship management

Case study Grohe AG

Elements of a customer relationship

• B2B-business

• relationship marketing 

• target group specific offers 

• clubs, helpline, senators

• customer advisory council

• Club-Service-Center 

• customer value calculation 
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7.9 Sponsoring 

Value trade Sponsoring implies transferring the value of a non-purchasable 
good on a purchasable good with a lower value. Consequently, 
values can be traded.  

Figure 79: Exchange of values between public and economic goods 

 

Source: INFRO (2016): Marketing insights 

 

Product example 

 

Chapter 8: product example 38 Kräuterwacholder  

Fresh regionally picked juniper berries are used for the 
production of the liqueur. The berries are harvested on juniper 
heathlands, areas which are under conservation of the nature 
conservation foundation County of Bentheim.The distillery 
contributes to the long-term conservation and care of the juniper 
heathlands as part of the sales revenue goes into a trust 
specifically founded for the donation towards the conservation 
of valuable landscape elements.The connection of the 
Feinbrennerei Sasse to the County of Bentheim goes back to 
the 17th century.  

The project of the Grafschafter Kräuterwacholder revived and 
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strengthened this connection on account of regional production 
of raw materials.The outlines of a shepherd with a crook can be 
made out on the label of the Kräuterwacholder. This refers to 
the origin of the ingredients, the juniper heathlands where the 
sheep graze. 

Sponsoring However, a production process is required here as well in order 
to make a value tradable. The following thoughts help providers 
and demanders of sponsoring projects: 

 Can a sponsoring project reach a target group better than 
other communication measures? 

 Is the sponsoring project appropriate for promoting the 
communication goal – and more economical than other 
measures? 

 Does the sponsoring activity of my company match the 
spontaneous expectations of the public at large? 

 Is the sponsoring project coordinated with my corporate 
identity? 

 Does the sponsor fulfil all the objective, personal and 
ideal criteria for a trustworthy and efficient partnership? 

 Is the sponsor supposed to appear on its own or are 
synergy effects to be expected in association with others? 

 For which length of time should I bind myself to a 
sponsor? 

What is 

important? 

If the forest owner does not have a strong trademark of its own, 
it might require an according partner. This can be a forest 
owner association, forestry environmental agency or an 
environment association. As the aim of sponsoring is to 
influence the public opinion, a trustworthy communication 
(brand name) for the target group is required.  
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 Figure 80: Production process for a sponsoring product 

 

 Source: INFRO (2016): Marketing insights 

Product example 

 

Chapter 9 product example 3 “Wilde Buche” (old beech) 

 

(Source: www.wildebuche.de) 

Old beech forests within the forestland of the municipality 
Hümmel are valuable for nature conservation purposes and are 
therefore protected. The protection of these forests is financed 
via a project called “Wilde Buche”. Companies, organisations 
and private persons are involved in the target of preserving the 
wooded areas by supporting the conservation of these areas. 
The companies can use their involvement for external 
communication. A marketing package with various materials for 
public relations make the product complete.  

The companies and organisations which participate in financing 
the forest protection area can communicate their social 
responsibility with this. The product was developed in 

7
Production process for a sponsoring product

Forest-environment 
agency

Forest owner

Donor / SponsorPublicity
Consumer

Publicity
Opinion leader

Information flow Money flow Benefit flow
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collaboration with ForestFiance, a company of forest 
investments, and the German Environmental Management 
Association (B.A.U.M. e.V.). 

There are three packages on offer which include different 
services and areas: The bronze package includes the protection 
of 500 m² of old beech forests. In addition, publications and 
newsletters and information on the forest protection area are 
provided which can be used for marketing purposes. The price 
amounts to 2,800 €.  

The gold package includes all the services of the bronze and 
silver package as well as the protection of one hectare (10,000 
m²) of old beech forests. Apart from this, the package includes a 
guided tour of several hours by a forestry expert and the firm is 
mentioned on the project area panel. The price for the gold 
package amounts to 49,000 €.  

 Figure 81: Sponsors require trademarks 

 

 Source: INFRO (2016): Marketing insights, Photo: Shutterstock /  
Anton_Ivanov 

 

  

7
Sponsors require trademarks

Forest enterprisse XY

finds sponsor ?

Find a sponsor! 

No name – no money!
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7.10 Branding 

The aim of 

branding 

Just as we have a name with which we can be unmistakably 
identified, every company, every enterprise and every product 
has a brand name. It makes it recognisable in terms of internal 
and external communication.  

Are there many reasons to establish a brand name? 

 Protection from look alike products 
 Establishing a connection with a long-term use instead of 

with a short-term consumer product 
 Building trust, brand loyalty, customer base – security 

against market fluctuations 
 The brand name can make the product stand out from the 

masses 
 Homogeneous products are stronger in price competition. 

Differentiation is a possibility of standing out by means of 
quality, additional services and much else. Distinction or 
exclusion by means due to brand name/trademark and 
packaging 

 Supports market segmentation 
 Brands are capital in the form of marketing efforts which 

are reflected in the market as a long-term image (attitude, 
trust). Therefore, marketing gains a long-term component 
and can ultimately represent the corporate identity of a 
company on the market.  
 

Motivation key The brand name ultimately represented the character of the 
company. Above all, it is an opportunity of linking advertising 
efforts with the brand name on a long-term basis. With this, the 
name itself turns into the product. In the end it can be even 
more valuable than the production plant. The following image of 
a motivtaion key impressively shows how the character of a 
brand can be defined. In this case it is a coffee brand for mild 
taste and a high level of entitlement with which the customer 
can spoil himself a bit.  

 



 

136 

 

 Figure 82: Motivation key for the definition of the brand 

character 

 

 
Source: STEIN, P.-J.: Umsetzung von Marktforschungsinformation in: 
FISCHER, G.: Marketing. 

Types of naming 

 

There are different types of naming: 

 Invented names without a specific meaning  
(MK 75, Farbo, Conan) 

 invented names with a phonetic symbolic value 
(Okal, IKEA, Melita, Celia) 

 Names with a famous semantic meaning 
(Nimm2, Meister Propper) 

 Names with semantic and phonetic meaning 
(Tee-Fix, Kilofort) 

What is required 

of a brand name 

 

A brand name should generally fulfil the following requirements 
so that the efforts pay off:  

 High value of attention and recognition 

 Uniqueness 

 Simple pronunciation 

 Simple to remember 

 Evocation of positive associations 

 Suggestion of product benefits 

milde coffee

strong aroma

Caffeine content

Price orientation

Naturalness / untreated

Overcoming of tiredness

Level of aspiration

Reward / Spoiling

Mildness orientated -
the „motivation key of coffee drinkers“

Quelle: STEIN, P.-J.: Umsetzung von Marktforschungsinformation, S. 6f; in: FISCHER, G.: Marketing;
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Value of a brand Imagine, if one day someone approaches you and says:” You 
can keep your forest but I would like to buy your brand for one 
million.” Then, you have done everything right. 

Figure 83: What determines the value of a brand? 

 

Source: GfK / GWA, Wirtschaftwoche Nr.25, 13.06.2002 
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7.11 Corporate Identity 

 People want to buy from firms who they can trust and whose 
moral concepts they follow and share themselves. In this 
context the creation of a corporate identity gains in immense 
importance. It consists of: 

 The appearance of the company (corporate design) 
 The communication of the company (corporate 

communication) and 
 The behaviour of the company (corporate behaviour) 

As a first step it is required to formulate goals which are 
authentic for the company and as well as suitable for all the 
employees. 

 Figure 84: Hierarchy of target levels 

 

 Source: INFRO (2016): Marketing insights 

Identity of the 

company 

In the process of creating a corporate identity, goals are set on 
different levels. By setting strategic and operational targets the 
company also gains in communicative strength. It has 
something to say about itself and this message becomes 
believable by anchoring it on as many levels as possible. 
Looking at it from this point of view, a well described identity of 
a company is also the basis for successful public relation work. 
The identity can be geared towards available facts as well as 

Hierarchy of target levels

Company s
purpose

Corporate 
identity

Business principles
(politics and practice)

Company s overall objectives
(Overall association)

Company s subgoals
(areas, departments)

super-
ordinated

targets

Operation
targets

decreasing
(total value

of the targets)

Increasing number
ascertainment
of the targets

–
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future-oriented aspects. In its description the firm Egger refers 
to the family busines with regional identity. In the presentation 
of their corporate philosophy the pictoral design emphasizes 
this as well. 

Figure 85: Corporate identity (Case study Egger) 

 “Sustainable security and further 
development of the company in 
order to safeguard a future for new 
generations, have priority when it 
comes to decision-making.”  
 

 

 „Humanity, trust, respectful 
interaction with one another  and 
loyalty shape our daily actions.” 

 
 

 “We keep our word (handshake).” 
 
 

 “Professional work and short 
decision-making processes are 
important characteristics of 
success.“ 

 
 

 “We live our mission statement and 
present ourselves as a family 
business with our values on the job 
market.” 

 

 

Source: http://www.egger.com/shop/de_DE/ueber-egger/philosophie/unternehmensgrundsaetze 
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Implementing 

into marketing 

The following figure is a good example of how the value 
pyramide finds itself in a product pyramide with increasing 
degree of highly processed products. At the same time 
important operational targets of marketing are presented as the 
basis of the corporate concept. This way the individual elements 
are joined, strengthening and securing each other.  

 Figure 86: From a value pyramide to a product pyramide 

 

 Source: Egger Unternehmenprospekt 
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Creating a corporate identity is not reserved for international 
corporations. A forestry enterprise or a forest  landowner 
association  can give itself an identity. This can be helpful e.g. 
for negotiations about a visitor’s tax for the forest with the 
municipality as the brand and the identity “materialise” the value 
which can be demanded at the same time. In the end both sides 
gain. 

 Figure 87: Corporate identity of WIESENBRUNN 

 

 

 Source: INFRO (2016): Marketing insights 

Corporate Identity of the small enterprise WIESENBRUNN

Company s purpose:

Highly valued wood products and needs-based service for environment and
recreation within an ecologically rich forestry.

Corporate identity:

The forest community Wiesenbrunn is characterised by it s local support of
livelihood opportunities in the countra and designing the landscape.

Corporate principles:

The forest community Wiesenbrunn is obliged to the principles of sustainable
forestry and entrepreneurial self-responsibility.

Company s targets:

Strong regional market position and high profits by producing raw materials and
service from healthy forest stands.

–

Corporate Identity of the small enterprise WIESENBRUNN

Marketing 

goals:

Building a brand logo for
„HOLZ aus Wiesenbrunn“

Recreation concept for a 
„forest tax“ of the

district Wiesenbrunn

Project WWF
„Wiesenbrunner Wildenten Fonds“

Supporting association for
environment education and projects

–
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Support and 

depth 

In the best case the central business idea or corporate vision 
can be developed from all these factors of identity mix. This 
provides the company with support and depth in terms of 
communication. The strengths and the identity of a company 
are combined in the corporate vision – as precise and briefly 
phrased as possible. 

Mission 

statement 

The company defines itself in the mission statement by e.g. 
answering the following questions: 

 Identity: Who are we – who do we want to be? 
 Service: Which services do we provide – what can we 

accomplish? 
 Success: What are our strengths? 
 Knowledge of the market: Which market are we moving 

in? 

 Competition: What differentiates us from the competitors? 
 

Appearance of 

the company 

With the help of a corporate design the mission statements 
found can be visualised, e.g. with reference to the following 
design elements: 

 Name: is our name up to date – does it match the mission 
statements? 

 Logo: Does the same apply to the logo? 
 Corporate colour: Is there a consistent corporate colour? 
 Exterior design: do we have uniform appearance in terms 

of optics? 
 Service design: Does the same apply to our products and 

services? 
 

Corporate 

communication 

The mission statements created become internally and 
externally visible with the help of corporate communication. In 
this context it is e.g. important to answer the following 
questions: 

 Organisational means: Can we optimise our organisational 
means? 

 Company magazine: Would a company magazine make 
sense for our employees? 

 Information programmes: Can we develop e.g. training 
programmes? 

 Advertisements and brochures: Do content and mission 
statement match? 

 PR-work: do we regularly work with the press? 
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Example birch 

sap 

The following examples of a producer of birch sap very 
impressively shows how the use of the product and the 
advertising message can be strengthend. The logo is kept in the 
colour of the product (green-white). It gives an impression of 
“nordic brightness” or cooleness which suits the idea of 
refreshment.  

Figure 88: Nordic Koivu’s corporate identity 

 

Example birch 

sap 

The company building as well as packaging are kept in the 
corporate identity colours. This strengthens the identity from the 
production building to the product to packaging.  

  

Example birch 

sap 

The hallmark fits relatively well into the corporate design as 
well. However, this can turn out completely differently. The 
company’s facebook page corresponds to the corporate identity 
of the company as well. Integrated in the corporate identity 
emotional messages regarding the lifestyle product are 
communicated. 
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Source: http://www.aurinkolehto.fi/corporate/deu/deu.html 
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7.12 Public Relation Work 

 

WWF 

 

It is best to begin with the topic of public relation work with the 
trademark of the forest owner association WIESENBRUNN. 
The formulated identity and its embedment in everyday 
operations make it considerably easier to formulate messages. 
With this the trademark is an accompanying advertising medium 
which, whenever published, gains in value. The small WWF 
(Wiesenbrunner Wildenten Fonds (Wiesenbrunner wild duk 
Fonds)) can indeed keep up with the big WWF (World Wildlife 
Fonds). However, prequisite is that he has created a trademark 
and identity and that it has demonstrated both consistently with 
the services in the forest and his products. It should be 
mentioned, that the abbreviation WWF in this example is used 
provocatively and may not be used pracatially because of brand 
name property rights.  

Company The communication measures within the framework of public 
relation work places the company in the centre of their 
message. Products can definitively be the contents of 
messages. The goal of public relation work remains the 
company.  

Definition Public relation work (PR) describes the scheduled, systematic 
and economically reasonable shaping of the relationships 
between a company and a group of the segmented public (e.g. 
customers, shareholders, suppliers, employees, institutions, the 
state). It has the aim to gain and grow trust and understanding 
from this section of the public.  

Goals PR-goals are goals which have been derived from the 
enterprise (organisation) 

 Media presence 
 Acceptance in the region 
 Motivation of employees 
 Facilitation of capital procurement 
 Increasing the level of awareness 
 Positioning with respect to competition 
 Decreasing employee turnover 
 Communicating the company’s identity 
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Section of the 

public  

Just as the marketing process itself is geared towards 
segments, PR work is geared towards segments as well. In this 
case it is often referred to as sections of the public. Just as with 
the segmentation of target groups the possibilities of 
segmenting the sections of the public are virtually unlimited. 
Which section of the public is important depends on the kind of 
the enterprise and the conditions (risk/opportunity) of the 
market. 

Figure 89: Potential targetgroups of public relation work 

 

Source: INFRO (2016): Marketing insights 

Long-term nature Public relation work is supposed to positively influence the 
attitude towards the enterprise on a long-term basis. One of the 
primary objectives is to increase the credibility of the enterprise. 
It therefore is a basis on which further information can be 
conveyed. It strengthens communication. Consequently, public 
relation work only makes sense as a long-term strategy. One-off 
events have little impact.  
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–
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PR media Media of public relation work transports messages: 

 Press conference 
 Consumer publications 
 Specialised journals 
 Daily newspaper 
 Employee magazine 
 Events 
 

PR tools Public relation tools support PR work: 

 Panel discussion 
 Business report 
 Exhibition 
 Teaching aids 
 Image brochures 
 Press portfolio 

 

Media plan As public relation work has a better impact the more it is 
oriented towards a long period, it is recommendable to establish 
a media plan. It can be simple in form and refer to few PR 
events and sections of the public. It is the continuity of the plan 
and not the length of the plan that is important.  

 Figure 90: Example of a media plan 

 

 Source: INFRO (2016): Marketing insights 

 

–
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Topics 

 

Reading the newspaper dialy provides good ideas of which 
topics are currently of importance in the region. Bigger social 
issues are rather the task of bigger companies and 
associations. However, it is possible to get involved as well as 
long as there is a regional relationship.  

Particularly topics concerning the company are suitable in the 
region (innovation, research projects and development, 
seasonal conncections with regards to forestry).  

A third group of themes refers to the question of regional market 
development (forestry in the economic environment, wood fuel 
prices, Christmas tree season, jobs). 

Figure 91: Representing the value of the company to others 

 

Source: Shutterstock / PhuShutter 
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Free Publicity –  

others may exist 

for us 

It is possible to gain advantages from the special characteristics 
of most wild forest products and services. They are known 
under the term “free publicity”. While it cannot be expected that 
a simple article of daily use (washing powder) will be positively 
represented by a third party and without the assistance of the 
provider, this can almost be expected for wild forest products 
and services (wildlife park). Its regional significance for tourism, 
the reputation of the municipality and maybe for regional 
economy make it attractive for public relation work. Others 
enjoy drawing on positive messages or the attractive image for 
their own PR work. This can be used and promoted by 
providing according messages and connect these with own 
interests (brand). In practice this type of “group communication” 
is often used by public institutions and especially by tourist 
offices.  

 Figure 92: Example for free publicity with local recreation offer 

 

 Source: INFRO (2016): Marketing insights 

 

  

–7
Free Publiciy

Building alliances of common interests 
and make public relation more effective 
and cost-efficient.
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7.14 Activity Marketing Communication 

Check list – DIY 

Are there certain motivational situations which suit your chosen product particularly well? 

 

 

Which advertising measures are suitable for your product? 

 

 

 

What is your core message (slogan)? 

 

 

 

What do you consider to be the most important corporate message (corporate identity)? 

 

 

 

Create a brand name! 

 

 

 

Questions that remain open: 
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 Wild Forest Product Company Country  

1 Venison Landesforst Mecklenburg-Vorpommern Germany  

2 Forest beer Österreichische Bundesforste Austria 

3 Fruit wine Cairn O'Mohr Scotland 

4 Wild garlic Georg Thalhammer  Germany  

5 Venison Highland Game  Scotland 

6 Venison Hatzfeldt Wildenburg'sche 
Forstverwaltung 

Germany  

7 Venison Schleswig-Holsteinische Landesforste Germany  

8 Spruce shoots Sonnenkiefer Germany  

9 Forest decoration material Gräflich von Spee'sche Forstbetriebe Germany  

10 Apples from organic orchards Cooperation Germany  

11 Wild garlic  Landesforsten Rheinland-Pfalz Germany  

12 Distillates from wild tree fruits Landesforsten Rheinland-Pfalz Germany  

13 Sparkling birch sap Dabas Dobe Serbia 

14 Pannage  Basdorfer Hutewald  Germany  

15 Forest decoration material  Fürstlich Waldeck’sche Hauptverwaltung Germany  

16 Wild garlic Forstverwaltung Gemeinde Weingarten Germany  

17 Venison Forstbetrieb Fürst von Hohenzollern Germany  

18 Blueberries Thüringen Forst Germany  

19 Pannage Eichelschwein GmbH  Germany  

20 Venison Stadtforst Fürstenwalde Germany  

21 Spruce shoot syrup Harzer Naturküche Germany  

22 Medicinal herbs Runo Poland 

 
 

 Wild Forest Products 8
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23 Wild mushrooms Cairngorms Wild Scotland 

24 Larch resin Schusser Austria 

25 Birch bark sagaan  Germany  

26 Pine resin Pecherhof Hernstein Austria 

27 Birch sap Nordic Koivu Finland 

28 Christmas Trees  Wald Direkt  Germany  

29 Truffles Dava truffles  Romania 

30 Pannage BESH Germany  

31 Truffles  Alfelder Trüffel Germany  

32 Venison 2vB Germany  

33 Venison Steiermärkische Landesforste Austria 

34 Poplar seed tuft Pappilon Germany  

35 Wild herbs Wild Herbs Poland 

36 Wild garlic Heuschrecke Naturkost Croatia 

37 Juniper berries Herbaria Kräuterparadies  Bosnia-
Herzegovina 

38 Juniper berries Feinbrennerei Sasse Germany  

39 Wild tree fruits Stählemühle  Germany  

40 Beech nuts Ölmühle Solling Germany  

41 Forest berries Nordic Vitality Finland 

42 Pannage  Beher  Spain 

43 Wild herbs Sonnentor Kräuterhandel  Austria 

44 Organic cosmetic products Farfalla Essentials Switzerland 

45 Olive stones OlioBric Germany  

46 Wild tree fruits Forstbaumschule Switzerland 

47 Olive marc Humooliva Greece 

48 Wild tree fruits Kelterei Stier  Germany  

49 Truffles Burgenland Trüffel Austria 
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50 Wild mushrooms BMD Serbia 

51 Hazelnut shells Yaksan Hane Turkey 

52 Forest decoration material  Forstverwaltung Schlosshof Garath Germany  

53 Carob CioKarrua Italy  

54 Sweet chestnuts Avellino Italy 

55 Birch bark Birkengold Austria 

56 Forest honey  Art of DAR Romania 

57 Wild mushrooms Consorzion Comunalie Parmensi Italy 

58 Truffles  Trufa Rom  Romania 

59 Truffles Tryffikultur  Sweden 

60 Mushrooms (cultivated) Chido Germany  

61 Wild boar bristles Wild Good Latvia 

62 Acorn flour   Naturata Turkey 

63 Wild mushrooms  Del Monte de Tabuyo  Spain 

64 Organic cosmetic products Lumene Finland 

65 Organic cosmetic products Belmar cosmetics Germany  

66 Wild mushrooms Fungo Trade Serbia 

67 Seasonal foraged food Wild Pickings Wales 

68 Christmas Trees  Waldbesitzervernband Rlp Germany  

69 Christmas Trees Arbeitsgemeinschaft von 
Weihnachtsbaumproduzenten 

Germany  

70 Hazelnut shells  Project eco paper  International 
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Beverages and foodstuff 

1 Venison  

Landesforst Mecklenburg-Vorpommern (Germany) 

  

 

Photos: U. Mantau 

 

Target groups Health conscious consumers interested in the origin of food and 

especially meat products.  

It seems that customers from the region are aware of the direct 

marketing of wild venison at the FMU in Schildfeld. However, 

customers at the sales room not only come from the region. 

The demand for wild venison products of Landesforst MV is highest in 

the winter season and thus coincides with the hunting season.    

 

Potential products 

and product ideas 

In  1999 the management of a FMU proposed to start an initiative to 

process game further and directly market wild venison and products 

manufactured from it to final consumers. By setting up the 

infrastructure the FMU Schildfeld was soon able to process game in 

the newly established butchery and to offer cuts of venison to final 

consumers. Required processing facilities were constructed in an old 

stable on the premises. Here wild venison can be handled and stored 

in cold storages. The production of all other products which need 

further processing and packaging (such as sausages) are contracted 

out to a number of butcheries and large scale processors in the 

region. 

 



 

 

1 Venison 

   

Soon after the successful establishment of the processing facilities for 

wild venison at one FMU, Landesforst MV launched a second processing 

unit for wild venison at another FMU.  

Currently, there are no external suppliers for game which  means that 

all the game processed at the FMUs Schildfeld and Torgelow originate 

from forestland where Landesforst MV is responsible for both forest- 

and wildlife management.  

At the FMU in Schildfeld Landesforst MV employs one educated 

butcher. All the other employees involved in the direct marketing of 

wild venison are forest workers, hunters and foresters. Today the 

processing and marketing units internally buy undissected game from 

the FMUs. Therefore the processing and marketing units were 

transferred into a trade type-business branch of Landesforst MV. 

 

Market 

environment and 

product strategy  

Landesforst Mecklenburg-Vorpommern is the State Forest Enterprise of 

Mecklenburg-Vorpommern. It was founded as a public-law institution in 

2006 and is the largest forest owner in MV, managing about 194.000 

hectares of forestland. The administration runs 29 regional forest 

management units. In the hunting season 2012/2013 Landesforst MV 

marketed about 480 tons of game. About 93% of it was sold to 

specialised  game dealers and processors. The remaining 7% where 

processed and directly marketed to end-consumers by Landesforst MV. 

The FMU Schildfeld, where the direct marketing initiative started in 

1999, is one out of the 29 FMUs situated in the south-western part of 

the federal state. The FMU manages about 13,600 hectares of 

forestland. 

Apparently in 1999 when the direct marketing of wild venison was 

initiated, prices paid for unprocessed game by game dealers and 

processors were low. In addition, the superior authority of Landesforst 

MV were actively engaging  the managers of the 29 FMUs to initiate and 

develop new business areas in order to secure employment for forest 

workers and to diversify sources of income. 

All investments necessary for processing and directly marketing venison 

were made by Landesforst MV. There were no investments made on 

the part of third parties and no subsidies and grants were issued. 

Investments became necessary especially to rebuild FMU premises in 

order to allow for enlarged processing facilities and for the acquisition 

of machinery and equipment. Further investments became obligatory in 

order to comply with rising food standard requirements. Until 2010 

about 144.000 € were invested. The latest investment was made to 

modernise the sales room on the premises of the FMU Schildfeld. 

Especially when the business activity started substantial support was 

received from the food safety authority of the administrative area. They 

provided knowledge about legislations in place relevant for processing 

and marketing wild venison. There has been a close cooperation 

between the two administrations since the beginning of the project. 

Due to the European and national hygiene of foodstuff regulations the 

FMU Schildfeld had to apply for the authorisation to become an 

Approved Game handling Establishment (AGHE). The authorisation to 

run an AGHE and to process wild venison at the FMU Schildfeld was 

issued in 2002.  
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The authorisation is limited on the dissection of wild venison and is not 

valid for further processing and the production of value added products 

such as sausages.  Further investments had to be made in order to 

develop and implement the so called hazard analysis and critical control 

points (HACCP) concept. It is an obligatory instrument in order to 

comply with the following EC regulations: 

• Regulation (EC) No 852/2004 

• Regulation (EC) No 853/2004 

A further requirement stemming from the above mentioned regulations 

is the fact that every single game carcase must be examined by a 

veterinary prior to processing. 

 

Distribution and 

Marketing 

channels 

 

Landesforst MV still offers undissected game at several FMU’s to end-

consumers.  Since 1999 the product range has been steadily enlarged 

and today customers can buy vacuum-sealed fresh or frozen cuts of wild 

venison, processed products such as sausages, ham or goulash and cuts 

of wild venison and sausages for barbecues in the summer season.   

Landesforst MV also offers special arrangements for gifts such as a 

selection of products packed in wooden boxes.  The availability of all 

products might be limited due to closed seasons for hunting.     

All products can be bought at the sales rooms of 4 FMUs of Landesforst 

MV. The FMU Schildfeld has recently invested in reconstructing the 

stable in order to establish a new sales room with increased possibilities 

for product presentation. Here a small selection of mainly regional 

products such as liquors, herbs, honey and wine complements the 

assortment. Besides, the four sales rooms, there are a few small 

regional shops offering wild venison products of Landesforst MV.  

Additionally there is the possibility of ordering processed and preserved 

products directly at the FMU in Schildfeld and ask for mail order. 

Landesforst MV also runs a mobile sales stall in order to offer wild 

venison products at all kinds of events in the federal state. This has 

been reported to be of special importance for the marketing of the wild 

venison products offered by Landesforst MV. 

 

Marketing 

communication 

and services 

Information about wild venison products can be found at the website of 

Landesforst MV but internet sales are not possible. 

Other FMUs of Landesforst MV support the direct marketing initiative of 

venison via advertisements and the ordering of the mobile sales stall for 

events taking part at their FMUs.  

It has been reported that the most important promotion activity is the 

mobile sales stall. 

 References www.wald-mv.de 

Personal communication 

 



 

 

 



 

    

 

Beverages and foodstuff 

2 Waldbier (forest beer) 

ÖBF – Österreichische Bundesforste AG /  Kiesbye’s Bierkulturhaus / 

Trumer Privatbrauerei (Austria) 

  

 
Tsian / shutterstock 

 

Potential products 
and product ideas 

The product Waldbier 2015 “Fichte” (spruce) is produced as a limited 

edition and is offered in gourmet bottles of 0.75 litres and in bottles 

of 0.33 litres. The alcohol content amounts to 7.2% which makes it 

possible to store the beers for at least 5 years. Waldbier is produced 

with ingredients which, to 100%, are grown and harvested in Austria.  

The resin, as an ingredient from the woods for the beer speciality 

2015, was extracted in a spruce forest  of the ÖBG AG located 900 

metres above the Traunsee. The spruce trees in the spruce forest are 

damaged by rock fall and rock movements which cause resin flow and 

wound closure. These lumps of resin are collected in the spruce 

forests and used as an ingredient for the Waldbier 2015. 

According to the master brewer this gently spicy beer goes 

particularly well with strong spices and dishes as e.g. venison, smoked 

fish and mushroom dishes.  

For the first time the Waldbier was brewed during the International 

Year of Forests in 2011. Since then a special Waldbier with a 

particular ingredient from the forests of the ÖBG AG has been offered 

anually. 
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In 2011 the forest ingredient was won from the fir tree. Ingredients 

providing aroma from the arolla pine, the larch, the European black pine 

followed and finally aroma from spruce trees in 2015. In 2015 resin was 

used as an ingredient for the first time. In the previous years new 

shoots in May, cones and needles were used as forest resources. All of 

the forest ingredients were harvested in the forests owned by the ÖBG 

AG. The previous vintages are almost sold out and only individual 

bottles are available. 

 

Market 
environment and 
product strategy  

The product is offered by the ÖBF AG in collaboration with the 

Bierkulturhaus Kiesbye’s and the Trumer Brewery. The Bierkulturhaus 

Kiesbye’s has been the starting point for a beer sommerlier movement 

and is a site for enthusiastic beer connoisseurs. The production site has 

sufficient space for the experimental art of brewing of up to 100l. The 

production sites (brewery- and bottling plants) of the Trumer 

Privatbrauerei are used for the production of limited editions of the 

forest beers. The brewery has specialised in flavour-preserving brewing 

and is therefore predestined for the production of the forest beers. 

Quality control is carried out by means of an own company laboratory 

and an integrated quality management system. The ÖBF AG provides 

the knowledge about the right time of harvest and the appropriate 

location for harvesting as well as personnel support for harvesting. 

Coordinating the harvest of the forest ingredients with the production 

processes of the beer is of immense importance in order to guarantee 

the freshness of the forest ingredients. 

The Bierkulturhaus Kiesbys’s forest beer and the distribution of the 

forest beer is organised within the frame of a GmbH. The brand 

Waldbier is a protected trademark by Kiesbye’s and cannot be used 

without consent. 

General terms and conditions regulate the trade of Waldbier between 

the Bierkulturhaus Kiesbye’s and other trade partners. 

 

Distribution and 

Marketing 

channels 

 

Distribution on a national level is organised via various restaurants and 

specialised retailers. Ordering and delivery to retail and wholesale is 

organised directly via Kiesbye’s Waldbier. 

On an international level Waldbier can be ordered via Waldbier’s own 

online shop or it is available via other online shops. 

 

Marketing 
communication 
and services 

There is a sales presentation of Waldbier in Vienna once a year. 

Waldbier 2015 was presented within the framework of a tasting of the 

vintages that have appeared so far in a sculptor’s studio of the Academy 

of Fine Arts Vienna, Austria. The sales presentation is a culinary 

highlight and receives a high level of media attention. 

 References Holzzentralblatt Nummer 51/52 Dezember 2015 

www.waldbier.com/#wald 

 



 

    

 

Beverages and foodstuff 

3 Fruit wine  

Cairn O’Mohr Fruit Wines (Scotland) 

  

 

Igor Normann / shutterstock 

 

Potential products 

and product ideas 

Fruit wines made in a traditional way of fermentation followed by at 

least a year of maturation. The core range consists of five types: 

strawberry, raspberry, brambleberry, elderberry and oak leaf. Later 

the range was expanded with Sparkling Oak and Elder Wine and 

Sparkling Strawberry Wine. Depending on the availability of spare 

fruits and the season, limited editions of other flavours  are 

manufactured. The range also includes Scottish Ciders and non-

alcoholic drinks such as the Sparkling Elderflower and Elderberry 

drinks from wild flowers and also apple juice. 

At the winery only local ingredients are used for the manufacture of 

fruit wines.  Most of the berries and flowers are picked within a radius 

of 25 miles around the winery. The region Perthshire is famous for 

the cultivation of raspberries and also strawberries. Elderberries are 

mainly harvested on the own plantation on the farm but also 

harvested from the wild.   

The winery Cairn O’Mohr was founded by Ron and Judith Gillies in 

1987. In 2010 the winery was expanded by the opening of a café. The 

enterprise has grown since the beginning in 1987, but the founders 

call themselves still “home winemakers at heart”. The Cairn O’Mohr 

winery owns an elderflower plantation situated next to the winery.  



