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Encouraging Collective Farmers Marketing
Initiatives (COFAMI)

Background and objectives

Collective action by farmers has played an impdrtarte in the history of European

agriculture and rural development. During thd" 2@ntury the joint actions of farmers in
many EU countries gave rise to the foundation afcafjural marketing co-operatives,

resulting in better market access, increased facomes and regional employment. More
recently farmer collectives have made an impontantribution to the spread of sustainable
production methods.

Now European agriculture is facing a range of nballenges. Farmers have gradually lost
control over supply chains, due to the growing pouferetailers, and are also confronted
with a general decline and reorientation of pobcyport. At the same time, there is a need
to respond to changing consumer demands for fodetysaquality and an attractive
countryside. Again, collective action may helpimding appropriate answers for these new
challenges.

Against this background the COFAMI project studibe potential role of collective
farmers’ marketing initiatives (COFAMIS) in findingdequate responses to changing
market and policy conditions. More specificallyaitns to identify the social, economic,
cultural and political factors that limit or enalilee development of such initiatives. The
project also seeks to identify viable strategiesl ampport measures to enhance the
performance of collective farmers’ marketing irtitras.

Steps in the research

At the start of the researchcanceptual framework for the study of COFAMIs will be developed. A
review of relevant scientific literature and a ‘ckiscan’ of 8 previous EU research projects which
included COFAMI cases will provide the basis fasth

For each study countrystatus-quo analysisof collective marketing initiatives and relevawaintextual
factors will be made. This involves an overvieweafsting COFAMIs, their aims, organisational forms
and strategies, relations with other supply chairiners, and relevant market and policy environsient

A series of 18 in-deptltase studiesof different types of COFAMIs will be conductedh&se will
provide more detailed insights into the influenck different factors that limit and enable the
development, performance and continuity of COFAMI&e performance of initiatives in terms of
social, economic and environmental impacts wilbdle assessed.

In the synthesis the results of these different research activitiegh be integrated into general
conclusions about the relative importance of vaxiboniting and enabling factors for different typefs
COFAMIs. Support strategies for COFAMIs and measute improve their performance and
dissemination will also be formulated.



Project results and consultation

Participatory methods and stakeholder consultatitirplay a key role in all stages of the projeictensure
that research outcomes are grounded in field estpegs and policy debates. A National Stakeholder
Forum will be established in each participating rtopt In addition a European-level expert group of
scientific and field experts will be formed to bdem geographical coverage beyond the 10 countries
represented in the project.

The research will provide farmer groups, suppagaaisations and government agencies with insigis i
different collective marketing strategies, theicaess and failure factors, and suggestions of messoat
support COFAMIs. Additionally, the project will ctiibute to scientific and policy debates on theerof
farmers’ initiatives and new supply chain arrangetsén promoting sustainable rural developmenttaed
supply of safe and quality food.

All project results will be made available throutle project websiterww.cofami.org
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1 Introduction

1.1 Collective marketing activities in Germany

The first efforts to improve agricultural marketimgGermany were aiming at removing the
structural disadvantages of the agricultural seatm introducing marketing ‘top-down’ by
law. The result of these efforts was the Marketiigd’'s Law in 1969, and the establishment
of the CMA (Central Marketing Association of ther®&an Agriculture). This organisation
was created to improve the competitiveness of tien@n agriculture and its products in the
growing European market by using modern methodsvamkures. To finance the work of
the CMA, ‘forced’ contributions were levied at thettlenecks of the German agriculture,
forestry and food industry (which are e.g. slaudidases, dairies, mills, breweries or sugar
refineries). The annual budget of the CMA, compagfetthe farmers’ contributions, EU
money and own revenues, is about 100 million EUe @xistence and necessity of the CMA
Is mainly undisputed. However, in 1991 the CMA'si\aties were restructured in order to
achieve a stronger orientation towards the prodguddnwadays, innovative and market-
oriented producer ‘associations’ are better tadyated therefore the central marketing
activities of the CMA complement cooperative gron@rketing very well (see WP 3 country
report Germany;AHN / KNICKEL, 2006).

In the 1970s many Producer Communities have beerdsd, but in the 1980s and 1990s the
number stagnated and even decreased again. Pradiumenunities have not really profited
from systematically implementing measures to obitailependent product and programme
arrangements. Also production and/or quality refyota are not used efficiently enough.
Also, concerning the use of a consequent informadimd communication policy it can be
stated that the members in general lack an adequatteation to organise them. From this it
can be summarised that the potential of Produceranities has not been used sufficiently.
Their success could have been much higher if trmyldvhave strategically and operationally
integrated their initial aims.

1.2 Position of cases in national context

Starting in the early 1990s a significant numbeprafducer, producer-consumer and
producer-consumer-environmentalist initiatives hbgen established in Germany. The aim is
to experiment with and, if possible, establishraltive patterns of production, processing
and marketing — often characterised by more dinekhges and shorter chains. What these
approaches have in common is a) that they arerdiftdrom the mainstream food systems,
CMA activities and conventional Raiffeisen type peratives; and b) that they respond to
consumer needs, as they try to provide high-quahty ‘ecologically correct’ food in a
transparent manner.

The two core cases presented in this report stamithis new type of cooperative marketing
initiative. The first is almost completely drivendagoverned by farmers; the second is a joint
initiative of a wide spectrum of actors.




The two initiatives are:

« The ,Hessian collective farmers marketing initiatior renewable primary products”
(NAWARO).

* “Regionalmarke Eifel” — the first German regionahibd.

2 The ,Hessian collective farmers marketing initiative for
renewable primary products” (NAWARO)

2.1 General information degree of collectivity

The NAWARO initiative (Hessische Erzeugergemeinschaft fir nachwachsenusdiie
w.V:) was founded in the Hessian district of Wetteirm@994, with an acreage of 500 ha of
rape from set-aside-areas, 150 members and avedilese of biodiesel of 1.950.00 litres.

The NAWARO initiative was chosen because of iteliesting and innovative concept
characterised by a continuous advancement. Itgpkartity is its successful marketing of a
mass product without a special quality. Memberghefinitiative even emphasise that they
need a non-specifiable product.

It grew up to more than 1.500 members, a hectasb®.800 ha of rape, 1.300 ha crops for
Biogas und ethyl alcohol and a sales volume ofibgel of 45 Mio. litres in 2006. The

market share of the NAWARO initiative is about 20%Hessian rape cultivation. The actual
members are almost exclusively residents of Hessahpartial from the peripheral regions

of neighbouring federal states. There are no s for new members except that they
must be farmers (no business is admitted). Actutily NAWARO initiative unites 1650
farmers with farms sizes from 10 to 1000 ha (a epeage from 0.5 to 200 ha). The average
rape acreage of a member farm is about 10 ha, &eguivto a production of 35 t of rape.

The NAWARQO initiative

e is contracting farmers for cultivation and supplyenewable primary products

* represents the interests of its member farmerseromy renewable primary products,
e.g. the marketing of biodiesel, planning calcolasi for converting plants for oilseed and
other renewable resources

» concludes marketing contracts with its customeh fpe is processed at different
oilmills. The rape oil is sold either to the oilmill or teetd/AS (Agrarian service of
Wetterau, the subcompany of the MR), which procegde biodiesel. The by-products
are also used, e.g. grist and forage glycerineghvisi marketed by the WAS.

« has an equity holding on the biodiesel productiamipin Neuss (Rheinische Bioester
GmbH & Co KG) via its subcompany Hessische Nawaapital GmbH

e provides information on current topics concerniagawable primary products

» offers energy specialist advisory services for B®pglants and biomass cropping

» offers advanced training and information activitiBat little efforts are made concerning
publicity as “good prices are the best argumeniie NAWARO initiative spreads
information via the regional farmers’ paper angrssent with a stand at soil- and water
associations’ meetings.




* is member of different networks. It is e.g. repras®y the farmers’ interests as a member
of the Hessian Biogas competence centre (Hero,istées Kompetenzzentrum fur
Nachwachsende Rohstoffe)

* lobbies federal states- and federal politics, iopsyation with its partners

By constitution (see Annex), thietended purposeof the association is the production and
marketing of crops and parts of crops for induktrsz in the “non-food-sector” and for the
production of energy. This purpose is to be reathemigh common production- and quality
rules in order to assure a market-driven supplya@mmon marketing rules

In order to achieve this aim, agreements can beematth other organisations and
corporations. Every farmer sustainably producirapsrfor industrial use in the “non-food-
sector” and for the production of energy residimgts area of operations can become member
of the associatiorMembers are obliged to follow the rules of production andlity and
therefore admit inspections by the NAWARO initigiFurthermore, they have to observe

the common marketing rules and make the agreedilootons. If the general meeting did

not decide on exemptions, farmers have to delil¢heir sales products covered by the
NAWARO initiative to the initiative.

Concerning thénancial settlements between NAWARO initiative andthe farmers,
farmers pay a membership fee, the annual basicilbotibn, a payment per contract, and a
quantitative payment. As a disbursement, farmstgt an advance payment and then a
bonus depending on the way of marketing.

Activities effectuated commonly are the definitioihproduction standards/ product quality
specification (they take the oil mill's standardsaabasis), quality control, the compilation of
promotion material, product marketing, negotiatiarnth retailers (by the NAWARO
officers), storage and transport facilities (by coissioned farmers or agricultural traders),
and learning activities (in cooperation with theatonal school). The activity effectuated
individually by each farmer is the production ofiagltural products (rape or energy plants).

The NAWARO initiative’s main activities:
a) Rapeseed and Biodiesel

The NAWARO encourages farmers to grow Non-Food-Rapset-aside-areas or on arable
farmland (the latter is subsidised with the “enegptant premium” of 45 €/ha). A contract
between the NAWARO initiative and the farmer is dowded saying that the initiative will
buy a certain amount of rape. The NAWARO initiatpeeys the security to BLE (The Federal
Agency for Agriculture and Food, agency that pdngspgremiums) and feels responsible for
clearance and formalities. Securities are onlynééa when evidence is provided that the
rape has been used for non-food-purposes. The NAW/ARiative also provides vouchers
and incurs the monetary transactions.

Price basis for marketing is the best possiblésatibn by the NAWARO initiativeThe
storage of the products takes place at facilitfesgacultural traders, of agricultural
cooperative societies, and of farmers. The remisvaiganised by the NAWARO initiative.
The rape can also be shipped directly to the darby the farmer himself. Quality must meet
the oilmills standards. The NAWARQO initiative daast provide its own quality control.
According to the NAWARO initiative, a higher anéBle price can be realised when
marketing together.




In cooperation with the NAWARQO initiative, the sudiary company of the
“Maschinenring”, the “Agrarian Service of Wettera(Wetterauer Agrar Service, WAS)
offers biodiesel, biodiesel-Service stations amddegradable lubricants. There is also a
specialist counselling for farmers wanting to chaoger to biodiesel use.

The NAWARQO initiative offers further services viatérnet (partially via links on external
websites) on:

» Biodiesel-petrol stations in Hessen and Germany
» Biodiesel prices for delivery to large customers

* The running costs of biodiesel lorries (calculator
» Biodiesel prices on petrol stations

» Current releases of cars using biodiesel and irdtion on new cars with an biodiesel-
option

» Current development of the crude oil prices
* Biodiesel-DIN-Norms (quality assurance)

As a result of its efforts, the NAWARO initiativeab set-up a Hessian market for biofuels in
cooperation with distributors and “Maschinenringeffie circular flow model ,Biofuels from
Hessian farmers“has been organised: farmers césae@ahigher added value due to a closed
chain from production to marketing. The rape pfarethe farmers ex regional stock in 2006
lay 1-3 € /dt higher compared to the pure deliv@rthe products to other contractual
partners.

Concerning rape for food production, prices arettiating much. Therefore, the NAWARO
initiative is observing the rape market and ofi@yzice information fax. It also conveys
stocked lots for its farmers and offers supply cacts ex oilmill.

b) Biogas

The NAWARO initiative started supporting bioga2id05, when it realised its profitability
and noticed that a new main pillar for member facmsld be established. The initiative has
established an energy specialist counselling iperation with MR Kassel, an accredited
point for the counselling of new biogas plants.nkars have the possibility to consult the
NAWARO initiative with questions concerning systeemgineering, the fermentation process
and in order to get assistance in legal questions further step, a detailed business
assessment is offered and services for adminigtregsues and advice on the use of biomass
are provided.

The arrangement of cultivation contracts and oiggtional assistance is comparable to the
Biodiesel procedure (see above). The pricing isezout directly between the farmer and
the biogas plant holder. As a neutral institutithie, NAWARO initiative also mediates
between farmers and biogas plant holders.