 

 

3 Fruit wine 

   

Here elderflowers and berries are harvested for the purpose of 

manufacturing. The winery has grown since the beginnings in 1987, but 

the production opportunities are still on a small manufacturer level. 

 

Market 

environment and 

product strategy  

The region where the Cairn o Mohr winery is situated was famous for its 

apples, pears and plums in Victorian times. Relicts of the old orchards 

still exist and there are discussions about restoring and replanting parts 

of these orchards. The ciders of Cairn o Mohr are made with a mixture 

of the old varieties and modern varieties. 

 

Distribution and 

Marketing 

channels 

 

Shop at the winery, Café at the winery with fresh seasonal and local 

produces. Market stands in Dundee, Edinburgh, Glasgow, Aberdeen, 

Cupar and Perth. Deliveries to hotels and gastronomies in the region.  

There is also an online shop on the homepage. 

 

Marketing 

communication 

and services 

The 14th Annual International Bottle Smashing Tournament at the Cairn 

O’Mohr winery started as an entertaining solution to disposing of the 

mountains of empty Cairn O’Mohr wine bottles that accumulate over 

the winter at the winery every year. This is the only event of its kind in 

the world and indeed people from all over the world have competed in 

it, last year the enterprise saw some eighty contestants. 

The enterprise has founded the Cairno’ wine Club. Club members have 

access to a seasonal selection including exclusive special edition 

releases, delivered to club members.   

From April to October the enterprise offers regular tours and tastings at 

the Cairn o’Mohr winery. The Cairn o’Mohr winery is further a 

recommended destination by Trip Advisor. 

 References www.cairnomohr.com 

 



 

    

 

Beverages and foodstuff 

4 Wild garlic 

Georg Thalhammer (Germany) 

   

 

Potential products 

and product ideas 

The wild garlic from certified wild harvesting is harvested by the 

company solely from areas in the woods where evidently neither 

pesticides nor insecticides have been used. This is confirmed by the 

appropriate forestry commission office. Therefore, it is possible for 

the company to put wild garlic of organic quality on the market.  

The wild garlic is harvested in the whole of Germany and is mainly 

carried out at altitudes in the Central German Uplands and the 

Bavarian Alps. The wild garlic is harvested from March till May. 

Harvesting begins in the Palatinate Rheinauen wetlands and then 

moves up to higher altitudes in the course of the season. The 

company ends the season in May at altitudes of up to 1300 m in the 

Bavarian Alps. The wild garlic is hand-picked which makes a selective 

choice of leaves possible. Harvesting is carried out from the early 

morning to the late afternoon. The time of harvesting has an impact 

on the concentration of the substances wild garlic contains.  

The wild garlic harvest is sorted straight away in the woods. 

Subsequently the wild garlic is packed into air-permeable boxes and 

transported to the company’s packaging division. On the very same 

day of the harvesting the wild garlic is delivered to wholesale 

customers in refrigerated vehicles. 

Apart from fresh wild garlic the company offers further processed 

wild garlic products as e.g. wild garlic pesto. For this purpose part of 

the harvest is processed further into preserved food. This then serves 

for the production of pesto in the course of the year. 
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Market 

environment and 

product strategy  

A special processing procedure makes it possible for the company to 

produce wild garlic as preserved food in a tin from fresh wild garlic. 

The wild garlic is neither heated up, dried or deep-frozen.  

The advantage is that the typical taste of wild garlic and the nutrients 

and vital materials of the plant are preserved. Therefore, the pesto 

does not have to be kept cool but is nevertheless durable for up to 

two years.  

The appropriate forestry commission offices and nature conservation 

authorities always have to grant permits for the harvesting of wild 

garlic. 

 

Distribution and 

Marketing 

channels 

 

In 2014 the company started the marketing of the gourmet food line 

via organic and natural food trade, in retail as well as in wholesale. 

Their own online shop is an extension of sales channels and supports 

spreading the brand.  

 

Marketing 

communication 

and services 

 

The company motto of Georg Thalhammer is “Healthy food from the 

field and the woods”.  

The company demands the highest standards regarding quality of the 

traded food and regarding logistics as well as regarding the services 

provided to the company’s customers.  

Core elements of company-related activities are respect towards 

nature and its valuable products as well as the collaboration with the 

producers of the products. 

The company showcased its gourmet food line at the trade fair 

“Biofach” in 2014 and 2015 as well as at the “Grüne Woche” trade fair 

in Berlin in 2015. Products from the gourmet food line have been 

awarded numerously at the trade fairs. 

 References www.georg-thalhammer.de 

www.biofeinkost-onlineshop.de 

 



 

    

  

Beverages and foodstuff 

5 Venison  

Highland Game Ltd. (Scotland) 

  

 

stockcreations / shutterstock 

 Target groups Retailers such as supermarkets, butchers and restaurants and UK 

consumers. 

 

Potential products 

and product ideas 

The enterprise Highland Game Ltd. is a specialised venison processor 

and wholesaler situated in Dundee, Scotland. It was founded in 1997 

by Christian and Ingela Nissen with the vision to achieve a wider 

popularity of venison by making it available through mainstream 

retail channels.   

The judges of the Scottish Rural Award 2015 summarised the short 

history of Highland Game Ltd. as follows: “From a start-up 18 years 

ago, to supplying 1500 stores as well as butchers and restaurants 

throughout the nation, this winner has almost single-handedly 

brought their products into the mainstream, and in doing so has 

increased the demand from his suppliers - the farms, forests and 

estates of Scotland - as well as employing upwards of 100 people. The 

positive effect of this enterprise can be truly felt throughout rural 

Scotland.” 
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The enterprise established production facilities for venison in order to 

satisfy the criteria demanded by major retailers. Own hygiene standards 

and full traceability requirements for product origin and processing 

were set up. Highland Game conducted consumer research which led 

them to the result that the best way to make venison attractive to UK 

consumers is to present it (to them) in a format as convenient as 

possible. Specialist butchers experienced in working with venison were 

brought in to train their staff preparing ready to cook cuts such as 

fillets, roasting joints, racks and diced meat, sausages and burgers. 

The enterprise Highland Game collects deer from all over Scotland and 

Northern England. Therefore, the enterprise employs an own team of 

collection drivers. Supply partners are the Forestry 

Commission, estate owners, game keepers and recreational stalkers. 

International supply partners include Silver Fern Farms from New 

Zealand. The majority of venison is sourced from Forestry Commission 

land in Scotland. The FSC certification of this land aims at nurturing 

healthy deer populations that are in balance with nature 

A substantial part of venison is sourced from private estates in Scotland. 

To complement the Scottish wild venison range Highland Game also 

sources farmed venison from New Zealand.  

To ensure quality standards Highland Game Ltd. follows the industry 

own quality assurance scheme SQWV which stands for Scottish Quality 

Wild Venison. 

Highland Game believes in convincing people that venison is tasty 

healthy safe and affordable meat. The aim is to change the perception 

of venison and increase the consumption level in the UK. 

 

Market 

environment and 

product strategy  

When the enterprise was started, venison was not widely consumed in 

the UK and about 95% of venison produced in the UK was exported 

mainly to France and Germany. Meanwhile the enterprises’ activity has 

increased the demand for venison from the suppliers.  

 

Distribution and 

Marketing 

channels 

 

Highland Game is now sold in about 1500 stores across the UK, in 

butchers, delis and restaurants and in the online shop. Stockists of 

Highland Game products include: Aldi, ASDA, Morrisons, Sainsbury’s, 

Tesco, Waitrose, Lidl and others. 

Highland Game offers three custom-tailored ranges of venison 

products:  

1.) retail core range 

2.) chef selection developed exclusively for Tesco Scotland. All products 

come with recipes easy to follow and serving suggestions. The Chef’s 

Selection is presented in distinctive packaging. 

3.) Imperial venison, only the best of the best venison holds the imperial 

venison crest. It is personally sourced, picked, culled and cut. It comes 

from selected highland estates. (“From hill to plate, healthy, free from 

chemicals, remarkably tender with almost a sweet taste and delicious 

flavour, respectfully & sustainably sourced from the Highlands of 

Scotland – we offer you Imperial Venison”). 



 

 

5 Venison 

 

Marketing 

communication 

and services 

 

Highland Game Ltd. has then used a range of marketing techniques to 

engage with consumers and help them discover the benefits of venison. 

In 2003, the company published its first cook book titled The Name of 

the Game. It also ran an advertising campaign in Country Living 

magazine and staged cookery demonstrations at the Good 

Housekeeping Institute in London. Furthermore, cookery road shows 

and venison master classes, which were staged at country fairs and 

trade exhibitions, were organized. Until now Highland Game Ltd. has 

published three books; The Name of the Game (2003), Venison (2005) 

and 7 Days in Scotland (2011). In 2014 a new look was launched for the 

core range of products. The distinct black and white Highland Game 

sleeves now show modern product images. 

Highland Game Ltd. has participated in various competitions and has 

received numerous awards, such as for the best direct marketing 

development 2005, the outstanding small business award 2010, winner 

of the fresh meat category 2010 of the National Quality Food Awards 

and the Scottish Rural Award 2015. 

 References www.highlandgame.com 



 

 

 



 

   

    

  

Beverages and foodstuff 

6 Venison 

Hatzfeldt-Wildenburg`sche Verwaltung (Germany) 

  

 

hlphoto, Shutterstock 

 

Target groups Customers at the saleroom in the forest district in Brandenburg are 

mainly end-consumers coming to the area for holidays or just for the 

weekend. Many of the customers come from the city of Berlin which 

is close by. The saleroom at the forest district in Brandenburg was 

opened about 9 years ago. Customers come due to word of mouth 

recommendations and in the past years most of the customers 

became regular customers (coming back regularly).  

In recent years the demand for venison products increased due to a 

slightly changed attitude of customers.  Customers were described to 

put more emphasis on the origin of meat products and the quality of 

it and have thus a higher willingness to pay more for good quality 

venison of known origin.   

 

Potential products 

and product ideas 

Only game from the enterprises’ own forestland is processed and 

marketed. The forest enterprise offers a wide range of processed 

products ranging from cuts of wild venison to sausages, ham to a 

barbecue product line during the summer season. Game species on 

offer include roe deer, fellow deer and wild boar.  
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About 14 years ago the Hatzfeldt-Wildenburg’sche Verwaltung bought a 

forest district in the federal state of Brandenburg. The forest district is 

situated about 80 kilometers south of Berlin. All the game which is 

solely culled in this privately owned forest district is delivered to a 

butcher who runs a certified game handling establishment. The 

manufactured products are then directly marketed to end-consumers 

by the Hatzfeldt-Wildenburg’sche Verwaltung. Game culled in the forest 

district in Rhineland-Palatinate is processed in the enterprise’s own 

game handling establishment.  

The possibility to expand the marketing activity has been mentioned by 

the enterprise. However, this would imply investments as the current 

production and marketing opportunities are limited in terms of “man 

power” and facilities. 

 

Market 

environment and 

product strategy  

All the game culled in the forests of the Hatzfeldt-Wildenburg’sche 

Verwaltung is shot by using lead-free ammunition. This and the quality 

control ensure a high standard for consumer protection. In order to 

ensure the quality of the products, there are no external suppliers for 

game meat. All the wild venison marketed from the enterprise is culled 

on own forestland.  

The activity of directly marketing venison to end-consumers is 

important for the enterprise as well as for public relations and the 

direct contact to local people in the region.   

 

Distribution and 

Marketing 

channels 

 

For marketing purposes the forest enterprise runs 2 sale rooms for wild 

venison. One at the forest district in Rhineland-Palatinate (Wildkammer 

Schloss Schönstein) and a second sale room at the forest district in 

Brandenburg (Forsthofladen Revier Massow). The range of products 

offered in the sale rooms also contains liqueurs from forest fruits and 

berries such as blackthorn berry liqueur and crab apple liqueur. Venison 

products from the forest district in Brandenburg are additionally sold in 

two regional sale rooms.   

The processing of game and the manufacturing of wild venison products 

in the forest district in Brandenburg is contracted to a regional butcher 

who runs a game handling establishment.    

 

Marketing 

communication 

and services 

 

The selling of wild venison products in the sale room has been described 

to involve a lot of talking to customers and raising awareness for the 

superiority and quality of wild venison but also for the seasonality of 

production and the variation in ability of products. The demand usually 

exceeds the supply. Thus, no large advertisements and promotion 

activities are required. To a small extent newspaper announcements are 

used to promote the venison marketing. 

In the sale rooms recipes are available for customers. Recipes give 

customers further ideas on how to cook and prepare wild venison.  

 References www.hatzfeldt.de/wildverkauf.html 

personal communication 

 



 

    

 

Beverages and foodstuff 

7 Venison  

Schleswig-Holsteinische Landesforsten (Germany) 

  

 

hlphoto, Shutterstock 

 Target groups Health conscious people who set great value upon the origin and 

quality of food and in particular meat. 

 

Potential products 

and product ideas 

The state forest enterprise in Schleswig-Holstein (SHLF) have been 

marketing the venison from own hunting activities since the year dot. 

The marketing of portioned venison via the regional brand “FeinWild” 

is a further development of the distribution channels and regional 

marketing. Silvicultural goals and as a consequence thereof the 

reduction of the population of hoofed game require the expansion of 

the business fields of the SHLF in order to increase a structured 

marketing of venison and the operational value added. Low prices 

regarding venison which could be realised by selling to wholesale 

trade and the rising increase of wild boar determined the decision of 

the SHLF to create a further distribution channel for venison. 

Generally the marketing of venison and other new business areas are 

supposed to broaden the revenue base and distribute risks, to 

contribute to a positive perception of the SHLF in public.  

Further processing of the raw product game is solely carried out via 

enterprises which run a game handling establishment licenced by the 

EU. The SHLF do not run own processing facilities. Merely cold rooms 

for the raw products are operated. 



 

 

7 Venison 

   

 

Market 

environment and 

product strategy  

The SHLF were founded as a public-law institution. They manage the 

federal state wooded area in Schleswig-Holstein and consequently 

about a third of the overall wooded area of the federal state of about 

155,000 ha. Besides the marketing of wood as a highest-selling product 

the SHLF generates sales in new business areas. Besides the marketing 

of venison these include the marketing of firewood, the renting of 

holiday flats, the sale of eco points, the sale of seeds, the managing of 

woodland burial grounds, the marketing of Christmas trees and 

decoration material.  

In 2014 about a third of the entire venison of the SHLF was marketed 

via their own regional brand FeinWild. This amount is the equivalent of 

about 21t. A detailed efficiency analysis and the introduction of an ERP 

system in 2014 allow the commercial business to analyse and control 

company-related activities. The marketing of venison via the regional 

brand FeinWild is run as a commercial business. Therefore, it does not 

count among tax-exempt activities of the state forest enterprise SHLF. 

 

Distribution and 

Marketing 

channels 

 

The SHLF distributes the raw products either as a whole carcase in a 

blanket to wholesalers, as portioned venison (fresh and frozen) or as 

further processed products (venison ham, venison bratwurst, venison 

salami) to consumers as well as wholesalers. Portioned venison of the 

brand FeinWild is, among others, part of the product range of the 

foodstuffs wholesaler Citti.  

Further selling points for processed venison products of the SHLF are 

located in the forest wardens’ offices and the headquarters of the SHLF. 

Apart from this, the SHLF manages a sales trailer which is used for 

different events of the SHLF. 

 

Marketing 

communication 

and services 

 

The development of the regional brand and the graphic design of the 

labels as well as the advertising material were developed in 

collaboration with an agency. However the brand name FeinWild is not 

legally protected. 

Developed as a regional brand and having a strong connection to the 

biggest forest owner in Schleswig-Holstein, the following aspects are of 

great importance when it comes to the marketing of the products by 

FeinWild: origin of the raw products are domestic forests, venison from 

free-living wild animals, free from any lead particles due to the fact that 

solely unleaded munition is used for shooting, professional further 

processing solely in enterprises licenced by the EU.  

The SHLF has launched an own webpage for the marketing activity 

(www.feinwild-sh.de). They also offer a free service call number for 

customers and interested people. 

When buying venison the association “Bioland Schleswig-Holstein” 

recommends the brand FeinWild by the SHLF. However, an organic 

certification for venison is not possible under the given circumstances. 

 References www.forst-sh.de 

Exkursion DFV Tagung. 

Personal communication. 

 



 

    
 

Beverages and foodstuff 

8 Syrup from spruce shoots 

Sonnenkiefer GbR (Germany) 

  

 

Photos: www.sonnenkiefer.de 

 Target groups Wholesalers, Retailers and the general public.  

 

Potential products 

and product ideas 

The product syrup from spruce shoots is produced according to a 

family recipe. The product is a long-known one. The two founders of 

the company Sonnenkiefer GbR started with the production of their 

own spruce shoot syrup with small amounts in 1995. Soon they had 

to apply for a food approval for the production and distribution. The 

quantity of spruce shoots harvested has risen continuously since the 

mid-1990s. In 2012 already a ton of raw material was harvested and 

for 2013 a quantity 4 tons of harvest was planned. In the past years 

students were employed as harvest hands for the short harvest 

season. The required needles from spruce are harvested from an 

organic spruce plantation from the municipal forest of Lübeck. The 

harvest is pure labour work and takes place in spring since only the 

light green spruce shoots producing new growth are used. After the 

harvest the spruce shoots are boiled until they are liquid and then 

further processed into syrup. The syrup is produced according to non-

industrial traditions in order to preserve the contents as much as 

possible. Among others these components are vitamin c, provitamin 

a, pinene, limonene, linalool and cymenes. The components are 

described to be antiphlogistic, mucolytic and stimulating.  
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  All the basic ingredients of the product are certified organic. 

The company Sonnenkiefer GbR was founded by Andreas Kiefer and 

Jan Solle. The beginning of the product development took place in 

their kitchen. After the founders had found an organic spruce 

plantation the production was extended. The company Sonnenkiefer 

GbR is still a sideline for both founders. The forestland owner of the 

spruce plantation is being paid for the amount of spruce shoots 

harvested. The company collaborates very closely with the Lebens- 

und Werkgemeinschaften Grebinsrade regarding production and 

dispatch. There the product spruce shoot syrup is bottled and labelled 

by physically and mentally disabled people. 

In the past years the range of products of the company Sonnenkiefer 

was extended by further products on the basis of spruce shoots. 

 

Market 

environment and 

product strategy  

Sonnenkiefer is the only company in Germany which produces spruce 

shoot syrup on a grand scale and distributes it. In Switzerland the 

syrup made of spruce needles as an antiseptic remedy is available on 

the market. 

 

Distribution and 

Marketing 

channels 

 

Sonnenkiefer’s products are distributed via a great number of retailers 

in the whole of Germany. The list of retailers solely consists of organic 

supermarkets and small organic specialised shops. Sonnenkiefer’s 

products are sold with organic seal. 

 

Communication 

and services 

 

Specially made recipe cards which come with each glass of spruce 

shoot syrup are supposed to demonstrate the costumer further ideas 

and fields of application. These cards were developed in collaboration 

with a food stylist from Hamburg.  

For the concept and design of the labels and the company logo they 

collaborated with a graphic designer. 

Reports of local radio stations, TV reports and a variety of newspaper 

articles about Sonnenkiefer’s activities can be found on the company’s 

website. 

 References www.sonnenkiefer.de 

Kieler Zeitung vom 1.Dez.2012 

 



 

    
 

Decorative items 

9 Forest decoration material 

Gräflich von Spee’sche Forstbetriebe (Germany) 

  

 

Photo: A. Schöpper 

 Target groups The main part of the decorative green production is sold directly to 

retailers and wholesalers. Only in the weeks before Christmas is 

decorative green sold to private end consumers at three locations.  

 

Potential products 

and product ideas 

The total forest area comprises 2200 ha situated in Nordrhein-

Westfalen. Since 1662 the Graf von Spee is owner of the forest, the 

castle and the surrounding park. The forest enterprise is responsible 

for the continuation of the forest management and for nature 

conservation. The forest enterprise employs 5 people.  

Due to low timber prices the forest enterprise decided to market 

several other goods and services from Forest- and Parkland, such as 

decorative green, Christmas trees and to offer the locations for photo 

and film productions. For over 30 years plantings of mainly Pinus 

strobus are realized in order to produce decorative green on forest 

land (see picture). This activity ensures and supports economic 

success for the private forest owner. 



 

 

9 Forest decoration material 

 

Market 

environment and 

product strategy  

The product is on offer for over 30 years, it is economically successful 

and important source of income for the forest enterprise.  The 

enterprise offers high quality decorative green (Weymouth pine 

branches)   

Pinus strobus was originally introduced to the forest to establish fast 

growing trees for timber production. The cultivation of Weymouth 

pine for the production of decorative green is integrated on the forest 

land predominately used for timber production. 

The forest enterprise is privately owned and all forest decoration 

material and Christmas trees are harvested on privately owned 

forestland. The main goal of the forest management unit is the 

continuation and the enhancement of the family ownership of forests 

and parks. The main production goal is timber, but NWFP and other 

products from forest are an important source of income and secure 

the required success of the forest enterprise. 

 

Distribution and 

marketing 

channels 

 

Sale activities include the organization of a “family day” in the weeks 

before Christmas, where families are invited to the forests to select 

and harvest their own Christmas tree. For all other Christmas trees 

and forest decoration material there are 3 selling units distributed 

within the region. 

 References www.forst-graf-spee.de 

 



 

    
 

Beverages and foodstuff 

10 Apples from meadow orchards   

Cooperation of e.g. nature conservation associations, farmers and 

producers (Germany) 

  

 

artjazz, Shutterstock 

 

Target groups Consumers appreciate the products from the project and are 

prepared to pay higher prices for these. By drinking juice from 

meadow orchards they become conservationists. Consumer research 

within the frame of a marketing study has shown: the juice is bought 

because it is 100% made from fruit, it is not a concentrate, it is 

naturally cloudy, because it is from the region and because it does not 

contain any pesticides. The consumers know and appreciate the 

project as a financial instrument for nature conservation as well as 

regional economic promotion. 

 

Potential products 

and product ideas 

The apple juice project in the region Bodensee-Oberschwaben started 

in 1988. In 1992 it was combined into one regional project. It is the 

project partners’ aim to preserve the meadows orchards in the 

region. The idea behind the project comes from regional groups of 

the nature conservation associations BUND and NABU. It was the 

basic idea to decouple producer prices from the market prices and to 

pass on the cost overrun of the regional and environmentally friendly 

production to the consumers. Their attention was drawn to the 

products’ features and the eco-friendly production within the 

framework of a marketing ploy. 



 

 

10 Apple juice 

   

Due to meadow orchards interesting landscapes develop. This rural idyll 

functions as a tourist magnet. This has to be considered as by-product 

without direct financial incentive. Meadow orchards count to 

agriculturally used areas without exception. It is therefore a product 

example from trees outside forests.  

The cooperation of producers, distributors as well as nature 

conservation associations advocates for the preservation and increase 

of meadow orchards. By now more than 150 farmers and four press 

houses for fruit juice are involved in the cooperation. An overall of 250 

hectares of meadow orchards with 18,000 high fruit trees are 

safeguarded via the project. 

 

Market 

environment and 

product strategy  

Meadow orchards in the region Bodensee-Oberschwaben decreased 

continuously since the 1950s – up to 80% of the original population has 

vanished since. From 1965 till 2005 there was a decrease of about 50% 

in Baden-Wuerttemberg. The reason is simple: Time and work 

connected with the cultivation and care were not rewarded suitably due 

to decreasing prices for fruit for juice. The cultivation of fruit for juice 

became uneconomical. Trees were not pruned anymore and pulled out, 

meadows often mowed and converted into fields or even built on. With 

this biodiversity and diversity of species disappeared in the cultural 

landscape and the overall appearance of the landscape changed. The 

project “apple juice” Bodensee-Oberschwaben counteracted this 

process. 

By guaranteeing a fixed price for fruit for juice decoupling from the 

regional market price was achieved. This resulted in a high reliability 

among the project partners. All the farmers taking part in the project 

bind themselves to preserve the fruit tree populations and to cultivate 

these according to organic criterions. Old and sick trees have to be 

replaced by new plantings and the existing trees have to be taken care 

of. In return they receive 17.90 € as a fixed price for a 100 kg of fruit. 

This additional price of the natural resources is financed by the 

consumers who pay a surcharge of 10 to 15 cents per litres. Depending 

on the harvest between 300,000 and 500,000 litres are annually 

marketed within the apple juice project. The price for juice in a shop 

amounts to 1.25 € and 1.50 €/litre. The farmers receive 70,000 to 

125,000 €  (instead of 45,000 €  to 80,000 € ) for the 400 to 700 tons of 

apple required. With these measures the regional value added was 

improved and jobs in production, processing and in trade safeguarded. 

In the region the press houses paid about 15 to 19 €/dt  for organic fruit 

from meadow orchards in the past two years. Conventional fruit from 

meadow orchards and fruit from plantations was disbursed with only 11 

to 13 €/dt.  

The production prices have also increased significantly outside the 

project. In the meantime competition regarding fruit among the press 

houses has developed which has led to an own market price for organic 

fruit for juice as result of the successful marketing of the products. 

Apart from this, producer prices for fruit have risen outside the project 

significantly.  

By now the project has been paying off without public funding. Nature 

conservation associations support the press houses with marketing and 

with the inspections in the project.  



 

 

10 Apple juice 

 

That this idea could become reality is also due to start-up funding by 

the Land Baden-Wuerttemberg as well as individual administrative 

districts and cities. It made financing possible for the marketing study in 

1994, the implementation of individual juice campaigns on a municipal 

level as well as the collaboration regarding the regional project.  

Now the project pays off without public funding.  The press houses 

solely receive funding by the Land Baden-Wuerttemberg for the 

inspections. 

 

Distribution and 

Marketing 

channels 

 

The fruit is processed by four regional press houses for fruit juice and 

regionally marketed as fruit juice from meadow orchards via specialized 

trade and beverage stores. The juice is heated particularly carefully in 

the press houses and marketed as naturally cloudy NFC (not from 

concentrate) juice in deposit bottles or as a bag in box containers.  

An independent laboratory checks the juice regularly. 

 References www.naturkapital-teeb.de/fallbeispiele 



 

 

 



 

    

 

Beverages and foodstuff 

11 Wild garlic 

Landesforsten Rheinland-Pfalz (Germany) 

   

 Target groups Harvesters and processors of wild garlic and sweet woodruff.  

 

Potential products 

and product ideas 

The forest management unit (FMU) “Pfälzer Rheinauen” is one of 45 

FMUs of the state forest enterprise “Landesforsten Rheinland-Pfalz”. 

Due to the geographical situation of the area of the FMU in the 

Rheinaue wetlands, especially mining concessions for gravel are of 

great economic importance besides the marketing of wood. 

Concerning edible NWFPs, the rights of use are granted for the 

commercial harvest of wild garlic as well as for small amounts of 

sweet woodruff. The commercial exploitation of wild garlic and sweet 

woodruff is coordinated with the appropriate authorities for nature 

conservation. Prerequisite for the marketing of wild garlic is the 

occurrence of the species over a wide area in the forests of the 

Rheinaue wetlands. However the rights of use granted play a very 

minor role for the economic success of the FMU. Currently the rights 

of use are granted to at least 7 companies from the region. The 

companies have enquired to get the right of use for wild garlic or 

sweet woodruff at the FMU. The forests managed by the FMU are 

PEFC as well as FSC certified. 

 Market 

environment and 

product strategy 

An approval of the appropriate nature conservation authority is 

required for the commercial use of NWFPs from the forests. 

 References www.wald-rlp.de/de/forstamt-pfaelzer-rheinauen 



 

 

 



 

    

 

Beverages and foodstuff 

12 Distillates from wild tree fruits   

Landesforsten Rheinland-Pfalz (Germany) 

  

 

Bild: Landesforsten Rheinland-Pfalz 

 Target groups The target group are especially numerous tourists who come to the 

UNESCO world cultural heritage “Oberes Mittelrheintal”. 

 

Potential products 

and product ideas 

The forest management unit (FMU) Boppard is one of 45 FMUs of the 

State forest enterprise Landesforsten Rheinland-Pfalz. The managed 

forestland area is of the size of about 19,300 ha. Besides the 

marketing of wood further products are offered. One NWFP which is 

offered by the FMU Boppard are distillates from rare fruits of trees. 

For this purpose plantings of domestic and rare tree species are used. 

The plantings are considered as a contribution towards nature 

conservation, towards diversification of the wood supply and towards 

the production of culinary products from fruits of trees. The area of 

the forestry commission office stretches along the area of the 

UNESCO world cultural heritage “Oberes Mittelrheintal”. Accordingly 

winegrowing and tourism are of great importance in the area.  



 

 

12 Distillates tree fruits 

  Besides the many types of cultivated cherries the wild service tree is 

supposed to be developing into an index species in the 

“Mittelrheintal” in collaboration with the tourism associations. For 

two decades now wild cherries, wild pears, wild apples, wild service 

tree, sorb-tree, cherry plum, walnut and medlar have been cultivated. 

Fruits of wild service trees were harvested for the first time in 2011. In 

2012 the harvest of the wild service tree amounted to 300 kg of fruit. 

The fruits from the forests attracted the world heritage host's wide 

interest in “Oberes Mittelrheintal”. For the FMU Boppard the 

importance regarding the marketing of the fruits of trees 

predominantly lies in the outstanding public relations activities. 

 

Market 

environment and 

product strategy  

The area of the forestry commission office stretches along the area of 

the UNESCO world cultural heritage “Oberes Mittelrheintal”. 

Accordingly winegrowing and tourism are of great importance in the 

area. Besides the many types of cultivated cherries the wild service 

tree is supposed to be developing into an index species in the 

“Mittelrheintal” in collaboration with the tourism associations. 

 

Marketing 

communication 

and services 

 

Distillates from four different wild fruits adorn themselves with the 

“Goldene Münze” (golden coin) issued by the chamber of agriculture 

Rhineland-Palatine. 

 References www.wald-rlp.de/forstamt-boppard 

AFZ – DerWald 8/2015 

 



 

    
 

Beverages and foodstuff 

13 Sparkling birch sap  

Dabas Dobe Ltd. (Latvia) 

  

 

Balakleypb / shutterstock 

 Target groups Consumers in Latvia and also in other European countries.  

 

Potential products 

and product ideas 

Dabas Dobe is a family business mainly retailing organic food based in 

Latvia. In 2012 the business started the production of sparkling birch 

sap, which is a low-alcoholic drink which does not contain any 

artificial preservatives. The juice is prepared according to an old 

family technique and topped with a refreshing mint leaf. In 2012 

2,000 bottles of Sparkling Birch Sap were produced, and in 2013, 

6,500 bottles. 

The recipe that is used was developed by the family over two 

generations and is slightly different than regular birch sap. The sap is 

only slightly fermented and flavoured with mint resulting in a non-

alcoholic “champagne”. 

Today DabasDobe has 5 employees. The production of the product 

takes places at the family’s country house in the north-central part of 

Latvia. A favouring factor for the development of the product was the 

private ownership of the birch trees in the garden. 

Main challenges foreseen by this company are: expanding the 

production, export and seasonal risks (e.g. in terms of bad weather so 

harvesting is disrupted). 



 

 

13 Sparkling birch sap 

 

Market 

environment and 

product strategy  

In Latvia the distillation of birch juice as a spring tonic has been known 

and practiced for centuries.  

The recipe that is used was developed by the family over two 

generations and is slightly different than regular birch sap. The sap is 

only slightly fermented and flavoured with mint resulting in a non-

alcoholic “champagne”. 

The company wanted to differentiate their product in the market and 

for that purpose used the family recipe and also put a lot of attention 

on the design and presentation of the product (bottles, labels, etc.). 

Traditional champagne shaped bottles and dark purple labels with silver 

lettering were used to create a design which won the PrintArt Award in 

2012 for the best design. The product is described as: “Latvian born, 

grown, manufactured and well-designed product reflects the natural 

simplicity and brightness”. 

A further factor for the success of the company is the entrepreneurial 

spirit of the company owners. 

 

Distribution and 

Marketing 

channels 

 

The product is sold in Latvia, but also in the other European countries. 

The bottle of birch juice sparkling wine (0,75 l) is sold online for about 

18€. 

 

Marketing 

communication 

and services 

 

As the product is new on the market, ”Dabas Dobe” is promoting it by 

providing the drink for special events and embassies. 

It is possible to order the products via email, telephone (calls) and the 

internet shop on the webpage of the business. The webpage is available 

also in English. Products are delivered within 1 working day in Latvia. 

 References www.dabasdobe.lv/en/home 

 



 

    
 

Beverages and foodstuff 

14 Pannage 

Basdorfer Hutewald e.V. / Hessen Forst (Germany) 

  

 

Andy Lidstone / shutterstock 

 

Target groups Visitors and tourists in the region are supposed to be made familiar 

with historic economic systems and the keeping of traditional 

domestic pig breeds. Interest and appreciation are supposed to 

increase consumer demand which is required in order to preserve the 

breed. 

Within the framework of Hessen-Forst efforts of environmental 

education and forest education the target groups are families with 

children and groups of the local youth hostel as well as school classes 

from the region. 

 

Potential products 

and product ideas 

The project Basdorfer wood pasture was chiefly initiated in order to 

create another visitor attraction in the region of the Hessian national 

park Kellerwald-Edersee. The project was supposed to serve as a 

means to impart a form of forest use practiced for hundreds of years 

and also to rear rare and extinct domestic animal breeds of the 

region. The following products are sold from the association: several 

kinds of sausages, bacon, cured bacon and brawn. Pork from pigs 

from traditional and species appropriate husbandry which are 

fattened in oak forests. The association Basdorfer Hutewald e.v. was 

founded in 2005 and runs the pannage project.  



 

 

14 Pannage 

   

The association solely pursues non-profit purposes of local history and 

of fostering regional values. The association’s purposes are supposed 

to be achieved particularly by showing old forms of forest use and by 

producing high-end pork within the context of fattening in the woods. 

The association’s members are local farmers and other interested 

private individuals. 

The association has been leasing a wooded area of about 7 ha from 

the Landesbetrieb Hessen-Forst for the husbandry of traditional pig 

species. The oak population on this wooded area with individual oaks 

with low crowns and elderberry trees in the shrub layer suggest that 

historic wood pasture management used to be carried out on this 

area. The association uses three traditional pig species: Bentheim 

Black Pied Pig, Düppeler Weideschwein and Swabian-Hall Swines. 

About 22 animals are driven onto the area of 7 ha. 

These remain on the wood pasture for a maximum period of 4 

months. They are given wheat, barley, peas and minerals from 

predominantly regional cultivation as feed. Before the pigs come to 

the wood pasture acorns are added to their feed so that the animals 

accustom themselves to the feed. Pannage serves as refined mast and 

therefore as a specific measure to enhance the quality of the meat. 

The meat of the pigs fattened in the woods is regarded as particularly 

aromatic and has a “nutty” taste. It is a matter of importance to the 

project partner Hessen-Forst to show the history of forms of forest 

use in Hessen. It is also their concern to raise awareness for the fact 

that the deciduous forests in their current appearance are often the 

result of human activities in earlier times. The wood pasture has 

fulfilled its purpose if it serves as a model for forgotten cultural history 

traditions and gives thought-provoking impulses to people within the 

framework of environmental education. Within the context of public 

service obligation Hessen-Forst considers it their duty to promote 

closeness to the woods and customs. 

 

Market 

environment and 

product strategy  

The project is particularly related to veterinary legislation and nature 

conservation legislation. According to the hygiene regulations for pig 

husbandry double fencing is required for free-ranging pigs. The owner 

is obligated to follow these regulations in order to prevent contact 

between domestic pigs and wild boars.  

On account of the infrastructure establishments required (shelter for 

the animals, visitors’ platform, hygiene sluice…) a permission to 

intervene under the nature conservation legislation in Hessen had to 

be obtained. Furthermore, an exception permit concerning 

prohibitions of the landscape conservation regulation was required. 

From a perspective corresponding forestry law it had to be made a 

decision whether it was necessary to re-zone the wooded area into an 

agricultural type of use. The legal normed forest educational activities 

have led to the conclusion that the wood pasture is still considered as 

regular forestry. 

 

Distribution and 

Marketing 

channels 

 

The association takes orders for the products via telephone or email. 

Due to its location at a popular hiking path and a European long-

distance cycling route many tourists pass the area of the wood 

pasture. Particularly for this purpose the association has established a 

visitors’ platform with information panels.  



 

 

14 Pannage 

 

By request the products are gift-wrapped or placed in a gift basket 

with spirits from the region and dispatched. 

 

Marketing 

communication 

and services 

 

By using a new brand, bad sales of a product line could be increased 

considerably. For this purpose new labels with the designation 

“Hutewaldschmaus” (“wood pasture feast”) were printed and the 

product line was renamed. According to the association this measure 

increased the sales of the product line considerably. The association 

organises a feast to eat up freshly slaughtered delicatessen from the 

wood pasture in Basdorf every year in January. An open day at the 

wood pasture is organised. Exhibitions at trade fairs such as “Land & 

Genuss”  in Frankfurt. Newspaper articles in the regional press as well 

as in specialist journals (AFZ). 

 References www.hutewald-basdorf.de 

Presentation given at “kwf-Thementage” 2015 

AFZ-Der Wald 2/2006 



 

 

 



 

    
 

Decorative items 

15 Christmas trees and forest decoration 

material 

Fürstlich Waldeck‘sche Hauptverwaltung GbR (Germany) 

  

 

Chantal de Bruijne / shutterstock 

 Target groups The Christmas trees are predominantly sold to private individuals. The 

possibility of choosing and logging the trees by oneself is offered. The 

high quality foliage for decorative purposes from ecological 

production is sold wholesale and to end-consumers. Direct marketing 

takes place via the three forest warden’s offices of the enterprise. 

 

Potential products 

and product ideas 

The forest enterprise Waldeckschen Hauptverwaltung GbR manages 

about 3.300 ha of woodland. The tree species beech and spruce 

characterise 2.600 ha of the forest pattern of the enterprise. 

Different tree species especially for the production of foliage for 

decorative purposes are cultivated on an area of more than 10 ha. 

Approximately 25-30 years ago these areas were specifically created 

and trees for the production of foliage for decorative purposes were 

planted.  

The main tree species for the production of foliage are the noble fir 

(Abies nobilis) and the nordmann fir (Abies nordmanniana). Apart 

from these, the white pine (Pinus strobus), the western redcedar 

(Thuja plicata), the Douglas fir (Pseudotsuga menziesii) and false 

cypresse (Chamaecyparis lawsoniana) are cultivated.  



 

 

15 Forest decoration 

material 

  The combination of Christmas tree cultivations and the keeping of the 

English sheep breed Shropshire, which takes over the care of the 

Christmas tree cultivations, facilitates the use of the cultivations for two 

purposes. One purpose is the production of Christmas trees of the 

species spruce, Nordmann fir, noble fir, cork fir and Weymouth pine and 

the other purpose is the production of tasty mutton. The forest 

enterprise also sells evergreens for decorative purposes.   

The project of marketing forest decoration material started over 40 

years ago. At that time the aim was to generate a substantial amount of 

the operating income through the sale of Wild Forest Products. 

However, this aim has not been achieved until today.  

Nowadays the marketing of decoration material predominantly serve as 

public relations activities. 

Since 2002 the forest enterprise has been PEFC certified. 

 

Market 

environment and 

product strategy  

Normally the intensive care of Christmas tree cultivations and 

decorative brushwood cultivations is carried out with a mower and a 

string trimmer and also by use of pesticides, herbicides as well as toxic 

baits against root voles.  

The care of the decorative brushwood cultivation of the “Fürstlich 

Waldeck’sche Hauptverwaltung” is not carried out with the use of 

chemicals. Of outstanding importance for the care of the cultivation are 

the Shropshire sheep which are kept on the cultivated area. Therefore, 

mowing is not necessary and the sheep dung ensures good fertilisation 

of the cultivations. 

 

Distribution and 

marketing 

channels 

 

The high quality foliage for decorative purposes from ecological 

production is sold wholesale and to end-consumers. Direct marketing 

takes place via the three forest warden’s offices of the enterprise. 

 

 Marketing 

communication 

and services 

 

Own website and mouth of word recommendation 

 References www.fuerstliches-forstamt-arolsen.de 

v.d. Wense, W.-H.: Forstliche Nebennutzung zur Absicherung des 

Betriebsergebnisses. Forst und Holz Nr. 9, 1995.  

 



 

    
 

Beverages and foodstuff 

16 Wild garlic 

Forstbetrieb der Gemeinde Weingarten/Baden (Germany) 

  

 

Photo: M.L.Mayr 

 

Target groups The wild garlic is usually harvested by contractors who cut the wild 

garlic with their employees in the common forest. The contact with 

the harvesting company is kept on a long-term basis. All the areas 

from the common forest available are harvested with the existing 

customer base. 

 

Potential products 

and product ideas 

The forest enterprise Weingarten manages 987 hectares of 

woodland. Apart from the sale of wood the forest enterprise has 

been putting 4 to 10 tons of wild garlic from wild harvesting annually 

on the market since 2007. Due to the location there are many humid 

deciduous woods with humus-rich soils in the common forest where 

extensive populations of wild garlic can be found. According to the 

communal forester, ideal conditions for wild garlic prevail when, due 

to trees and bushes, half-shade for the land is provided. The season 

for harvesting wild garlic depends on the weather and takes place 

annually in a period of few weeks in March/April. Awarding licence 

agreements for the harvesting of the wild garlic generates an annual 

income of about 4000€ for the forest enterprise. Due to natural 

occurrence and abundance of the product “wild garlic” in the 

common forest, it is a logical decision to market the wild garlic. Wild 

garlic is used in food industry as well as in medicine. Wild garlic 

counts among the oldest useful and medicinal plants in Europe. Wild 

garlic is also offered as a spice and the leaves are offered in dried 

form. A kilo of freshly harvested wild garlic is traded at a retail price 

between 15 and 37€. 



 

 

16 Wild garlic 

 

Market 

environment and 

product strategy  

Harvesting of wild garlic is a short-term seasonal occupation and there 

are only few own workmen in the enterprise. Therefore, the only 

possible way to put the product on the market is to assign the 

harvesting of the wild garlic to contractors. 

The enterprise generates its main income with the marketing of wood. 

However, as a yearly deficit arises in the operational planning, the 

marketing of the wild garlic is welcome additional revenue for the 

forest enterprise of the community. 

The forest enterprise ensures a sustainable use of the wild garlic by 

finishing the harvest before the plant flowers. In addition, the wild 

garlic is not harvested in too large amounts at one spot. 

 

Distribution and 

Marketing 

channels 

 

A harvesting permit by the appropriate nature conservation authority 

for the harvesting of wild garlic in the forest is required. The 

customers (harvesting company) are given a licence agreement and a 

map with the areas which are available for the harvesting of wild 

garlic. Upon request and with these documents the costumers are 

given the harvesting permit by the lower nature conservation 

authority. 

 References www.weingarten-baden.de 

Personal communication. 

 



 

    
 

Beverages and foodstuff 

17 Venison 

Unternehmensgruppe Fürst von Hohenzollern FORST (Germany) 

   

 

Photo: www.hohenzollern.com 

 Target groups Advertisement on the website is directed at customers to who the 

origin of food is of importance and who appreciate health conscious 

nutrition.  

 

Potential products 

and product ideas 

The private forestry enterprise of the group of companies Fürst von 

Hohenzollern offers a range of products within the marketing of 

venison, ranging from whole lumps in the coat to venison for roasting 

as far as refined game specialties such as wild salami. For the 

production of the refined venison specialties the forestry enterprise 

collaborates with an inn and a butchery from the region.  

The forestry enterprise “Fürst von Hohenzollern” is one of the biggest 

private forestry enterprises in Germany. The forestry enterprise’s 

wooded area covers about 15,000 hectares in the federal states 

Baden-Württemberg and Bavaria. The forestry enterprise is organised 

in a central office with six employees, five forest districts with one 

forester each and 22 forest workers in all.  



 

 

17 Venison 

  The hunting business covers an area of about 20,000 hectares 

whereby they hunt about one third of the area themselves. Apart 

from the foresters two professional hunters supervise the hunting 

business. The venison is processed in collaboration with a regional inn 

which is a venison dealer, running a certified game handling 

establishment as well. They collaborate with a regional butchery for 

the further processing and the production of refined venison 

specialties as e.g. venison bratwurst, raw ham and sausages. The 

forestry enterprise itself does not manage a certified game handling 

establishment of its own. Merely gutting is done by a knowledgeable 

person and hanging and storing the venison in the cold storage cell is 

carried out by the enterprise itself. 

 

Market 

environment and 

product strategy  

The venison specialties are offered at the points of sale in so-called 

“Hochsitz-Regalen” (shelves that resemble high seats). The forestry 

enterprise was awarded the label “Wild aus der Region” (“venison 

from the region”) which was developed by the hunting association of 

the federal state. This label is supposed to signalize to the customer 

that solely venison from managed hunting areas of the forestry 

enterprise/hunting business is marketed and that consequently the 

customer purchases local venison. Until now hunting with lead-free 

ammunition is not part of contractual requirements in the forestry 

enterprise.  

 

Distribution and 

Marketing 

channels 

 

The forestry enterprise operates three points of sale. Opening times 

are partly restricted to the hunting season. One point of sale located 

in the souvenir shop in Schloss Sigmaringen is open throughout the 

year. Apart from this, the venison specialties are sold via a regional inn 

as well as via the branches of the butchery with which they 

collaborate for the processing of the venison. The forestry enterprise 

provides an order form which can be sent to the forestry enterprise by 

email or fax so that customers avoid wait times and unnecessary 

journeys.  

Customers receive an order confirmation in case the product is 

available. With this order confirmation they can pick up the product at 

one of the points of sale. If the customers have any questions 

concerning the marketing of the venison two employees of the forest 

enterprise can be contacted by phone. 

 

Marketing 

communication 

and services 

 

The customer can find thorough information regarding origin and 

processing of the venison on the website. Furthermore, the most 

important supervisory authorities regarding official food inspection 

and radioactive contamination are presented. Descriptions and 

information are also comprehensively presented for people who do 

not have mastery of hunting vocabulary. 

The facts that deer exclusively feed on what can be found in nature, 

that no medication, hormones or concentrate are given, that they 

spend their whole life in freedom and that they are culled during the 

hunt in their natural habitat is advertised on the website. Apart from 

this, attention is drawn to the nutritional advantage of venison as low-

fat and high-protein food. 

In summer the offer is complemented by a range of barbecue 

products. Besides the main kinds of venison as roe deer and wild boar, 

small quantities of fallow deer are offered. On rare occasions and on 

pre-order wild hare, pheasant and duck are available. 



 

 

17 Venison 

The forestry enterprise holds a forest- and venison party once a year 

where the forestry enterprise manages a stall for venison products. 

 References www.hohenzollern.com 



 

 

 



 

    
 

Beverages and foodstuff 

18 Blueberries  

Thüringen Forst (Germany) 

  

 

Brian A Jackson / shutterstock 

 

Target groups The swamp blueberry is solely sold to pickers and self-collectors. The 

costumers have to bring jars for the harvest themselves. The 

minimum purchase quantity is 1 kg. During opening times it is 

permitted to drive through the wood to the plantation in own 

vehicles. 

 

Potential products 

and product ideas 

The Thuringian forest management unit Bad Berka supervises a forest 

area of about 18,600 ha. The supervised forest areas are split up in 11 

forest districts. In the forest district Blankenhain the forest 

management unit runs a blueberry plantation on an area of 5 

hectares where visitors can pick the blueberries themselves. This 

plantation was established between 1987 and 1992. Today about 

10,000 bushes of swamp blueberry of 13 different cultivated varieties 

grow here which ripen at different times. This makes a harvesting 

period of nearly 2 months possible and a wide range of different 

tastes can be experienced. 

 



 

 

18 Blueberries 

  The Thuringian forest management unit Bad Berka manages the 

plantation extensively. In the summer months, just before the harvest, 

the lawn between the rows is mowed. During winter the bushes are 

pruned in order to keep up continuous shoot growth. 

Depending on the state of ripeness the harvest season starts at the 

beginning of August.  

Basis for the cultivation of the swamp blueberry from North America 

are certain conditions of cultivation such as the climate and habitat. 

Thus, the swamp blueberry makes special demands regarding the soil: 

high groundwater level and high humus content, acidic soil with ph-

values ranging from 4.3 to 4.8 and well-aerated soil. The fruits of the 

swamp blueberry are bigger than the fruits of the wild species, have 

light and non-colouring fruit pulp and a fruit skin ranging from blue to 

blue-black. 

 

Market 

environment and 

product strategy 

The price per kilograms of picked berries is 4.00 Euros. For shortfall, 

meaning less than 1 kg, 4.00 Euros are charged as well. 

According to specialist books, the harvest of swamp blueberries per ha 

ranges from 3000 to 6000 kg which means that an average gross yield of 

approx. 15,000 kg x 4 € = 60.000 € could theoretically be expected. 

 

Marketing 

communication 

and services 

 

Specific dates, opening times and prices are made public on the website 

of Thuringian forest. Alternatively, interested people can inform 

themselves about the current state via a telephone hotline. 

Mouth of word recommendation.  

 References www.thueringenforst.de 

 



 

    
 

Beverages and foodstuff 

19 Pannage 

Eichelschwein GmbH (Germany) 

  

 

Andy Lidstone, Shutterstock 

 Target groups Prestigious restaurateurs and delicatessen businesses. 

General public. 

 

Potential products 

and product ideas 

What had started as a project supported by associations for nature 

conservation and landscape conservation was placed on a new basis 

and turned into a commercial enterprise in 2005. The product 

consists of the relaunch of the wood pasture with pigs. It is located in 

an old coppice  forest with standards dominated by oak trees.  

In order to enable the economic viability of the venture, the project 

area in the common forest of the town Iphofen, Bavaria, was 

expanded from 3 ha to 22 ha in 2006. Now there are almost 50 ha 

available after the wood pasture was expanded once more in 2012.  

Today Eichelschwein GmbH offers the following products: Fresh meat, 

sausage products and air-dried ham and salami. In order to maintain 

the exceptional meat quality, all the processed products underlie the 

following conditions of production: according to the standards of 

Slow Food; processing by hand; without the use of nitrite curing salts, 

flavour enhancers, artificial stabilisers, aromatic substances or colour 

additives. 



 

 

19 Pannage 

   

This is a completely new product. The enterprise was launched as a 

result of the project for wood pasture with domestic animals. The 

enterprise Eichelschwein GmbH was formed in 2005. The project for the 

keeping of domestic pigs in oak forests, which preceded the formation 

of the enterprise, developed from the today’s executive director’s 

degree dissertation of Eichelschwein GmbH.   

The grazing pilot project was started in 2003 and experiences regarding 

the keeping of pigs, on the basis fodder from their own woods (fruits 

from trees), was gained. 

 

Market 

environment and 

product strategy  

The initial pilot project „Hutwaldbeweidung  mit Schweinen“ (grazing of 

wood pasture with pigs) in 2003 was implemented with the support of 

the town Iphofen, the Bavarian nature conservation fund and the 

association for landscape conservation. 

The Federal Office for Agriculture and Food has been supporting the 

enterprise since 2006 as a model and demonstration project in the field 

of conservation and the use of biodiversity concerning old domestic 

animal breeds. 

Further project partners are, among others, the society Slow Food, 

associations for landscape conservation, nature conservation trusts, 

property owners (town Iphofen). 

 Distribution and 

Marketing 

channels 

A list with delicatessen businesses, butcheries and restaurants 

throughout Germany which serve as distributors and sell Eichelschwein 

products can be found on the website. 

 

Marketing 

communication 

and services 

 

Internet as well as mouth of word recommendation. 

Trade-fair appearances. 

Eichelschwein offers excursions followed by free testing of products.  

TV and internet video reports. 

 References www.eichelschwein.de 

 



 

    
 

Beverages and foodstuff 

20 Venison  

Stadtforst Fürstenwalde (Germany) 

   

 Target groups Restaurants, general public, in particular the citizens of the town 

Fürstenwalde.  

 

Potential products 

and product ideas 

Venison from roe deer and red deer and wild boar is marketed. 

Whole unskinned pieces, skinned pieces or venison cut and ready to 

cook can be purchased at the forestry enterprise according to 

demand. 

The Stadtforst Fürstenwalde is responsible for the municipal self-

administration of the forest which is owned by the town 

Fürstenwalde. The forestry enterprise is part of the municipal 

administration of the town Fürstenwalde. It is the municipal 

enterprise’s task to manage the town forest from an economic and 

ecological perspective. In this process it is the aim to generate high 

marginal  income and to provide a local recreation area for the 

citizens of the town.  

The town Fürstenwalde owns and manages about 4,700 ha of 

woodland. 90% of the distribution of tree species consists of 

coniferous species, the remaining 10% of deciduous tree species. The 

annual logging amounts to about 23,000 fm. The tree  species pines 

are mainly logged.  

Forest administration has its office in the town hall of Fürstenwalde.  

In addition to this, there are three forester’s houses which are located 

in the forest districts of the municipal forest. 



 

 

20 Venison 

 

Distribution and 

Marketing 

channels 

 

The processed products as well as the venison cut and ready to cook 

are sold via the office and the visitor’s shop at the tourist information 

office in Fürstenwalde. 

A contact form on the website can be used for special orders and 

wishes. 

Part of the venison hunted in the hunting season is put on the market 

directly within the frame of the sale of Christmas trees in December. 

The forestry enterprise offers barbecued venison products at other 

events, as e.g. at the forest festival. 

 

Marketing 

communication 

and services 

 

Cooking advice and recipes as well as a small venison dictionary can 

be found on the website of the municipal forest administration. There 

are links to regional restaurants offering venison dishes as well as to 

other regional vendors of venison. 

Apart from this, eight reasons for the venison from Fürstenwalde are 

listed. 

These particularly emphasize the applying quality and security 

standards, as e.g. the use of lead-free ammunition and attention is 

drawn to the advantages of venison compared to other meat 

products. 

 References www.stadtforst-fuerstenwalde.de 

 



 

    

 

Beverages and foodstuff 

21 Syrup from spruce shoots 

Harzer Naturküche (Germany) 

   

 Target groups Tourists, general public. 

 

Potential products 

and product ideas 

The family-owned enterprise “Harzer Naturküche” was founded in 

2006. The production activity is mainly focused on the manufacturing 

of sweets and other edible products containing wild flowers and 

other NWFPs growing in the Harz mountains. These include for 

example  syrup from spruce shoots, salt with wild herbs and mustard. 

The enterprise runs an own kitchen were all the products containing 

regional NWFPs and herbs are manufactured. The family enterprise is 

situated at the edge of the Harz mountains in Northern Germany.   

Further embedded products offered by “Harzer Naturküche” are 

cooking classes with wild herbs, flowers and other NWFPs which are 

harvested in the Harz mountains.    

 

Market 

environment and 

product strategy  

Products are sold at a “Regionalladen” (regional market) which 

focuses on the trade of regional products. The “Regionalladen runs an 

own homepage including an online shop. As further a distribution 

channel the enterprise “Harzer Naturküche” uses the online shop of 

the marketing platform “naturpark-spezialitäten”. 

The small town where the family enterprise is situated in the north-

eastern part of the Harz is a very touristic place. Thus, special offers 

and arrangements such as gift boxes are on offer.  

 

Marketing 

communication 

and services 

Homepage with online shop and video about the manufacturing of 

products. TV reports about the business activity of the “Harzer 

Naturküche”. 

 References www.harzer-naturkueche.de 



 

 

 



 

    

 

Personal care products 

22 Medicinal herbs  

Runo Spólka z.o.o. (Poland) 

   

 

Potential 

products and 

product ideas 

Certified organic medicinal herbs from wild harvestings such as, 

hawthorn berries and leaves, elder berries and flowers, blueberry 

leaves and the bark of buckthorn.  

The enterprise Runo Spólka z.o.o. was founded in 1991 in the course 

of privatisations in Poland as a limited liability company. The aim of 

the enterprise is to maintain the local tradition of wild-harvesting of 

medicinal herbs from ecological areas such as the forests of north-

eastern Poland and the primeval forest of Białowiesza. As early as at 

the beginning of the 21st century Runo Spólka z.o.o. was one of the 

largest Polish enterprises harvesting wild medicinal herbs. Even 

though the wild harvesting activity is continuously decreasing, the 

activity of the enterprise still contributes substantially to the income 

of many rural households.  

The harvesting of medicinal herbs is a local tradition in the region of 

Podlasie where the enterprise is situated. This tradition is not only 

maintained for own consumption but also to contribute to the 

income of households. The activity of the enterprise also supports the 

maintenance of traditional harvesting practices and knowledge. 

The enterprise has a network of about 60 families harvesting and 

processing wild herbs and other plant material such as twigs and 

branches. 

   



 

 

22 Medicinal herbs 

 

Market 

environment and 

product strategy  

In 2009 Runo Spólka z.o.o. was certified in accordance with the FairWild 

Standard. The implementation of the standard obligates Runo Spólka 

z.o.o. to manage the resources sustainably and to pay the harvesters 

appropriately. The buyers of FWS certified material are paying a bonus 

which is used to support social projects. The management of Runo 

Spólka z.o.o. and the harvesters are deciding altogether about the 

utilisation of the financial resources from the bonus programme. In 

2012 the financial bonus stemming from the sale of certified material 

accounted for 7,200 US-Dollars.    

Due to the rising requirements of the FWS certification, Runo Spólka 

z.o.o. is working on the implementation of a monitoring and 

management concept in order to improve ecological aspects of the wild 

harvesting practices. 

Quality assurance of wild harvested medicinal herbs is performed in the 

company-owned laboratory. Additionally samples are taken to an 

independent laboratory for further quality assurance. 

 

Distribution and 

Marketing 

channels 

Harvested wild medicinal herbs are cleaned and dried in Poland. The 

majority of the dried material is then exported to Germany (Agrimed 

Hessen w.V.) where it is further processed before the processed 

material is exported to the United States where medicinal teas 

containing wild herbs from Poland are sold by the enterprise Traditional 

Medicines. In 2012 Traditional Medicines sourced about 30,000 kg of 

certified wild herbs from Runo Spólka z.o.o. 

In addition, the enterprise sells processed products on the basis of wild 

harvested herbs as teas, herbs and bath herbs at regional level to 

retailers and via their own webpage.    

 Marketing 

communication 

and services 

 

The enterprise Runo Spólka z.o.o. runs an own webpage available in 

English.  

 References http://www.runo.pl/index.php?d=ofirmie 

 



 

    

 

Beverages and foodstuff 

23 Wild mushrooms 

Strathspey mushrooms Ltd. / Cairngorm Wild (Scotland) 

  

 

Aksenova Natalya / shutterstock 

 Target groups Local restaurants 

 

Potential products 

and product ideas 

Formerly Strathspey Mushrooms Ltd, the enterprise was established 

in 1989 selling wild seasonal mushrooms to the London market and 

continental Europe. The micro enterprise Strathspey Mushrooms Ltd 

was specialized in the harvest and trade of Scottish wild mushrooms 

and other regional products in particular from the Cairngorms 

National Park. The enterprise collaborated with a team of between 

100 and 150 casual pickers sourcing the birch forests and pinewoods 

of the Highlands for wild mushrooms. 

At the beginning of the entrepreneurial activity of Strathspey 

mushrooms Ltd. only wild seasonal mushrooms from Scottish forests 

were harvested and traded. The range of products was later enlarged 

by means of imported deli food mainly from Italy but also from 

France and Spain.     

In the meantime, since 1997 until today, Strathspey Mushrooms has 

grown from commercial mushroom supplier to a deli-item provider. 

In 2013, Strathspey mushrooms Ltd. was re-launched and has merged 

into the enterprise Cairngorm Wild. 



 

 

23 Wild mushrooms 

 

Market 

environment and 

product strategy  

Due to the location of the enterprise and the entrepreneurial activity 

on the land of the Cairngorms National Park a close cooperation with 

the authority of the National Park and the local Chamber of commerce 

exists. The Cairngorms Business Partnership (CBP) is a local Chamber 

of commerce and a Destination Marketing and Management 

organization which is supported by the National Park authority. The 

CBP generally advocates and represents the interests of local 

businesses in the area such as Cairngorm Wild.   

 

Distribution and 

Marketing 

channels 

 

In the short history of the enterprise the distribution channels for the 

traded products have undergone a significant change. Whereas at the 

beginning the products were sold to London market and continental 

Europe, in 1997, an own distribution direct to restaurants was set up, 

and also the import of wild mushrooms started in order to supply 

restaurants all year round. This evolved into other specialist products, 

including balsamic vinegar, risotto rice and truffles, imported mostly 

from Italy. 

Nowadays Cairngorm Wild has three vans distributing the products 

from their hub. 

 References http://cairngorms.co.uk 

http://www.forestharvest.org.uk/bdstrathspey.php 

http://www.scotlandfoodanddrink.org/showcase/supplier-

search/supplier-detail/216/s/cairngorm-wild-.aspx 

 



 

    

 

Personal care products 

24 Cosmetic products with larch resin 

Schusser OG (Austria) 

  

 

Photos: www.schusser-oeg.at 

 Target groups The target group of the cosmetic products and natural remedies are 

health-conscious and nature-conscious costumers. Particularly older 

people have to be considered as a special target group. 

Due to changing needs and the growing consciousness of costumers 

regarding natural and regional products, the larch resin products of 

the company Schusser OG enjoys a growing demand. 

 

Potential products 

and product ideas 

The entrepreneurial family Schusser looks back on a long tradition of 

the extraction and use of larch resin. It was Nikolaus Schusser who 

enhanced the procedure of larch resin extraction in Austria in the first 

half of the 20th century. For the first time damages to the trees 

caused by resin extraction could be avoided. Today the enterprise 

Schusser OG is run by the direct descendant of Nikolaus Schusser. The 

company Schusser offers natural cosmetic products on the basis of 

larch resin. The company’s products are distributed under the 

protected brand name of Laresin. 



 

 

24 Cosmetic products  

  As, in opposition to pine resin, larch resin does not crystallise it is 

extracted with the help of a drilling process. The aim is, to drill the 

cracks in the lower part of the trunk of the larch tree where raw resin 

can be found. The larch resin is primarily extracted in the Carinthian 

Nock Mountains. Farmers and forest managers harvest it there and it is 

purchased by the company Schusser OG. Advantages are short 

transport routes and great local added value. 

Rather dense stands of larch trees at the age of 80-120 years at 

altitudes of 800-1200m are suitable for the extraction of larch resin. The 

trees designated for the resin extraction should have a strong tree 

crown and rough bark. The onetime drilling of the larch tree should be 

done 10 to 15 years before the tree is harvested. 

The amount of resin which can be extracted depends on the individual 

tree and the climatic conditions. The annual yield per trunk is higher in 

warmer regions and altitudes. This means that in Carinthia the yield per 

tree amounts to about 150 g while the yield in South Tirol ranges 

between 200 and 370 g. Depending on the starting situation, the first 

resin extraction after the first drilling can take place after one to two 

years. During the first years after the drilling the yield is the highest. A 

trunk can be harvested three to seven times which corresponds to an 

operating life of 6 to 14 years. Most commonly the tree is harvested 

every 2 to 3 years. This is done by extracting the resin which has 

gathered in the borehole with the help of a spoon. 

It can be expected that about 20% of the annual resin yield can be 

directly used for further processing into upmarket products. With the 

help of distillation the remaining 80% of the raw resin can be further 

processed into turpentine oil and colophony and put on the market.  

Part of the larch resin is used for the production of ointments and 

soaps. Another part of the resin is distilled. This is how valuable larch oil 

arises. This provides the resource for products such as massage oils, oil 

baths and sauna infusions. 

 

Market 

environment and 

product strategy  

The extraction of larch resin has a long tradition in the Alps. However, 

former methods extracting larch resin were often associated with 

catastrophic consequences for the bored trees. The gentle extraction of 

larch resin by means of a boring process was developed in the 

Carinthian Nock Mountains in the 1920s. 

Today the larch resin which is still extracted in the Nock Mountains by 

the company Schusser OG is further processed into an extensive range 

of cosmetic- and care products. The company Schusser OG places value 

on a simple and transparent formula regarding their products.  

Aim of the company is to consistently offer natural cosmetics. This 

contradicts numerous cosmetic products of other producers which are 

produced using an immense number of chemicals. Larch resin and 

further renewable plant-based raw materials serve as a starting basis 

for all the products of Laresin. Therefore, larch resin can develop its 

specific effect in all the products (stimulating the blood flow, wound-

healing, disinfecting, expectorant, inspiring and strongly mood 

elevating). 

A selection of products of the company Schusser OG: Spruce needle oil, 
organic larch oil, mountain pine oil, organic swiss stone pine oil, french 
brandy from larch, larch balm, larch massage oil.  



 

 

24 Cosmetic products  

 

Distribution and 

Marketing 

channels 

The production and the trade in cosmetics as well as the extraction and 

the trade in natural resin and essential oils represents the line of 

business of the company Schusser OG. 