Today, out of more than 100 biogas plants in Hesé@mre confederated in NAWAROQO'’s
specialist counselling (with an acreage of >3000 Flere is also an intense cooperation with
the Hessian biogas competence team (,KompetenzZBagas Hessen").

Below, a survey of the contracts offered by the NARD initiative is given: they offer
contracts for non-food rape (on set-aside-areas}he “energy plant” rape (on arable farm
land), for food-rape (price information service gmdcurement of stocked lots), for non-

-



food-cereals (on set-aside-areas), for non-fooddsesubstratum (on set-aside-areas) and for
“energy plant”- biogas-substratum (on arable faand).

2.2 Timeline/ development of initiative

In 1992, there was a political decision to havehblgatory percentage d5% of set-aside-
areason Hessian farms from 1993 on. It was determihatinno food products could be
cultivated on these areas. Pushed by this developmpeople from “Maschinenring”, water-
and soil associations and the Hessian farmershuageembled in summer 1993 with the aim
to develop an added value out of these set-aselesafhey soon found out that it was
allowed to grow primary renewable products instéamt.the actors, a period of extensive
inquiries started, when they thought about whidparould promise the best sales potential.
The initiators informed themselves on differentdymf fibre plants and biofuels. They tried
vegetable oils, ethyl alcohol and verified how tiedicle’s motors worked. They visited pilot
schemes of biodiesel production in northern Gernmeaardyin Austria.

At the same time, they weleoking for a sales market With the sugar beet transport
alliance, they found an important customer willtogun its lorries with biofuels. Contrary to
efforts with biodiesel use, attempts to run theasuxpet lorries with vegetable oil proved to
be unsuccessful. The initiators therefore decidetiodiesel as their main sales potential.
They initiated a network of biodiesel petrol stasand lobbied for the release of biodiesel
cars in order to broaden the sales market. Atahgesime, close cooperation with the town
of Bad Nauheim (30.000 inhabitants) was initiafEte town was ready to use biodiesel in its
vehicles and public buses.

When the sales potential was securedNABVARO initiative was founded in February

1994, with 150 members and a hectarage of 500 hepeffrom set-aside-areas. Its aim was
not to make profit but to get the highest possirlee for the farmers. In the beginning, it was
planned to deliver rape to the oilmill of Mainz tlas the mill only accepted the “official”
cooperative societies, the NAWARO initiative chésenainly deliver to the Neuss oilmill

and entered appropriate contracts.

The NAWARQO initiative’s officeresides in the WAS’s agencynd uses the office facilities
of the WAS. Therefore almost no own equipment waersary. Moreover, right from the
beginning, the initiative did not have its own eoyaes, but delegated WAS staff paid per
hour. So costs were minimised. In the first yelae, éxecutive director of the NAWARO
initiative changed. But according to the membdrs,dhange was unproblematic.

Support by the “Marktstrukturgesetz” (market structures law) was only applied for in
1997 because of bureaucratic problems (interactidhe federal states- the federal- and EU-
legislation). Moreover, the NAWARO initiative wawnltéo have a basic turnover so that
support was profitable. Governmental aid by the fifistrukturgesetz” was paid for 5 years
(until 2002): 3 x 40.000 € and 2 x 20.000 €. Acoogdo its members, the support by
“Marktstrukturgesetz” has been very important te FAWARO initiative.

In 1998, thepercentage of compulsory set- aside-area was lowdro 5%. This meant an
enormous decline in rape production. But as the M®R® initiative had not financed big
investments and had low administrative effortgjdtnot have economic disadvantages. As a
reaction to the political change, the NAWARO iniit/& considered to grow hemp or sun
flowers. It tried experimental cultivation and gioto contact with potential customers, but the
crops proved to be inefficient.




The initiative became aware of the need to havevits capital in order to get creditworthy

and for paying the securities at BLE (the Fedeggidcy for Agriculture and Food, agency
that pays the premiums). The NAWARO initiative’srowsapital resources include money that
is assigned to certain farmers (originating frompkises that were retained) as well as money
that is not assigned to certain farmers. Moreaver,Hessische Nawaro Kapital GmbH”, a
100% subcompany of the NAWARQO initiative, was foaddn 2001. The common stock
came from the NAWARO initiative, from farmers amdrh the “Maschinenringe”. Lots of
NAWARQO initiatives” members (but not all) gave dapto the “Nawaro Kapital”

Corporation.

In 2004, gpremium payment for energy crops(45 €/ha) was established. From then on,
rape from agricultural land was also used withen HAWARO initiative’s activities. In the
same year, the “Erneuerbare Energien Gesketl/ (on renewable energieswas established
in Germany. It offers a certain “feed-in remuneratifor the supply with current produced by
renewable energy sources (see Annex) and thersedtlres the profitability of biogas
production. In 2005, the NAWARO initiative decidexrlalso attend to biogas and ethyl
alcohol.

The federal state of Hessen establishgdwernment aid for biogas plantsIn order to
receive the payments, plants have to become membeicounselling circle”. Via this
support measure, the NAWARQO initiative receivesratirect support: it gets 450 € per
biogas plant that is counselled. After for 3 yeatgport phases out and structures must be
self-supporting. In exchange, the initiative hagétiver data on the biogas plants to the
federal state.

A new cycle of government aid for the NAWARO inttiee started in 2006 (60.000 € per
annum for 3 years) when it had been settled that@ofami was allowed to attend to more
than one product. According to the executive doedhis covers approximately half of the
administration costs.

In 2006, thetaxation of biodieselwas agreed on. As this immensely affects the fatafity

of the product and therefore the NAWARO initiatisesales market, intensive lobbying
activities are aiming at the withdrawal of the t#xa of biodiesel. In order to also “survive
without biodiesel”, the production of wood pellegtycerine and biogas was initiated (carried
out by the WAS).

According to all actors, there have beeninternal criseswithin the NAWARO initiative:
“The right persons have come together”. TodayNA®VARO initiative unites 1650 farmers
and advises 40 biogas plants. It has grown bey@uséh and includes farmers from the
bordering federal states. 50 lorries of the sugat hlliance are powered by biodiesel. The
NAWARO initiative is entirely accepted and recogusy the farmers. The percentage of
members with big farms is increasing - as econanpicit plays a major role in their
decisions.

Table 1: Development of the NAWARQO initiative in figures




Area of crops for
biogas and ethyl

Sales volume of

Year Number of farms|  Area of rape (ha) alcohol biodiesel (1)
1994 15( 500 1.950.00(¢
2003 1.000 4.320 15.000.00(
2004 1.050 4.400 20.000.00(
2005 1.250 6.900 800 40.000.00(
2006 1.500 10.800 1.300 45.000.00(¢
2007* 1.70( 11.000 4.000 30.000.00(

* preliminary

Milestones

1993: Preliminary works

In the first year with the obligatory 15 % of saide-areas, ideas were exchanged between
farmers on how to create an added value out oéthssas.

1994: Foundation

The Cofami was founded in February. Three yeaes atly, it received support by
“Marktstrukturgesetz” funds.

1998: Decrease in eligible acreage

The percentage of set-aside-areas was loweredrésuH, the capacity of rape cultivation
decreased. The Cofami examined alternatives.

2001: Foundation of the capital corporation of the Cafam

The “Hessische Nawaro Kapital GmbH” was foundedntthen on, the Cofami got
financially engaged in the oilmill company.

2004: Enlargement of area of operations

A premium payment for energy crops was establishezm then on, rape from agricultural
land was also used within the NAWARO initiativedigities. One year later, the NAWARO
initiative decided to also attend to biogas andletlcohol.

w



Development of the acreages of
NAWARO members (contract types) 1994-2007
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Figure 1: Development of the acreages of NAWARO melpers (contract types)

Ideas for future development:

According to one interviewee, there is potentialdome more 1000 ha of renewable primary
products in the Wetterau region, although the aiiton of rape is on its limit. Perhaps there
will be even new species with special substancesatent.

In order to produce BtL-fuels (liquid fuels madesotid biomass), there are considerations to
grow other crops (fast-growing tree species, Mituas etc.). For such a purpose, the
NAWARO initiative could also pose as a procuremdling quantities and attending to
organisation and logistics. A rise in prices fdnetproducts like cereals is considered to be
likely if the spectrum of cultivated renewable pairm products is broadened.

The NAWARO initiative is planning to intensify iefforts in counselling and have employed
a person advising farmers concerning the storagapef in order to secure quality.

NAWARO initiative’s actors are convinced that ttaes of biodiesel to end customers will
decline because of the taxation of biodiesel. Baythink there will still be a sales market
because of the compulsory blending of biofuels witsel and petrol.

Moreover, there are considerations to obtain sharasiogas plant (via the Nawaro Kapital
GmbH or the WAS) or perhaps in the remote futuneshits own ethyl-alcohol-plant.




2.3 Influence of limiting and enabling factors

The influence of limiting and enabling factors aating to the “Guidelines” is described in the feliog Table 2:

Table 2: Influence of limiting and enabling factors

Factors as described in grid of | Points of attention for case study Relevance for In what specific way(s) limiting / enabling
limiting / enabling factors analysis performance and | for COFAMI performance and dynamics?
dynamics (High- (Positive-negative for each specific

Medium-Low-Not) | expression)

Main descriptive data

Proximity / remoteness to urbapRelevance of urban influences /
centers demands for rural dynamics, specific | L
market opportunities, transport /
infrastructural costs

Natural conditions (landscape, | Synergies with other economic activities
biodiversity) (e.g. tourism, handicraft), social demar\ij
[/ appreciation of rural amenities,
potentials for product quality
differentiation

Production conditions for Opportunities / limitations for + Agricultural productivity in the region i$
agricultural land use (soil productive agricultural use, M high, therefore a high yield is realized
quality, natural handicaps, land competitiveness on global markets (which is important as quantity is much
segmentation) more important than a specific quality)
Relative importance of Relevance of changing rural economigs, + With the biofuel production (biodiesel,
agriculture for regional income | importance of agriculture in regional M biogas) new production lines and value
and employment development added chains have been successfully
established in the region.
Density of farms with similar | Relevance of diversification tendencies + As there the density of farms with
production structures within farming, opportunities / critical M similar production structures is high, costs

mass for joint activities for logistics/ storage decrease.
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Factors as described in grid of | Points of attention for case study Relevance for In what specific way(s) limiting / enabling
limiting / enabling factors analysis performance and |for COFAMI performance and dynamics?
dynamics (High- | (Positive-negative for each specific
Medium-Low-Not) | expression)
Job opportunities in other sectoRelevance of pluriactivity / multiple L
incomes for farm households
Socio-political / institutional context
Urban-rural interrelations Relevance of urban-reahmuting,
migration, rural newcomers,
) L
demographic developments etc.
Role of farmers’ associations /| Relevance of farmers’ associations andi + The regional farmers’ union (HBV) has
unions in rural policies their influence in policy processes got a high influence on politics. As
NAWARQO is excellently cooperating with
HBV, it profits from these contacts.
Attitude of farmers” associationdRelevance of historical experiences wjth + Because of the cultivation of sugar beet,
/ unions towards collective / tradition of collective action and co- H there is a tradition of collective working in
marketing operation the area: a sugar plant had been founded
collaboratively and after its closure,
farmers again had to confederate in order
to organize the transport/ logistics
COFAMIs role in policy Interfaces between COFAMIs and ruraH + From the beginnings, NAWARO kept
networks policies good contacts with politicians and
collaborated in the following political
networks:
A round table on biomass in the “Wetterpu
district”,
The “Hessian centre of excellence for
renewable primary products” (Hero)
The project “Biofuels Hessen”
Territory based policies Relevance of territory based policies + Linkages are related to the establishment

(presence / absence, network-

within major policy concerns,

of new product lines and value added

- ifls
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Factors as described in grid of
limiting / enabling factors

Points of attention for case study
analysis

Relevance for
performance and
dynamics (High-
Medium-Low-Not)

In what specific way(s) limiting / enablin
for COFAMI performance and dynamics
(Positive-negative for each specific
expression)

.\)u.z

characteristics) in/exclusion of stakeholders,dratup | M chains — which coincides with the state
versus top down approaches, etc. MoA policy. Territory based policies and

networks are less important.

Institutional support to COFAMIs

Existence of formal regulatory | Legal possibilities / restrictions for 0 Within the “market structures law”,

framework for collective action /collective action H support can be given to Cofamis that

marketing comply with certain rules. Support
payments were delayed due to bureaucratic
problems (interaction of the federal states-
the federal- and EU-legislation). But
support was considered crucial to the
development of NAWARO.

Rural public-private partnership®pportunities for widening relevant + The county administration was very
networks and relations with state H interested in building a network on
agencies, new forms of governance biomass and working together with

NAWARO.