In general, the cosmetic- and care products made from resin are sold via 

mouth of word recommendation. Sanatoriums and pharmacies are used 

for the distribution only to a small extent. The greater part is sold 

directly via the company. Apart from this, the company Schusser OG 

offers its own website with online shop and mail order business. 

 

Marketing 

communication 

and services 

 

There is a regional tradition of the exploitation of resin which is 

maintained and used for touristic purposes, such as special tours and 

offers of regional hotels, and a pine-tapping museum and a resin/pine-

tapping trail. 

 References www.schusser-oeg.at 

www.waldwissen.net 



 

 

 



 

    
 

Decorative items 

 25 Birch bark 

Sagaan (Germany / Russia) 

  

 

Photo: www.sagaan.de 

 

Potential products 

and product ideas 

The company Sagaan sells containers which are made of untreated 

birch bark. Different sorts of food storage boxes for storing food as 

e.g. bread, spices, tea or coffee are offered. These are produced from 

untreated birch bark and without the use of size or other glues. Apart 

from the containers made of birch bark the company also sells birch 

bark boards in different sizes and for different uses as well as DIY- 

sets to make storage boxes.  

The birch bark is harvested in Siberian forests. In this process the 

company Sagaan pays particular attention to sustainable forestry and 

develops criterions for the use of the raw material birch bark. By 

means of the business activity the company Sagaan wants to ensure a 

regional and stabile basis for the economic activity of the partner 

companies on site. 

The company’s name goes back to the original idea to market the tea 

“Sagaan Dailya”. The word Sagaan derives from an indigenous 

language of a Mongolian-born ethnic group and means “white wing”. 

These white wings can be seen in the company’s logo.  

The search for producers in Russia is often a rather difficult process 

for Sagaan as many do not meet high quality requirements or have 

their own objectives concerning the design of the birch bark 

containers. 



 

 

25 Birch bark 

 

Market 

environment and 

product strategy  

The first manufactory producing birch bark containers for Sagaan was 

formed in the socio-therapeutic project for people with handicaps in 

Istok/Siberia. Soon further family businesses as producers were 

searched. Collaborating with small family businesses involves difficulties 

regarding organisation for the company Sagaan. The company considers 

the diverse and divergent production possibilities of the businesses to 

be a further problem. However, by guaranteeing to purchase their 

products it is the company’s objective to make possible a certain sense 

of security and stability regarding the production process to the craft 

businesses and existing partner projects. Due to organisational reasons 

and cost concerns the company Sagaan is currently searching for 

possible producers of birch bark containers in Europe as well.  

From the beginning the company was established as a business 

enterprise for commercial purposes. However, this was not supposed to 

cause social and ecological objectives of the company activity are to be 

pushed into the background. According to Sagaan they are rather 

supposed to be where they belong, namely right in the middle of social 

change. Therefore, Sagaan pursues the internal objective to bring gains 

to the parties involved by means of economic activity and by being 

conscious of social and economic responsibilities at the same time.  “It 

is Sagaan’s vision to support networks between existing organisations 

and activities and to help people on their way to free development and 

social development.” 

“Sagaan creates values by processing a unique material provided by 

nature, into an aesthetically appealing and useful object with as few 

steps as possible. We want to give everyone the chance to experience 

the value of good and beautiful things.” 

 

Distribution and 

marketing 

channels 

 

The products traded are available via the online shop of the company’s 

website. Also a direct sale with a stall at Christmas markets is 

supported. In addition, workshops and classes are offered teaching how 

to process birch bark and producing useful objects from this natural 

material. Harvest of the birch bark, processing and production of the 

containers takes place in Siberia. 

As from an order value of 200 € dispatch of the products ordered online 

is free. Below this order value shipping and handling is charged with 5 € 

within Germany. For dispatch abroad Sagaan charges 14.90 € per order. 

Deliveries are packed up in recycled packaging material from local retail. 

 

Marketing 

communication 

and services 

 

According to the company founder selling Sagaan’s products via the 

internet is not optimal as potential customers do not come in contact 

with the natural material. Therefore, the company offers workshops as 

well and sells the products on Christmas markets too. The company 

runs a website with blog and forum entries. Newsletter, four times a 

year Sagaan sends out a free newsletter with news concerning the 

products and the business activities. Several articles in various 

newspapers and magazines, among other in “Spiegel” have been 

published about the company and its products. 

 References www.sagaan.de 

Article in „Spiegel“ 09/09/2013 

 



 

    
 

Industrial raw material 

26 Pine resin 

Pecherhof Hernstein (Austria) 

  

 

sylv1rob1 / shutterstock 

 Target groups Colophony is supplied to the processing industry in Vienna which refines 

the product into rosin.  

The target group for cosmetic and care products are especially health-

conscious people. 

 

Potential products 

and product ideas 

The Pecherhof in Hernstein in Lower Austria is one of the only very few 

businesses in Austria which processes resin from regional forests and 

uses it as a basis for the creation of a variety of products.  

„Pecherei“ (pine-tapping) is a local expression for the resin extraction 

from European black pines.  

The Pecherhof Hernstein currently employs 8 people who harvest the 

resin during the summer season in the black pine forests of the region. 

The extraction of resin serves as a sideline for the so-called pine-

tappers. Per season, which in Hernstein goes from April to October, 

about 40 t of resin are collected. 

Due to the distribution of larch trees in Carinthia and the cultivation of 

European black pines in Lower Austria, there are two traditional areas 

for resin extraction in Austria. Building upon the available resource pine 

resin, a major industry developed in Lower Austria. Today, this industry 

only remains on a smaller scale. 



 

 

26 Pine resin 

 

  Prerequisite for the development of processing based on pine resin is the 

more frequent cultivation of European black pines in Lower Austria. The 

European black pine counts among the trees richest in resin in Europe. Per 

tree about 4kg of raw resin can be annually harvested in Austria. Black 

pines reach their most favourable age for resin extraction between 90-120 

years. The resin is extracted by planned and extensive wounding of the 

trunk. For this purpose every tree has to be newly treated every 1-2 

weeks. Pine-tapping is a very time-consuming work during spring and 

summer. The resin harvested in summer is stored in barrels and is not 

processed further until the coming year. 

 

Market 

environment 

and product 

strategy  

Due to the transfer to production countries with a lower wage level and 

higher resin production on account of climatic conditions, the resin 

production in Central-Europe started to be driven out towards the mid-

20th century. Other reasons were the production of synthetic substitutes 

made of crude oil and tall resin which arises in pulp industry. Nowadays 

there are only very few companies that extract and process resin in 

Austria. 

The processing of resin at the Percherhof Hernstein traces back to the 

forest director from Hernstein who began the distillation of resin from 

European black pines. The Percherhof Hernstein was purchased by the 

present owner at the end of the 1980s in order to carry on the resin 

processing.   

Part of the raw resin is processed further by distillation (into turpentine oil 

and colophony) at the Percherhof in Hernstein. For this an innovative 

vacuum distillation plant has been available since 2001 which allows 

distillation at low temperature of about 100°C. Compared to former 

production methods, this plant makes it possible to process the raw resin 

further, sparing resources and protecting the product. During the 

distillation 20% of turpentine oil and 70% of colophony arise and the 

remaining 10% are lost due to pollution and water. 

Basic prerequisites for the continuation of the company are the European 

black pine cultivations in Lower Austria as well as the existent local 

knowledge about the extraction and the processing of pine resin. 

The conservation of pine-tapping in Lower Austria and the processing of 

resin by the Pecherhof in Hernstein represent an important historico-

cultural contribution to the conservation of the traditional forestal 

ancillary use in Lower Austria. In 2011 the UNESCO pine-tapping declared 

Intangible Cultural Heritage. 

 

Distribution and 

marketing 

channels 

 

According to the company owner, the demand for colophony and also for 

raw resin is very good and the products are a good seller. The Austrian 

resin producers and processers are generally of the opinion that the 

demand for processed natural resin products is bigger than the supply. 

 Marketing 

communications 

and services 

Cosmetics and care products are mainly advertised via word of mouth 

recommendation. There is no own website. It can be assumed that the 

further processed products are sold by the producer to the end consumer 

directly. 

 References www.waldwissen.net 



 

    

 

Beverages and foodstuff 

27 Birch sap 

Nordic Koivu (Finland) 

 Target groups  The target group would probably be health conscious and nature 

oriented people who appreciate a healthy diet and alternative ways 

to promote their health. 

 

Potential products 

and product ideas 

Nordic Koicu Ltd. produces upmarket birch sap for end-sonsumers. 

The company is also active in research and development regarding 

the usage of birch sap as a resource for the food-, drinks- and 

cosmetic industry. Headquarters and the production department of 

the firm are located in Tohmakärvi, about 500 km north-east from 

Helsinki (Finland). Nordic Koicu Ltd. emerged from the firm Oy 

Aurinkolehto Ltd.. This company was founded by Arto and Susanna 

Maaranen in the mid-1990s with the aim to extract birch sap on the 

basis of small industry. For this purpose the company founders 

bought an old house and a birch forest of 7 ha. The company’s 

production rooms and stockrooms are situated in the old house. 

There are about 700 trees available which are connected with thin 

tubes for the production of birch sap in the forest.  

Boreholes of about 2cm were drilled into the birch trees at a height of 

2 metres. These are, depending on the dimension of the tree, 5 to 8 

cm deep. The birch sap runs out of the holes via pipes into manifolds 

and then further into the processing rooms where it is bottled.  

The harvest season in spring only takes 4-6 weeks. During this time 

between 50 and 300 litres of sap can be extracted from each birch 

tree and which is only a fraction of the amount the tree produces. 

Therefore, the trees are not damaged and the bleed holes grow over 

in the course of time. After the extraction the birch sap is crystal clear 

and is immediately bottled in half litre bottles in an automatic plant.  



 

 

27 Birch sap 

 

Market 

environment and 

product strategy  

In large parts of Finland birch sap has been a common product for a 

long time which, however, does not keep for a long time and therefore 

is only available in spring.  

The birch sap offered by Nordic Koicu Ltd. differs due to the fact that it 

is a natural product with high durability. Other products on the basis of 

birch sap are products which are made durable by means of additives.  

On account of the seasonal limited harvest season for birch sap in 

spring and early summer the preservation of birch sap is of great 

importance in order to be able to offer a product ready for sale and 

make it available continuously.  

After many years of research Arto and Susanna Maaranen’s firm was 

successful developing durable birch sap without additives and thermal 

treatment in collaboration with laboratories and food chemists. The 

technology adopted by the firm for this purpose is a company secret 

and patented. A lot of money and time was invested for the 

development of the product ready for sale. It was not until spring 2001 

and after a period of development of over 10 years when the first 

bottled sap could go on sale. Since then sales have been flourishing.  

During the long period of development the founders were led by the 

conviction that there have to be customers for a product which is 

associated with so many positive effects. 

 

Distribution and 

Marketing 

channels 

 

A large part of the production of Nordic Koivu Ltd. is exported to 

international markets. As the Finnish market is too small up to 97% of 

the production is exported. Besides Central Europe the Japanese and 

the Korean market in particular are of importance. The company 

maintains permanent cooperation’s with importers in most different 

countries for the distribution of Nordic Koivu birch sap. 

 

Marketing 

communication 

and services 

 

Nordic Koivu is a young company growing rapidly. The aim of the 

company is to develop and sell high-quality natural products. The 

customers’ wishes and opinions are central for the product 

development. All production processes underlie the company’s 

requirements regarding an organic production. These range from the 

extraction of resources according to organic certification to the use of 

renewable energy. 

Birch sap by Nordic Koivu Ltd. is an organic product which is sold with 

the organic certificate of the Finnish food authority (Finfood LUOMU).  

A further certificate for the product is the so-called „swan label“ 

„Joutsenlippu“ which allows the consumer to draw conclusions 

regarding the origin of the resources and the production in Finland.  

In November 2002 the firm Oy Aurinkolehto was awarded with the 

INNOFINLAND-award for the industrial production of birch sap and the 

solution of the durability problem by president Tarja Halonen. 

The product is advertised as natural and pure. Furthermore, the 

promoting effect on health and wellbeing if birch sap is taken regularly, 

according to long-established tradition, is listed.  

Nordic Koivu has trade fair appearance in the whole world and has 

published an own book about birch sap 2003 - “Birch sap – for the 

benefit of nature and health” ("Koivunmahla - malja luonnolle ja 

terveydelle") 
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Organic birch sap by Nordic Koivu is sold in glass bottles of 500 ml for 

14.90€. 

 References www.nordickoivu.com 

www.organic-finland.com 



 

 

 



 

    
 

Decorative items 

28 Christmas Trees 

Walddirekt GmbH (Germany)   

  

 

Photo: www.walddirekt.de 

 Target groups Customers interested in buying locally grown and fresh Christmas 

trees which are delivered at no charge to their homes.   

 

Potential products 

and product ideas 

Walddirekt GmbH provides their customers with the offer to choose 

Christmas trees online, to order them and free delivery of high-quality 

and local Christmas trees to their homes.  

The choice of trees is organised via the allocation to a local vendor. 

Subsequently the tree species offered by the vendor (in most cases 

Nordman fir, noble fir  or spruce) can be chosen and the preferred 

size can be indicated. The tree size is chosen in a digital space where 

the height of the tree can be defined between 75 cm and 175 cm. 

Delivery of the trees is free and a date for delivery can be agreed on 

in advance. On account of the linkage with local vendors, freshness 

can be guaranteed. Walddirekt GmbH guarantees that the trees are 

felled only few days before the delivery date and that they come from 

local Christmas tree growers. 

Online ordering and free delivery are meant to make the purchase of 

a Christmas tree convenient and comfortable for the customer.  



 

 

28 Christmas Trees 

 

Market 

environment and 

product strategy  

Walddirekt currently collaborates with 7 Christmas tree producers 

throughout Germany. The company is constantly looking for further 

partners who want to expand their circle of customers and want to 

market fresh and high-quality trees regionally via Walddirekt. 

It is the aim to provide the customer with “Christmas with Character”. 

For this purpose Walddirekt has set a range of company quality 

standards. The promise made to the customers: upmarket, sustainable, 

local, fresh and convenient. All that is provided by Walddirekt when 

purchasing a Christmas tree.  

Solely high-quality Christmas trees are chosen for shipping which, 

according to a sustainable way of doing business, are only felled on 

order. All of the partner companies stand for organic and responsible 

growing and due to local growing only short-distance transport is 

required. Freshness is guaranteed by promising that the ordered trees 

are harvested only few days before the delivery date. 

 

Distribution and 

marketing 

channels 

 

Walddirekt uses Affiliate Marketing as a support for the distribution of 

their online Christmas market. For this purpose they look for partners 

(websites, blogs and social network groups) who spread the news by 

Walddirekt. Members of the Affiliate programme are offered a 

commission if their visitors order a Christmas tree at Walddirekt. The 

Christmas trees are ordered at local vendors and subsequently 

delivered home. Up to height of 175 cm delivery of the Christmas trees 

is free. For the distribution of their service Walddirekt offers an Affiliate 

programme. 

 

Marketing 

communication 

and services 

 

Customer service can be contacted by phone 7 days a week. Customers 

have also the possibility to make contact via email. 

The website of Walddirekt with online shop is available in German and 

English. Facebook, Twitter, Instagram and Pinterest activities. 

The story of the tradition of the Christmas tree can be found on the 

website. There are care tips which are represented graphically and can 

be easily understood as well as information about the tree species on 

offer. 

Newsletter: by entering the email address on the website interested 

users can subscribe to a newsletter which provides information about 

current offers by Walddirekt up to five times a year.  

Discounts: An early booker discount of 5% is offered and Vouchers can 

be purchased at the online shop. 

Payment options in the online shop of Walddirekt: SOFORT 

Überweisung, VISA, MasterCard, American Express, PayPal. 

 References www.walddirekt.de 

 



 

    
 

Beverages and foodstuff 

29 Truffles 

Dava Truffles / Terra Uniqua LLC (Romania) 

  

 

Photo: U.Mantau 

 Target groups High-end restaurants especially in the United States but also in Japan, 

Germany, France, Italy and Spain.  

 

Potential products 

and product ideas 

The enterprise Dava truffles was founded by the truffle hunter Felix B. 

in the western part of Romania in 2003. The motto of the enterprise 

is “we are the Truffle Hunters and the Sellers”.  

The products sold are black and white truffles from Romanian forests. 

The enterprise first started to sell black and white truffles in Germany 

and Italy. Later the owner of Dava truffles co-founded Terra Uniqua 

LLC. together with Felix B. Both enterprises cooperate and their main 

business activity is to supply fine dining establishments in the United 

States with highest quality of black and white truffles. The products 

sold by Dava Truffles are harvested in deciduous and pine forests in 

Romania. Every year at the end of the summer the founder of Dava 

Truffles and his team start searching for truffles in the Romanian 

forests. Dogs are used to find the truffles. 
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Market 

environment and 

product strategy  

The cooperation of Dava Truffles with Terra Uniqua LLC enables to 

deliver truffles personally in New York and Los Angeles and offer 

overnight shipping anywhere in the United States. 

The motto of the enterprise is: “fast delivery from the old forest to the 

new world kitchen”. 

 

Distribution and 

Marketing 

channels 

 

The truffles harvested in Romania are directly sold to high-end 

restaurants especially in the United States, Japan, Germany, France, 

Italy and Spain. The approach is to market truffles directly without 

intermediary traders and retailers.  

The objective of the direct marketing approach is to win a loyal 

clientele. By using the finest products available the business 

partnerships with head chefs are meant to build up a good reputation 

for both business partners.  

 Marketing 

communication 

and services 

 

Homepage with online shop at www.davatruffles.com. Social network 

activities.  

Dava Truffles offers discounts for orders which are received at least 7 

days in advance. 

 References www.davatruffles.com 

 



 

    
 

Beverages and foodstuff 

30 Pannage 

Bäuerliche Erzeugergemeinschaft Schwäbisch Hall (BESH) 

(Germany) 

   

 

Target groups Butcheries, high-gastronomy, company restaurants (among others 

Mercedes, Stihl, Audi, Würth, Porsche, Siemens, SAP, Deutscher 

Bundestag), deli shops (among others KaDeWe, Käfer, Feinkost 

Böhm). 

Private consumers buying the products or participating in events 

organised by the association.   

 

Potential products 

and product ideas 

The regional tradition of pannage was revived with the old country 

breed of the Swabian-Hall swine. Based on the model of Iberian pig 

husbandry according to the practice of pannage in Spain, air-dried 

acorn-fed ham, meat and sausage products from pigs bred according 

to pannage are also produced in the Hohenlohisch area. The quality 

meat of the pigs which are bred according to pannage is the premium 

assortment of the marketing. The product range covers organic meat 

as well as meat from conventional breeding. However, prerequisite 

for the marketing via the association of farmers is to always adhere to 

self-set up producer’s guidelines. The products from the Swabian-Hall 

swine marketed additionally have the protected geographic indication 

by the EU. 

The animals which are bred according to pannage are on fields at the 

edge of the wood from spring until autumn. A maximum of 15 

animals are kept per hectare. In order to protect the animals on the 

field from germs passed on by boars, the field has to be fenced twice 

with a corridor in between. Even though the Swabian-Hall swine are 

an active and robust breed the animals require shelters on the field 

against bad weather. The animals on the field feed on roots, herbs 

and berries. Additionally 20% of acorns, whole grain and wheat and 

shredded beans are fed. After the pannage in autumn the pigs are 

slaughtered. The meat of the pigs which were reared by pannage is 

characterised by a special texture and a special taste. 

 



 

 

30 Pannage 

  In 1988 the association of farmers Swabian-Hall (BESH) was founded by 

8 founding members. Today the BESH has about 1400 members in the 

region and in the surrounding districts among which meanwhile there 

are also about 460 organic businesses. Hence, the association of 

farmers employs about 450 people in the region. 

In 2001 the association took over the municipal slaughterhouse in 

Swabian-Hall and modernised it. For this purpose a corporation  was 

founded. All the members of the BESH brought in capital. By buying the 

slaughterhouse it was possible for the association of farmers Swabian-

Hall to control and shape the entire value-added chain. Meanwhile 

about 200 permanently employed people work in the butchery and 

sausage manufactory. 

The products range from pluck which is further processed into cat food 

to air-dried ham and sausage. The latter is produced by means of the 

WARMBRÄTVERFAHREN , based on home slaughtering as is has been 

done on the farms for centuries. 

The BESH collaborates with smallholder producers and association of 

farmers in other countries within the framework of projects. Since 1994 

there has been a partner project in in Rumania (keeping and breeding of 

Swabian-Hall swine), since 2001 a partner project in Kerala, India 

(spices), since 2005 a project in Vojvodina, Serbia (spices) and since 

2012 a project in Zanzibar. 

 

Market 

environment and 

product strategy  

Where are the acorns from? 

Every year the association of farmers Swabian-Hall calls for an event to 

collect acorns. Kindergartens, school classes, rangers and everyone 

interested are then called on to collect acorns. In 2013 - 2014 about 40 t 

of acorns were gathered this way. The collectors receive 50 cents for 

each kilogram of acorns. Subsequently the acorns are dried and fed to 

the animals on the fields the next year. 

The model of the BESH is successful due to the fact that the potentials 

of the region are exploited. These potentials range from the overall 

appearance of the landscape and farming structures and traditions with 

the keeping of the Swabian-Hall swine to the existing oak woods. 

It is the BESH general principle to ”value the potentials of the region 

and to make this value added accessible for the people in the region”. 

The association of farmers had the goal of species-appropriate 

husbandry of the Swabian-Hall swine and to produce healthy and tasty 

meat. For this purpose it has developed quality standards, as e.g. the 

prohibition of antibiotics, growth-enhancing and genetically modified 

fodder and the condition that at least 80% of the feedstuff has to be 

from the region. Apart from the production, the BESH has also 

promoted the marketing of their products. 

The BESH received advance payment by the Federal Ministry of 

Agriculture for the acquisition and modernisation of the municipal 

slaughterhouse in Swabian-Hall. They classified it as a lighthouse project 

for the area development. 

Particular in demand is the air-dried ham from acorn-fed pigs which 

ripens over a period of 12 months. Demand exceeds supply not only 

with this product. 



 

 

30 Pannage 

 

Distribution and 

Marketing 

channels 

 

At the beginning the marketing of the products of the association of 

farmers was done via a fine food retailer in the nearest city. Today the 

association of farmers’ products are available in their own regional 

market, in covered markets and farmers’ markets in the region, in about 

350 butcheries in Southern Germany, in delicatessen shops, restaurants 

and gastronomies and in an own delicatessen bistro.  

However, today the meat from Hohenlohe is also dispatched to the 

kitchens of restaurants in Hamburg and other cities. In addition to this, 

all the products can be ordered in the online shop of the website of the 

association of farmers Swabian-Hall. All the products of the association 

of farmers’ members are processed in their own slaughterhouses and 

directly marketed. Above that, natural spices from partner projects are 

marketed via the association of farmers Swabian-Hall in Germany. 

 

Marketing 

communication 

and services 

 

Initially the association of farmers was sneered at; later antagonised 

and today it is copied.  

Numerous distinctions and awards and the success of the association of 

farmers with its products bear witness to the high acceptance of the 

initiative in the region and beyond. 

Transparency regarding the production and information about the 

producer’s guidelines are important for the marketing. The customer 

buys premium meat which comes from species-appropriate and farming 

husbandry and is slaughtered in accordance with animal welfare.  

Newspaper articles in specialist journals were published (e.g. Öko Test, 

brand eins, MERIAN…), TV reports, videos on the website and 

presentations on conferences held (e.g. 8th Annual Green Economics 

Conference). 

The association of farmers Swabian-Hall manages its own 

“Mohrenköpfle Grill-Akademie”, an academy offering barbecue classes. 

There are 21 dates in 2015 for which interested participants can sign up 

for one of the four barbecue classes. A voucher for a class is offered as a 

suitable gift. 

An archive of recipes is offered on the website. 

Due to the association of farmers’ activities with the Swabian-Hall 

swine, the region has developed into a touristic centre of attraction for 

people who are looking for particular culinary pleasures. Thus, today 

there are starred chefs in the region who are convinced of the regional 

offerings of high-quality foods. 

 References www.besh.de 

www.fleischerei.de/eichelmast-in-hohenlohe/150/7005/213750/2 

BRAND EINS 11/12 
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Beverages and foodstuff 

31 Truffles  

Alfelder Trüffel GbR (Germany) 

  

 

Mahony / shutterstock 

 Target groups Regional restaurants who demand fresh goods and truffle wholesale. 

 

Potential products 

and product ideas 

The company Alfelder Trüffel GbR (Leinebergland Trüffel) was 

founded by Fabian Sievers and the agriculturalist Dr. Thomas Stadler. 

They run a truffle plantation of 1.2 ha in southern Lower Saxony. The 

area was purchased by the company as it offers ideal conditions for 

truffles. These conditions are especially an alkaline ph-value above 7 

and well-aerated soils. Prior to the planting, the area was fenced to 

prevent game browsing. In 2012 approx. 600 hazels and common 

hornbeams inoculated with burgundy truffles (Tuber aestivum) were 

planted with a distance of 4m x 4m. The first truffle harvest is 

expected for the years 2017/2018. The fruiting bodies of the 

mushrooms grow all winter long until March. Thus, the mushroom 

season should stretch from October till March. It is planned to do the 

harvesting oneself. In future, special dogs of the breed Lagotto 

Romagnolo are supposed to be used to hunt and find the truffles. 

The company website offers a platform for another business domain: 

an online shop selling inoculated trees and bushes. In 2013 approx. 

800 trees inoculated with truffles were sold in Germany. 

Furthermore, planning and consulting services for interested truffle 

growers are offered on the website. 
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The Alfelder Trüffel GbR poured about 30.000 € into the establishment 

of truffle plantation. The first harvest can be expected after only four to 

five years (2017/2018). It is taken into account that only on 60% of the 

planted trees’ and bushes’ roots truffles will be harvested. The harvest 

ranges between 10kg and 100kg per hectare. The company expects a 

sales revenue of between 300 and 600€/kg depending on the season.  

The company has been collaborating with the Austrian company Trüffel 

Garten since 2014. Their aims are mutual seminars, cultivation projects 

and an open exchange of experience. In addition, a distribution 

partnership for truffle trees from Austria has been established. 

 

Market 

environment and 

product strategy  

The production and sale of truffles from Germany is an innovative idea. 

Fabian Siever’s business idea stems from his enthusiasm for truffles and 

his passion for mushroom hunting. The company founder has gained his 

expertise in yearslong personal dedication and seminars. 

Requirement for the cultivation of truffle is a suitable location. 

Important for this are calcareous soils with a high ph-value of 6.5 and 

above. The soil has to be aerated and drained. Water-logged soils are 

not suitable for the cultivation of truffles. Another important 

requirement is sufficient and regular water supply of the location. The 

soils should not be too nutritious as it can influence the symbiotic 

association of the mushroom and the tree negatively. 

 

Distribution and 

Marketing 

channels 

 

The first truffles are expected to be harvested and sold in the years 

2017/2018. The target market are both regional restaurateurs who 

demand fresh goods and truffle wholesale. According to the company 

founder Sievers there is a demand for native truffles and the market can 

be regarded as good. 

 

Marketing 

communication 

and services 

 

Various interviews and newspaper articles in the local press as well as in 

specialist magazines. TV coverage. Their own website with an online 

shop and an extensive consulting service and a lot of information. 

 References www.leinebergland-trueffel.de 

niedersächsische Wirtschaft 4 / 2013 S. 24/25 

LAND & Forst Nr. 47 November 2012 

Presentation at kwf Thementage 2015 

 



 

    
 

Beverages and foodstuff 

32 Venison  

2vB GmbH & Co KG (Germany) 

  

 

www.wild-fleisch.de 

 

Target groups Health conscious and quality conscious gourmets. 

Gourmets and hobby chefs with the highest demands regarding 

quality. 

High-end gastronomy as e.g. the Hotel Atlantic in Hamburg. 

 

Potential products 

and product ideas 

Venison from free ranging domestic deer. Kitchen-ready vacuum-

packed and deep-frozen portions are put on the market. The product 

line includes venison for barbecuing, venison for pan-frying, roast 

venison and goulash. Besides kitchen-ready portions of venison, 

further processed products as e.g. venison pie, venison salami and 

venison bacon are offered. 

The name 2vB stands for both of the names of the founding families 

von Bismarck and von Bernstorff. The company 2vB GmbH & Co KG 

was founded at the end of 2011. It is their aim to make venison of the 

highest quality available to health conscious and quality conscious 

gourmets outside the main hunting season as well. 

 

Market 

environment and 

product strategy  

The family of the founder Fried Graf von Bernstorff owns a castle 

surrounded by about 7000 hectares of hunting area in the Wendland 

in Lower Saxony. Per year about 300 pieces of roe deer, 180 pieces 

fallow deer and about 60-80 pieces of wild boar are culled.  
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  Three rangers and further hunters with a hunting permit take care of 

the annual culling of the venison. At the company’s own licenced game 

handling establishment a master butcher takes care of the butchering 

and the production. The processes of further processing game were 

adapted to the seasonal fluctuations of the game culled. For this 

purpose big cooling capacities were installed in former stables of the 

castle and a game handling establishment was constructed which is 

certified by the EU. On account of vacuum sealings and storage of the 

venison at a minimum of – 20°C it is possible to offer the products all 

year long without loss of quality. In addition, elaborate cooling logistics 

make it possible to dispatch the products throughout Germany. For the 

future it is planned to expand the delivery area to other European 

countries. 

Exclusively venison from sustainable and conscientious hunting is 

refined and put on the market. 

 

Distribution and 

Marketing 

channels 

 

The products of the venison business 2vB can be ordered by phone or 

online. The customer can check the availability of the products on the 

product pages in the internet shop. With the completion of the order 

the according billing amount is charged from the account. Merely a 

delivery note can be found in the dispatched parcel. The bill is sent via 

email. The following payment options are offered: Credit card, Paypal, 

Sofort Überweisung, Giropay. 

The delivery of the deep-frozen product is carried out by DHL Express, 

taking as little as one day all over Germany. The deep frozen products 

are dispatched in special thermal boxes. This means that the products 

stay deep-frozen up to 48 hours.  

At the weekends during the hunting season from May to January it is 

possible to purchase the products directly at the small farm shop on the 

castle yard in the Wendland. 

On request via email the company offers a free call back service. 

 

Marketing 

communication 

and services 

 

It is the founders of 2vB’s aim to provide their customers with a 

premium shopping experience. Appealing packaging is part of this 

concept as well. Thus, the products are packed in a dispatch carton they 

have designed themselves. Everything is uniformly labelled and 

designated with the green logo by 2vB. 

The entrepreneurs of 2vB consider it their biggest challenge to convince 

the customers that venison cannot only be eaten during the winter in 

the Christmas season but all year long. A considerable number of 

suggestions for recipes can be found on the website in order to provide 

the customers with new motivation and ideas. 

It is the aim to increase the demand for venison products throughout 

the year by providing the high-quality venison products and making it 

easy to purchase them and with the help of appealing packaging. 

A range of communication tools is used to promote the marketing of 

venison:  

The company’s website with recipe ideas and a wild animal and venison 

dictionary; advertising video on the website; Facebook page; a 

barbecue booth for venison steaks at events in Hamburg city; 

advertisement campaigns during the summer in order to promote the 

use of venison for barbecuing; articles in various supraregional 
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newspapers and professional journals for hunt (e.g. Jäger, Halali,…) and 

specialist journals for food (e.g. Feinschmecker). 

 References http://wild-fleisch.de/ 

Article in „Welt“ 

Article in “Deutsches Adelsblatt” 
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33 Venison  

Steiermärkische Landesforste (Austria) 

   

 

Target groups In the past 10-15 years the demand for venison has been changing 

considerably in the whole region. The costumers’ increased 

appreciation of natural products from known regional origin is 

considered to be the reason for this. The tourists who come to the 

region play a certain role for the sales of the venison products and the 

demand in restaurants and hotels as well. The further processed 

premium products are marketed under the name of Xeis Edelwild to 

end consumers. Fresh venison in common household portions is 

marketed as a regional primary product “Genussregion Gesäuse Wild” 

to end consumers and to the regional gastronomy. Demand for the 

venison products is very high and constantly above the supply. Apart 

from this, demand for venison products has been increasing steadily 

since the beginning of the marketing initiative.  

 

Potential products 

and product ideas 

Since 2008 the Steiermärkische Landesforste has not only marketed 

its venison in coat to venison dealers but also freshly cut venison and 

further processed products to the gastronomy and end costumers. 