Rural innovation approaches Support for multipékeholder L
learning / negotiation processes

Institutional facilitation capacity Capacity of state agencies at various | L
levels to support rural innovation
processes

Institutional willingness / Openness / support for alternative + See above

capacity to create ‘protected | approaches for institutionalizing rural M

spaces’ for new institutional
arrangements

development and innovation

- ifls
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Factors as described in grid of | Points of attention for case study Relevance for In what specific way(s) limiting / enabling
limiting / enabling factors analysis performance and |for COFAMI performance and dynamics?
dynamics (High- (Positive-negative for each specific
Medium-Low-Not) | expression)
Socio-cultural context
Culture and positive experiencéFarmers’ trust in collective action / + See above: Because of the cultivation|of
of cooperation marketing, cooperative tradition M sugar beet, there is a tradition of collective
working in the area: a sugar plant had bgen
founded collaboratively and after its
closure, farmers again had to confederate
in order to organize the transport/ logistics
Rural social cohesion Trust among rural actoroifective + See above
action / marketing, opportunities for . . ,
S " +
widening networks / exploiting M u;ll'ir(;(laqre is a strong and active farmers
synergies '
Presence/ absence of agricultur€ultural status of agricultural activities L
in local identity /identities, opportunities for valorizing
regional identity
Traditions of particular (e.g. Existence of (farm-based) gastronomicL
artisanal) agricultural and artisanal tradition, typical food
production) qualities
Specific processing skills Existence of rural SMEzm-based |L

with interest / experience in specific /
artisanal food processing techniques

Economic and market contexts

Competition on relevant
markets: number of actors; prig
evolution, market share,
competition with other market
parties

General context on relevant markets i
d@germs of concentration, price levels an
price-squeeze tendencies, existence q
attractive niche markets and medium
scale retailing opportunities

b

+ Because of the complete chain from
production to marketing, NAWARO can
offer higher prices to farmers than
competitors.
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Factors as described in grid of
limiting / enabling factors

Points of attention for case study
analysis

Relevance for
performance and
dynamics (High-
Medium-Low-Not)

In what specific way(s) limiting / enablin
for COFAMI performance and dynamics
(Positive-negative for each specific
expression)

.\)u.z

Ownership of actors on the

Influence of COFAMIs members on

+ Farmers (potentially) have a significan

markets (co-operative, private,| marketing strategies, producers’ influence on decision-making and strategy
state, hybrid forms) organizational and support mobilizatior{vI development in the COFAMI (which in
capacity reality does not play a big role because pf
a high degree of consistency in goals
among management and farmers)
Type of marketing strategies | Capacity of COFAMI to adequately + NAWARO is very flexible because of
(marketing channels, respond to food chain dynamics (qual t¥| extensive price comparison, use of
development of innovation and| standards, pooling, quality different marketing channels, ongoing
experimentation, price policy) | differentiation, building market power) search for new marketing possibilities,
marketing of by-products as well.
Relations between actors on theStrategic alliances with chain partners + Collaboration with the sugar beet
markets (strategic alliances, |and / or territorial marketing H transport alliance has been the road to
hybrid forms) partnerships (long-term supply success for the NAWARQO initiative. The
contracts, standards, etc.) oilmills in Mainz and Neuss are the most
important customers (they set standards).
Collaboration with retailers of petroleum
in the region. The NAWARQO initiative is
informed by price information
organisations
Importance of local, regional anéRelevance of regional / national market +/- The national market (and therewith
national markets context in terms of consumer /societa M national policies, e.g. the current taxation
demands and opportunities for of biodiesel) is important for the biodiesel
marketing products, goods and services demand.
Importance of international Dependence on / need to adjust to +/- The development of the internationa
markets for buying and selling | developments (price / standards) on M crude oil market directly affects the

products and services

supra regional markets

demand for biodiesel.
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Factors as described in grid of
limiting / enabling factors

Points of attention for case study
analysis

Relevance for
performance and
dynamics (High-
Medium-Low-Not)

In what specific way(s) limiting / enablin
for COFAMI performance and dynamics
(Positive-negative for each specific
expression)

.\)u.z

Learning context

Existence/ absence of relations
with local or regional actors to
develop learning initiatives

Relationships with knowledge
institutions (extension services,
research) as co-producers of innovati

o

+ Qualification opportunities concerning
renewable energies were created in the
county’s vocational school. Apparently,
the NAWARO initiative has contributed {
such developments.

o

Existence / absence of training
facilitate farmers participation i
COFAMIs management

tRelationships with knowledge
ninstitutions in relation to internal
management and organization
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2.4 Network relations

2.4.1 Internal network

The internal network of the NAWARQO initiative ismeesented in Figure 2. The NAWARO
initiative’s organisational form of an “economical association” (wirtschaftlicheerdin) was
predetermined by the “Marktstrukturgesetz” funds g¢astandard for supported Cofamis).
Institutions of the association are: the generating, the directorate and the advisory board.
The NAWARQO initiative pays attention to a balandetrnal representation of interests. In
the directorate, members from all the Hessian regase assembled. In the advisory board,
there are people from the Hessian farmers’ uniam fthe federal states alliance of the MR,
as well as farmers located in regions that aregemmesented in the directorate. For current
transactions, the directorate avails itself of a@cative director. Currently, there are two
executive directors, one biogas specialist couoisald two other employees involved in
administration. All employees are engaged by theSAAd the office facilities of the WAS
are used.

The MR Wetterau e.V. (MR) is a federation of farmers within the counfyWetterau. Key
activities are the placement of labour and largdesagricultural engines among the member
farms, business management, organisation of thencommemoval of sugar beet,
development and realisation of ideas concerninggesing and marketing of agricultural
products, and the offering of know-how in largeteagricultural technology.

The WAS @Agrarian service of Wetterau) is a 100% subcompany of the MR. There are no
direct legal coherences with the NAWARO initiatieit its aims are the counselling on
bioenergy use and the procurement and marketibgodfesel (the NAWARO initiative’s
main end product). The WAS, within the scope ohgancy agreement, handles the
commercial operations of the COFAMI and marketshtiogliesel.

The “Hessische Nawaro Kapital GmbH, a 100% subcompany of the NAWARO initiative,
was founded in 2000/2001. It has a holding in thmith company “Rheinische Bioesther
GmbH &Co” in Neuss, which annually produces 150.000biodiesel.

The NAWARO initiative was founded on the initiatieéthe MR and is still closely
connected with the MR and the WAS (see above).WAS, the NAWARO initiative and the
“Hessische Nawaro Kapital GmbH” have the same axexdirector.
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Maschinenring Wetterau e.V.
(Machinery exchange
cooperative)

100% subcompany

A

Wetterauer Agrar Service GmbH
(Association for biodiesel
Al

marketing and bioenergy \tymf"em parnersie

counselling)

| Business activity Hessische Nawaro Kapital GmbH
| conducted on instructions . .

i (The capital corporation of the

Hessische Erzeugergemeinschaft Cofami)
fur nachwachsende Rohstoffe >
Ww.V. 100% subcompany
(The researched Cofami) 16 % share

Rheinische Bioesther GmbH & KG
‘ general meeting H directorate H advisory board ‘ (OiImiII in Neuss)
\

‘ Agency with 2 executive directors and 3 “employees” ‘

Figure 2: The internal network of the NAWARO initia tive

2.4.2 Interface and external actors
The interface and external network of the NAWARG@iative is represented in figure 4.2.

Networks

* In the “Wetterau district”, a round table on biom#&4/Netterau- A region full of
energy”) was initiated in spring of 2006 by thedbgovernment, with attendance of
the NAWARO initiative, craftsmen and energy suppiynpanies amongst others.
When the initial circle grew too big, a steeringreuittee and working groups were
established. Aims are to raise the use of renevwai#egies up to 15% in 2015, to
improve regional business cycles and added valusedure and sustain workplaces,
to diversify incomes in agriculture and forestrylda install pilot projects.

* The NAWARO initiative is a member of the “Hessiantre of excellence for
renewable primary products” (Hero). Organised leyfédderal state of Hessen and
initiated by the NAWARO initiative and the Hessi@nmers union, Hero was
founded in 2004. It serves as a network for alvéts concerning renewable primary
products in Hessen, bundles interests and proundi@snation.

* The NAWARO initiative is a partner in the proje@itfuels Hessen”, which was
initiated in 2005 and is supported by the FNR (GarrAgency of Renewable
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Resources). Within the network, the NAWARO initvetiis responsible for
counselling and the selling of biodiesel.

Right from the beginning, the NAWARO initiative hgdod contacts to “Carmen”, a
network for renewable primary products in Bavaria.

The NAWARO initiative is a member of UFOP (Uniorr éromoting Oil and Protein
Plants), Fachverband Biogas (German Biogas Assoc)and of BBK (Federal
Association for Biogenous and Regenerative Fu&lsy carry out public relations
and lobbying conjointly.

Associations

The NAWARO initiative intensely uses its good cansao “Maschinenringe”.
It also works closely together with water and ssociations.

The NAWARO initiative is a member in the board fenewable primary products
(where it is also represented in the advisory boand the board for cereals of the
Hessian Farmers’ Union (HBV). The HBV'’s board fenewable primary products
was founded in 1993. It assembles twice per an@iarting from Hessen, the
foundation of a board for renewable primary productthe National Farmers’ Union
has also been established. The HBV disposes oactsll over Germany and has
always had numerous connexions to the provinciaégonent. The NAWARO
initiative and the HBV intensely work together asadry out common promotion
activities (e.g. a common appearance at the Admitiea fair).

The NAWARO initiative also has good contacts to‘thendesbetrieb Landwirtschaft
Hessen” (LLH, the association for agricultural agltiag in Hessen). They cooperate
e.g. concerning counselling on biogas-plants.

Market partners

Collaboration with the sugar beet transport all&ahas been the road to success for
the NAWARO initiative. The alliance has been invadvfrom the beginning. Close
personal connections exist not only because itsrasirator is in the directorate of
the NAWARO initiative today. The sugar beet transpdliance is independent, but
the “Maschinenring” is commissioned with the suppwith drivers, the clearings etc.

The oilmills in Neuss, Oxenford and Frankfurt argortant customers.

The NAWARO initiative collaborates with retailersgetroleum in the region. From
the beginning on, the NAWARO initiative has aninthtetailers to build biodiesel
stations and to bring biodiesel to the farms.

The NAWARO initiative is informed by the price infoation organisations CMA
(Central Marketing Organization of German Agriculuindustries) and CASH!
(Corporate Agro System Hessen).

Competitors

Instead of marketing their rape via the NAWAROiative, farmers have the possibility to

sell their rape to the agricultural trade or ru@bperatives. An advantage is that it is easier to
have one partner for everything. But there are dégmendencies of farmers because of the
prefinancing of production equipment. Unlike the WARO initiative, agricultural traders
retain profits. According to NAWARO's actors, thetiative has lower clearing costs and a
better marketing. (e.g. by additionally marketirygdroducts), its prices are always better
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than those of their competitors. Moreover, farntersiot have to mind moisture of the
oilseed, as they do when marketing to agriculttreders (there, they have to accept
deductions when moisture is higher than 9%). Adogytb a competitor, marketing prices of
the NAWARO initiative have not always been betted always depend on the year.
Partially, the NAWARO initiative has good connecisoand collaborates with agricultural
traders or rural cooperatives (e.g. concerningag®rprocessing, and transport of rape).

Administration/ Politics

There are close contacts between local authoatidsthe NAWARO initiative, e.g.
assistance in counselling and in the implementaifqrojects. The local agencies for
agriculture care for the clearing of contracts.

The NAWARQO initiative has been closely cooperativith the town of Bad Nauheim
(30.000 inhabitants). Since the foundation of tA@NWARO initiative in spring 1994,

the city has used biodiesel in its vehicles andipiltusses. There has also been a pilot
scheme concerning the use of vegetable oil in puisses in Fulda (a Hessian town
with 64.000 inhabitants). The county administratideally supported the efforts in
renewable energy use and converted their compasyteaiodiesel use.

According to the NAWARO initiative, federal polisdhave the biggest influence on
its economic well-being. The NAWARO initiative istave with lobbying activities

and public relations not only in the federal statélessen but also in the federal
government. NAWARO initiative’s actors claim thhete are too many mineral oil
lobbyists in federal politics. The role of politissconsidered rather negative because
of being unstable. The taxation of biodiesel issid@red counterproductive,
especially in conjunction with the current debatecbmate protection.

Other COFAMIs influencing the NAWARO initiative

Before, there was a Cofami for fibre plants, betréhhad been no sales potential. The
NAWARO initiative learnt its lesson from it and @ngsed the sales in advance.

Right from the beginning, the NAWARO initiative hagcellent contacts to the VNR
(Verwertungsgesellschaft fur nachwachsende Rolegtaiffederation of regional
Cofamis in Bavaria that market rape conjointly. €utly, there are still interchanges
and the WAS is stockholder in the VNR.

There is a rape oil Cofami with its own rape piiesthe Rhon region producing
vegetable oil. According to the NAWARO's actorsisinot a competitor, and contacts
are spare.

According to the NAWARO initiative’s actors, som€dfamis” in the region were
founded pro forma by agricultural traders, jusbider to get the public funds,
although they were not really collective approachdé®y mostly had no business
establishment of their own.

“Hessenknolle” is an initiative for the common cudition and marketing of potatoes.

The “Landmarkt” initiative directly markets agri¢utal products, e.g. to a big
supermarket group (REWE). The development of tlufa@i has possibly been
affected by the success of the NAWARO initiativatdsad created a climate of
people taking matters into their own hands.

Critical voices
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There had been some critical voices concerningasing rape cultivation and fearing an
intensification of agriculture. However, accordiagthe NAWARO initiative, they have
become silent. In the eyes of the initiative’s mensbmaize monocultures shouldn’t be
feared as biogas plants on the basis of cerealdamaed. Concerning genetically modified
plants, there has been a lot of media hype somedin, but according to the NAWARO
initiative, it has decreased. Many farmers thenmese(e.g. the Hessian Farmer’s Union) do
not think there is a need for GMOs as there isemoahd by consumers.

Round table on biomass in the
“Wetterau district” Machinery exchange
cooperatives

Hero: “Hessian centre of

excellence for renewable Rural Agricultural Water and soil
primary products” cooperatives || trade associations
Hessian Farmers’ Union
“Biofuels Hesse"-project (HBV)
UFOP (Union for Promoting Oil Competitors Associations
and Proteinplants)
BBK (Federal Association for Networks
Biogenous and Regenerative Hessische Erzeugergemeinschaft
Fuels) fiir nachwachsende Rohstoffe w.V.

“Carmen”, network for
renewable primary products in

Bavaria Other Market partners
Cofgmis
VNR, federation of regional rape Sugar beet transport
Cofamis in Bavaria alliance
Administration/ Oilmills

Local authorities

Politics

Petroleum retailers

Town of Bad
Nauheim

CMA and CASH!
(Price information)

Federal politics

Figure 3: The interface and external network of theNAWARO initiative

2.5 Status of capital assets

In this chapter, “Relevance” indicates if this sfiecapital was relevant for the development
of the COFAMI, “Status” indicates if and to whattent it was available and “Dynamics”
indicates if this capital changed during time.

Financial capital
(Relevance: +, Status +, Dynamics: +)

* The NAWARO initiative started with hardly any finaal capital. Three years later,
public funds were provided by the “Marktstrukturges. According to the
NAWARO initiative’s actors, this support was essafor the development of the
initiative. Today, proprietary capital of the NAWARInitiative exists on the one hand
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unbound and on the other hand related to indivithrahers (which means a mutual
trust for farmers).

Physical capital

(Relevance: ++, Status 0, Dynamics: 0)

Infrastructure for transportation is good and tkaskness of agricultural crop land is
high.

A cost-efficient interplant mechanisation was aafalé in the region and no new
production techniques were needed.

An important point is the effort to minimise cosAs the premises of the WAS could
be used, no extra equipment was necessary. Moremw@toyees of the WAS could
be delegated for Cofami work and the NAWARO initiatdid not need employees of
its own. For these reasons, the NAWARO initiative mbt have any economic
disadvantages when the percentage of compulsogssi-area decreased.

Storage is effected at farmer’s, agricultural traddand agricultural cooperative
societies’ facilities.

Natural capital

(Relevance: +, Status +, Dynamics: 0)

The region (the Wetterau district, centre zonéhefNAWARO initiative) is characterized by
the following features:

Before the foundation of the NAWARO initiative, tieehad almost been no rape in
the region because of the sugar beet productias,ttiere was a potential to develop.
Likewise, there was little biogas production existe

The stocking rate of livestock as well as speaalisrops is relatively low, thus
competition with other farm development branchdeus

Climate and soils are favourable for agriculturaduction and a basis for high
biomass yields.

As the Wetterau serves as a local recreation ardhdé densely populated Rhein-
Main-area, tourism and landscape protection ar@itapt.

The Wetterau is a role model concerning natureemasion. Therefore, the
NAWARO initiative has close connections to natupeservation actors. The WAS
initiated a project for water-friendly agriculture.

These features make the region a relatively favmarsite for NAWARO's activities.

Human capital

(Relevance: ++, Status ++, Dynamics: 0)

According to all interviewees, idealist individualith innovative ideas and a great
commitment to the project have played a major fmi¢he success of the NAWARO
initiative. As people, especially the executiveediors, had profound know-how and
were taking responsibility, the initiative has ajwdeen proactive and flexible.

The executive directors’ capacity to negotiate sgsfully was also mentioned as a
big asset.
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Flexibility: Beyond, the NAWAROQO's actors are in arpnanent process of adapting to
new options, e.g. modelling business calculatiamsider to analyse if the access to
new production techniques was profitable) or esthlrig cultivation trials for new
crops.

Extensive preparations: Before the start, lotsrefiminary work and inquiries had
been done. The initiators had tried vegetable etlsyl alcohol and verified how the
motors worked. They visited pilot schemes of bisdigoroduction in northern
Germany and in Austria.

A hindering factor may be that farmers were ratfessive and risk-conscious.
Originally, it was planned that every farmer detinig rape should be obliged to take
back a certain amount of biodiesel. This plan aditwork, because farmers refused as
biodiesel was not profitable compared to the compagly cheap agricultural mineral
diesel. Only when the NAWARQO initiative’s initiatodeclared the initiative itself
responsible for sales, farmers got convinced.

Social capital

(Relevance: ++, Status ++, Dynamics: +)

There is the need of an institution accountingtiernew idea (the MR in the
NAWARO initiative’s case): it offers a platform fexchange where members can be
directly addressed and asked for their wishes.

The build-up of numerous networks was crucial. Mpagple and groups got
involved in renewable primary resources” mattesstarted collaborating.

From the beginnings, there has been a very cloggetation between the NAWARO
initiative’s members and the Hessian Farmers™ UfBV), which assembles most
of the Hessian farmers. Lobbying and public retatiave also been carried out hand
in hand with the (HBV).

Events have always been accompanied by intensiviécpelations in order to get
backup by the public.

Political climate concerning renewable energigsositive: there are federal support
programmes for renewable energies and biogas plEmésfederal state of Hessen has
declared the aim of increasing the percentagenswable energies up to 15% and
also supports the setup of biogas plants.

According to an executive employee of the distmbininistration, there is a tradition
of collective working in the area due to the cudtion of sugar beet: As early as at the
end of the 19 century, a sugar plant had been founded collaivetgt When it

closed, farmers again had to confederate in ooderganize the transport/ logistics.

Other enabling factors in conjunction with NAWAROSs capitals and strategies

Development of a sales market

The initiators of the NAWARO initiative had beenaw that there had to be a sales
market right from the beginning. So they develofyedr own sales market for rape. In
this context, the cooperation with the sugar beetsport alliance was crucial for the
initiative’s success. The administrator of the sumgget transport alliance is member of
the directorate of the NAWARO initiative today. #hie same time, the NAWARO
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initiative’s initiators lobbied for the releaselmbdiesel cars in order to broaden the
sales market.

The NAWARQO initiative realised that a certain swzas crucial for the disposal of
guantities. It managed to bundle quantities. Totlasre are NAWARO initiative’s
members from all over Hessen and the peripheramegf neighbouring federal
states.

Participation

Within the NAWARO initiative, the farmer is involdan the whole value-added
chain. (*from the cultivation to the tank”).

In contrast to possible competitors (agriculturatie), there are no particular interests
of individuals who want to make a deal.

Calculations are transparent: farmers know to whahnpany their rape was sold and
how the price is composed.

Proceedings and contracts are transparent: thetaliyeand the advisory board are
always informed on the conclusion of contracts witstomers and partners.

Organisation

Bureaucracy has to be kept down: The NAWARO init&pays the prices ex oilmill
and does not take charge of the storage.

The NAWARO initiative is not involved in the genéegricultural counselling
(concerning species, pest management, and fetibigaThus it is not dissipating its
energies.

As there is little administration effort, benefgs directly to the farmers and not to the
association.

Public relations were attached a high importancevents have always been
accompanied by intensive public relations in otdeget backup by the public.

Examples for the mobilization of a capitalin order to make use of / overcome contextual
factors: In order to capitalise the opportunityttfamer’s unions play an important role in
rural policies, the NAWARO initiative used theircsal capital: ‘close personal contacts to
farmer’s unions representatives’ and tried to iafice regional and federal policies. In order
to overcome the constraint that it did not get smgport in the beginnings, the NAWARO
initiative used its social capital: ‘close contaitishe MR and WAS'. This way, it could use
their facilities and hence was able to minimizete@sd avoid intense financial engagement.

2.6 Impacts of the initiative

Market performance ++

As the NAWARO initiative took advantage of the whellue added chain, the
market price for rape rose (also in agriculturati). Compared to the beginnings of
the NAWARO initiative, the price for rape has daedhl The achievement of an added
value out of set-aside-areas is remarkable.

In the region, the regional added value (in agticel as well as in other fields) has
increased.
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* Employment has increased in processing plantsagediacilities and logistics.
Social performance ++

* The NAWARO initiative helped improving the imagefafming in society.

« Alternatives for farms have been developed.

* As aresult of the increase in prices, chancethsafeguarding of farms and the
continuation by the successors may have risen.

Cultural performance 0

e Local traditions and traditional production techueg are untouched by the
NAWARO initiative’s activities.

Educational performance +

* As all promises by the NAWARQO initiative have bdeapt, the confidence of farmers
in collective action has been strengthened.

* The NAWARO initiative itself only offers some infmation activities, but there are
gualification opportunities in the vocational schobthe county of Wetterau. The
district’'s administration wants to start a “qualétion push” concerning renewable
resources. Apparently, the NAWARQO initiative hastributed to such developments.

Political performance +

« Influences on policy making can be presumed, adlthé&/ARO initiative with its
backup in the farmers’ union constitutes an actarta be neglected.

* Moreover, it had an influence on the communitiesngpfor biofuels (see chapter
2.4.2). Besides, the “Round Table on biomass”atetil by the local government, the
“Hessian centre of excellence for renewable prinpaogducts” organised by the
federal state of Hessen and the project “Biofuedsd¢n”, supported by the FNR
(German Agency of Renewable Resources) are palititetives that trace back to
an intensive engagement of the NAWARQO initiative.

Environmental performance 0

* There are impacts on the environment: the useaafiésel has undisputed good
effects on emissions. However the effects on biedity and landscape are rather
discussed.

» According to the NAWARQO initiative’s actors, a cabution to environmental
protection is made because more biodiesel is ust#teiwhole region.

* Farmers emphasize that rape has relatively posffeets on the following crop. But
of course, this depends on the alternatives. Enenapys for biogas production can
expand crop rotation.
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Table 3: “External” impact assessment by the reseah team

RD Sustainability indicators Performance scores of COFAMI
Case: NAWARO in Hessen -- = highly negative

- = negative

o = still little significance

+ = positive

++ = highly positive

Economic

NVA in region +

Direct, indirect and induced employment in region +

Increase of farmer’s share in retail prices ++

Farm level transaction costs 0

Dependence on public sector support (-) (onlyraatly)

Displacement effects within region 0

Halo effects 0

Social

Self organisational capacity ++

Bridging capital ++

Learning & knowledge +

Enhanced trust/faith in food

oo

Enhances social inclusion

Yields job satisfaction +

Encourages succession +

Environmental

Increases biodiversity -

Reduces negative external effects + (CO2)

Increases positive external effects + (CO2)

Enriches cultural landscape 0

Reduces road miles +

2.7 Conclusions

The NAWARO initiative is a highly successful COFANharacterised by a large potential of
innovation and flexibility. In contrast to many ethCOFAMIs examined within the project,
its particularity is the successful common markgbiha mass product without a special
quality.

Another characteristic is that the NAWARO initiaifias always been highly dependant on
policies: the percentage of obligatory set-asidasythe “market structures law”, the
introduction of a premium payment for energy craps,law on renewable energies and the
introduction of the taxation of biodiesel playeatidese roles for the development of the
COFAMI. All these policy opportunities and thredtsa positive as well as in a negative
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sense, led to adaptation processes and changeatefyg within the COFAMI. In the
NAWARO initiative’s case, it is obvious that polidgpendency always went together with
flexibility. Networks were creatively used and nexgources were mobilised as a reaction to
policy changes.