The customer can always purchase fresh venison of young animals 

which were culled with lead-free ammunition on the territory of the 

national park. This is due to the high quality standards regarding 

venison management on the territory of the national park Gesäuse 

and the marketing of venison. The professional hunters ensure a high 

sense of responsibility regarding the treatment of the culled lumps of 

meat, competency regarding the processing and therefore the highest 

quality of the products. 

The Steiermärkische Landesforste is responsible for the management 

of the wild animals in the national park. This is carried out with their 

own employees only. The venison is culled by the forest rangers and 

partly further processed in its first stages as well. However, the 

venison is predominantly butchered in a butchery in the region. After 

it is butchered the employees from Stm Landesforste label and sell it.  

Further processing into refined products takes place at a further 

regional meat establishment. It has specialised in the processing of 

venison and is also member of the association for venison marketing  
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  under the regional label Genuss Region Gesäuse. The further processed 

premium products are marketed under the name Xeis Edelwild. 

Additionally, all the venison from the districts from the Stm. 

Landesforste is labelled with the “Genussregion Gesäuse Wild”. 

The venison processed is solely hunted by professional hunters and 

until now solely from the national park Gesäuse. Therefore, it is young 

venison from regional areas and areas close to nature which has been 

culled by means of lead-free ammunition since 2012. It is therefore a 

regional product of very high quality.  

When the direct marketing of the venison started there were two ideas: 

regional direct marketing of fresh venison of the Stm. Landesforste and 

at the same time the idea to produce further processed and durable 

venison products of a regional butchery.  

After the designation of the national park Gesäuse in 2002 the right to 

manage wild animals and market venison in the major part of the 

woods of the Stm. Landesforste was devolved on the national park as a 

basic principle. As the national park does not primarily pursue a 

business goal but nevertheless promotes the strengthening of the 

region and the development of regional products, the resulting venison 

is supposed to be marketed by another stakeholder in the region. Today 

the national park sells the resulting venison to the association which 

applies itself to the marketing of the products of the “Genussregion 

Gesäuse Wild”. 

It is the marketing initiative’s goal to include further forest owners in 

the region Gesäuse in the marketing of venison. However, this can only 

come off provided that the quality guidelines established are adhered 

to and the regional connection is maintained. 

 

Market 

environment and 

product strategy  

At the beginning of the idea to market venison in 2000 there was leader 

project financing which sought to evaluate consumers’ demands and 

developed hygiene standards. 14 forest enterprises and butcheries as 

well as research institutes were involved in this project. From 2002-

2003 direct marketing under the name Xeis Edelwild was started and for 

this purpose a limited liability company was founded by the 

stakeholders involved. On account of the expiring leader project 

financing the fusion of the stakeholders marketing venison was 

terminated. In 2008 succession financing for the project regional 

venison marketing was safeguarded and continued under the label 

Genussregion Gesäuse Wild. 

During the beginning of the marketing of venison a limited liability 

company was founded by a cooperation of 14 forest enterprises and 

butcheries which marketed the products under the name Xeis Edelwild. 

Due to financial problems this limited liability company was dissolved. 

Subsequently a friendly society was founded which manages and 

develops the marketing of the venison further under the label 

Genussregion Gesäuse Wild. Chairman of the society is the director of 

the Stm. Landesforste. Further members are regional butcheries and 

further game tenants from the region. 

There is only one further direct marketing initiative at regional level. 

However, it is not considered as a big competitor as the amount as well 

as the potential to extend it is estimated to be low. 



 

 

33 Venison 

 

Distribution and 

Marketing 

channels 

 

Today the venison which is sold via direct marketing to costumers can 

be sold for higher prices than venison which is sold wholesale. The goal 

of marketing directly to end costumers is above all to provide a lot of 

information to the customers and to communicate the strict quality 

criterions and its advantages for the consumer.  

All the venison and all the venison products which are marketed as Xeis 

Edelwild or “Genussregion Gesäuse Wild” have to be from the woods in 

the region and until now even solely from the woods of the Stm. 

Landesforste.  

Distribution: Gastronomy which is supplied by professional hunters on 

order; selling point at the administration of the Stm. Landesforste 

where fresh venison is sold to end customers; via partner companies of 

the national park, i.e. gastronomies and hotels; via individual 

restaurants and hotels in Austrian cities; via a small regional 

supermarket; via the shop at the national park (only durable processed 

products). 

 

Marketing 

communication 

and services 

 

Financing a TV report in a cookery show. 

Direct mail advertising before the opening of the sale points. 

Advertisement in regional newspaper. 

Mouth of word recommendation. 

 References Personal communication  

Star Tree Interviews 



 

 

 



 

    
 

Industrial raw material 

34 Poplar seed tufts 

Pap(p)ilon GmbH (Germany) 

  

 

Ownway / shutterstock 

 

Target groups The final product is predominantly sold to private end consumers. 

Therefore, a number of cooperation’s with specialist retailers in 

Germany (40), Italy, Switzerland (8) and Luxembourg (2) are 

maintained. 

 

Potential products 

and product ideas 

The enterprise Pap(p)illon GmbH offers duvets filled with poplar seed 

tufts. The production of duvets filled with poplar seed-tufts was the 

main reason for the start-up of the Pap(p)illon GmbH. Over the last 

15-20 years, the small enterprise has gathered  substantial knowledge 

about harvesting and processing of poplar seed tufts. The gathering 

of seed tufts requires complex harvesting techniques such as tree 

climbing and picking from small hot air balloons. Subsequently the 

harvested fruits and seeds have to be sorted and cleaned. For this 

purpose the enterprise has developed new techniques such as a 

special thermal-mechanical application. Today there are 7 processing 

companies producing poplar down duvets. 

The implications on other forest management goals are rather low. 

Poplar seeds can be seen as byproduct on plantations. The use of 

poplar fruits could therefore provide further income to forest owners 

and could form a basic resource for the creation of high quality 

products.  



 

 

34 Poplar seed tufts 

   

The yield in poplar plantations reaches 200 kg of poplar seed tufts per 

hectare and year. In order to attain this amount of cleaned poplar seed 

down, 4000 kg of fruits have to be harvested! The return for 1 kg of 

clean poplar seed down accounts for up to 100,- €. 

The advantage of poplar seed tufts in comparison with down feathers 

from geese, wool or synthetic products lies in its high isolation 

characteristic and the superior capability to absorb moisture. 

 

Market 

environment and 

product strategy  

The product itself was newly introduced onto the market. The founder 

of Pap(p)illon GmbH had the idea to develop this product himself. He 

started by manufacturing his own prototype and has been developing 

and specialising the production of poplar seed-down blankets since 

then. The market introduction of the product required a number of 

studies, tests and research to determine compatibility, durability and 

quality of the product. Thus, the introduction of the product to the 

market is a long lasting process.  

The utilization of poplar seeds is the basic idea of the enterprise and 

plays a dominant role for the enterprise.   

The harvesting rights for the resource are often free because forest land 

owners (tree owners) get an arboricultural service in return. Thus, when 

harvesting poplar seeds in the crowns of trees, other necessary cuttings 

such as crown reductions or removal of dead branches, are taken care 

of.  Today the company harvests the raw material in Romania, in the 

region of Wallachia. Here the local administrative unit is happy to get 

rid of the poplar seed tufts. Thus, harvesting rights is  given free of 

charge to the enterprise Pap(p)illon GmbH. Today the enterprise offers 

a wider range of duvets and pillows filled with natural materials such as 

poplar seed tufts and cork particles. 

 

Distribution and 

marketing 

channels 

A number of cooperation’s with specialist retailers in Germany (40), 

Italy, Switzerland (8) and Luxembourg (2) are maintained. 

 Marketing 

communications 

and services 

Reports in professional journals, flyers, homepage, you tube videos, 

fairs. 

 References Aid 1400/2006 Waldprodukte vermarkten 

www.pappillon.de 

www.pappella .de 

 



 

    
 

Personal care products 

35 Wild Herbs 

Wild Herbs s.r.o. (Czech Republic) 

   

 

Potential products 

and product ideas 

The company Wild Herbs s.r.o. is one of the biggest processors and 

distributors of medicinal plants as well as herbs in the Czech Republic. 

The company was founded 25 years ago and started with the 

establishment of small collection points for the organisation of the 

collection and the purchase of herbs from regions in South Bohemia 

and the Bohemian Forest in 1990. At that time the small company 

employed 5 employees. All of them had several years’ experience in 

the medicinal plants sector. 

In the past 25 years Wild Herbs s.r.o. has been successfully 

established on the market and today holds high quality technological 

equipment and employs more than 30 employees.  This way more 

than 1,.000 tonnes of dried medicinal plants are processed annually. 

These are particularly used for the pharmaceutical-, food-, cosmetic- 

and spirit industry. 

About 100 tons of fresh birch leaves are collected in South Bohemia in 

the Czech Republic every year. These are shed from the branches by 

hand. For this purpose more than 200 collectors are employed from 

mid-May until mid-June. The harvest-fresh leaves are delivered to one 

of the 18 collection points where the leaves are subjected to an initial 

quality control and are weighed. The collectors are given their wages 

as well as instructions as to how to collect the leaves in a sustainable 

way at the collection point. This is necessary as the birch leaves from 

South Bohemia are certified organic according to Swiss and EU- 

guidelines. 

 

 



 

 

35 Wild Herbs 

 

Market 

environment and 

product strategy  

In the past before the company was founded, collecting medicinal 

plants was organised by schools in the Czech Republic and the collection 

was compulsory for every pupil. This fact resulted in the population’s 

generally high knowledge in the medicinal plant sector. This great 

knowledge of the individual collectors regarding the topics right 

collection period, collection technique, collection area and gentle drying 

process are a decisive factor for the success of the company in 

collaboration with the collectors. 

 

Distribution and 

Marketing 

channels 

Due to a longstanding collaboration with the company Weleda in 

Germany, there is a guarantee that a bigger part of the harvested birch 

leaves will be purchased.  

In addition to the collaboration with the company Weleda, a direct 

distribution to customers in Germany and the Czech Republic via their 

own internet shop was established in the past years and the product 

line of the own company was expanded by the production of herbal 

dietary supplements of the brand Phytovent for horses, dogs and cats.  

Today’s product line of the company consists of two main branches of 

production:  

1. Wholesale and retail of more than 250 plant species of medicinal 

plants and herbs which are from the whole of Czechia, especially from 

South Bohemia and the Bohemian Forest. In retail the herbs are also 

offered packaged in small paper sacks. 

2. The production of herbal food additives of the brand Phytovet for 

horses, dogs and cats. All the products are purely produced from high 

quality medicinal plants without preservatives or any other additives 

and were developed in collaboration with specialised veterinarians. 

 

Marketing 

communication 

and services 

 

The company philosophy of Wild Herbs includes close cooperation with 

individual collectors, farmers as well as foreign suppliers on a personal 

basis. 

Advertisement via the internet and mouth of word recommendations. 

 References http://www.natur-kraeuter.de 

 



 

    
 

Beverages and foodstuff 

36 Wild garlic 

Terra Magnifica / Heuschrecke Naturkost GmbH (Croatia) 

 Target groups The main costumer for wild garlic, both fresh and deep-frozen, is the 

company Heuschrecke Naturkost GmbH in Germany.  

 

Potential products 

and product ideas 

The company Terra Magnifica was founded by Roman Turk in Croatia 

in 1996. Preconditions for the foundation of the company were the 

existing old structures regarding the collection of herbs. After the end 

of the war the company founder looked systematically for 

experienced herbalists throughout the country. Regions with 

traditions of wild harvesting of herbs as well as new collection areas 

were tapped. Old networks of collectors were revived and this way 

new income possibilities for the regions opened up. Since then the 

company has been coordinating the amount to be harvested, the 

processing of the herbs, the contact to the costumers and export. 

Meanwhile Terra Magnifica has become the third biggest herb 

exporter of Croatia. The company has a list of 250 herbs which are 

gathered by means of certified organic wild harvesting and certified 

organic cultivation. Today the company Terra Magnifica is not only 

represented in Croatia but also in further countries with a strong 

tradition of herb collection as e.g. Albania. 

The collection area where the wild garlic can be harvested is located 

at a height of about 700-1000m. As the year progresses the collectors 

ascend to more than 1000 m. During this time over several weeks a 

few hundred collectors are on their way. Many collectors do this as a 

sideline for the herb export company Terra Magnifica. 

Gathering of wild garlic by hand in the woods with sacks which are 

labelled with the name of the collector. Transportation of both the 

collectors and the harvest by trucks/tractors, depending on 

accessibility of the area. 

There are local coordinators who travel all the collection areas and 

coordinate the harvest. The collectors are paid by the head of the 

processing division after the goods have been released. 

The collected herbs are often dried locally on the collectors‘ attics.  



 

 

36 Wild garlic 

 

  The herbalists which collect for Terra Magnifica are often organised in 

regional groups. These are supervised by an organiser. The organisers 

work in close communication with Terra Magnifica and this way control 

the herb species and the amounts which are required to meet the 

costumers‘ orders. 

 

Market 

environment 

and product 

strategy  

Harvesting wild herbs and the trade with wild herbs was very common in 

Croatia before the war during the years 1991-1995. On account of 

economic crisis in the 1990s Croatia’s herb trade decreased considerably. 

Therefore, the collectors in Croatia already had knowledge about the 

distribution, recognition, the right harvest time and the right harvest 

technique of herbs and medicinal plants before the company Terra 

Magnifica was founded. The income possibility which Terra Magnifica was 

able to offer to the competent collectors contributed to the fact that 

knowledge can now be passed on and that the gentle use of wild garlic and 

other herbs can proceed in future.  

The company Terra Magnifica is certified for controlled organic farming 

and wild harvesting by Ecocert. 

 

Distribution and 

Marketing 

channels 

 

The main costumer for wild garlic, both fresh and deep-frozen, is the 

company Heuschrecke Naturkost GmbH in Germany. This manufacturing 

company either processes the amount of wild garlic purchased by Terra 

Magnifica from Croatia or sells it as a third country importer for Croatia to 

further natural food brand producers. All the spices and herbs which are 

purchased by the company Heuschrecke Naturkost GmbH originate from 

certified organic production. 

 

Marketing 

communication 

and services 

 

The work by Terra Magnifica creates jobs and makes it possible for the 

collectors who work for the company to stay in the country. Above that, 

added value from wild herbs and medicinal plants keeps up the tradition 

and this way makes it possible to pass on the collectors’ “old” knowledge 

over generations. 

A packet of dried and chopped organic wild garlic from the company 

Heuschrecke Naturkost is sold for 2.49€ retail. 

Website of the company Heuschrecke Naturkost with photos and reports 

about activities of the company Terra Magnifica. 

 References www.heuschrecke.com 



 

    
 

Beverages and foodstuff 

37 Juniper berries 

Herbaria Kräuterparadies GmbH (Germany) 

  

 

Emberiza / shutterstock 

 

Target groups “Gourmets, long neglected by the organic sector, are of special 

concern to us: high culinary standards stand at the top of our agenda. 

The organic market is not an anonymous mass market.” 

(www.herbaria.com) Target group consists of consumers in Germany, 

Austria and Switzerland who do their shopping in health food shops 

and organic supermarkets and who appreciate culinary specialties. 

 

Potential products 

and product ideas 

The juniper berries are from an organic certified region in Bosnia and 

are sold as organic certified products to the end costumers via 

retailers in Germany, Austria and Switzerland.  

The juniper berries are one of more than 200 products traded by the 

company Herbaria. The juniper berries are picked in the region Konijic 

in Bosnia. Harvesting wild herbs has been a long tradition in this 

region. The harvesting of the berries by the pickers takes place in 

October/November after the first frost. Two harvesting methods are 

possible: removing the berries from the branches or spreading sheets 

and shaking the branches. Sorting the berries is done with the help of 

the wind which separates the needles from the berries. The 

subsequent drying process takes place on the harvester’s racks.  



 

 

37 Juniper berries 

 
  

The dried raw materials are then collected at the pickers. The pickers 

are paid after an initial quality check and on basis of the gathered 

amount in kg. After the sorted and dried products are purchased they 

undergo another quality check at Herbaria’s. 

The company Herbaria Kräuterparadies GmbH was founded in Bavaria 

in 1919. Initially the company’s focus was on the production of 

medicinal substances. The company has been famous as a vendor for 

ecological natural food (tea, herbs, spices) since 1980s. Today organic 

supermarkets and health food shops count among the company’s main 

costumers. Further customers are fine food businesses, gastronomy as 

well as ecological processors. 

Today the product range of Herbaria includes a good 200 product which 

are predominantly distributed in Germany, Austria and Switzerland. The 

company employs 27 employees and maintains contact with 

smallholder producers all over the world. 

 Market 

environment and 

product strategy  

The company Herbaria is co-founder and dedicated member of the 

Bundesverbandes Naturkost Naturwaren e. V. (BNN). This also implies 

that company-own quality criteria are even above legal standards. 

 

Distribution and 

Marketing 

channels 

 

The juniper berries are sold as organic certified products to the end 

costumers via retailers in Germany, Austria and Switzerland.  

The company Herbaria sales the packaged juniper berries chiefly to 

nature health food shops and organic supermarkets but also to fine 

food businesses, ecological processors and the gastronomy. Herbaria 

products can currently be found in more than 4000 health food shops 

and wholefood shops throughout Germany. 

 

Marketing 

communication 

and services 

 

An extract from the website of herbaria for this end: 

“The aim of transparency in the production chain is a set feature of 

organic philosophy. This generates greater trust in, and proximity to the 

producers of our everyday foodstuffs. By purchasing ecologically 

produced raw materials, we are making a global commitment to the 

retention of jobs in the agricultural sector and to responsible trade 

relationships through fair prices”. 

 

 References www.herbaria.com 

 



 

    
 

Beverages and foodstuff 

38 Distillate from juniper berries  

Feinbrennerei Sasse, Lagerkorn GmbH (Germany) 

   

 Target groups The company currently cooperates with about 5,000 customers from 

specialised trade and retail. 

 

Potential products 

and product ideas 

The distillery Sasse (Feinbrennerei Sasse) produces and sells 

Grafschafter Kräuterwacholder (juniper spirit). Fresh regionally picked 

juniper berries are used for the production of the liqueur. The berries 

are harvested on juniper heathlands, areas which are under 

conservation of the nature conservation foundation County of 

Bentheim. The berries are picked by hand by shaking the bushes’ 

branches so that the berries fall onto a plastic tarp spread underneath 

the bush. Harvest is carried out by the animal park Nordhorn and a 

special education farm in the region. After sorting the berries they are 

transported directly to the distillery.   

The wheat and herbs also required for the production of liqueur are 

of regional cultivation in the County of Bentheim. The distillery Sasse 

contributes to the long-term conservation and care of the juniper 

heathlands as part of the sales revenue goes into a trust specifically 

founded for the donation towards the conservation of valuable 

landscape elements. The distillery Sasse was first mentioned in a 

document in 1707. The distillery Sasse is a family-owned business. It 

employs more than 30 employees and is one of the last distillery 

businesses former corn distillery stronghold in the Münsterland. 

Regional resources and organic ingredients form the basis for the 

product modifications. An own source provides the company with the 

water for the production plant.  



 

 

38 Distillate from juniper 
berries 

 

Market 

environment and 

product strategy  

The connection of the Feinbrennerei Sasse to the County of Bentheim 

goes back to the 17th century. The project of the Grafschafter 

Kräuterwacholder revived and strengthened this connection on account 

of regional production of raw materials.  For the distillery the additional 

effort and expenses of the regional fresh juniper berries pay of due to 

the special taste which can be created this way.  

The product is entirely based on regional ingredients and the sales are 

of benefit for the region. The outlines of a shepherd with a crook can be 

made out on the label of the Kräuterwacholder. This refers to the origin 

of the ingredients, the juniper heathlands where the sheep graze. The 

special taste of the product is the result of elaborate processing on 

account of a high degree of hand-made work and exquisite regional 

ingredients. 

 

Distribution and 

Marketing 

channels 

 

Distribution throughout Germany is carried out via specialised trade. 

However, the products can also be purchased in their online shop on 

the distillery Sasse’s website or on the spot at their private sale at the 

distillery. Delivery of orders ordered online is postage-free within 

Germany. If the direct debit system is chosen as a payment method a 

discount of 2% is given. 

 

Marketing 

communication 

and services 

 

The Feinbrennerei offers tastings with and without guided tours as well 

as distiller classes. There is a catalogue with gift ideas and an enclosed 

leaflet informing about the products with recipe ideas for the use of 

corn schnapps for cooking. In 2015 the Feinbrennerei Sasse took part in 

the competition World-Spirit Award and was granted the award “World-

Class Distillery 2015”. It is therefore one of 18 distilleries worldwide and 

the only corn distillery in Germany earning this award. 

In the course of the project developing the regional product 

Grafschafter Kräuterwacholder produced by the distillery Sasse, a trust 

was established in order to protect the juniper heathlands of the 

county. This trust was collectively initiated by the administrative district 

Grafschaft Bentheim, the animal park Nordhorn and the LAG 

Geschäftsstelle Region Grafschaft Bentheim e.V. It is now administrated 

by the nature conservation foundation of the Grafschaft Bentheim. The 

funds are used for voluntary measures implying care of the juniper 

heathlands of the county. Shepherds and associations can apply for 

funds from the trust. However, all the measures planned have to go 

beyond the legal requirements. Part of the proceeds of the Grafschafter 

Kräuterwacholder go directly into the trust. The trust is also open to 

donations.   

 References www.sassekorn.de 

http://www.about-drinks.com/feinbrennerei-sasse-ist-world-class-

distillery-2015/ 

www.naturschutzstiftung.de 

 



 

    
 

Beverages and foodstuff 

39 Distillate from wild tree fruits 

Stählemühle (Germany) 

   

 Target groups General public. 

 

Potential products 

and product ideas 

In fruitful years the fruit from wild service trees are picked from 4 

trees of about 25 m in the valley of the Donau river. The picking is 

done by two professional tree climbers which makes the fruit a costly 

resource. About 1 litre of alcohol can then be extracted from 100kg of 

fruit of the wild service trees. Generally speaking the wild service tree 

is described as a very rare tree in the region and also in Germany. 

However, its fruits are the most elegant and noble ones of the Sorbus 

species.   

Besides from wild harvest the fruit required for the distillates also 

comes from about 400 own fruit trees of the Stählemühle. 

For the distillates solely fruit from organic farming are used which are 

hand-picked and cleaned. All the procedures are carried out by the 

founders themselves. More than 200 different distillates of old 

varieties of fruit, wild plum, hand-picked berries, rare wild fruit, 

walnuts and herbs and international fruit are processed by hand, 

distilled and subsequently stored in the maturation cellar. Every year 

about 1500 bottles of noble distillates are produced this way. 

Spirits have evidently been distilled on the estate of the mill of the 

Stählemühle since the mid-19th century. In 2004 the estate was taken 

over by today’s managers of the company Stählemühle. Money was 

invested in order to reconstruct the corn distillery into an 

experimental distillery for noble fruit spirits. However, non-industrial 

origins and traditional production methods were not forgotten. Since 

2006 distillates from regional types of fruit but also from international 

fruit specialities are produced in smallest quantities of between 10 

and a maximum of 500 bottles in the Stählemühle. A newly 

established maturation cellar in the Stählermühle makes storage and 

the maturation process of the distillates possible. In 2010 a distillery 

plant according to their own needs was developed and constructed in 

cooperation with a coppersmith’s. 



 

 

39 Distillates from wild 

tree fruits 

 

Market 

environment and 

product strategy  

The present managers have turned their hobby into a career with the 

business foundation of the Stählemühle. Sustainable production and 

traceable origin of the resources are as important to the founders in 

this undertaking as is their absolute commitment to highest quality. 

The company Stählemühle claims that the business is characterised by 

an experimental mind and the willingness for completely new 

approaches regarding distillation. This is what also sets the company 

apart from other distillations. Despite the return to traditional 

production methods of the distillates, the newest developments 

concerning fermentation technology are applied. These include 

special yeast strains and enzymes, monitoring the temperature, short 

fermentation times and a modern plant technology.  

The Stählemühle limits its production to small quantities in order to 

maintain the outstanding quality and the variety of taste of the 

domestic fruit optimally. 

Processing and distillation of the distillates are carried out by the 

founders of the Stählemühle themselves, thus mastered by two 

people. All individual operations from harvesting, mashing, 

fermenting, distillation, filtering, marrying, bottling and labelling are 

carried out by hand. A commitment to perfection and 

uncompromising quality claims regarding the processing of resources 

with traceable origin are the feature of the internal ambitions. Apart 

from this, the aim is still to continue processing small quantities as a 

small manufacture despite high demand and positive customer 

feedback. 

The experimental distillation’s aim shall remain to make the natural 

flavours of the processed fruit come alive and to show the complete 

range of fruit variety by means of passionate investigation. The 

consumption of the noble distillates is not supposed to be about 

drinking spirits but rather about experiencing the variety of flavours.  

 Distribution and 

Marketing 

channels 

Online shop, orders via telephone or fax, own sale room at the mill. 

 

Marketing 

communication 

and services 

 

An information trail about the fruit used for distilling and a garden of 

wild plums with wild plum seedlings from the region are supposed to 

clarify the visitors the diversity of fruit of the cultural landscape. 

Customers who are interested in the Stählemühle’s products are the 

production of distillates can take part in seminars on noble spirits or 

can inform themselves at the open day of the distillation which takes 

place every other year. 

Numerous international awards have been assigned to Stählemühle: 

Admittance to the “Kreis der auserwählten Destillerien“ (circle of 

chosen distilleries) which is almost equivalent to the admittance to 

the ten best fruit distilleries in the world; award of the best of the DLG 

– Deutsche Landwirtschafts-Gesellschaft; presentation of the Federal 

Award in Germany 

 References www.staehlemuehle.de 

 



 

    
 

Beverages and foodstuff 

40 Oil made from beechnuts  

Ölmühle Solling GmbH (Germany) 

  

 

Almaran / shutterstock 

 Target groups The target group for the products are gourmets as well as demanding 

and health conscious costumers who recognize the value of natural 

products for a healthy and balanced diet. 

 

Potential products 
and product ideas 

A privately run oil mill in Lower Saxony produces high quality oil 

obtained from beechnuts. The beechnuts are harvested by gatherers 

in the surrounding corporate forests and in the forests of the public 

forestry commission office during the mast years. The forest owners 

receive remuneration in return. Permission from the forest owners 

had to be obtained for the gathering activity. Attention is paid to the 

fact that beechnuts are not to be gathered in seed stocks or 

regeneration stands. Neither may they be gathered from areas where 

pesticides have been used. During the mast years the gatherers 

harvest and hand-pick 500-600kg of beechnuts. 

The beechnuts are dried and cleaned before they are pressed. 10% of 

the beechnuts are additionally roasted in order to obtain a special 

aroma after which they are cold pressed. 10kg of fresh beechnuts 

(corresponding 8kg of dried beechnuts) yield one litre of oil. This 

corresponds to a daily output of an inexperienced gatherer. The 

freshly pressed oil has to be analysed for the content of aflatoxins 

before it can be bottled and sold. The idea to produce beechnut oil 

originally stems from customers of the oil mill who have brought the 

practice, as it was previously common, to the owner’s attention. The 

product has been on offer since 1996 and has become a high-priced 

speciality. The infrastructure required for the production of the new 

product was already available. 



 

 

40 Oil from beechnuts 

  Up to today manual processing prevails in the manufacture of the 

Ölmühle Solling. The oil is still produced in small screw presses. For the 

filtration, bottling, labelling and dispatching a lot of manual work is 

required. Quality assurance standards of modern food technology 

complement the traditional production in the oil mill. In the Ölmühle 

Solling only organic cold pressed virgin oils are produced. The product 

beechnut oil expands the product line of the mill. Besides beechnut oil, 

nearly 100 different organic oil specialities are produced. 

 

Market 
environment and 
product strategy  

The oil mill’s success can be ascribed to the good teamwork in an 

interdisciplinary team of employees and specialists, who, first and 

foremost, take their costumers’ wishes into account.  

Quality instead of quantity is the name of the game. 

“Freshly milled” is the self-imposed standard of quality of the oil mill, 

not only in terms of the raw ingredients but also in terms of the pressed 

oil, as cold pressed virgin oils are not industrial goods which can be 

stored for years on end. That is why the oils are produced in small 

quantities, promptly bottled and immediately dispatched- hence, 

freshly milled. 

The Ölmühle Solling puts stress on a preferably long-term relationship 

with the suppliers, characterised by mutual respect.  

They support numerous cultivation projects in the whole world and 

maintain intensive contact with them. 

 

Distribution and 

Marketing 

channels 

 

The products of the Ölmühle Solling are directly sold to end consumers 

as well as to wholesale trade and retail trade (as e.g. health food shops, 

delicatessen shops, organic mail order business, gastronomy, market 

stall owners, delivery service). Among others, the products are offered 

on the internet (www.oelmuehle-solling.de), on markets and in the 

mill’s own shop. Here, thorough advice, comprehensive information, 

ideas for recipes and tips regarding the use of the oils can be given. 

 

Marketing 

communication 

and services 

 

Since 1996 work is carried out according to the guidelines of the 

association Naturland. In addition to this, the Ölmühle Solling is partner 

of the association of producers Bioland as well as sustaining member of 

Slow Food Deutschland e.V. and, depending on the product, applies the 

respective labels of these organisations. The product beechnut oil is not 

certified to be organic. Beechnut oil is the only product whose resource 

is provided in native woodlands.  

The small oil mill in the heart of the Weser Uplands does not only 

represent a variety of oils which are freshly milled and culinary pleasure 

but also values such as organic food, sustainability, fairness and social 

activity. Production and sale of the oils are realized by a team of approx. 

50 members. 

There is the possibility of a tour of the mill for interested visitors and 

costumers of the Ölmühle Solling (groups as from 10 people). There are 

promotion activities in shops of distribution partners and participation 

at courtyard festivals. Information material about organic plant oils and 

their use for a healthy diet and how they can be used for skincare 

respectively are available. 

 References www.oelmuehle-solling.de 

 



 

    
 

Beverages and foodstuff 

41 Berryfect  

Nordic Vitality Ltd. (Finland) 

  

 

 

 

 

 

 

 

 

      

 

 

 

 

 

Photo:www.nordicvitality.fi/en/media 

 

Target groups Health-conscious consumers at global markets. Consumers valuing 

ethical, environmental issues and searching for naturalness and 

authenticity.  

“There is an increasing global demand for berries and bilberry 

products are highly asked for products in Asia”.   

 

Potential products 

and product ideas 

The product „Berryfect“ is a powder which is made from dried wild 

berries. The powder consists of 100% of pure berries, does not 

contain preservatives or other additives and no added sugar. The 

high-fibre berries which are used for the powder contain many 

vitamins, trace elements and natural flavonoids. The advantage is 

that bilberries from the forest contain four times as many flavonoids 

as cultivated bilberries.  

All bilberries, lingonberries and black currents processed are to 100% 

from Finnish woods. The cranberries and sea buckthorn berries 

processed are predominantly from Russia and Estonia. One tin of 

“Berryfect” Premium Powder contains more than one litre of freshly 

picked berries. The wild berries contain more vitamins, minerals and 

health-promoting polyphenols than many other fruit. The berries 

gathered in the woods are dried below a temperature of 40°C. By 

doing so the nutritional value of the berries is contained. All the  



 

 

41 Berryfect 

  nutritious parts of the berries (pulp, skin, seeds and juice) are made into 

powder. Berryfect is a product developed by the enterprise Nordic 

Vitality Ltd. in Polvijärvi, North Karelia Finnland. The enterprise is 

specialized on the development of products on the basis of wild 

harvested berries. In cooperation with partners new and innovative 

products are constantly developed. The enterprise is investigating the 

nutritional content, the health effects and the taste of wild forest 

berries. 

 

Market 

environment and 

product strategy  

The production units are situated in the same facilities with another 

Finnish company specialized in the “taste of northern nature”. There 

modern facilities together with the expertise of two companies enable 

the production of goods, desired by health-conscious consumers. 

 Distribution and 

Marketing 

channels 

 

Berryfect products are available retail and in all well-assorted health 

food shops everywhere in Finland.  

Berryfect products can also be purchased via online trading. There is 

also an own online shop on the company’s website. 

 

Marketing 

communication 

and services 

 

The name of the product „Berryfect“ is a registered trademark. 

Nordic Vitality’s products are not certified organic. For this purpose the 

woods where the berries are harvested would have to be officially 

certified.  

“But one thing is for sure: Finnish nature and Finnish woods in particular 

count among the purest and pristine ones in the world”.  

“Berryfect Premium Berry Powder is true arctic super nourishment” 

The product is recommended as food supplement for daily ingestion on 

account of its positive and health-promoting properties. The health-

promoting properties of wild berries were researched by means of 

experimental studies in particular but also by means of clinical nutrition 

studies.  

 “Berries are one of the most nutrient-rich foods. They contain high 

amounts of vitamins, minerals, flavonoids, omega 3 and omega 6 fatty 

acids as well as nutritional fibre, but have a light energy content. The 

carbohydrates in berries are natural berry sugars and being part of the 

plant kingdom, berries contain no cholesterol. 

The powder can be used as nutritional supplement for a broad range of 

applications. For this purpose suggestions for recipes are available on 

the company’s website. 

There is a new homepage in Finnish and English. A German version of 

the homepage is under construction. The construction of website was 

supported by the Finnish Ministry for Agriculture and Forestry.   

An advertising partner in Finland is available via the website 

www.arctic-flavours.fi. 

 References www.berryfect.fi 

www.nordicvitality.fi 

 



 

    
 

Beverages and foodstuff 

42 Pannage   

BEHER (Spain) 

   

 

Potential products 

and product ideas 

As a premium product the company BEHER sells “Jamón Ibérico de 

Bellota” – acorn-fed ham from the Iberian pig. This ham comes from 

pigs which are still reared traditionally according to the practice of 

pannage. At least 75% of the free-roaming pigs for ham production 

are of Iberian breed and have put on at least 40% of their live weight 

by feeding on acorns from the holm oak and herbs. Besides different 

quality classes of acorn-fed ham the company also offers sausage 

products from the Iberian pig. 

The family business BEHER was founded in the region Salamanca in 

Spain by Bernardo Hernandez in the 1930s.  

In the 1970s they started to carry out the breeding of the Iberian pigs 

themselves in order to be able to guarantee quality and care in the 

entire production process. Apart from this, a consistent high quality 

was ensured by means of genetic selection of the animals and by 

maintaining natural nutrition of the animals. 

Today the company produces, processes and sells acorn-fed ham and 

further products from the Iberian pig all over the world.  

The company therefore owns four manors (fincas) and pastures with 

holm oaks for the breeding and the fattening of the Iberian pigs. The 

company has more than 430 ha of pasture at its disposal for the 

breeding of the Iberian pigs. There the pigs spend 14-16 months in 

freedom and feed on acorns, grass and seeds. Additionally the BEHER 

leases oak pastures in Salamanca, Extremadura and Portugal for part 

of the flock. Every animal eats 8 to 10 kg of acorns and about 3 kg of 

grass and seeds daily and nearly puts on 1kg of weight a day.  

The company manages a slaughterhouse and a sausage factory at the 

headquarters in Gijuelo for slaughtering and further processing. 



 

 

42 Pannage 

 

Market 

environment and 

product strategy  

The business formation was based on the family’s yearslong experience 

regarding the breeding of Iberian pigs and handling of its products. Prior 

to the foundation of the company BEHER the breeding and slaughtering 

of the Iberian pig formed a traditional agricultural activity which 

contributed to their subsistence. 

Only by breeding the pigs themselves the entire production process can 

be controlled which is considered as the key success factor. 

The EU has granted a protected designation of origin for the Jamón 

Ibérico D.O. for different regions in Spain. 

 

Distribution and 

Marketing 

channels 

 

In the meantime the products of the company BEHER are exported to 

more than 30 countries around the world. The products by BEHER are 

sold in their own delicatessen shops in Spain but also in Germany. In 

2014 the company BEHER opened 4 delicatessen shops in Madrid, 

Marbella and one in Nurenberg in Germany. Besides products by the 

company BEHER fine foods and wine can be bought and tasted in the 

delicatessen shops as well.   

All the products can also be ordered in the online shop on their website. 

Worldwide shipping is possible. 

 

Marketing 

communication 

and services 

 

The family business, which today is run by the third generation, has 

been successful making the acorn-fed ham and further products of the 

Iberian pigs to one of the most famous gastronomical myths in the 

world. 

In the past good 15 years the company took part in numerous 

competitions at national and international trade fairs and has already 

been given numerous awards for the products, the packaging and the 

company itself. In 2007 and 2010 at the leading international trade fair 

for the meat industry BEHER’s premium product, the acorn-fed ham 

with the golden label, was chosen to be the best ham in the world. 

 References www.beher.com 

 



 

    
 

Beverages and foodstuff 

43 Blackberry leaves  

SONNENTOR Kräuterhandels GmbH (Österreich/Albanien)   

  

 

Valentina Razumova / shutterstock 

 

Potential products 
and product ideas 

On account of their pleasant taste many teas contain blackberry 

leaves. Traditionally blackberry leaves are used for strengthening the 

buccal and pharyngeal mucosa as well as for general strengthening 

and invigorating.  

The company Sonnentor was founded by Johannes Gutmann in the 

“Waldviertel” in Lower Austria in 1988. The original aim of the 

business formation was the nationwide and international marketing 

of herbal specialties from regional organic farmers. Today the steadily 

growing company employs about 170 employees and is supplied by 

about 150 organic farmers from the region as well as by certified 

organic companies from all over the world for the growing product 

range.  

As early as in 2007 and with the help of the Austrian association for 

development aid the company Sonnentor established first contacts to 

Albania. Since then Albanian farmers from different regions have 

been receiving training for sustainable organic farming and organic 

wild harvesting via a development aid project. 100 people deliver 

sweet blackberry leaves or marigolds from wild harvesting. What 

began as development aid project has meanwhile established solid 

structures due to the company foundation of Sonnentor. 



 

 

43 Blackberry leaves 

  An innovative processing industry in Albania has been specialising in 

refinement of natural resources in the past years. This is of great 

importance for the economic development of rural regions. 

 

Market 
environment and 
product strategy  

In order to gently harvest plants so that nature is not harmed the 

pickers need knowledge about the development of plants and 

possibilities to harvest gently. The pickers are imparted these in special 

trainings. These trainings are an important basis to strengthen 

ecological awareness among the people and sustainable development 

locally. Fair partnership between importer and picker also includes fair 

prices for the raw materials and long-term contracts. Controlled wild 

harvesting contributes to preserving the environment in its original 

state as much as possible and to secure a source of income for the 

population. 

In order to be successful with a certification of wild harvesting the 

project manager or the company has to meet the conditions and 

produce documents. The business partners in Albania have to accept 

and implement the EU eco-regulations for the sale of organic certified 

products. It is estimated that the certification is the basis for the high 

market acceptance of the products. 

Sonnentor Kräuterhandel GmbH’s business idea is based on the 

intention to maintain and use smallest farming structures. The company 

describes itself as traditional but innovative at the same time due to the 

fact that it manages to combine organic farming, fair trade and natural 

enjoyment. The cooperation of the producers in Albania and the 

company Sonnentor in Austria is also about the fact that the producers 

can be paid decent prices which do not depend on the world price. 

 

Distribution and 

Marketing 

channels 

 

The blackberry leaves harvested in Albania are distributed via the 

project partner Sonnentor Kräuterhandels GmbH. Their main sales 

markets are Germany, Switzerland and Czechia. Today the blends of 

herbs, coffee and spices by Sonnentor Kräuterhandels GmbH are 

distributed in more than 50 countries, among others Canada, Japan, 

Bali, Australia and New Zealand. The products by Sonnentor 

Kräuterhandels GmbH can also be purchased in the online shop on their 

website. Apart from this, the company runs 20 shops in Austria, the 

south of Germany and Czechia via franchise partners. In addition, the 

company Sonnentor’s products have been distributed via a wholesaler 

for organic products in all of Germany since 2001.  

Today the export ratio is around 80%. 

The domestic organic market in Albania is on the upswing as well. The 

newly introduced financial support by the ministry of agriculture for 

organic production and the increasing interest regarding healthy 

domestic food stuff are important incentives for the conversion to 

organic food. 

 Marketing 

communication 

and services 

Sonnentor Kräuterhandels GmbH is active at trade fair appearance at 

organic and specialized fairs. The company has further received 

numerous awards and distinctions.  

 References www.sonnentor.com 

Study on the organic sector in Albania published by Thomas Bernet. 

 



 

    
 

Personal care products 

44 Essential oils  

Farfalla Essentials AG (Switzerland) 

   

 

Potential products 

and product ideas 

The product line by Farfalla includes organic cosmetics and scents in 

the form of essential oils, room scents and perfumes. Essential oils by 

Farfalla are pure, authentic natural products and are not 

standardised. The product line has been extended steadily since the 

foundation of the company at the end of the 1980s. 

All the raw materials are purchased by long-term suppliers from all 

over the world. Nearly all of the essences are from controlled organic 

farming, Demeter cultivation or from fair organic wild harvesting. 

Among the processed raw materials are also juniper berries from 

France as well as pine needles, Douglas fir needles and fir needles 

from France. Farfalla purchases the raw materials from France which 

are obtained by means of organic certified wild harvesting from a 

cooperation partner in France. From May to October wild growing 

plants are harvested with a group of eight women in and around 

Cévennen National Park. As long ago as 1989 Farfalla financed a 

aromatic plant project with distillery in the Cévennen. The wild 

harvested raw materials are further processed locally, mostly with 

steam distillation. 

A further example for the purchase of raw materials from France is a 

cooperation in Auvergne where e.g. the essence from the fir comes 

from. From September to April the branches for the essence are 

felled within the frame of forest tending and the twigs containing oil 

are manually cut off the branch with the help of a bush knife. 

The company Farfalla Essential AG is a Swiss producer for organic 

cosmetics and scents. Farfalla was founded by four people who share 

a common fascination for plant scents. After initial experiences with 

the sale of the first products at a market stall the first “Duftladen” 

(scent shop) was opened in Zurich in 1985. Since then the company 

has been growing steadily. Today the company is still run by the 

founders and owners and what they had envisaged at the birth of the 

company has converted into the corporate philosophy.  



 

 

44 Essential oils  

 

Market 

environment and 

product strategy  

Without exception the natural cosmetics and organic cosmetics by 

Farfalla Essentials AG are certified according to the guidelines of Natrue 

(all developed products as from 2009) and the Federation of Germany 

Industry and Commercial Companies (BDIH) (until 2009). The 

ingredients and formula of the products developed by Farfalla are 

tested by independent control institute. 

NaTrue is regarded as the label with the strictest requirements 

concerning raw materials and products. Depending on the share of 

organic ingredients NaTrue certifies by means of three levels. The exact 

certification level is featured on every product in three languages. 

The cardboard used for packaging for the products is made from 100% 

FSC certified cardboard. 

With the certification Grand Cru, the company Farfalla has created an 

own label. This label signals the consumer the appreciation for special 

essential oils and the people behind them. An essential “Grand Cru”-oil 

has to fulfil the following criterions:  

1. The growing area is typical/original. 

2. Its producers passionately advocate for and believe in sustainability 

(ecology and social causes) and contribute to the maintenance of 

biodiversity. 

3. The raw materials are aromatic plants from controlled wild harvesting 

(FairWild) or from controlled organic farming or Demeter cultivation 

respectively. 

4. Its distillation is carried out according to the guidelines of controlled 

organic quality. 

The entire company and business management at Farfalla’s are certified 

and awarded with the label CSE which stands for “Certified Sustainable 

Economics”. This is a sustainability seal. It indicates that all the 

enterprising decisions are made in accordance with the entire business 

environment. The three dimensions of sustainability – environment, 

economy, social – are considered as equal core competencies in a 

certified company and are continuously improved. 

 

Distribution and 

Marketing 

channels 

Today the enterprise Farfalla Essential AG manages 5 commercial shops 

in Swiss big cities. The products have been distributed via wholesale 

since 1998. As early as in 1994 about 450 retailers in Switzerland were 

supplied and products exported to Austria. In 2003 an own branch in 

Austria was founded in order to organise the logistics of direct 

distribution to Austria and Germany. Apart from this, the company 

collaborates with pharmacies for the distribution to end-consumers in 

Germany. For the distribution in Germany the company also 

collaborates with a wholesaler specialised in organic products. Since 

2007 Farfalla Essential AG has been managing a field sales force in the 

Southern Germany and cooperates with further wholesalers. 

Besides Germany and Austria there are further countries involved in 

export, such as France and since 2004 Japan and Southeast Asia as well. 

Most recently a close partnership with a wholesaler for organic 

products in Switzerland was established.  



 

 

44 Essential oils  

 

Marketing 

communication 

and services 

 

Website with online shop. 

Taking part in international organic trade fairs since 2004. 

Farfalla has had an own company magazine since 2009 which is 

published twice a year. All the former issues are available on the 

website. The magazine is dispatched to customers for free. 

The company Farfalla runs an own academy. Seminars provided range 

from seminars and workshops and certification classes to professional 

and further training in the sector of consultation regarding skin care and 

aroma therapy. An extra occupational degree course for aroma therapy 

has been provided since 2011. 

Farfalla manages a natural cosmetic studio which carries the name 

“beauty by nature” and is attached to one of the commercial shops. 

„We envision ourselves as a bridge of trust between raw material 

supplier and consumer – anonymous products can be purchased 

somewhere else. We can tell a story which is behind every product – 

about plant producers and weather conditions, about fascinating active 

ingredients and dermatological tests. Ask us – we are glad to provide 

information”. 

The certificate of Natrue can be found as a label on all the products. 

Every product features the exact certification level in three languages.  

The company has created their own label “Grand Cru” which is meant 

to impart the criterions of production and the company’s values on 

awarded products.  

 References www.farfalla.eu 



 

 

 



 

    
 

Industrial raw material 

45 Olive stones 

OlioBric GmbH (Greece/Germany) 

   

 Target groups The target group for the final product are recreational barbecue fans 

with an ecological conscience, as well as people who barbecue 

professionally. 

 

Potential products 

and product ideas 

The product barbecue briquettes made from olive stones is a hundred 

percent recycling product. The product was originally developed in 

Greece in order to burn out limestone in kilns at a high temperature. 

Until today the barbecue briquettes are produced from a mixture of 

olive residue, starch and water and are therefore produced from 

solely natural resources. The olive residue is a by-product arising in oil 

mills which process olives from Greek olive groves. 

 

Market 

environment and 

product strategy  

The barbecue briquettes made from olive stones are the only product 

on the market patented by the EU. The producing method is 

protected by patent and the only one certified by EMAS and is 

steadily further developed. 

The advantage of the barbecue briquettes compared with normal 

charcoal and briquettes lies in the fact that flying sparks do not occur 

and that heat is dissipated consistently and over a long time. Apart 

from this, the barbecue briquettes are both odourless and tasteless 

and are 100% recyclable and CO2 neutral. 

Today the family business is run by the third generation very 

successfully and won several famous EU innovation awards in the 

past years. It was awarded by the European Union according to the 

EMAS (Eco-Management and Audit Scheme) quality seal. The EMAS is 

globally one of the most challenging systems for sustainable 

environmental management.  

Barbecue briquettes by OlioBric® GmbH are 1-2 € more expensive on 

average than customary charcoal. It is OlioBric GmbH‘s aim to reach a 

market share of 3-5 percent. (About 300,000 tons of charcoal and 

barbecue briquettes are sold in Germany per year. According to 

estimates by NABU about 200,000 tons come from tropical rain  



 

 

45 Olive stones 

  forests). It is the company’s vision “not only to sell a product but to 

safeguard the sustainable establishment of safe sales channels for these 

highly innovative products.” The company OlioBric® GmbH is aware of 

its responsibility regarding the conservation of the environment and the 

social responsibility. Therefore, the company wants to contribute with 

its products to the consideration of humans and nature.   

 

Distribution and 

marketing 

channels 

 

OlioBric® GmbH was founded as a sales company for barbecue 

briquettes made from olive stones which are produced in Greece. The 

three founders had the idea to put the barbecue briquettes available in 

Greece on the market in Germany and for this purpose founded the 

limited liability company OlioBric® in 2011.  A ten-years-contract with a 

Greek family business which produces barbecue briquettes was 

concluded relatively early. The family business Klimis S.A. from 

Kalamata has been producing barbecue briquettes from olive stones 

since 2005. Sales were predominantly effected in Greece. However, the 

market has collapsed due to the Euro debt crisis. 

The barbecue briquettes made from olive stones have been distributed 

for test purposes in 20 branches of a big food chain throughout 

Germany since spring 2013. Until 2014 the OlioBric GmbH had problems 

becoming established on the market. According to the founder the 

three big vendors of charcoal do not want to have any further 

competitor on the market. Since 2015 the barbecue briquettes have 

been distributed via the wholesaler dennree to more than 1,300 organic 

food shops in Germany. In addition, the barbecue briquettes are 

distributed via further organic supermarket chains and via DIY market 

groups throughout Germany. The barbecue briquettes are also available 

in Austria via the organic supermarket chain denn’s.  

The sales company OlioBric GmbH sells the product barbecue briquettes 

solely to trade chains and retail companies. With the help of long-term 

offtake agreements of famous trade chains as well as EU funds the 

currently limited capacity is supposed to be expanded significantly.  

 

Marketing 

communications 

and services 

 

In order to promote the sales of the barbecue briquettes OlioBric® 

GmbH has been collaborating with the Nature and Biodiversity 

Conservation Union (Nabu) since 2012. The Nabu profits from the 

collaboration and participates financially by receiving 15 cents per sack 

of barbecue briquettes sold. 

The partnership between the NABU and OlioBric GmbH is characterised 

by mutual respect but also by great openness – e.g. ideas are included 

in new product developments and common projects for the purpose of 

sustainable resource conservation are developed and later 

communicated.  

 References www.oliobric.de 

Article in “Focus” 2013 

 



 

    
 

Decorative items 

46 Tree seeds and fruits of true service 

trees   

Forstbaumschule des Staatsforstbetriebes Bern (Switzerland) 

   

 Target groups Public or private forest owners, gardeners, garden owners, 

municipalities and nature conservation organisations. 

 

Potential products 

and product ideas 

Domestic and native tree- bush species for the regions Swiss Plateau, 

Jura Mountains and Alpine Foothills.  

The variety of products of more than 150 different species of trees 

and hedges offers a broad range for forest owners, gardeners and 

conservation organisations. 

The state forest enterprise Bern is responsible for the sustainable 

cultivation of the publicly owned forest in the Canton of Bern. This 

equivalents to a wooded area of about 12,500 ha which implies that 

the Canton of Bern is the largest forest owner in Switzerland. The SFB 

is a recognized self-supporting business  with about 43 employees 

plus trainees. It is organised in four areas of production which covers 

the overall area of the Canton of Bern.  

About 75,000 solid cubic metre of wood are harvested per year. The 

SFB records a turnover of 10-12 million Swiss francs annually. The 

degree of cost coverage amounts to 90%.  



 

 

46 true service tree 

fruits 

 

Market 

environment and 

product strategy  

The state forest enterprise Bern manages a forest nursery at its location 

in Lobsingen. An area of production of 9 ha in Lobsingen which is 535 

metres above the sea and a branch in Thanwald which is 935 metres 

above the sea as well as a seed orchard of about 6 ha in the woods and 

on the fields belong to the forest nursery. The forest nursery produces 

more than 150 domestic woody species for the areas forest, nature 

conservation and landscape. 

The Forstgarten  (“forest garden”) has been managing a seed orchard in 

the woods of the municipality Biel for more than 15 years where 280 

true service trees for the production of seeds have been planted. The 

plantation contains different clones and origins of true service trees. 

The aim is to harvest fruits and seeds from the seed orchard so that the 

Swiss demand for true service trees can be covered. 

In the Forstgarten Lobsingen there a three full-time employees, 9 part-

time employees and about 5 temporary employees as well as one 

trainee. 

The annual production amounts to about 500,000 seedlings and 

350,000 forest plants and bushes. 

 

Distribution and 

marketing 

channels 

 

The products of the Forstgarten Lobsingen can be ordered by phone, fax 

or email directly at the Forstgarten. A special form for this purpose can 

be found on the internet. 

Apart from the sale at the Forstgarten Lobsingen and in the branch in 

Thanwald, there are two further selling points where pre-ordered plants 

can be picked up. 

In case the plants cannot be picked up by the customer they can be 

delivered billing according to actual expenses. 

 Marketing 

communication 

and services 

 

Catalogue with the assortment and prices on the internet. 

Newspaper advertisements in municipal newspapers in the Canton of 

Bern. 

 References http://www.vol.be.ch 

 



 

    
 

Industrial raw material 

47 Olive marc 

Humo Oliva (Greece) 

  

 

Abramova Elena / shutterstock 

 Target groups Costumers in the sector hobby gardening as well as costumers from 

the area of commercial organic farming. 

 

Potential products 

and product ideas 

Humo Oliva is a natural fertilizer and soil conditioner. It is produced 

from composting of residues occurring when pressing and olives for 

the production of olive oil. The end product is environment friendly 

and sustainable due to the fact that it is produced from by-

products/residues occurring from pressing olives for olive oil 

production. Olive residue is a by-product of olive oil production and 

consists of skin, pulp and fragments of olive stones (approx. 40-45%). 

Depending on the processing stage the olive residue has a higher or 

lower content of oil. It is available all year in high quantities and 

serves as basic material for the extraction of olive stone granules. 

Composting olive residue is a thermophilic aerobic degradation or 

stabilisation process respectively of the organic carbon from organic 

solid waste. The production process taking three months can be 

divided into three phases: composting – maturing – humification. 

Temperature and the moisture content have to be adjusted by means 

of according ventilation in the course of the process.  



 

 

47 Olive marc 

  The water from cleaning the olives and plants is used for the moisture 

required during the process of composting. At the end of the process a 

humic and organic fertilizer is available which can be used for soil 

enrichment. The production process of Humo Oliva absorbs all the solid 

and liquid “wastes” of a two-phase olive oil mill in order to produce 

organic fertilizer. 

 

Market 

environment and 

product strategy  

There has been a requirement by the EU according to which all the 

operators of an oil mill have to dispose of residues arising from pressing 

in an environmentally responsible way. This fact has continued to drive 

forward the research works regarding composting and valorisation of 

residues arising from pressing. 

The patented process to produce Humo Oliva was developed in Greece. 

Humo Oliva is a product of Professor Apostolos Vlyssides’s years and 

years of research work at the University of Athens. He has been 

occupying himself with the topic of reasonable recycling of by-products 

arising from the production of olive oil for more than two decades.  

At the end of the 1980s the first test plant for a controlled composting 

of olive residues was taken into operation and further developed until 

today. The method of the production process was developed in the 

laboratory for chemical technology at the National Technical University 

of Athens by Professor Apostolos Vlyssides. It has two patents 

(20000100177/25.05.2000 OBI und 970100075/25.02.1997 OBI). 

The following approvals were gained for the product before it was put 

on the market: the approval as an organic soil conditioner by the Greek 

Ministry for Agricultural Development and Food. Department for 

Ecological Agriculture. The product Humo Oliva is approved for organic 

farming and complies with the formalities of the EU regulations 

834/2007 & 889/2008. Apart from this, the product is registered in the 

FiBL  list of operating resources for organic farming in Germany. 

Approved as a fertilizer by the Austrian Federal Office for Food Safety. 

Approved for agriculture, horticulture and hobby gardening. Patented 

and standardized production method (Patent No. GR1003486/1997 und 

GR1003914/2000). OECD prize-winning technology for alternative use 

of polluting waste water. 

Humo Oliva is tested at the University of Hohenheim in laboratory and 

greenhouse within the framework of the international project study 

BIOFECTOR. It is the aim of the study to develop new approaches for 

the utilization of organic effectors. With the help of such organic 

effectors the productivity and the use of nutrients of alternative 

fertilizers is supposed to be improved. 

 

Distribution and 

marketing 

channels 

 

The product Humooliva is predominantly available via various garden 

centres and nurseries in the south of Germany. Products can also be 

ordered in the internet in online shops. 

Humo Oliva is offered in Big Bags of 1000 kilos. There are also smaller 

package units on offer: A sack of 30 litres is offered and there have been 

packages of 3.5/5 litres for organic shops since 2015. 

A surcharge for delivery expenses is added for smaller quantities. 

 References www.humooliva.de 

 



 

    
 

Beverages and foodstuff 

48 Juice from sorb-tree fruits  

Kelterei Stier (Germany) 

  

 

ChWeiss / shutterstock 

 

Potential products 

and product ideas 

Using traditional methods apple wines added with juice from sorb-

tree fruits are produced in the wine press house Stier. 1-3% of juice 

from sorb-tree fruits is added to the fermenting apple wine. 

Harvest season of the sorb-tree fruit is in September/October. After 

the harvest the fruit can only be stored for a short length of time. 

Before the fruit of the sorb-tree is ripe it contains a high content of 

tannin which makes the fruit taste very bitter. The sorb-tree (Sorbus 

domestica) is a characteristic tree of the orcharding landscape in the 

region. The juice of its fruits was traditionally added to the Hessian 

apple wine for the purpose of clarification, preservation and 

improvement of taste. However, the current number of Hessian sorb-

trees in orchards amounts to about 500. 

The family business Kelterei (wine press house) Jörg Stier has been 

led by the company owner for more than 20 years. The company 

offers a variety of over 40 different apple wine specialities. Solely 

apples from domestic orchards are processed in the wine press 

house. 



 

 

48 Juice from sorb-tree fruits 

 

Market 

environment and 

product strategy  

The traditional wine press house whose origins go back a long time has 

been led by Erwin Stier in Bischofsheim since 1960. Jörg Stier has been 

managing the production of apple wine for more than 20 years. Besides 

the offer of classic apple wines a range of more than 40 different apple 

wine specialities has been developed in the past decades. These 

products are supposed to clarify the value of the domestic orchard to 

the customer in a new way. 

 Distribution and 

Marketing 

channels 

The products of the wine press house Stier are sold at the in-site shop 

of the wine press house, via specialist retailers in the region as well as in 

specialist shops in the big cities Berlin, Hamburg and Frankfurt. 

 

Marketing 

communication 

and services 

 

Besides product development and marketing of the apple wines it is of 

particular concern to the wine press master to give the people an 

understanding of regional apple wine production. For this purpose tours 

of the cellar, evening classes for adults learning how to press wine 

themselves are offered and they appear on the radio and TV. Apart 

from this, the entrepreneur has published several books with stories 

and anecdotes around the apple wine production. 

 References www.kelterei-stier.de 
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49 Truffles  

Burgenland-Trüffel (Austria) 

   

 

Potential products 

and product ideas 

After an extensive research on truffles and the possibilities of 

cultivation, Bernhard Mittermann and Jutta Nicka decided in summer 

2012 to establish a completely organic truffle plantation in the 

Südburgenland, Austria and founded the company Burgenland-

Trüffel. 

The first truffle plantation of the company Burgenland-Trüffel was 

created as a new establishment on farmland. But according to the 

founders it is also possible to turn existing forest resources into a 

truffle plantation.  

The first truffle plantation of the agricultural company was 

established in 3 phases. First and foremost, this procedure served as 

risk minimisation.  

At the beginning 3.400 m² of agriculturally used area was prepared 

for the cultivation of the truffle plantations. To start with, a trial 

plantation with 50 trees inoculated with burgundy truffles was set up. 

A newly created meadow orchard was added to the trial plantation. 

On the one hand it served as risk minimisation but also as enrichment 

of the visual landscape and to conserve old and formerly local fruit 

varieties. In the second phase the trial plantation was extended by 

110 trees inoculated with truffles and maintained. Apart from this, 

plantation lines were established. For the successful cultivation of the 

plantation an appliance room including a rainwater cistern was built 

as well as an irrigation plant for the plantation. An official permit was 

required for the construction of the appliance room.  

In order to prevent game browsing the plantation was fenced (450 

metres). For the fencing an official permit was required as well which 

was granted in 2013.  

Further works on the plantation involve regular mowing on the 

cropland and soil tillage. Irrigation of the plantation is only during 

extremely dry springs and summers necessary. 



 

 

49 Truffles 

 

Market 

environment and 

product strategy  

3-8 years after the successful establishment of a truffle plantation the 

first harvest can be expected. Upon the successful implementation of 

the first two phases and the first positive results, the plantation in 

Burgenland is supposed to be extended in a third phase and the 

cultivated area enlarged.  

Due to the conception of the plantation and the cultivation according to 

organic aspects as well as the combination with a meadow orchard, it 

can be assumed that the land management is close to nature and 

ecologically valuable. 

Although it is an innovative product there are already a very few 

vendors in Austria: Ronald Vogl, farmer is the proud owner of a truffle 

plantation of 1.5 ha (district Herzogenburg, Lower Austria). In 

November 2012 he harvested the first burgundy truffles after 8 years! 

Gerald Gruber harvested the first burgundy truffles from one of his 

truffle plantations (district Wiener Neustadt, Lower Austria) after 5 

years. Périgord truffles could be harvested on a second plantation after 

6 years during the winter season 2012-2013. 

One kilo of burgundy truffles generate about 400,- € on average. 

 Marketing 

communication 

and services 

The company’s own internet page with blog entries.  

 References www.burgenland-trueffel.at 
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50 Wild mushrooms  

BMD d.o.o (Serbia) 

  

 

Photo: U.Mantau 

 

Potential products 

and product ideas 

The family business BMD d.o.o. from Arilje in Serbia was founded by 

Vaso Kaljevic in 1989. The company processes and distributes a wide 

range of NWFPs from Serbian forests. These include dried boletus 

edulis and cantharellus, which are the most demanded products of 

the company. About 100 tons of fresh boletus edulis are annually 

marketed. The company founder Vaso Kaljevic is the holder of the 

public permit for picking wild fruits and berries in the region at the 

Golija mountains (e.g. boletus edulis, cantharellus and other fungus 

species, wild strawberries, blueberries, raspberries and 

brambleberries). A considerable amount of the mushrooms are 

picked in the UNESCO biosphere reserve Golija-Studenica. 

The use of pesticides in forestry is not permitted there. Depending on 

the season, 300 to 500 people pick the mushrooms in the Golija 

mountains and deliver them to the three collecting points of BMD. 

Wild mushroom picking and sustainability are strictly controlled. 

About 90% of the exported mushrooms are dried in the sun in the 

Golija mountains. This approach guarantees the gentlest way to dry 

the mushrooms so that they maintain a high level of vitamin D and 

vitamin B12 and keep the best flavour. 



 

 

50 Wild mushrooms  

  Subsequently, the dried mushrooms are sorted and packed in the 

company’s building. First of all, the dried mushrooms are sorted 

according to five different quality classes. Final residues of soil are 

removed as well as lignified patches or other patches spoiling either 

flavour or optics. After the sorting the dried mushrooms are 

immediately quick-frozen at minus 20°C. Chemical storage protection, 

pesticides, fumigation with the toxic gas methyl bromide or food 

irradiation for improved durability is not applied at BMD d.o.o. Export 

packaging offers most different packages ranging from 20g to 8 kg. If 

requested, the package is already labelled with the costumer’s label on 

the spot. At BMD’s about 30 people are employed for warehousing, 

packaging and administration. Along with the partners from the 

processing division BMD d.o.o. Organic probably offers employment or 

additional earnings to about 1000 people. 

 

Market 

environment and 

product strategy  

The decisive factor for the formation of BMD was the public permit for 

picking wild fruits and berries. The company founder Vaso Kaljevic 

trained and worked in the public enterprise for the picking of wild fruits 

and berries in socialist Yugoslavia. After the privatisation Kaljevic 

successfully obtained the public permit for wild harvesting. 

About 20% of the boletus edulis are marketed with the organic 

certificate. BMD d.o.o. holds a Certification of compliance with 

production rules equivalent to Regulations (EC) 834/2007 and (EC) 

889/2008. Organic certification by the organic control agencies BCS in 

Nuremberg and IMO in Constance helps BMD d.o.o. to enter new 

markets. About 20 tons of fresh boletus edulis are annually sold as 

organic certified products and marketed at best price. They are 

purchased e.g. by organic specialist shops and organic supermarkets. 

The organic certification also includes a limitation on the amount of 

mushrooms that can be picked in order to prevent overexploitation. 

 

Distribution and 

marketing 

channels 

 

In Germany the Serbian mushrooms are marketed by the import 

business Belt’s Bio-Produkte. It is the company’s aim to support the 

Serbian wild fruits and berries to gain access on the German market. 

 Marketing 

communication 

and services 

Word of mouth recommendations and via the internet. 

 References www.belt-biowelt.de 

www.BMD.co.rs 
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51 Hazelnut shells 

Yaksam A.S. (Turkey) 

  

 

Dionisvera / shutterstock 

 

Potential products 

and product ideas 

Ecological briquettes “Nutshell” are produced from ground and dried 

hazelnut shells without additives or chemicals. The briquettes offer an 

alternative fuel for fireplaces, barbecues and for kilns. The briquettes 

are an alternative to charcoal and wood briquettes. 

The company Yaksam Hane initiated the development and production 

of Nutshell briquettes themselves after completing their own 

research and development operations. It is therefore a relatively new 

product which has been marketed in Turkey since 2012. 