Moreover, the NAWARO initiative is an interestingaenple on how COFAMIs can
influence policies: different political networksyeemerged in the region that trace back to
an intensive engagement of the NAWARQO initiative.

Concerning factors of success, two main points lshio@ stressed particularly: a very
important factor was the incorporation of a muttéwof actors. On the one hand, the

COFAMI is strongly connected with the widely aceptand established “Maschinenring”
from which it also uses the office facilities andmoyees. On the other hand, “external”
actors are strongly integrated: especially theectmslaboration with the regional farmer’s
union was crucial for the COFAMI’s success. Morgpeiman capital was an important
factor of success for the COFAMIs development. Acthd not rush things, but acted with
caution and innovativeness. Before the start, exterpreparations have been made and
market potentials have been sounded. Only whesdles market was developed, they started
their activities. Now that the initiative is establed, actors still are in a permanent process of
adapting to new options, e.g. modelling businegsutaions or establishing cultivation trials
for new crops.

Altogether, it can be noted that there were quitei@e stock of capitals available right from
the beginning; internal strengths clearly outwedhweaknesses. On the other hand, external
influences did not only offer opportunities, bus@tonstituted threats to the COFAMI that
could, with a lot of flexibility, be overcome in mgcases.
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Interviewees

Georg Dierschke: Executive director of the NAWAR@iative since May 1994
2 farmers producing rape for the NAWARO initiative

Kai Klimek, WAS-employee responsible for biogas

Herwig Marloff: Directorate of the NAWARO initiatevand also chairman of the county’s
farmers (,Kreislandwirt”) and involved in the sudaget transport alliance

Peter Rudel, Local government of the district oféérau”, Head of the department for
development of the district, agriculture, enviromneonstruction trade

H. Scheibel, agricultural trader in Obermdorlen (patitor as well as cooperation partner of
the NAWARO initiative)

D. Weisel: WAS-employee responsible for oilseed accbuntancy

Hans Georg Wagner: Chairman of the study grougeaewable primary products of the
Hessian farmers’ union

Ulrich Wenderoth: Executive director of the NAWAR®@tiative since 2000

Annex: Set-aside areas in Hessen 1993 - 2007

Set-aside areas in Hessen 1993 - 2007

0
e | percenage i PEIE0e Retcappof oty | %0l e o ermane

rotation
1993 15 15 324
1994 15 15 453
1995 12 33 583 12-16,99 17-33 20-33
1996 15 33 738 15-33 20-33 15-33
1997 15 33 738 15-34 20-34 15-34
1998 5 33 738 5-33 5-33 5-33
1999 5 33 740 5-33 5-33 5-33
2000 10 33 631
2001 10 33 677
2002 10 33 3465 €
2003 10 50 346,5€ Note: 50% because of flood B220
2004 5 33 3465 €
2005 8,81 8,81 300,39 € Note: Implementation oflsifiarm payments
2006 8,81 8,81 300,39 €
2007 8,81 8,81 300,39 €
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Table 4: “Feed-In-Remuneration” for Biogas in Germany 2007

.Feed-In-Remuneration” for Biogas by the

German Law on Renewable Energies 2007

bis 150 150-500 | 500-5000
kWel kWel kWel

Grundverguitung 10,98 € 9,45 € 8,50 €

Nawarobonus 6,00 € 6,00 € 4,00 €
KWK-Bonus 2,00 € 2,00 € 2,00 €
Innovationsbonus 2,00 € 2,00 € 2,00 €

Gesamt 20,98 € 19,45 € 16,50 €
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3 “Regionalmarke Eifel”

3.1 General Information/ Degree of collectivity

“Regionalmarke Eifel” has been the first Germanaegl brand. It stands for quality products
originating in the Eifel regionThe Eifel regionis located in the very west of Germany. It
covers areas located in the German federal staiRbineland-Palatinate and North Rhine-
Westphalia as well as in Belgium and Luxemburg. fidggonal development strategy aimed
at the establishment of a regional brand “Eifelthnall German administrative districts and
therefore agreed on a distinct boundary of the rniedgon Eifel. Based on this definition, the
model region has a total area of 600.000 ha, wh@#&m 000 ha are agriculturally used. The
region has 685.700 inhabitants and is highly aitrador tourism.

TheEifel landscapeconsists of low mountains, extinct volcanoes, sfakes, forests,
traditional villages, and extensive agriculture thobased on grasslands. As in most rural
areas, a structural change takes place: the avacagage per farm increases and the number
of farms as well as employment in agriculture dases. In order to respond to these
developments, the initiative decided to bundle lakée energies and make use of the
prospects of the region: the good image of thel Egfgion, the orientation towards Europe
and the cooperation between agriculture, trade@mism.Aim of the regional brand is to
generate a higher added value for producers aritiéorwhole region out of natural and
processed products originating from agriculture famdstry. Therewith, the strengthening of
quality-orientated small- and medium sized struegun the Eifel area is supposed to lead to
the preservation and the further development ofrdmditional cultural landscape.

The initiative has developemmon quality criteria and a logq and cares for the
distribution of local quality products. The “Regamarke Eifel”-logo is assigned to
foodstuffs, wood products and to services in toaria controlled quality and a guaranteed
origin from the Eifel area are transparently pravEme logo with an “e” on a four-colour-
background symbolises the diversity of the diffémgunality products from agriculture,
forestry, handicraft and tourism. The use of “Reglmarke EIFEL” can be applied for by all
producers and processors of agricultural and forgsbducts as well as service providers in
tourism located in the Eifel region. The brandssigned product-related. Precondition is that
the user identifies with the principles of “Regitmarke EIFEL” and meets the quality
criteria for its products and services. For allfdEtproducts, the compliance with quality
criteria is controlled and documented by indepehdepectors.

Today, there are 165 users of the brand, therepf@ucers, 30 hotel and gastronomy
businesses and 75 vacation rentals. The rangedtipts comprises around180 products.

The products covered by “Regionalmarke Eifel” include pork, hdamb, sausages and ham,
fruit, juice and spirits from traditionally managerthards, berries and grapes, cheese, honey,
eggs, wine, wood, heating wood and furniture amdiees in tourism. The range of organic
products comprises different varieties of breadattsausages, cheese and cereals and is
currently about 25 %. Brand users in tourism haverove a minimum quality classification
and are, amongst others, obliged to offer a defperdentage of “Regionalmarke Eifel”-
products (up to 30% in their third year), to taketpn qualification seminars and training
courses, and to promote “Regionalmarke Eifel”. @lference compared to agricultural/
processed products is that in tourism, the whotnass, and not only a specific product, is
certified.



29

For agricultural products and processing, self-ddpat implementation partners
(“Produzentenprifgemeinschafteptoducer’s audit allianceg have been founded for the
bundling of product groups: Eifel Premium Schink&mbH (ham), Eifel Wurst GmbH
(sausages), Eifel Edelbrand w.V. (spirits), Eife B.V. (organic products), Wild (game), and
Interessengemeinschaft Honig und Kéase (honey agelsel). In these alliances, both
producers and processors are joined in order tdlbwattivities, agreeing on new products,
elaborating quality criteria and reporting to tiRegionalmarke Eifel GmbH" management.
The adequate activities in the tourism sector argex out by “Eifel Tourismus GmbH".

An interesting point is that both farmers amdftsmen take part in the producer’s audit
alliances, e.g. for pork. Processors either sellpttoducts in their own selling points or pass
them on to sales and distribution. At the momertdcgssors are mainly butchers.
Furthermore, there is one organic cheese dairyngeig to a farm producing organic cheese.
Also, one firm produces organic bread with the &EHogo, but only markets via its own
sales channels. There are quality criteria for Yeortional” Eifel-bread and products defined
as well and there are a variety of local smalletdlaker businesses interested, but they fear
the crowding-out-effect of their core products wiaéso offering "Regionalmarke Eifel"-
products. According to the county’s associatiograftsmen, it would therefore make sense
to supply bakeries in urban areas, but therefagistics and the daily allocation of
commodities still pose a challenge. Furthermoneragentatives of handicraft are actively
taking part in "Regionalmarke Eifel" concerning tabrication of furniture. There is
cooperation between forest farmers and carpentiginshre aim to produce local furniture.

Target groups for the sales of Eifel-Products aoelfretailers and local gastronomy. Today,
there are 160 stores, thereof 110 big food retaded 50 smaller shops like butchers etc. that
sell "Regionalmarke Eifel"-products The two big fo@tailers “REWE” and “Edeka” play a
major role indistribution in the Eifel -but also in cities, particular incaaround Cologne.
Some other retailers and smaller shops also dfeeptemium Eifel products. There are no
long-term supply contracts, but the stores ordemtares when necessary. Actually, the main
aim is to establish and strengthen reliable distite channels, particularly the organisation
of logistics and agreements with big trade chdiRegionalmarke Eifel GmbH" does not
have its own internet shop, but two participatimgchers have established a (quite small)
internet-based mail-order trading with whichit is possible to order present baskets, no
individual products.

Concerning product groups, “Regionalmarke Eifeldsh a double-tracked strategy: on the
one hand, they are concentrating on fast movingitasth products like e.g. eggs, where the
price difference is only about 20 cents per pack&bese products are top-selling at the
moment, predominantly in the region. On the otteerd) prices for upscale products like
honey and spirits can be twice as high as for cothmeal ones.

Market share of “Regionalmarke Eifel”- products is difficult tstimate, but very low. As an
example, “Eifel Premium Ham” competes, as one ef‘{foungest” products on the shelves,
with up to 120 other suppliers. Individual farmersrocessors also do direct selling, but
most of them market their main part via “RegionalkezEifel GmbH”. If (mainly fresh
products) are sold directly to consumers undefHifel’-logo, the turnover is reported to
"Regionalmarke Eifel GmbH". "Regionalmarke Eifel G does the transaction with
producers on a commission basis and negotiatesspwiith the retailers. The commission is
small, depends on the product and covers all cegisfor the storage of the products. There
are also no member fees to be pamlistics are kept as simple as possible. A member
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butcher who has his own lorries delivers the waresis also commissioned with the storage
of products.

Public relation plays an important role in promoting the regidmand: the regional
management in the past and the “Regionalmarke &ifebH” today (see chapter 3.2 for
explanations) distribute information material amgamise trade fair appearances or organised
the school competition on “Agriculture in the Effahd the “Eifel week” in Luxembourg.
Sometimes, even individual members organised eyvemgsthe cycle race “Eifel-Premium-
Ham-Cup”, or events that connect the sale of prtsdiuom the Eifel with the public reading

of “Eifel-mystery stories”.

Quality criteria that underlie the Eifel-logo guarantee
» the provenience from the Eifel region
e premium quality that clearly lays above standard
e consumer-oriented transparency in the whole praoiucand services-chain
» production and processing related to natural cistanctes and contributing to the
further development of the traditional culturaldanape.

Activities effectuated commonly are the definitioihnproduction standards/ product quality
specification (by quality committees), quality cant(by control bodies), the compilation of
promotion material, product marketing, negotiatiasith retailers (by the brand
management), storage and transport facilities (byramissioned member butcher),
processing of the raw products and learning aswitby the product-group-related
implementation partners). Activities effectuatedividually are the production of agricultural
products, partially storage of the farm’s produaty] the offering of services in tourism.

3.2 Development/ Timeline

In 2001, thé'Regionen Aktiv’ competition was initiated by the Federal Ministry of Food,
Agriculture and Consumer Protection. Backgrounthefcompetition was the realignment of
agricultural and consumer policy taking consumegscerns as a starting point. The
competition was supposed to strengthen competegs®nf agriculture as a stabilising factor
of landscape and rural culture. Aims of the contjgetiwere the initiation of regional cycles,
transparency in food production and marketing.egtablishment of new chances of
employment and income sources and a close prodocsumer-relation in order to increase
the added value in the region.

In the Eifel, the administrative district of Bitlm#Priim (a county within the Eifel region) and
the natural park Stdeifel took commonly part in ¢benpetition. In advance to their
application, they visited other COFAMIs, e.g. “Ungand” (Counties around Munich) and
“Qualitat Tirol” (Austria) where they picked up Ipé&lil suggestions for the product marketing.
This very firstmodel regionis about four times smaller than the referenca &dtgel”, but it
had always be planned to comprise the other Etfehties.

The EifelRegional Development Grouprepresenting 30 institutions of all significant
interest groups in rural development had been fedmd 2001. From the very first, the group
aimed at the vision of a much broader sponsorship the whole Eifel region and regarded
itself as a pilot group. The Regional Developmerdup was, for image reasons, incorporated
at the existing organisational structure of theuratpark “Sideifel”. The Regional
Development Group developed a regional developm@mteption. They were successful and
selected as one of 18 German “model regions” bgipgorted by the federal government
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over a period of four years. According to the agttine effects of the “Regionen Aktiv’-
principles, especially regionality, partnership amegration, have always been closely
related to the provided support money.