 

Market 

environment and 

product strategy  

Due to the fact that the hazelnut shells are not charred completely 

but are only smouldered, the finished briquettes can be packaged and 

stored tidily. The product smells pleasantly and very naturally. This 

fact ensures a pleasant smell while barbecuing and a delicious taste of 

the barbecued food. Moisture content amounts to about 3%. The 

proportion of ash amounts to 1% and is therefore lower than when 

burning wood. The briquettes have a high calorific value and a long 

duration of combustion. Heat value is higher than that of charcoal. 

The company Yaksam Hane initiated the development and production 

of Nutshell briquettes themselves after completing their own 

research and development operations.  



 

 

51 Hazelnut shells 

  The company Yaksan Hane is part of the Hane group which operates in 

the construction-, energy- and real estate sector. Yaksam Hane is the 

biggest producer of ecological briquettes. In 2011 Yaksam Hane 

invested in a briquette factory where the production of hazelnut 

briquettes was started in 2012. The ecological briquettes “Nutshell” and 

dried hazelnut shells are ground under high pressure and at a 

temperature of 450°C.  

Within the frame of investment decision in the sector of biomass the 

company Yaksam Hane started a research and development operation 

for ecological briquettes in 2011. As a result of these operations an 

investment for a new factory for the production of ecological briquettes 

made from hazelnut shells and from hornbeam was made. 

Subsequently the business for the production of ecological briquettes 

made from hazelnut shells was started in 2012.    

The harvest amount of hazelnuts in Turkey amounted to 660,000 tons in 

2012. With this Turkey is globally the biggest hazelnut producer and 

covers about 70% of the global supply.    

 

Distribution and 

marketing 

channels 

 

The ecological Nutshell briquettes can be purchased in Turkey in three 

big supermarket and furniture shop chains. 

The company manages halls in Ankara and Istanbul where the 

briquettes are distributed to national and international customers.  

Nutshell briquettes are available in different sizes and in packaging units 

of different sizes.  There are briquettes of special sizes according to 

their use. There are briquettes for barbecuing or for the use in 

fireplaces. Packaging units range from 3kg to 10kg. 

 

Marketing 

communication 

and services 

On its packaging the ecological briquettes “Nutshell” are advertised as a 

product 100% natural from agricultural production. 

The website www.nutshellenergy.com is available in 7 languages. 

 References www.nutshellenergy.com 
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52 Forest decoration material  

Forstverwaltung Schlosshof Garath (Germany)  

  

 

Photo: A. Schöpper 

 

Potential products 

and product ideas 

Schlosshof Garath manages an area consisting of 220 hectares of 

commercial forest, 28 hectares of farming area and 5 hectares of 

water area.  

The forest administration of Schlosshof Garath offers the following 

forest decoration products:  

Cut foliage of the following tree species: Weymouth pine, Nordman 

fir and Thuja plicata . Further tree species are available on request. 

Christmas Trees of various spruce and fir species.   

The fresh produce of cut foliage is bundled and conveniently 

packaged in packs of 5 kg. In order to guarantee fresh and durable 

produce, the produce is cut according to order. Depending on the 

order balance, the delivery is made within 24 hours. 



 

 

52 Forest decoration 

material  

   

  Christmas tree plantations of the forest administration are managed 

without using chemical fertilizers. Tress can be ordered up to a height of 

14 meters.  

 Distribution and 

Marketing 

channels 

Christmas trees are sold directly to consumers at the estate “Schlosshof 

Garath”. In the weeks before Christmas the trees are sold every day. At 

the last weekend before Christmas customers are invited to the forests 

to select and harvest their own Christmas tree.  

Schlosshof Garath offers special packages for Christmas parties of firms 

firms and groups with the option of selecting and harvesting own 

Christmas Trees.  

 Marketing 

communication 

and services 

Internet as well as word of mouth recommendation, newspaper 

advertisements, social media. 

 References www.schlosshof-garath.de 

 



 

    
 

Beverages and foodstuff 

53 Carob  

CioKarrua s.r.l. (Italy) 

   

 Target groups  Confectionary industry, ice-cream industry, bar, biscuit factory, pasta 

industry (fresh pasta), restaurant, herbalist’s shop, pharmacy, 

supermarket, food industry, baked products industry, pastry cook’s 

shop. 

 

Potential products 

and product ideas 

The enterprise CioKarrua s.r.l. is situated in Modica in the south-

eastern part of Sicily. The area is famous for its abundance of carob 

trees and is also called “the kingdom of carob”. The enterprise 

processes carob and manufacture sweets containing the regional 

resource. These traditional Mediterranean sweets have become 

rarities in the past, and so the enterprise is striving to preserve and 

promote them. The enterprise offers syrup of Carob Pulp, Carob Bon-

Bons, Biscuits, Chocolate of Modica, fluor of carob pulp, meal of 

carob seeds.  

The fruits of the Carob trees are harvested in the last days of August 

and in September. The fruits are then totally black and look withered. 

The fruit is lengthened and flattened: about 10 centimetres long and 

3 centimetres wide. In the inner part it contains approximately 10 

seeds. The gathering of carob tree pods is done manually by local 

farmers. They lay out nets on the ground below carob trees and then 

whacking the trees. Carob pods are then gathered into sacks and 

brought to the mill. There is one of the last remaining carob mills in 

Sicily in Frigintini next to the enterprise of CioKarrua s.r.l. The mill 

processesd about 330 tons of carob every year. 

At CioKarrua a machine breaks up the pods and seeds are being 

separated. The seeds are bagged and are sold to the food and 

cosmetic industry. The flour made from carob seeds is used as a 

natural thickener and gelling agent. The rest is ground up into various 

sized chunks and sold as animal feed.  

The carob silique is generally made up of 10% of seeds and 90% of 

pulp. The most important parts of the silique are the pulp and the 

seeds. Before milling the siliques, seeds and pulp must be divided.  

  



 

 

53 Carob 

   

 Market 

environment and 

product strategy 

Today Carob trees can be found in many regions in Italy. The majority of 

the Italian carob production takes place in the province of Ragusa in 

Sicily, with about 70 % of the total domestic production. There the 

Carob trees are a characteristic landscape element.    

 

Marketing 

communication 

and services 

Homepage of the enterprise is available in Italian and English.  

Recipe book on the homepage. 

The enterprise has the aim to prevent the increasing standardisation of 

flavours caused by industrial food production. 

 References  www.karrua.it 

http://blog.italian-connection.com/living-in-italy/carob-harvest-in-

eastern-sicily-food-culture-in-italy 
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54 Sweet chestnuts 

Avellino 

  

 

Photo: M. Mayr 

 

Potential products 

and product ideas 

In an area of approximately 3000 ha in the vicinity of Naples, edible 

chestnuts are produced. According to Italian categorizations, the area 

is classified as forest and, for the production, a mark of origin 

according to EU Regulation 2081/1992 was granted in 1996. This 

infers a thoroughly prescriptive method of production.  

An important non-material target is the preservation of the rural 

culture of chestnut producers in this area.  

The traditional product is very much linked to the area. This link is 

underlined by the mark of origin. The application for the mark of 

origin is a further development of an already existing marketing 

strategy for chestnuts. It is significant that only local producers can 

obtain the mark of origin and for this purpose have to register with 

the community. The proper usage of the label is controlled by an 

official testing laboratory for agricultural products and by local 

authorities. Apart from the certified chestnuts, other suppliers offer 

chestnuts without a certificate.  

The price of certified chestnuts however is about 10-30% higher than 

that of uncertified chestnuts.  



 

 

54 Sweet chestnuts 

   

 Distribution and 

Marketing 

channels 

Associations of producers distribute the product to a large extent. 

Important legal requirements are the regulations involved with 

certification.  

 

Marketing 

communication 

and services 

In the future there will be a union between regions, which will be 

especially in charge of marketing activities.  

Events, promotional shows and television broadcasts are used for 

communication.  

 References RES project 
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55 Sweetener made from birch bark  

Birkengold GmbH (Austria) 

   

 

Potential products 

and product ideas 

The product offered is called Birkengold (“birchgold“). It is a 

sweetener made of natural herbal resources. Birkengold is a 

sweetener which is suitable for diabetics, has been proven to have a 

preventive effect regarding caries and contains 40% less calories than 

sugar.  

The product Birkengold consists of pure xylitol which is produced 

from fibres of birch bark and beech bark. The bark, necessary for the 

production of xylitol, comes from Austrian and Finnish deciduous 

trees. Here the bark represents a byproduct of timber harvesting and 

processing operations. The production of xylitol from birch bark takes 

place in both of these countries. 

The enterprise Birkengold GmbH was founded two years ago by two 

people as a step into self-employment. The idea for it arose from a 

holiday trip to England where the product is sold in wholefood 

markets. 

 

Market 

environment and 

product strategy  

The firm Birkengold distributes the product on the European market. 

Xylitol is purchased by the only producer in Europe. 

Birkengold’s products are distributed via the Austrian wholesale 

specializing in organic produce. Furthermore, the company cooperate 

directly with wholefood shops and health food shops in Austria. 

A further sales channel is the online shop on the company’s website. 

Moreover, the company cooperates directly with health centres, 

pharmacies and therapists in Austria as well as with gastronomy 

businesses. 

 

 



 

 

55 Sweetener from birch 

bark 

 

Marketing 

communication 

and services 

Birkengold’s labels are illustrated with dwarfs. Four different dwarf 

characters were invented, all of which have their own story. Birkengold 

uses the dwarfs as a sort of self-designed „certification label“, as they, 

according to the manufacturer’s information make sure that 

development, production and delivery take place on a fair and organic 

basis. The product does not bear an organic seal.  

Birkengold is sold as sticks of 4g, in jars of 140g, in refilling bags of 500g 

and in bulk bags of 4kg/8kg/12kg/25kg for bulk consumers. In addition 

to this, there are processed products which are sweetened with 

Birkengold, as e.g. muesli, biscuits, fruit spread, chocolate, chewing 

gums, tooth paste, baking mixtures etc. 

Website, blog, facebook, 

Advertisements in specialist journals 

Information flyers 

Recipes available on the blog 

Information about recipes, events, reductions are provided via a 

newsletter once a month 

 References www.birkengold.at 
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56 Honey with boletus 

The Art of DAR (Romania) 

  

 
Alter-ego / shutterstock 

 

Potential products 

and product ideas 

Boletus honey is one of the most exclusivist products across Europe. 

Boletus is hand-picked by local farmers. Boletus grows in coniferous 

forests and deciduous forests, around mountain and hill side areas. 

The process takes place from the end of spring until beginning of 

autumn which allow the boletus to be predominantly found in the 

before mentioned areas. Only the most healthy and fresh specimens 

are used to produce the specialty honey. They are partially dried and 

left to soak in honey for approximately 2 months, thus allowing the 

boletus flavour to mix with the sweetness. The honey is also superior 

quality and is purchased from local bee-keepers at very competitive 

prices. Alongside the manufacturing aspect we can also observe a 

very important part of craftsmanship which can be found in the 

region as each and every unit of boletus honey is bottled in locally 

manufactured glass containers, by specialist glass maker. For 

example, in the region of Şelimbăr, with the purchase of a unit of 

honey, you will receive an oak frame, a silver spoon, both hand-made 

in local shops, alongside a hand-woven bag made in Cizer area using 

old traditional tools, which in turn can used to store the spoon. 

The enterprise The Art of DAR is located in Zalău in the north-western 

part of Romania. Boletus can be hand-picked from the forests around 

the city of Salaj. 



 

 

56 Honey with boletus 

 Market 

environment and 

product strategy 

Romania is considered to be the biggest supplier of boletus in Europe. 

 Distribution and 

Marketing 

channels 

Retailers and online-shop. 

 

Marketing 

communication 

and services 

The product was first presented at Sial Paris Expo in 2012. The Art of 

Dar promotes cultural and traditional values and strives to preserve the 

biodiversity of Tarnava Mare and Valea Bacaului regions.  

Every unit of boletus honey is bottled in locally manufactured glass 

containers, by specialist glass maker. For example, in the region of 

Şelimbăr, with the purchase of a unit of honey, you will receive an oak 

frame, a silver spoon, both hand-made in local shops, alongside a hand-

woven bag made in Cizer area using old traditional tools, which in turn 

can be used to store the spoon. 

Moreover, a program has been launched that enables the plantation of 

5 oak trees for every unit of boletus honey purchased. The program is 

expected to have allowed over 10000 oak trees to be planted by its end 

period. 

Homepage of the enterprise is available in Romanian only. 

 References www.artofdar.ro 
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57 Wild mushroom picking permits 

Consorzio Comunalie Parmensi (Italy) 

   

 

Potential products 

and product ideas 

Mushrooms are a traditional forest product and establish an 

important source of income for the inhabitants of the Val di Taro. 

Business with permits for the gathering of mushrooms began in 1964 

and has continued to the present, despite some legal changes. 

The product is derived from the ideas of forest owners, and legal 

regulations allow them to issue permits for the gathering of 

mushrooms. Such permits are also sold by neighbouring communities. 

In areas with an FGO certificate (EU standard 208/92), the price is 

around 30% higher. 

A certain part of the forest is dedicated to producing mushrooms, and 

there is competition between the transformation of brushwood to 

high forest and the marketing of mushrooms. In the case of managing 

the forest as brushwood, mushroom production is complementary to 

timber production.  

There are problems with former inhabitants who have moved and 

now gather mushrooms without permission. Bookkeeping and cost 

calculation are considered not to be important. There are problems 

with the controlling of permits. Conflicts arose with the regional 

forest authority and with the Comunita Montana. It took a certain 

time before the ticket system was accepted. Furthermore, it was 

necessary to introduce a price reduction for the local inhabitants. 

 Market 

environment and 

product strategy 

The consortium has negotiated a contract with the Comunita 

Montana, which allows the issue of permits. There is no restriction of 

forest economy by legal regulation or the marketing of RES products. 

The business target is to supply the community with a source of 

income to be able to finance social issues. 

 Distribution and 

Marketing 

channels 

Demand is restricted to the mushroom season. The permits are also 

sold in pubs. 

 References RES project 
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58 Truffles 

SC Trufa rom SRL (Romania) 

  

 

Photo: U.Mantau 

 Target groups Restaurants, general public, special clients 

 

Potential products 

and product ideas 

Chocolate truffle candy, cheese with truffles, olive oil with truffles, 

mushroom sauce with truffles. 

The enterprise SC Trufa rom SRL is situated in Alesd in the north-

western part of Romania. Collection and distribution firm truffles, 

mushrooms, berries, edible plants. Sells both fresh and frozen 

products, dried or canned, high quality. 

Harvesting truffle with dogs especially trained for this purpose. 

 Distribution and 

Marketing 

channels 

In the season truffles are sold fresh and in the rest of the year frozen 

or canned.  

On the homepage of the company an online-shop is accessible.  

 Marketing 

communication 

and services 

The enterprise has the aim to prevent the increasing standardisation 

of flavours caused by industrial food production. 

The homepage of the enterprise is available in Romanian and 

Hungarian.  

 References www.trufarom.ro 
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59 Truffles 

Tryffikultur AB (Sweden)  

   

 Target groups Plant growers and truffle cultivators.  

 

Potential products 

and product ideas 

The enterprise Tryffikultur was founded by Christina Wedén and Lina 

Pettersson in Sweden. The enterprise is specialized on truffles and in 

particular on the cultivation of truffles in Sweden. Tryffikultur offers 

the following products and services: 

Advice 

Advice for truffle cultivation which is directed towards interested 

truffle cultivators in northern parts of Europe. Tryffikultur assists in 

planning, planting and developing truffle cultivations in northern 

Europe. Therefore the founders of Tryffikultur rely on their own 

experiences made in Sweden and knowledge which they gathered in 

France, Italy, New Zealand and Australia.  

Certification of truffle plants 

The enterprise offers the control and implementation of certification 

services to growers and sellers of truffle plants. Trees and shrubs for 

truffle cultivation of good quality are seen to be a prerequisite for the 

future production of truffles. The certification guarantees that the 

roots of the trees are sufficiently colonised by truffle mykorrhiza.   

Cultivation of truffles  

The right place is important for the growth of truffles. Therefore 

Tryffikultur offers soil analyses in order to find the right place for the 

cultivation. But also after planting a truffle cultivation, Tryffikultur 

offers services and advice for controlling and improving the 

production processes.  

Courses and presentations 

Tryffikultur offers courses on how to cultivate truffles in Sweden. 

They give presentations and organize events and higher level 

education.   
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 Market 

environment and 

product strategy 

As truffles grow below the soil surface they are not subjected to the 

“Allemansrätten”. Also in Sweden the growing truffles belong to the 

(forest) landowner.  

Truffles are cultivated in Sweden by planting colonised trees. After about 

ten years the first truffles are to be expected and thereafter every year in 

the season from October until December can be harvested.  

There are many truffle species growing in Sweden among which Tuber 

melanosporum and Tuber ucinatum. The latter was found in Sweden at 

first in 1977 and thereafter ever again at several places at the islands of 

Gotland and Öland.  

 Marketing 

communication 

and services 

Every year in August there is a Truffle festival at the island of Gotland. 

Tryffikultur offers courses and lectures at this event. The enterprise also 

offers Truffle hikes in the south eastern parts of Sweden.  

 References www.tryffikultur.se 
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60 Mushrooms cultivated 

Chido UG (Germany) 

   

 Target groups The gourmet mushrooms cultivated on coffee grounds are sold to 

Berlin restaurants. 

For consumers valuing quality and freshness and who are prepared to 

spend a bit more money for upmarket food, dried mushrooms or the 

“Home Growing Kit” can be purchased. 

 

Potential products 

and product ideas 

Gourmet mushrooms cultivated on coffee grounds 

The gourmet mushrooms are cultivated in Berlin on a substrate for 

cultivation made from coffee grounds and sold to restaurant in the 

city. The company’s employees collect the coffee grounds in Berlin 

cafés with the help of electric cargo bikes. These coffee grounds serve 

as a substrate for the cultivation of mushrooms. As further product 

the company offers the so-called “Home Growing Kit” with the help 

of which every customer can cultivate mushrooms on coffee grounds 

at home as well. 

The Chido UG is a community of entrepreneurs which have joined 

forces in 2010. The name Chido consists of Chi, which is Japanese for 

soil and Do which means path or lesson. Therefore, the name Chido 

stands for the various lessons which can be drawn from nature. The 

business model of Chido UG was inspired by the blue economy 

initiative. The objective is mushroom production without waste and 

emission. Above that, the community wants to support chosen 

development projects with the profits of the enterprise. 

In 2011 the first small production site was established and the 

approval for the production granted by the public health office was 

acquired. In autumn 2011 they entered the market with the brand 

“Chido’s Mushrooms”. As an expansion of the product line the 

product “Home Growing Kit” was eventually introduced in autumn 

2012 and at the same time a bigger production site was opened in 

Berlin. In 2013 the new product dried mushrooms was introduced. In 

the recent past a cooperation with international partners was 

established and an inclusion model in Berlin was introduced. 



 

 

60 Mushrooms cultivated 

 

Market 

environment and 

product strategy  

About 60,000  tons of cultivated mushrooms are annually produced in 

Germany. However, consumption in Germany amounts to about 

260,000 tons annually. As a consequence the mushrooms sold in 

Germany have often been transported over long distances. Additionally, 

fresh wood and straw are required for the cultivation of the 

mushrooms. 

 Distribution and 

Marketing 

channels 

 

The gourmet mushrooms from own cultivation are delivered to Berlin 

high-end gastronomies.  

The products are sold to end costumers via their own commercial shop 

or via orders from the online shop. Vouchers and subscription sets on 

offer can be found there. 

 

Marketing 

communication 

and services 

 

In 2012 first PR activities began and the first cooperation with a partner 

company was started. In 2012/2013 first TV reports followed and the 

company participated in trade fairs. They also participated in 

competitions and won awards for sustainable and innovative business 

models. 

 References www.chidos.org 

www.frischepilze.com 

www.green.wiwo.de 

 



 

    

    

  

Personal care products 

61 Wild boar bristle brushes 

Wild Good Living (Latvia) 

  

 

www.wild-good.com 

 

Produktpotenziale 

und Produktideen 

The company Wild Good Living was founded in Latvia. It is specialized 

on the production and trade in hairbrushes and wooden combs.   

The hair brushes are made from wood and wild boar bristles and are 

produced in Latvia. All raw materials used for the production of the 

brushes are sourced from the forests in Latvia.  

The hair brushes come with a leather etui and are delivered to the 

customers via mail. On demand customers can get their names 

engraved on the wooden part of the hair brush.  

The idea for the utilisation of wild boar bristles was generated by the 

company founder after a successful hunt in the Latvian forests.  

The initial idea was to make use of the natural resource wild boar 

bristles and to make use of them for the care and the beauty of 

natural and healthy hairs.  

The company offers a lifelong guarantee on the wild boar bristle 

brushes.  



 

 

61 Wild boar bristle brushes 

 Distribution 

marketing 

channels 

 

Wild Good runs an online-shop on the company’s homepage. The 

products are being delivered to customers all around the world.  

The company also runs a market stall at various festivals and fairs.  

In Latvia there also some retailers selling the products of Wild Goods 

Living.   

 

Marketing 

communication 

and service 

 

The modern homepage of Wild Good is only available in English. A mail-

newsletter is offered giving interested customers the chance to get 

informed about new products and sale opportunities. The company is 

also active in social media.  

The company exhibits its products at various festivals and fairs in Latvia 

as well as in neighboring countries such as the Helsinki Design Week in 

Finland.   

Wild Good Living advertises the natural care of wild boar bristles for 

hair care purposes.  

By using the wild boar bristle brushes the natural ingredients in wild 

boar bristles help to clean and care the hairs naturally by simply using 

the brush regularly.  

 References www.wild-good.com 

 



 

    

 

Beverages and foodstuff 

62 Acorn flour  

Naturata (Turkey/Germany) 

   

 

Potential products 

and product ideas 

Grain coffee with acorn flour. The acorns are added in order to round 

off the flavour. The raw materials used for the product come mainly 

from organic production. The acorns are harvested manually in oak 

forests in Turkey. These forests are of controlled organic cultivation.  

The final product is produced in a family business in Switzerland. 

Naturata AG was founded in 1976 and has meanwhile evolved into 

one of the leading vendor for food from biodynamic and organic 

farming. Under the brand Naturata about 300 products of premium 

quality are offered.  

 

Market 

environment and 

product strategy  

Securing raw materials plays a decisive role for the company’s success 

due to the still strongly increasing demand in organic food shops. 

Securing raw materials is therefore central within the business 

objectives. Apart from this, launching new products, steadily 

professionalising internal processes, consistent market leadership and 

the employee’s dedication are decisive for the company’s success. 

 

Distribution and 

Marketing 

channels 

 

After its foundation the company Naturata initially acted as a 

wholesaler on the organic market. The company started developing 

and marketing products of organic quality due to the fact that not so 

many organic products were available at that time. The company has 

been steadily developing from its original capacity as a wholesaler 

into a premium organic brand manufacturer. Since 2003 logistic 

services have been taken over by Naturata Logistik eG. Naturata AG 

concentrates on the development and the marketing of food of 

Demeter- or organic quality. Today Naturata products can be 

purchased in German organic food specialist trade and apart from 

this, are exported to 30 countries worldwide. The company relies on a 

two-stage approach regarding organic food trade and therefore 

collaborates with all the organic food wholesalers in Germany and 

other German-speaking countries for the supply. In addition to this, 

all the products can also be ordered in the online shop on the 

company’s website. 



 

 

62 Acorn flour 

 

Marketing 

communication 

and services 

 

A large proportion of Naturata’s products are certified according to 

demeter guidelines and bear a fair trade label. As a basic principle 100% 

of the ingredients are listed on the label. And, if possible, the origin of 

the raw materials is indicated on the packaging, often projects are 

introduced. 

Naturata uses climate-neutral packaging for the grain coffee. In 

conjunction with myclimate Naturata compensates the carbon emission 

which arises due to production and transportation of packaging. 

Promoting healthy co-existence of humans and the environment as well 

as its maintenance and development is Naturata AG’s objective. 

Therefore, the costumer remains in the forefront of all activity. In order 

to provide customers and organic trade with highest natural products 

the customers’ wishes are implemented together with the producers 

and trade partners. The company envisages being their customers’ 

partner for organically and bio-dynamically produced natural products.  

At Naturata’s the relations with customers, vendors and employees are 

fair, friendly and based on partnership. Long-term relations with the 

partners are their aim. Naturata AG places value on sustainable 

economy for the entire value creation process. Naturata uses its status 

as a pioneer in organic trade to generate sustainable revenue which is 

put into use for the promotion of social and environmental topics.  

The new form of organisation as an incorporated company was chosen 

in 2003. The basis was and is to jointly work towards the goal. The 

Naturata shareholders are vendors, wholesaler, retailer, end-consumers 

and also employees. Many of the  partners in daily economic process 

count among our shareholders as well. They share our visions and do 

not only strive for the highest profit possible. 

 References www.naturata.de 

 



 

    
 

Beverages and foodstuff 

63 Wild mushrooms 

Del Monte de Tabuyo (Spain) 

   

 Target groups Customers in the restaurant of Del Monte de Tabuyo come from 

different places. About one fourth comes from the local community, 

about 21% lives within the Comarca boundaries; the remaining 55% 

comes from other regions and also from foreign countries. The 

majority of the restaurant clients minds whether they are eating wild 

or cultivated mushrooms.  

About 60% of restaurant clients also buy products from Del Monte de 

Tabuyo’s local shop. Very few restaurant customers (about 7%) 

declared to use the online shop to buy products: these customers buy 

products also in other online shops. 

 

Potential products 

and product ideas 

Del Monte de Tabuyo, sl. is a small company, owned by 5 women, 

processing and selling products with wild mushrooms. The processed 

mushrooms are used on the own restaurant and the products with 

wild mushrooms such as tomato sauce with boletus, mushrooms 

cookies and jam, butter beans with mushrooms, and pate are sold in 

the local shop and via the own online shop. In the restaurant special 

mushroom menus are offered.   

The company Del Monte de Tabuyo  is provided with wild mushrooms 

from a local cooperative which has all the legal permissions to ensure 

the traceability of the product. The five women of Tabuyo are proud 

to have the full control of the whole supply, as they collect, 

transform, pack, sell and cook mushrooms and products.  

 Distribution and 

Marketing 

channels 

The company has three selling channels: the restaurant, the local 

shop and the online shop. 

 Communication 

and services 

The homepage of Del Monte de Tabuyo as well as the online shop are 

available in Spanish only.  

 References Star Tree Deliverable D 3.4 

www.delmontedetabuyo.com 



 

 

 



 

    

    

  

Personal care products 

64 Organic cosmetic products 

Lumene (Finland) 

   

 

Produktpotenziale 

und Produktideen 

The brand Lumene was created in 1970 by a pharmaceutical company 

which was founded in the late 1940s. Already after a few years on the 

market the brand Lumene became the market leading skincare and 

cosmetic brand in Finland. The success of the brand might also be 

partly explained by the natural ingredients used by Lumene. The 

company was the first worldwide to use handpicked forest berries 

which are being refined by science. “Each and every berry in our 

products is carefully handpicked to not damage the eco system, and 

expertly treated to preserve its potency. The vitamins and 

antioxidants are safely extracted with absolute precision. 

The success factor of the brand might be the combination of wild 

harvested ingredients with technological and scientific expertise of a 

former pharmaceutical company to create innovative and bioactive 

skincare and cosmetics. “Lumene was created to combine the best of 

nature with the best of science to illuminate natural beauty in all.” 

   

 Marktumfeld und 

Produktstrategie 

In 2013, Lumene group's net sales amounted to €90 million. The 

company has about 530 employees, 330 of whom work in Finland 

Almost half of the company’s net sales are generated from its home 

market of Finland, and more than 50% come from the international 

markets - Russia, Scandinavia and USA.  

 Distribution und 

Kundenkontakt 

 

Today, the brand is available internationally – with significant 

presence in Sweden, Russia and the US.   

 



 

 

64 Organic cosmetic 
products 

   

 

Marketing- 

kommunikation 

und Service 

 

“With the wild Arctic ingredients growing in our own backyard, we have 

a deep understanding of their powers – and how to benefit from them”  

“Combining our insight of the power of wild arctic nature with our 

scientific expertise has been our recipe for illuminating beauty for more 

than 40 years. But benefiting from these natural powers, also means we 

need to care for them and the environment around us.” 

(www.lumene.com). 

The company cooperates with the Finnish Association for Nature 

Conservation (FANC) in protecting water-based environments. The main 

area of work is the restoration of small rivers and springs and the 

preservation and protection of peat lands. The company further applies 

and environmental certification system complying with the ISO 14001 

environmental standard.  

Lumene uses alternatives methods to ensure the safety of products and 

does not test products on animals.  

 Impressum www.lumene.com 

 



 

    

 

Personal care products 

65 Organic cosmetic products  

Belmar cosmetics GmbH  (Germany/Bosnia-Herzegovina) 

   

 

Potential products 

and product ideas 

Assortment of organic cosmetics with body- and facial care products. 

All the products are developed to 100% on a plant basis and are free 

from artificial additives and aromatic fragrances. 95% of all 

ingredients stem from organic controlled production or from 

controlled wild harvesting respectively.  

Collecting permits regulate controlled organic wild harvesting. In 

addition to this, wild harvesting is monitored and controlled by 

Ecocert. Wild harvesting of the raw materials is a complex manual 

labour and takes place in the Dalmatian region. The major part of the 

raw material which is used for the production is from a mountainous 

area in Bosnia-Herzegovina. Collecting and distilling herbs and plant 

has been a long tradition there. The activity of collecting herbs and 

plants has been a basis of life passed on from generation to 

generation.  

Examples for raw plant material from wild harvesting are: Common 

juniper, ceder-juniper, black pine, silver fir, spruce. 

The products with their natural ingredients are produced by means of 

an authentic production method. Basis of the value creation process 

is traditional distillation of essential oils and hydrolates. The cosmetic 

products are examined by the Institute for Marketecology imocontrol. 

The company Belmar cosmetics GmbH was founded by Josef Belt at 

the end of 2009. The company headquarters is located in Landshut. 

The core of the company is a cooperation with the firm Belmar Aroma 

Care in Bosnia-Herzegovina which produces hydrolates and essential 

oils. This cooperation allows Belmar to cover the entire value-added 

chain from the collection of raw materials and the distillation to the 

production of cosmetics. The aim of the cooperation is to extend the 

offer of organic cosmetics and that it becomes a holistic series and 

that the assortment establishes itself on the market. 



 

 

65 Organic cosmetic 
products  

   

 

Market 

environment and 

product strategy  

Certification of natural cosmetics in Germany is neither legally defined 

nor uniform. 

In order to advance interests of cosmetic producers who produce 

cosmetics without animal testing, several firms, among others Belmar 

cosmetics as well, have formed the “Herstellerverband 

tierschutzgeprüfter Naturkosmetik und Naturwaren e.V“ 

(manufacturing association against animal testing in cosmetics). 

 Distribution and 

Marketing 

channels 

Belmar cosmetics‘ products can be found in numerous shops 

throughout Germany. In addition, they also collaborate with a number 

of wholesalers in Germany and distributors in 10 European countries. 

A further distribution channel is online shops which are specialised in 

natural cosmetic products. 

 

Marketing 

communication 

and services 

 

The natural cosmetic products by Belmar cosmetics have been awarded 

the highest quality level “organic cosmetics” by “NaTrue”, one of the 

strictest natural cosmetic seals. The seals by NaTrue were brought into 

being by the European Natural and Organic Cosmetics Interest Grouping 

E.E.I.G. in 2008. There are three quality levels to be distinguished:” 

natural cosmetic, natural cosmetics with an organic potion, organic 

cosmetics”. 

Company philosophy: Belmar cosmetics would like to familiarize and 

acquaint people with elemental odours and tastes of nature. Respecting 

nature as well as authenticity and transparency regarding the 

ingredients are only few of many more key words from Belmar’s 

company philosophy. 

 References www.belmar-cosmetics.com 

 

 



 

    

 

Beverages and foodstuff 

66 Mushrooms and Berries 

Fungo Trade (Serbia) 

  

 

Photo: U. Mantau 

 Target groups  Wholesaler for organic mushrooms, berries and nuts at the European 

food market. 

 

Potential products 

and product ideas 

Main business activity of Fungo Trade is trading wild forest 

mushrooms in particular Boletus species and Cantharellus species.  

The mushrooms are harvested manually in the forests of Serbia and 

neighboring countries and are bought by the trade enterprise.  