The development of gegional brand “Regionalmarke Eifel” was the main point in the
regional development strategy that had been prederst the contribution for the “Regionen
Aktiv’-competition. Besides, other fields of actieis within the competition were: the
development of distribution and marketing strucsygepublicity campaign, counselling on
technology and innovations for rural commerce anthgketing offensive for local handicraft
as well as the further development of an overaicept for the orientation of agriculture, of
the natural parks, of rural tourism and of renewaiergies in the region (with an “energy-
counselling-offensive”). In total, 60-70 project#hin “Regionen Aktiv’ have been
supported so far. But always, the regional brans tlva main pillar of the activities. Right
from the beginningguality committeeswere called up for the domains of foodstuff, wood
and services in tourism in order to define minimstandards for the regional brand.

Before the competition, actors in tourism from Hiel region had got together and
developed thée”-logo standing for the Eifel as a destination for touriSine external
consulting company FUTOUR GmbH, which had, at tlmag, been involved in the
development of Eifel tourism, was then chargedhayRegional Development Group to
support the brand development of “RegionalmarkelE#&nd the implementation process.
The logo was recognised by the German Patent aateTVark Office in March 2003.

The Regional Development Group was first suppdoietivo regional managerswho cared
for the project management, the coordination ofitlf@ementation of measures, networking,
project-controlling as well as for public relatiorss it got clear that agriculture and the
marketing of agricultural products gained more arate importance, the limited company
“Regionalmarke EIFEL GmbH” was founded in the beginning of 2004 in ordersialelish
self-supporting structures concerning the brandagament and to independently further
develop the regional brand. It is owned by four 288areholders: the county’s farmers’
union, the county’s association of craftsmen,Hifel tourism association and the natural
parks of northern and southern Eifel. Thus, thenmpélars of regional development:
agriculture, handicraft, tourism and nature consiow are represented. “Regionalmarke
EIFEL GmbH” is responsible for the day-to-day besis, marketing measures and concludes
brand use contracts with the licensees.

In December 2005, an important step was made t@®aardore efficient marketing: the
“REWE” food retailer was won as a strong partner for the large scaléyat marketing. In
the following, other retailers like “Edeka” were was market partners. From then on, a
strong growth in selling points, producers and iserproviders in tourism set in (Seable 3.
Analogue to the number of products, sales volurse d@écoupled between 2005 and 2007. In
order to improve logistics, @ntre of distribution was established accommodating for the
claim of gastronomy and food retailers for one-sa@pilability of products.
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Table 5: Economic development of “RegionalmarkeEif figures

March 2005 March 2007
Selling points 31 160
Producers 10 60
Gastronomy businesses 24 30
Holiday homes 36 70
Products approx. 20 approx. 200

In January 2006, one of the regional managers veptaded by a graduated merchant. He
officiated as executive secretary as well as regjioranager. According to the actors,
professional vigour was considerably improved thgmconomic aspects gained importance.
In October 2006, another merchant was employedeglacement for the second regional
manager.

In April 2006, the Federal Government decideddatinue the “Regionen Aktiv’-program

for the years 2006/2007. Declared aim was the éardevelopment and the long-term
anchorage of the created structures in the modans. At the beginning of this second
phase of support, the partnership for the impleatent of the “Regionalmarke Eifel’-project
was enlarged on all 10 districts in Rhineland-Padée and North Rhine-Westphalia. In the
second phase, the focus was laid even more oretiteattopic of the competition, activities
concerning “Regionalmarke Eifel”. This topic wadbdivided into three sub-topics:
innovation for new products and quality standaeds$ension of logistics and recovery of new
marketing channels, and the improvement of thedstgrof the “quality region Eifel” as a
common cultural- landscape- and economic area.

In order to develop structures independent fronf'egionen Aktiv’-competition, to
continue the commenced approaches and to set tingecfor a further development of the
region, the 10 administrative districts of the Gampart of the Eifel and the 6 regional
chambers of commerce allied to thukunftsinitiative Eifel ” (Future Initiative Eifel) in
December 2005. Aim was to continue the arrangemeititsted by “Regionen Aktiv”, but
also to bundle measures from other support progesrimorder to commonly strengthen the
development of the Eifel region. An economic depelent strategy in the Eifel region was
supposed to be commonly developed in 5 fieldsisoyragriculture, forestry, handicraft and
business, transfer of technology and innovatiom.gagh of these fields, a network has been
established with one responsible person to coserstibjects with their partners and establish
activities. An annual “Eifel conference” shall imfio the public on the results of the
networking processes. “Regionalmarke Eifel GmbHinsmportant brick in the network and
cooperates in the working group on agriculture.hidithis development, it is planned to
reorganize and enlarge the Regional Developmentiro

The COFAMI:

In its intrinsic sense, in this case, “COFAMIs” d@ne “Produzentenprifgemeinschaften”
(producer’s audit alliances) that have joined e bundling of product groups (e.g. ham,
sausages, honey etc.). Accordingly, there are ak@&FAMIs within "Regionalmarke
Eifel". Still, when speaking of the “initiative”he regional management (the brand
management respectively) is referred to, becausestkthe institution that bundles activities
and that is responsible for the common marketingroflucts under the "Regionalmarke
Eifel"-logo.
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Milestones:

2001: Establishment of the regional developmentephby the Regional Development
Group and start of the “Regionen Aktiv” competition

2003 (January): Start of the intensive cooperatiadourism (Eifel Tourismus GmbH)
2003 (October): Establishment of the regional BraRelgionalmarke Eifel”
2004 (beginning): Foundation of the “RegionalmafEEL GmbH”

2005 (December): Initiation of the “Zukunftsiniiie Eifel” uniting the main actors of a
broader Eifel area

2005 (December): Recovery of the “REWE” food retiads a strong partner for the large
scale product marketing

2006 (April): Decision on the continuation of thHeegionen Aktiv’-program for the years
2006/2007

Critical phases:

The development of the initiative was quite linead unspectacular. Roles of the internal
actors did not change neither did the concept.&tare almost no fluctuations of members
in the Regional Development Group. Until 2006, ¢hleave only been slight personal
changes. Also, only two groups joined the group the “Regionalvermarktungsagentur
NRW?” (regional marketing agency of North Rhine-Wewstlia) which only has an advising
function, as it is not located in the Eifel region.

Moreover, there have not been drastic politicahgjes calling for adaptation. Aims and
strategy of the initiative had been defined quiecfsely in the regional development concept
right from the beginning, and have, in large plagen realized as planned. Slight changes
were e.g. undertaken concerning the organisatiatstribution.

Plans for future development:

The main aim is, as financial support phases o800V, to establish self-supporting
structures from 2008 on. According to the actorsdpct development and the
comprehension of strong and professional marketted producers will play a major role in
future. It was stated that now that support is gamexpire, it is foreseeable that a few “black
sheep” are going to leave the initiative, but thisot concerned to be a problem.

Concerning marketing activities, product developtraemd the comprehension of strong and
professional market-oriented producers will plapaor role in future. Furthermore, a
cooperation with the local dairy (“Milch-Union Hoeifiel, MUH") started in April 2007.

Within this cooperation, the dairy is going to matrkR Mio litres of organic milk from the

Eifel region with the “Regionalmarke Eifel”-logoh&re are also plans to broaden the area of
supply, e.g. to the neighbouring foreign distr{@sdennen). Moreover, a marketing
cooperation with 7 mineral wells of the Eifel regiis planned. "Regionalmarke Eifel GmbH"
would also like to sell bread (at the moment, arlyanic bread is on sale) -there are bakers
interested, but a mill is missing.

Furthermore, “Regionalmarke Eifel GmbH” plans to g®re independent of its biggest retail
partner. It is projected to win delicatessen andleltiood shops for the distribution of its
products and to enlarge internet trade. Howeveralee of a higher labour-intensity and
because of the lengthiness of such new projectkatiag to large surface food retailers is
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given top priority. In tourism, it is planned t@itn more businesses and to support the
development of sustainable enterprises.

Concerning public relations, “Zukunftsinitiativef&l’ aims at comprising the public, which
so far does not know much on the project, as magsoasible. An annual conference with
broad attendance of the public shall be calledngpaacomprehensive internet platform is
going to be completed. Furthermore, it aims atdéneelopment of the non-food-sector within
the "Regionalmarke Eifel" (e.g. construction timhand also concentrate on cultural
activities.
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3.3 Influence of limiting and enabling factors

The influence of limiting and enabling factors aating to the “Guidelines” is described in the foliog Table 6.

Table 6: Influence of limiting and enabling factors

Factors as described in grid of
limiting / enabling factors

Points of attention for case study analysis

Relegdar

performance and
dynamics (High-

In what specific way(s) limiting /
enabling for COFAMI performance
and dynamics? (Positive-negative fq

=

=)

J

ith

eis

Medium-Low- each specific expression)
Not)

Main descriptive data
Proximity / remoteness to urbapRelevance of urban influences / demands for rural + The region is not too far away fror
centres dynamics, specific market opportunities, transport| M urban centres; this offers marketing

infrastructural costs possibilities.
Natural conditions (landscape, | Synergies with other economic activities (e.g. + Landscape is very attractive for
biodiversity) tourism, handicraft), social demand / appreciatibn H tourism and this offers big marketing

rural amenities, potentials for product quality potentials.

differentiation + Landscape quality is associated W

products.
Production conditions for Opportunities / limitations for productive agriaudal +/- Production conditions are limited
agricultural land use (soil use, competitiveness on global markets M grasslands predominate, but as ther
quality, natural handicaps, land no direct competition with highly
segmentation) productive land use, alternative
approaches have developed.

Relative importance of Relevance of changing rural economies, importance + Agriculture is relatively important
agriculture for regional income | of agriculture in regional development M in the area in terms of employment
and employment and multiplier effects.
Density of farms with similar | Relevance of diversification tendencies within + As the density of farms with similg
production structures farming, opportunities / critical mass for joint M production structures (extensive

activities

grasslands) is high, marketing for
identical products is simplified.
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Job opportunities in other sectoiRelevance of pluriactivity / multiple incomes farm
households

+/- Many farm households are
pluriactive; particularly in the region
This doesn’'t however directly affect
the COFAMI.

Socio-political / institutional context

Urban-rural interrelations Relevance of urban-reahmuting, migration, rura
newcomers, demographic developments etc.

+ There are rural newcomers from the
surrounding cities and these constitute
a big demand and market opportunity.

Role of farmers’ associations /| Relevance of farmers’ associations and their imfbag
unions in rural policies in policy processes

+ Farmers’ unions are involved in the
COFAMI development process and
this is important as they traditionally|
have an influence on rural policies.

Attitude of farmers” associationsRelevance of historical experiences with / traditid

+ Farmers’ unions are involved in the

/ unions towards collective collective action and co-operation COFAMI development process and
marketing this is important for the attitude of
farmers towards the COFAMI as they
have a big influence on them.
COFAMIs role in policy Interfaces between COFAMIs and rural policies + The administrative district of
networks Bitburg-Priim (a county within the

Eifel region) initiated the COFAMI
together with the natural park
Sudeifel. Today, the COFAMI
collaborates in different socio-
political networks.
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Territory based policies
(presence / absence, network-
characteristics)

Relevance of territory based policies within major
policy concerns, in/exclusion of stakeholders, drott
up versus top down approaches, etc.

+ There are efforts of territory based
policies. The region is one of 18
model regions in the “Regionen
Aktiv’ programme. The COFAMI is
probably the most significant project
in the model region. Politicians in th
region know that the region has to b
marketed as a whole in order to
increase added value — mainly by
tourism.

Institutional support to COFAM

Is

Existence of formal regulatory
framework for collective action
marketing

Legal possibilities / restrictions for collectivetin

There are no significantly important
regulations.

Rural public-private partnership

©Opportunities for widening relevant networks and
relations with state agencies, new forms of
governance

State agencies are involved in the
network, but it would go too far to ca
it a “public private partnership”.

Rural innovation approaches

Support for multipskeholder learning /
negotiation processes

+ The COFAMI is related to the
innovative “Regionen Aktiv” pilot
programme.

Institutional facilitation capacity

Capacity of state agencies at various levels tpaup
rural innovation processes

+ The COFAMI is supported through

the “Regionen Aktiv” pilot
programme.

Institutional willingness /
capacity to create ‘protected
spaces’ for new institutional
arrangements

Openness / support for alternative approaches for
institutionalizing rural development and innovation

+ Local politicians are very open for
the regional approach and also see
advantages for the region.

Socio-cultural context

Culture and positive experiencs
of cooperation

2Farmers’ trust in collective action / marketing,
cooperative tradition

+ There have been cooperation
activities in the region before, but it
was difficult to integrate them in the
"Regionalmarke Eifel" —network.

D

[}

al

the
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Rural social cohesion

Trust among rural actorsditective action /
marketing, opportunities for widening networks /
exploiting synergies

+ See above

Presence/ absence of agricultu
in local identity

r€ultural status of agricultural activities /idergs,
opportunities for valorising regional identity

+ Agriculture is rather important for
local identity and the preservation o
the landscape.

Traditions of particular (e.g.
artisanal) agricultural
production)

Existence of (farm-based) gastronomic and artisar
tradition, typical food qualities

a

+ The intensity of agricultural
production has always been relative
low and there are a number of
regional speciality products.

ly

Specific processing skills

Existence of rural SMEsrm-based with interest /
experience in specific / artisanal food processing
techniques

There are only few region-specific
traditional processing skills, but
traditional dishes are now offered
again in the "Regionalmarke Eifel
GmbH"-gastronomy businesses.

Economic and market contexts

Competition on relevant
markets: number of actors; prig
evolution, market share,
competition with other market
parties

General context on relevant markets in terms of
&oncentration, price levels and price-squeeze
tendencies, existence of attractive niche markads a
medium scale retailing opportunities

d

+/- Competitors are conventional
retailers and products without a
regional reference. Of course prices
the regional brand have to orientate
the “normal” prices. On the other
hand, there are some other regional
marketed products (e.g. beef, pork,
and spirits) but much smaller and
product-related compared to
Regionalmarke Eifel.

of
on

ly

Ownership of actors on the
markets (co-operative, private,

Influence of COFAMIs members on marketing
strategies, producers’ organizational and support

state, hybrid forms) mobilization capacity L
Type of marketing strategies | Capacity of COFAMI to adequately respond to food + The COFAMI is flexible and make
(marketing channels, chain dynamics (quality standards, pooling, quality H use of different marketing channels.

development of innovation and
experimentation, price policy)

differentiation, building market power)

New marketing possibilities are
continuously explored.
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Relations between actors on th
markets (strategic alliances,

eStrategic alliances with chain partners and / or
territorial marketing partnerships (long-term syppl

+ Collaborations along the supply
chain are established. Retailers can

1"

o

by

hybrid forms) contracts, standards, etc.) H rely on guaranteed qualities. But the
are no long-term supply contracts a
quantities are too small.

Importance of local, regional anéRelevance of regional / national market context in +/- The COFAMI only markets

national markets terms of consumer /societal demands and M locally and regionally. Product price

opportunities for marketing products, goods and on national markets influence price
services policy locally and regionally.

Importance of international Dependence on / need to adjust to developments

markets for buying and selling | (price / standards) on supra-regional markets L

products and services

Learning context

Existence/ absence of relations Relationships with knowledge institutions (extensitﬁ + Agricultural advisory services are

with local or regional actors to | services, research) as co-producers of innovation M member of the Rural Development

develop learning initiatives group and try to pass on knowledge
concerning the COFAMI. Training
courses for participating farmers an
service providers were established
the COFAMI’s actors.

Existence / absence of training|tRelationships with knowledge institutions in redati

facilitate farmers participation inpto internal management and organisation L

COFAMIs management
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3.4 Network relations

3.4.1 Internal structures

Chapter 3.2 already provides an overview on thet mgzortant internal actors. In addition,
some more detailed information is provided in thiéofving.

The main actors of the brand management are tpeshs of the brand, the “Regional
Development Group in the Natural Park Sideifeld #gre taker of the brand,
"Regionalmarke EIFEL GmbH”.

The EifelRegional Development Groupwvas founded in 2001. Therein, 30 institutions of
rural development are represented originating énfofiowing sectors: agriculture/ forestry,
business/ industry/ trade, tourism, environmentgmton/ nature conservation, consumer
protection, educational institution, research, pablic bodies. This board makes all the
fundamental decisions for the constitution andnfeirdevelopment of the regional
development concept of “Regionalmarke Eifel”, esalcthe agreement on the brand
philosophy, on utilisation rules, on quality criteand the guidelines on awarding of the
brand. It decides on presented projects and pasyitares for networking activities and is
responsible for the further development of the cositn of the group. Moreover, it is
responsible for the protection of the brand atGleeman Patent and Trade Mark Office.

The Regional Development Group was first suppdoietivo regional managers As it got
clear that agriculture and the marketing of agtioall products gained more and more
importance, the limited companiRégionalmarke EIFEL GmbH” was founded in the
beginning of 2004 in order to establish self-sugpgrstructures concerning the brand
management and to independently further developethienal brand. Today, there are two
employees: one sales manager and one brand mgbatiemerchants). Further information
concerning "Regionalmarke Eifel GmbH" is providacchapter 3.2.

Thepartner for financial clearing is the county administration of Bitburg-Prum. It
supervises the correct application of subsidiesaride same time acts as granting agency
(one full-time position plus the responsible clu#ffcer).

Advised by experts and practitioners, an autonongoadity committee of the Regional
Development Board define the criteria for prodwstd services of the regional brand Eifel.
The committee consist of five persons with at leas “expert” for the respective field. On
the basis of these quality criteria, products ameémrises are controlled annually by neutral
boards of controlin the whole production chain.

The external regionaonsulting company FUTOUR GmbH which had been involved in
the development of Eifel tourism before, was chdidggthe Regional Development Group to
develop the development conception for the “Regiohktiv’ competition and to support the
brand development and the implementation process.

The users of the brand(producers, processors and service providers nisto) are, as
licensees, bound to the adherence of the ruldseofdntract on brand use. They pay royalties,
prove controls and effect product-related marketiog more information concerning the
coherences, please see Chapt&ogistics are accomplished by a member butcher who is
commissioned with the storage of products and hiseswn lorries to deliver the wares.
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Figure 4: The internal network of “Regionalmarke Eifel” (according to Lukesch, modified)

Within the Eifel region, there are institutions aathorities that support “Regionalmarke
Eifel” without being able to use it itself as a guzer, processor or provider of services.
These establishments can, if they feel committatieghilosophy and intentions of
“Regionalmarke Eifel”, becom®artners of the Eifel” (there are 32 at the moment) and
present themselves accordingly.

The “Zukunftsinitiative Eifel ” was established in 2005 uniting the 10 administeadistricts

of the German part of the Eifel and the 6 regiam@mbers of commerce and therewith lots
of actors that have been/ are active in the “Resgioiktiv’-process. Aim of the
“Zukunftsinitiative Eifel” is to develop structurésdependent from the “Regionen Aktiv”, to
continue the commenced approaches and to set tingecfor a further development of the
region. Aim was to continue the arrangements itgitldoy “Regionen Aktiv”’ (see also chapter
3.2). The “Zukunftsinitiative Eifel” received liglsupport via “Regionen Aktiv” for some
projects which had to be co-financed. It is tryiagbtain a follow-up sponsorship, e.g. via
the Leader-programme or via a programme for traima cooperation.

3.4.2 Interface and external actors

Preliminary to the “Regionen Aktiv’-process, thegtke of popularity and the positive image
of the Eifel region as a high-level natural andu@l landscape has been strengthened by
different actors. TheEifel-Association’ existing for decades had been a rambling cluthén
beginnings and meanwhile orientated towards culagtvities as well. Beyond, the large-
areanatural reservesformed and popularised the name of the Eifel laads: The German-
Belgian natural park “Hohes Venn”, the Europeandfaak Vulkaneifel” and, from 2005 on,
the Eifel national park.

tasks now attended by the regional management lvefoee, within their limited
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competences, handled by business developmentgrtoassociations. In the beginning of
2003, initiatives from both the Rhineland-Palatme the North Rhine-Westphalian part of
the Eifel had allied in a professional tourism assion, the Eifel Tourismus GmbH”.

Within this development, competitive businessegeesally in agriculture and food
processing, were considered important to maintathta further develop an attractive cultural
and holiday landscape. This and the precedingiietvhad been a precondition for the start
and the acceptance of the process of the regisaatilievelopment in the whole Eifel
region.

The “Vulkaneifel” area, also belonging to the Eifel area, is a LEEM> region. But contacts
between the initiatives are rare as conditiongHerprojects and sponsorship are very
different.

Actors from agriculture and tourism are much monpartant for the initiative than actors
from natural protection. Although the natural paok®Northern and Southern Eifel are
shareholders of "Regionalmarke Eifel GmbH&ture conservationplays a minor role in the
overall concept compared to agriculture. Howevecoarrse, actors from nature conservation
make their contributions in the elaboration of protibn criteria for “Eifel”-products.

Guilds of the county’sissociation of craftsmerare integrated in the concept as well as
farmer’s unions and differentassociations in tourism As they are shareholders of
"Regionalmarke Eifel GmbH", there are lots of catdaand cooperation. There are also some
contacts to regional and fedeealvironmental associationsAdvisors in agriculture are, in
form of the “Dienstleistungszentrum Landlicher Rakifel* in Bitburg (service centre rural
space Eifel) integrated in the Regional Developnt&naiup and involved in the development
of quality criteria. Within this function, they alsnform farmers on possibilities of joining the
"Regionalmarke Eifel".

There are good contactsltzal politics and especially the strong assistance and active
collaboration by the district administrator backled project decisively. Communities and
mayors of different communes are also involvechagroject. The federal Ministry of
Agriculture, who had initiated the “Regionen Aktigdbmpetition, is also involved in the
processes, but rather as an observer. Though,itharederal network of “Regionen Aktiv"-
actors from all participating regions aiming at timprovement of exchange and gain of
knowledge Researchersglay a role in the external network insofar astaof corollary
research has been effectuated in the frame ofRlegibnen Aktiv’- competition. But actors
of the initiative complained that work for reseawebuld be too extensive and laborious.

Trade partners are mainly large-scaleod retailers, but also a few smaller shops (see
chapter 3). Local gastronomy involved in the "Regimarke Eifel" also plays a role in
marketing. The Schweine-Vermarktungs-GenossenschaRheinland-Pfalz-Hessen-Saar
e.G.” (SVG, Pig marketing cooperative) was founatetl992 as a marketing platform of
different collective farmers’ marketing initiativesid recognized as a COFAMI itself in 2003.
The SVG has its own regional brand "Saugut Eifelseh" (“Super Eifel-pork”), standing for
the provenance from the Eifel region.

Theregional brand “Naturlich Eifelrind” , initiated by the German Farmer’s Union and
supported by Deutsche Bundesstiftung Umwelt (DBIg,federal environmental foundation),
CMA (the Central Marketing Association of Germanrigglture) and the federal states of
Rhineland-Palatinate and North Rhine-Westphalia,deen started in 1997. It markets beef
to local retailers (predominantly to another comptiran "Regionalmarke Eifel GmbH").

Aim is to market beef that predominately originanfr nature conservancy areas. Although the
approach is quite similar to the one of "Regionakad&ifel GmbH", the two initiatives do
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not work together (attempts of cooperation haviedid According to an actor of “Naturlich
Eifelrind”, the "Regionalmarke Eifel" concentrate® much on quality production but is not
able to market sufficient quantities. ComparedNattrlich Eifelrind”, quality criteria are
slightly higher. Although the two initiatives dotnget along very well, they do not really
compete for market share, as, according to thesg¢tmarket is gigantic”.

Shareholders of Regionalmarke Eifel GmbH

County’s farmers’ County’s Eifel tourism Natural parks of
unions association of association northern and southern
craftsmen Eifel

‘ Agricultural Advisors

‘ Local politicians

‘ Researchers

Regionalmarke Eifel I- “Zukunftinitiative Eifel

‘ Food retailers

‘ Other market partners

Other
Regional brands The Regional Development Group:

Members from:

Agriculture and Forestry, Consumer Protection
Rural Development . o

. Educational institutions
Tourism ) )

) . Public statutory corporations
Environmental and Nature protection ) ) ) ]

Neighbouring Eifel-counties

Commerce, Trade, Industry

3.5 Status of capital assets

In this chapter, “Relevance” indicates if this sfiecapital was relevant for the development
of the COFAMI, “Status” indicates if and to whattent it was available and “Dynamics”
indicates if this capital changed during time.