Fresh mushrooms are sold in 400g up to 3kg baskets. The enterprise 

also trades frozen and preserved mushrooms. Frozen mushrooms are 

sold in 8kg or 10 kg boxes and preserved mushrooms in 150 kg tons.  

Lately Fungo Trade invested in processing dried mushrooms and 

selling them to end consumers in single use packages under the own 

label via supermarkets.  

Besides mushrooms Fungo Trade also trades with juniper berries in 

30 kg loads as well as sweet chestnuts and walnuts.  

The enterprise Fungo Trade is situated in South-East Serbia. It is 

specialized on the export of wild harvested mushrooms and berries 

from the forests of Serbia, Macedonia, Montenegro and Kosovo.  



 

 

66 Mushrooms and Berries 

   

For more than 20 years is Fungo Trade exporting to the European food 

market. The long lasting export activity and the trustful cooperation 

with customers has resulted in an ever expanding trade activity.  

All products traded are 100% certified organic. Therewith Fungo Trade 

has a significant position on the European food market for organic 

certified products.  

 Market 

environment and 

product strategy  

For purchasing, storage and processing and trade of wild forest 

products such as mushrooms and berries, Fungo Trade needs to 

develop and implement the so called hazard analysis and critical control 

points (HACCP) concept. 

 

 

Distribution and 

Marketing 

channels 

 

Smaller amounts of fresh raw material are being delivered to the 

customers by company owned vehicles. For larger quantities, the 

enterprise cooperates with specialized transport service providers.  

 Marketing 

communication 

and services 

 

Fungo Trade runs its own website. It is available in 4 languages (Serbian, 

English, German and Italian). The enterprise is also active in social 

media such as facebook.   

 References www.fungotrade.com 

www.facebook.com/pages/FUNGO-TRADE 

Star Tree project 

 



 

    
 

Beverages and foodstuff 

67 Seasonal foraged foods 

Wild Pickings (Wales) 

   

 Target groups First foraging walks were run, initially for family groups 

Wild Pickings also offers courses for local people, school groups and 

young people who are not in employment or education, as well as 

tourists visiting West Wales. 

Manufactures products are varied over the seasons and the years by 

making changes to each seasons’ batch of produce, and by 

introducing new recipes and flavours to keep existing customers 

returning to try new tastes and enticing new customers in. 

 

Potential products 

and product ideas 

Wild Pickings is a small company founded and run by Jade Mellor. The 

business model combines the manufacture and sale of wild pickings 

(such as hawthorn ketchup, rose-petal salt, wild garlic pesto, bilberry 

syrup, seaweed salt and pickled samphire) with foraging walks and 

courses, cookery demonstrations and small scale catering for events. 

The small company provides a full time living from NWFPs by 

combining production and sale of goods with NWFP services.   

As with many sole trader businesses, having a regular income from 

part time employment while setting up the own business was 

important for Wild Pickings. It was only with increasing turnover and 

addition of new products and services that Wild Pickings provided 

enough income to support a person full time. At first profits of Wild 

Pickings were used to purchase equipment or to pay for stall space at 

markets. Later profits were used for marketing and to provide match 

funding for the grant that was accessed to develop the shop 

premises. A more permanent kitchen base in a small wooden shed 

outside was built to save on paying rent. Stainless steel worktops and 

equipment were acquired with the profits from Wild Pickings. 

In 2004 the founder of Wild Pickings started gathering produce and 

developing products for self-consumption only. The background in 

horticulture gave a base from which Jade Mellor increased her 

knowledge of plants. Further inspiration came from books and 

friends. As there was little or no information about foraged food as a 

trade in Wales or the UK, information about products and marketing 

was sourced online from a Canadian website.  



 

 

67 Seasonal foraged foods 

  The success of the walks led to a contract as an animateur for an 

Aberystwyth University’s Centre for Performance Research project. New 

more adult-focused foraging walks were created and they proved very 

successful. In 2011 Wild Pickings was offered a contract through Small 

World Theatre  to  run foraging workshops that would span four 

seasons.  The aim was to inspire artisans  in the  area  to provide   

activities   outside   the   usual   tourist season and     to provide a     

space     for collaboration.     

Wild Pickings foraged materials come from within a 25 mile radius, with 

the majority coming from within a 3 mile radius. Each site is visited 

infrequently so as to rotate what is picked and have minimal impact on 

each location. 

 

Market 

environment and 

product strategy  

A key element to Wild Pickings is the collaboration with other small 

businesses and organizations, whether selling the produce in the 

market, at food festivals or events, online or in the shop. Working 

alongside other grassroots level sole traders ensures new audiences are 

introduced to the products, and helps all the businesses involved 

remain sustainable. This is vital in a rural area with a low population, 

and a heavy reliance on a seasonal influx of tourists. The two key 

themes that run through Wild Pickings’ development are collaboration 

and sustainability. 

The Theft Act (1968) in Wales states that ‘A person who picks 

mushrooms growing wild on any land, or who picks flowers, fruit or 

foliage from a plant growing wild on any land, does not (although not in 

possession of the land) steal what he picks, unless he does it for reward 

or for sale or other commercial purpose’. Thus picking for personal use 

is legal on any land to which you have access. In order to pick for 

commercial purposes you need to have permission from the landowner. 

Agreements with landowners are in place for all sites of foraging of Wild 

Pickings. The agreements tend to be informal, verbal agreements and 

payment is usually in Wild Picking products. 

Advice from Ceredigion County Council’s Food Safety Officer provided 

the impetus for an agreement to rent the kitchen at the local village hall 

in order to trial creating own products. In 2009 an application for a 

trading licence was issued and advice from the local Environmental 

Health Organisation received. A Food Safety Awareness Training had to 

be completed.  

The founder contacted Trading Standards Services for more information 

on product labelling and weights and took out public and products 

liability insurance for the sole trader name, Wild Pickings. Wild Pickings 

received business support from a local social enterprise that provides 

specialist advice and support through the Welsh Government business 

support scheme. The local enterprise referred Wild Pickings to the 

Micro Business Investment Fund administered by the County Council. 

Wild Pickings was awarded 3000 pounds, most of which was spent on 

refurbishing the old shop, which now hosts a sales area, a kitchen and a 

large workshop space.  

For the development of the Wild Pickings website, the Micro Business 

Investment Fund free ‘Web Surgery’ was taken advantage of. 



 

 

67 Seasonal foraged foods 

 

Distribution and 

Marketing 

channels 

 

By bringing foraged products directly to consumers at local markets, 

Jade Mellor could address the disconnect between producer and 

consumer. Wild Pickings first stall at a Farmers market was in 2010. 

Feedback about the products from market customers and tradespeople 

helped inform the creation of new recipes. 

Wild Pickings first online sales were through the website ‘Handmade in 

the Hills’. As this website closed down in 2013, a new Etsy online trading 

account was opened. Etsy is an online marketplace with low selling fees 

and a marketplace where people around the world connect to buy and 

sell unique goods, particularly handmade goods.  

In 2014 an abandoned shop space in Cardigan was jointly rented by 

Wild Pickings and a clothing designer and a retail outlet and workshop 

opened. 

 

Marketing 

communication 

and services 

 

The courses are advertised via local organizations, as well as the Wild 

Pickings website and social media. Marketing costs for Wild Pickings 

were reduced as each collaborating organization advertised Wild 

Pickings events free of charge. Facebook and Twitter social media 

accounts were created to raise the profile of Wild Pickings. An article 

about Wild Pickings was published in a Country Living magazine in 2014. 

Since then, sales have increased and more people are visiting the local 

area to attend Wild Pickings events. 

 References www.wildpickings.co.uk 

Star Tree partner interview 



 

 

 



 

    
 

Decorative items 

68 Christmas trees label of origin 

Waldbesitzerverband Rheinland-Pfalz e.V.  (Germany) 

  

Photo: Waldbesitzerverband Rheinland-Pfalz 

 

 Target groups Christmas tree buyers.  

 

Potential products 

and product ideas 

In 1999 the working group Rhineland-Palatine Christmas tree 

producers was founded under the umbrella of the forest owner 

association Rhineland-Palatine. It is the working group’s goal to 

promote the production of Christmas trees and cut foliage for 

decorative purposes and to bring about an improvement of market 

share of domestic Christmas trees.  

This takes mainly place by means of the members’ exchange of 

experience at meetings, excursions and conferences. Beyond that, the 

working group has developed a concept. The specially designed label 

of origin “Weihnachtsbäume aus Rheinland-Pfalz” (Christmas trees 

from Rhineland-Palatine) counts among it.  

The label of origin „Christmas tree from Rhineland-Palatine“ (from 

now the term “label of origin is used”) is a registered trademark of 

the forest owner association Rhineland-Palatine and can only be used 

by members of the working group “Rhineland-Palatine Christmas 

tree” within the frame of marketing of Christmas trees. 

 



 

 

68 Christmas Trees 

   

 

Market 

environment and 

product strategy  

About 24 million Christmas trees are annually sold throughout 

Germany. About 210,000 tons of cut foliage for floristic purposes used 

for wreaths and floral arrangements can be added. 65% of the 

Christmas trees are from Germany. The rest are mainly imported from 

Denmark and other neighbouring countries. Now more than 70% of all 

the Christmas trees are Nordman firs. Nordman firs are becoming 

increasingly popular.  

The forest owner association in Rhineland-Palatine has formulated 

guidelines and quality standards which regulate the application of the 

protected label of origin by the members of the working group 

“Rhineland-Palatine Christmas tree”. By accepting these guidelines the 

members are authorised to use the label of origin “Christmas tree from 

Rhineland-Palatine” and can obtain the provided advertising material.  

Only those Christmas trees which fulfil all the following criteria can be 

labelled with the label of origin: 

1. The Christmas trees originate exclusively from domestic production 

from the state Rhineland-Palatine. Harvesting of the Christmas trees 

starts at the 1st of advent at the earliest. Labels indication regional 

origin and freshness may be added as well. 

2. The banderol with the label of origin may only be used once. 

3. The trees have to be labelled with the banderol before selling. 

4. It is prohibited to remove the banderol and attaching it again. Neither 

may it be reproduced. Only original banderols with a serial number may 

be used. 

5. The banderol has to be attached to every tree which is intended for 

sale. 

6. Compliance with the guidelines of the label of origin are controlled by 

the association of forest owners for Rhineland-Palatine or by a person in 

charge. For this purpose free access to the production facilities of the 

Christmas trees and the stalls is to be granted. 

7. The association of forest owners for Rhineland-Palatine decides on 

the authorisation of the application of the label of origin. The 

association of forest owners can refuse the assignment of the label of 

origin when the conditions according to no. 2 are not fulfilled or when 

no. 3 to 6 are violated. If a member offends against this guideline he has 

to hand in all the banderols and all further objects with the label of 

origin (e.g. signs, transparencies, flags etc.) at the association of forest 

owners for Rhineland-Palatine in Bad Kreuzbach. He will be banned 

from further using the label of origin. 

8. The permit to use the indication of origin extends for another year if 

the authorized person does not cancel in written form at the forest 

owner association until June 30th. 

 Marketing 

communication 

and services 

Advertisement in the internet on the website of the forest owner 

association Rhineland-Palatine. 

 References www.waldbesitzerverband-rlp.de 

 



 

    
 

Decorative items 

69 Christmas tree trademark 

Association of Christmas Tree growers (Germany) 

   

 Target groups Christmas tree buyers in northern parts of Germany 

 

Potential products 

and product ideas 

The registered association of Christmas trees and cut foliage growers 

in Lower Saxony, Hamburg and Bremen as well as the committee of 

Christmas tree producers of Schleswig Holstein have created the 

trade mark „Der Norddeutsche“ (The North German) in order to 

promote the marketing of northern German Christmas trees and 

create guidance and purchasing aid for consumers. Besides promoting 

marketing the associations have also set their sights on developing 

quality characteristics for domestic Christmas tree businesses as well 

as the promotion of ecological production methods.  

Only class A trees can be sold as Christmas trees with the trademark 

„Der Norddeutsche“. These trees are characterised by particular 

freshness as they are logged only just before they are sold. 

Furthermore, all the trees are from registered growers from northern 

Germany which guarantees regional origin and suggests a positive 

environmental balance of the trees. Only chosen trees may be 

marked with this trademark, namely those which have grown in this 

region and fulfil specified quality characteristics. Only member-

companies which fulfil these specified quality characteristics are 

allowed to mark chosen trees with the trademark. 

The state associations of Lower Saxony, Bremen and Schleswig-

Holstein have partnered in order to create the brand “Der 

Norddeutsche“. 



 

 

69 Christmas Trees 

   

 

Market 

environment and 

product strategy  

The sign „Der Norddeutsche“ is registered at the patent office and is 

therefore a protected trademark. „Der Nordddeutsche“ is the 

trademark of quality-conscious Christmas tree producers from Lower 

Saxony, Bremen, Hamburg and Schleswig-Holstein who guarantee 

domestic origin as well as particular quality and freshness of the 

Christmas trees with the sign. 

 Marketing 

communication 

and services 

Both of the associations offer print files for the following joint 

advertising material for its members which ensure a brand-appropriate 

appearance: 

Letterheads, advertisement frame (with or without the business’s own 

logo), brochures „Der Norddeutsche“, present vouchers, labels to mark 

trees, flags, signs for the farms or standing sign boards, direction signs 

and price lists. 

The aim is both promoting the marketing of northern German Christmas 

trees and the offer of guidance and purchasing aid for consumers. It is 

the state associations‘ joint aim to extend the created brand. 

 References www.der-norddeutsche.de 

 



 

    
 

Industrial raw material 

73 Hazelnut shells  

Cooperation of PTS – Papiertechnische Stiftung; Stora Enso 

Barcelons S.A. and Ferrero SPA 

   

 

Potential products 

and product ideas 

Paperboard made from hazelnut shell pulp. 

The project EcoPaper aims  at  the  creation  of  a  more  economical  

and  ecologically  friendly  packaging  solution  for confectionary 

goods. For that purpose confectionary waste, specifically hazelnut 

shells and cocoa bean skin from the production of confectionary 

goods, is pre-treated by a dry-milling process and then added to the 

middle layer of a paperboard.  There  it  serves  as  a  partial  

replacement  for  virgin  cellulosic  fibres.  The project aims at 

developing a paperboard product which would fulfil the regulatory 

requirements essential for food products. 

Ecopaper is a cooperation project between Ferrero (Italy), Stora Enso 

Barcelona (Spain) and Papiertechnische Stiftung (Germany). Within 

the project partner network, each enterprise has different duties and 

functions. Ferrero acts as the supplier of the industrial by-products 

hazelnut shells and cocoa bean skin; PTS is responsible for the recipe 

formulation and technology consultation and the R&D department of 

Stora Enso will finally  be involved with producing carton products 

containing processed by-products. 

The ecopaper project ended at an experimental , pre-industrial phase 

in 2015. However, the project succeeded in producing hazelnut 

boards, containing a mixture of up to 20 % of hazelnut shell fibres in 

the pulp of the middle layer of the board. The resulting hazelnut 

boards could not be distinguished visually from a regular board and 

the strength properties in terms of stiffness and bulk worked well.  



 

 

70 Hazelnut shells 

 

Market 

environment and 

product strategy  

Ferrero buys and uses about a fourth of the world’s overall supply of 

hazelnuts. Each year about 23.000 tons of hazelnuts are bought and 

processed. The processing by-product hazelnut shells were treated as 

waste and sent to landfill in the past. 

In 2010 Ferrero’s management team put out a call for proposals with 

the aim to reduce waste and to create a useful solution for processing 

by-products such as hazelnut shells and cacao bean skin. The German 

based research and development organisation for ecofriendly paper 

and paperboard products PTS made a proposal and became project 

partner of Ferrero.  

The project ecopaper has received funding from the European Union’s 

Seventh Framework Programme for research, technological 

development and demonstration under the Eco-Innovation initiative of 

the Competitiveness and Innovation Framework Programme (CIP). 50 % 

of the 1.2 million € project were funded by the European Union.   

 References www.eu-ecopaper.com 
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 Product Company Country 

1 Bog protection shares VNP Lüneburger Heide  Germany  

2 Forest shares Landesforst Mecklenburg-Vorpommern Germany  

3 Wilde Buche Forstbetrieb Hümmel Germany  

4 Wild Media  Österreichische Bundesforste  Austria 

5 Overnights stays  Wildwald Vosswinkel Germany  

6 Eco points Forstverwaltung Schlosshof Garath Germany  

7 Trekkers campsites   Landesforsten Rheinland-Pfalz  Germany  

8 Forest cemetery Landesforst Mecklenburg-Vorpommern Germany  

9 Forest cemetery Forstbetrieb Fürst zu Fürstenberg  Germany  

10 RuheBiotope RuheForst  Germany  

11 Scottish Quality Wild Venison Scottish Quality Wild Venison Scotland 

12 Eco sponsorship Schleswig-Holsteinische Landesforsten Germany  

13 Mountainbike tourism Landesforsten Rheinland-Pfalz Germany  

14 Woodland burials Friedwald  Germany  

15 Collection permits 
mushrooms 

Forstbetrieb Franz Mayr-Melnhof-Sarau  Austria 

16 Mountainbike toursim Forestry Commission Scotland Scotland 

17 Eco points Hatzfeldt Wildenburg'sche Forstverwaltung Germany  

18 Woodland burials Sachsenwald Forstverwaltung  Germany  

19 Entrance fee national park De Hoge Veluwe Netherlands 

20 Bridle paths Den Treek-Henschoten Netherlands 

21 Film locations Forstverwaltung Amsterdam Netherlands 

22 Collection permits 
mushrooms 

Magnifica di Fiemme Italy 
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23 Entrance fee conservation 
area 

Provinz Nordholland Netherlands 

24 Potable water  Forstbetrieb  Franz Mayr-Melnhof-Sarau  Austria 

25 Marketing network Naturpark Spezialitäten Germany  

26 Training courses in woodland 
management 

Coppicewood College Wales  

27 Holiday huts   Staatliche Forstverwaltung Netherlands 

28 Potable water  Forstverwaltung Appelscha Netherlands 

29 Eco sponsorship  Het Geldersch Landschap Netherlands 

30 Fungi Forays Fungi Forays Wales  
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3 “Wilde Buche” (wild beech) 
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4 WILD.MEDIA  
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4 Wild Media 
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5 Overnight stays in the forest 
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7 Trekkers’ campsites in the forest 
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9 Forest cemetery for pets  
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10 RuheBiotope®  
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11 Scottish Quality Wild Venison (SQWV) 
Assurance Scheme 

��������	�
���������

� � �

�

�������������� ���� 	�
��� 	��� �����
�� �������� ��
�� ��
������� ��
����
����

	�
����������
������������

�

�

������������������

������������������

��
������ ������������ �����
�� ���������� ������� ������ ����������

��������� ���� ������� ��� ����� ���
� �	
� �����
���� ���� ��������

��
������ � ������� �
����� ���� ����!�� � ��� ��������� ������ � ��� ���

������ �
���
������� �������������� ������
����
���� ���������

�������� ���� ������ �
� ��
��������  

� �������� ���������� ����

������������
	���"�������#���$������������������
��"����������

������� � �
�� ���� ������� ������� ��� �
�������� 
��� �
� ��
������ %

�

��������&����������
�����'�������������������������
�����

���� �������� 
�� ���� ���������� ������� ���� ������� ��� 	���� "��

�������������
�����
�������'����������
�����"��������
��������

������������� ����������
��������������������������������������

�
�������� �������� 	����� ���� �����	�� ���������� ���� �����

�����������������
�������������
�	��������
����

���� ��������������� �������	��� ����
���	������ �� �
���"
�������

������������ "��	���� ��
������ (���� )�������� %
����� *������������

���
�����
�� 
�� )���� +��� ������ (�
����� ��
������ (���!�������

���
�����
����������
����
����
����



�

�

11 SQWV 

�

����������

��������������

�������������

�

���� ���������� ������� ������ �
� �
���������� ���� '������� ����������

�������� ���� "�� ���� 	�
��� �����
�� �������� �
� ������� ���

�����
���������
����
�������
�������

��������������������������� �������"�����
����������������
���"������

�
� ������� ����� �����
�� �������� ���� �
������� ��� ���� "���� �
���"���

�
����
����

+����� � ���� �������� ���� "�� ���� ����� ���������� �������� ������

������������"�����
�������

��� �������	������
���
������������

�	��������
��������'���������
���� ��'����������������
�����
��������

��
����
�������������������

,�� ��������������"����������
������
��������'���������� ��
��	�����
������

�����
���

-����� .� %
�� ��
������ �������"������� ���� ��� �������� 
�� ���� �
����

���"���
�������������
�������������

/�0�12�� � 342�56�

14�7�26� � 389�16�

2/�0�/66��� 3/18�46�

/6/�7�166� 3:/5�56�

16/�0�266�� 3:95�56�

26/�0�/666�� 355/�46�

/66/� � 35;1�56�

-�
����
��� ����� �
� ���� ��� ������� ���� 
�� 3� /48�1� ����� ��� �
� �	
�

��������
��� ���� ����� 	����� �
��� 3� 5;1�56� ������ ���� �
��� 
�� ���� � ����

��"�����������������������"�������������

�������"����
���� �
������"��������������������
����
��12�<�
������

����������"������������

� ����������� 			��'	���
��!�

�



�

� � � �
�

�������

12 Eco sponsorship projects 

�������	
������	�	����������������������������������

� � �

� ���
���
����� ���� �	�
��� 
���� ���� ���� ���������� �������� 	��� ���	����� �����

�������������	��������������������	��	��������
��	�����������������	���

������
���������	�����������������������

�

�����	�����������

�����������	�����

���	�����	����������������	����������������������������
���������������

������� �����	���� ��������!�"������ �	�����	������	�� ������������

#$�%%%����� ������ ��� #%&#�� �����'��	��� 	��	���� ���� 	�������	����� �����

	������� ��� 	����� $� ����	����� ���� ������ ����� 	����� �	����� �����

����� ����� 	� ����������'�� �������������� ���� ��	��� ��� 	� �	����
�

�'�����

��� ���� ������� ���� ������� ���� �	���� ������ ����� ��� ���	�� ����

����������� ��� ���� �	��� �(����� ����� 	� ��	��� ���� ���	� ������� �����

�'���� ��� ��� �	��� ���� ����� ���� �	��� ���� ����� �	��� ��� ��������
�

�������������������������� ���	������ ������������������ �������	���

�	������������������
����	��������

�

��� ��	�
�

�����	���	��

�������!	����

�

�������	��� ��������!�"������" �	�'�����������������������������

������������������

���� ���� ���������� ������� ���'��� 	�� 	� ��	��� ��� ������� ����

��������������	��	��������
��	�������������������

� "���������� ����������������

����
�������



�

�

�



�

� � � �
�

��������	
����
��
���	
��
�������������

13 Mountainbike tourism 
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14 Natural burials in the forests 
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15 Collection permits for mushrooms and 
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16 Mountainbike tourism in Scotland 
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17 Eco points 
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6 Eco points 
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18 “Ewigforst” - Natural burials 
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18 Ewigforst 
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19 Entrance fee national park 
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19 Entrance fee national 
park 
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20 Bridle paths 
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23 Recreational use of a conservation 
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27 Holiday huts in the forest 
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30 Fungi Forays 
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10.1 Instruction to Marketing insights – Creating a marketing concept 

 Working options 

 

The material provided for the marketing-course “marketing 

insights” includes a detailed manuscript and the presentation of 

several case studies regarding wild forest products and forest 

services as well as an instruction for creating a marketing-/ 

product-concept. 

Activation Depending on the extent of the course, the instructions for 

creating the marketing concept can be applied. 

The participants of the course should be activated to transfer 

theoretical knowledge on to a previously chosen product. (So 

far) The activation is mainly happening via successive questions 

about the concept. Amongst other things this process can be 

complemented by using creativity techniques to help find ideas.   

Course extent 

 

 

The study material for the marketing-course for wild forest 

products and forest services “Marketing insights” can be 

adjusted to fit different approaches of course extent. 

The overall objective of the course is to motivate the participants 

to develop something of their own and to create a product-

concept regarding wild forest products and forest services. 

Given the frame of a one-day course, only a presentation of the 

course-content can be held, as well as providing a Do-it-

Yourself-instruction. 

A two-day course brings the opportunity for every participant to 

develop a compact concept (by themselves). For this purpose, 

the checklists (“Do it Yourself”) can be used as non-obligatory 

guideline. 

A three-day course provides enough time for an interactive 

marketing game The participants can present their results and 

 
 

 Notes 10
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give each other feedback that can be translated on to the 

product-concept. 

A university course can be extended almost at will, by providing 

the students only with certain impulses in the presentation and 

letting them read up on further content in the provided literature. 

This can lead to a handing in of the product-concept, either with 

or without a presentation of the group-results. 

 Guidance to hunting berries – How to turn it into a product? 

 

The following “Guidance to hunting berries” is supposed to help 

you capture the content, insights and ideas of the marketing-

course and form a concept. For this purpose, there are some 

questions for each chapter of the folder “Marketing insights”. 

With this you can fill your product-concept with important 

marketing-elements. Also orientate yourself along with the 

symbols. 

The examples of wild forest products and forest services in the 

chapters 8 and 9 grant further ideas and solution approaches 

towards the realisation of your product-concept. 

Consider, with whom you could work together with on the design 

of the concept? What ideas can be focused and what can be 

jointly implemented? Note all unanswered (open) questions that 

you face during the process of designing the concept. Please 

note, that not all details are covered with these instructions. 

Sort your questions by chapters or fields of marketing (see 

Figure 45: Marketing mix) 

 Let your creative imagination run free. In the following you will 

find two creativity techniques, to help you find ideas and to 

visualise your ideas. 

 Creativity techniques for finding ideas 

Brainstorming 

 

 

The creativity technique “Brainstorming” is suitable for idea 

finding and activation in a group, especially as introduction into a 

new topic. This technique was developed in the need of 

uninhibited idea finding by Osborn (Reich, 2007). 
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The objective of „Brainstorming” is to generate and express an 

explicit question, by freely collecting ideas, thoughts and 

approaches. According to Reich (2007) it is not crucial how well 

thought through or realistic an idea is, but that lots of ideas and 

suggestions are collected. For thinking openly and creatively in a 

group there are certain basic rules that contribute to letting 

people express creative and also remarkable associations 

freely. Basic rules of Brainstorming (according to Reich, 2007 

and Bänsch, 1991):  

! Any kind of criticism is strictly forbidden. 

! The more ideas, the better – quantity before quality. 

! Combination and improvement of given ideas. 

! The more exceptional, the better. 

For this creativity technique the group needs a moderator that 

inter alia visually keeps record of all Ideas and suggestions and 

instructs the associated process. 

References Reich, K. (Hg.): Methodenpool. In: URL: 

http://methodenpool.uni-koeln.de 2007 ff 

Innovationstechniken im Marketing in Bänsch, A., 1991, 

Einführung in die Marketing-Lehre, 3.Auflage,  

Mind mapping The creativity technique “mind mapping” can be used to activate 

the course participants individually. It uses the function of the 

brain to work creatively and at the same time visualises, notes 

down and structures ideas and linkages (Reich, 2003; 

www.lernenheute.de). In the centre of a “mind map” stands the 

central topic, around which ideas, thoughts and tasks are to be 

generated. “Mind mapping” can be combined inter alia with the 

method “brainstorming” – here the quantity of ideas can be 

sorted thematically.  

 To create “mind maps” there exist recommendations, that can 

be applied individually. Below there are only some to be found. 

For more information on “mind mapping” look at Reich, 2003, 

toolbox (reference). The purpose of “mind mapping” is to 

visualise in an understandable manner, so that thematic 

correlations can also be understood in hindsight. 
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Paper – as an important base: Depending on 

the purpose, a sufficient size is to be used 

and always in landscape format – therefore 

the brain is not “limited”. The piece of paper is 

not to be turned during the active process of 

“mapping”, so that in retrospect it stays 

clearly arranged and legible. 

 

 

The topic to which ideas are to be found 

should be located in the middle of the page 

and can be arranged with symbols. 

 

 

From the central topic branches are to be 

added, sorting everything into bullet points. 

For this purpose, lines in different thicknesses 

and colours can be used, as long as it is 

clear: the same bullet points are to be held in 

the same colour to keep things 

homogeneously. It is recommended to start 

with the first branch in the top, middle part of 

the sheet and continue clockwise (Reich, 

2003). The number of branches simply 

depends on the structure and differentiation 

of the topic. For further structuring just add 

additional forks. 

 

It is advised to write only one word with every 

branch and fork. Clear arrangement is in 

particularly achieved by using block letters, 

individual significant words, different colours 

and additional symbols. 

Source: Reich (2003); www.lernen-heute.de/mind_mapping_grundlagen.html 
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Activity product examples (see 2.3) 

Check list – DIY 

Are there any wild forest products or services in my forest or forest enterprise? 

 

 

 

My product choice for the development within the framework of Marketing insights: 
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Activity – target groups (see 3.5) 

Check list – DIY 

Are there any target groups in my surroundings which could be interesting for wild forest 

products? 

If yes, which are they? 

 

 

Which striking purchasing characteristics (see 3.1 impotant questions) do they have? 

 

 

 

Can I narrow down the target group in terms of social demographics and behavioural 

psychology? 

 

 

 

With which target group would I like to try something? 

 

 

What would I place importance on? 

 

 

Questions that remain open: 
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Activity – potential products and product ideas (see 4.4) 

Check list – DIY 

From the resource to the product – which resource can you use for your product? 

 

 

Which product areas, which product suits my enterprise? 

 

 

 

Does the product area or the product match the current trend? 

 

 

 

Make a list of the characteristics of your product! 

 

 

How advanced is the development of the product now? 

 

 

What can I do or would like to do in order to make it more attractive? 

 

 

Questions that remain open: 
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Activity - Market Environment (see 5.3) 

Check list – DIY 

Which legal bases are relevant for your product? Do they provide opportunities for the 

product development? 

 

 

Does the location and the environment of your forestry enterprise open up opportunities 

for a product development? 

 

 

Which potentials within the company can be developed and promoted? 

 

 

Will in the near future changes in laws, technologies or staff influence the product 

development? 

 

 

Who are the competitors for your product and what are alternative products for the 

customer? 

 

 

Questions that remain open: 
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Activity - Product strategy (see 5.5) 

Check list – DIY 

Who are my customers? 

 

 

Where do I want to sell? 

 

 

 

Who are my competitors and which core competencies can I use in competition? 

 

 

 

Which role shall my product play on the market? 

 

 

 

Where is my product positioned within the lifecycle model? 

 

 

 

Questions that remain open: 
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Activity - Distribution and marketing channels (see 6.4) 

Check list – DIY 

Do you consider a particular distribution channel for your product/your enterprise? 

 

 

 

Which concept would you adopt with regards to your price policy? 

 

 

 

Which possibilities do you see to increase your customers‘ willingness to pay?  

 

 

 

Are there possible conditions increasing marketing opportunities? 

 

 

 

 

Questions that remain open: 
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Activity Marketing Communication (see 7.14) 

Check list – DIY 

Are there certain motivational situations which suit your chosen product particularly well? 

 

 

Which advertising measures are suitable for your product? 

 

 

 

What is your core message (slogan)? 

 

 

 

What do you consider to be the most important corporate message (corporate identity)? 

 

 

 

Create a brand name! 

 

 

 

Questions that remain open: 
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10.4 Copyright 

 

  

Terms of use  

Marketing 

insights  

© Copyright 

The training course “Marketing insights” is available in English 

and in German language. It may be used to transfer it into other 

languages. The texts as well as the product examples are 

available as pdf version on the STAR TREE website (www.star-

tree.eu). The full text version in WORD and the PPT-

presentations can be ordered from: 

Prof. Dr. Udo Mantau 
Information Systems for Resources 
An der Lachte 13 
DE - 29223 Celle 
Mail: infro@t-online.de 

We will send you an order form on demand with the following 

copyright regulation. After you have signed the order form, you 

are entitled to receive the WORD and PPT files.  

We herby declare that the original files will be used in 

accordance with the following copyright regulation: 

All forest landowners and individuals interested in personal 

further education are entitled to the use of Marketing insights 

work documents (folder, presentations, texts and pictures).  

Marketing insights work documents (folder, presentations, texts 

and pictures) are free to use for education tasks free of charge.  

Any commercial use of Marketing insights work documents 

(including charges for course offers) requries a prior written 

approval by INFRO. Any use within the context of private or 

publicly funded projects requires a prior written approval by 

INFRO. We will not pass the files to any other person or 

institution. Before the status of free to use is changed we will ask 

for written acceptance. 

This regulation applies as well, if minor changes in the files are 

undertaken and for the transformation into other languages. 
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