Financial capital:
(Relevance: ++, Status ++, Dynamics +)

In the beginning, only the aid money by the “Regioiktiv’ competition was available for
the initiative. In total for all activities withifRegionen Aktiv’, 1.86 Mio € from the
beginnings until 2005, and 225,000 € for the y@&@6/2007 were spent. But for the second
period, a partial self-financing is compulsory (3692006 and 50% in 2007). The own
capital resources are brought up by the partigigatounties (depending on the number of
residents). Today, with the “Zukunftsinitiative &if, it is tried to establish self-supporting
structures.
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Physical capital
(Relevance: +, Status 0, Dynamics 0)

Starting point for the candidature of the regiothat “Regionen Aktiv’-competition was the
region’s relatively remote location and bad infrastural connection to urban centres (of
course, compared to “remote areas” in Eastern msgtas still not too bad). However, there
were local processors on which abilities could b#t lon. Moreover, the network in tourism
was already existent when “Regionen Aktiv” starfEldus, communication channels have
already been established and could be used byitieive.

Natural capital
(Relevance: +, Status ++, Dynamics 0)

The Eifel landscape consists of low mountains nextvolcanoes, small lakes, forests,
traditional villages, and extensive agriculture thobased on grasslands. Accordingly, the
landscape is very convenient for tourism and prates for the “marketing” of its beautiful
landscape. As in most rural areas, a structuralgibsakes place: the average acreage per
farm increases and the number of farms as welirgdag/ment in agriculture decreases.

Human capital
(Relevance: ++, Status ++, Dynamics 0)

Willingness of very different partners in rural @spment to learn and to cooperate was
crucial for the development of the initiative. A hitwde of actors and multipliers has been
integrated in the regional development processeller, a competent and efficient process
management resulted in good collaboration and idivisf work between the regional
management and the partner for financial clearmy@ositively influenced the trust of actors
in the project. Furthermore, the help of individpabmoters was crucial. Municipalities,
administration and politics also play a major rnol¢he network. Especially a strong
assistance and active collaboration by the disidohinistrator backed the project decisively
and convinced other district's administrators to jé-urthermore, the chairman of the
county’s farmers’ union and the director of theeEtburism association got very involved
with the development of the network.

Social capital
(Relevance: ++, Status +, Dynamics +)

Before the starting of the initiative, there halready been efficient associations within the
fields of agriculture, tourism, handicraft and mataonservation (Farmer’s unions, guilds of
the county’s associations of craftsmen etc.). Allscal initiatives for the marketing of special
products (e.g. pork or spirits), valorising locdé¢mtity, existed in the region that could be
built on. But some of these initiatives have stayei®pendent and did not join the
“Regionalmarke Eifel”. There is e.g. the assocatidaturlich Eifelrind” (“Naturally Eifel-
beef”), “Saugut Eifelschwein” (“Super Eifel-porkdy “Eifel-Premium Brand” (“Eifel
Premium Spirits”). Moreover, an important pointde® to the establishment of the initiative
was the menacing decrease of significance of dtwireuand a decline in people engaged in
agriculture respectively. Another positive premigges that, as the initiative had emerged out
of a competition, it was accompanied by high puiriterest.
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Other enabling factors in conjunction with the initiative’s capitals and strategies
Networking

» Competences of the integrated partners are optimaa#dd. Strong partners for the
support of “Regionalmarke Eifel” were recovered. danks, a chamber of commerce
and industry, county and municipal administratigosinvolved.

» A federal network of “Regionen Aktiv’-actors impred the exchange and gain of
knowledge.

* Organic and conventional farms were equally intesgta
Comprehending approach

* According to the actors, a big advantage of thegi®sen Aktiv’-approach (e.g. in
contrast to the Leader- approach) was that “absuglilations and bureaucracy
regarding the dimensions of the project region veex@ded. The project was not
restricted to a certain determined area. Withieogrograms, projects end at
council’s boarders, which is an insurmountable atistfor e.g. efforts in tourism.

* Win-Win-Situations were created: the clear markgstrategy, initiated in the tourism
branch, was transferred to other sectors and egsudtpositive effects for producers,
processors and service providers.

» The project is broadly attended: the participatstprs also carry out a function of
multiplier and spread the processes in their oggdiuns and administrations.

» Self-dependant implementation partners were forfoedpecial products (e.g. ham,
sausages, organic products etc.).

* The establishment of the “Regionalmarke Eifel” vaasompanied by a centrally
coordinated public relations campaign.

» Consciously no party politics were admitted witthie Regional Development Group.
Innovation

» The initiative is in a permanent process of furttieveloping and designing new
products.

* The process is always open for new interested @aimil new cooperation partners are
searched for consistently.

Participation

* A multitude of actors has been integrated in tiyggoreal development process. This
factor contributed to a higher acceptance and fstgimice of the concept and led to a
common responsibility. As partners are directlyoagtable for the regional
development concept and made the respective desidiemselves, all actors feel
highly responsible for the overall process. Acforsn a “common destiny” for whose
success they account to.

Efficient organisation

* The regional management and the partner for firhieearing are very closely
associated.
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* The clearing of the regional budget directly ore-$tads to an acceleration in
cooperation and implementation.

* As bureaucratic charges were kept low, actors cdetdde directly “on-site” and act
quickly.

Other limiting factors in conjunction with the init iative’s capitals and strategies

A disadvantage of the organisation based on pgétiicin is that decision processes take
longer, as different perceptions have to be dismigs order to make decisions acceptable for
everyone. The necessity for coordination at théred management and the project partners
is accordingly high.

A negative aspect of the regional boundary is tgadss of the region as it extends on two
federal states with 10 counties altogether. Theraegly necessary ways of communication
still partially have to be established.

Examples for the mobilization of a capital in orderto make use of / overcome contextual
factors: The initiative made capital from the opportunitggghat natural conditions in the
Eifel region are very favourable for regional mankg and b) that agriculture is very present
in local identity. It mobilized its social capitahd used the existing network in tourism as
well as its competencies in agriculture, handicaafi nature conservation in order to
capitalise the Eifel's positive image. On the othand, the initiative managed to benefit from
the region’s relatively remote location and badasfructural connection to urban centres as
well as the structural change in agriculture: tHdseats’ to local economy convinced all
actors of the necessity to collaborate.

3.6 Impacts of the initiative

Market performance ++

* Inthe region, so far isolated approaches wereeagded in order to build new added
value chains. The total added value in the regicreased. Beyond, an increase in
sales volume is anticipated.

» Completely regional value added chains were estadui.

* As new value added partnerships were established;ampetitiveness of small and
medium-sized enterprises in the region improved.

» Marketing of regional products in the region wasimgsed. Quality of both products
and services in the region increased.

* The profile of the Eifel region was sharpened dmdffering in tourism was
improved and completed: in the federal “tourismverr-quality-offensive”, 69% of
the businesses in the federal state of RhinelatatiRate that obtained the certificate
came from the Eifel region.

* “Regionalmarke Eifel’-products obtain a premiumcprcompared to conventional
products. Though price differences to conventigatiucts vary much depending on
the product. E.g., a package of eggs is only aBOwent more expensive, while
durable products like honey or spirits can be tvesexpensive. It is reported that
farmers got plus 4 € for their porkers, though delreg on conventional prices.
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Social performance ++

Networks were established constituting the frammeafointensive knowledge
exchange and a growth in know-how. A platform ahoounication was built up and
actors in rural development now collaborate thaeha@ot cooperated before.

Rivalry thinking was reduced and win-win partnepshivere established.

As new value added partnerships were set up, wackplwere created and preserved:
Within the "Regionalmarke Eifel GmbH", 2 positiomave been created and in the
county’s administration of Bitburg-Prim, one pasithas been preserved. In the
»Eifel Tourismus GmbH*, one position was establdifgnanced by the federal state)
occupied with qualification measures for serviceviders in tourism.

Effects on gender, generation and farm successena known.

It can be assumed that by the activities of "Reghmiarke Eifel", the image of
farming in society has improved -as consumers'regfee to the origin of their foods
is strengthened.

Cultural performance +

Regional identity and regional cohesion was stiteeged and self-confidence of the
region rose. The Eifel region now accretes and ewes itself more and more as an
overall region. The Eifel as a whole natural areargore and more accepted by its
residents and became an identification factor.

The attractivity of the region concerning tourisffedngs increased a lot, also due to
the fact that media presence of the Eifel regiopuhblicity has increased much.

It is assumed that appreciation of certain trad@lgroduction techniques rose, as e.g.
traditional dishes are offered in the "Regionalnearkifel GmbH"-gastronomy
businesses. Likewise, an awareness raising effete cultural richness of the area,
local traditions etc. can be presumed.

Educational performance +

Consumers were sensitised with regard to qualityragional products. According to
a survey by the regional management, the brandesaas has increased enormously
(from 29% in 2004 to 60% in 2005).

Knowledge was transferred between different pastoéthe supply chain and
between different actors in rural development.

Training courses for participating farmers and merproviders were established (for
in total 250 businesses) in order to get to knosvghality criteria underlying the
"Regionalmarke Eifel GmbH". Instructions are catrait by the respective
producers’ audit alliances in cooperation with "Reglmarke Eifel GmbH" (for
agricultural/ processed products) and by ,Eifel fismus GmbH* (for services in
tourism). In tourism, more than 300 businesses baea trained.

Political performance 0

Starting from the initiative, district administrasadrom all “Eifel” districts have come
together and local politicians of the county colghare now cooperating within the
“Zukunftsinitiative Eifel” e.g. in order to discu$sancial bases for the project. Local
politicians have always encouraged the projectaamked for more initiative.
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» According to the actors, the political trend towsardgional development is
strengthened by the initiative and politicians ta not directly involved
complaisantly follow the activities.

Environmental performance +

* Quality criteria stipulate a rather nature-orientey of production. Although, most
farmers that joined “Regionalmarke Eifel” have farmith a rather low intensity and
did not have to adapt production techniques whamng the “Regionalmarke”.
Others, e.g. with intensive egg production, decidetdto join as quality criteria were
too ambitious.

* Moreover, it can be guessed that the initiativeoengges farmers to think about
organic production which evidently causes lessrenwental burden.

* The initiative is climate relevant insofar as regibcycles imply less energy for
transports and therefore fewer emissions.

* Within the “Regionen Aktiv’-competition (althouglondirectly for the regional
brand), the use of renewable energies play an itaporole.

» Distances for livestock transports are much shaohi@n usual, as slaughterhouses are
located in the region. There is the requirementtiaasports have to be briefer than 3
hours.

* As actors originating from agriculture and naturet@ction are cooperating in the
project, mutual understanding between these fisldspported. Still, the integration
of actors from nature protection seems to be legp®itant than previewed and
agricultural issues play the dominant role.



49

Table 7: “External” impact assessment by the reseah team

RD Sustainability indicators Performance scores of COFAMI

Case: Regionalmarke Eifel -- = highly negative
- = negative
o = still little significance
+ = positive

++ = highly positive

Economic

NVA in region +

Direct, indirect and induced employment in region +

Increase of farmer’s share in retail ++

Farm level transaction costs 0

Dependence on public sector support - - ( bwt gding to change)

Displacement effects within region 0/()

Halo effects +

Social

Self organisational capacity

++

Bridging capital

++

Learning & knowledge

Enhanced trust/faith in food

++

Enhances social inclusion

Yields job satisfaction

Encourages succession

Environmental

Increases biodiversity

0/ (+)

Reduces negative external effects

0/(+)

Increases positive external effects

0/(+)

Enriches cultural landscape

Reduces road miles

++

3.7 Conclusions

The most noticeable characteristic of the initiatis the extremely broad approach. That way,
a real quarry of innovative ideas has been createch also helped strengthening regional
consciousness and self-confidence of the whol®nedVithin the "Regionalmarke Eifel",
actors from all groups relevant for rural developiree involved, so almost no “external”
actors that do cooperate in the network could beado

Actors of the four domains agriculture, tourisnadee / crafts and nature protection
collaborate all over the chain: from the developt@émuality criteria, the production and
processing of products to the common marketingedpcts. This integrated approach is a
basis for the active construction and use of syneffgcts and a more effective
implementation of the overall ‘project’ (everybodgntributes his part). The involvement of
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S0 many actors of course also poses obstaclesybtdll, it leads to a bigger acceptance and
a common responsibility.

The diversity of actors is also reflected in th&reme variety of products: today, the range of
products comprises around180 products. This ispofse, an administration and
coordination effort that should not be underestedat

It is also especially interesting that - first geged by the “Regionen Aktiv’- pilot
programme, cooperation was enlarged to much lagge than the original region. Today,
new and promising approaches within the “Zukunitsitive Eifel” relate to a much larger
area.

With the local county administrations and the chamlof commerce, strong partners were
won and it seems that this new concept could legubtverful and effective self-supporting
structures.
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3.9 Annex: Constitution of Regional Development group

Table 8: Institutions constituting the Regional Bypment Group

Sector

Actors

Agriculture and Forestry, Rural
Development

Kreisbauernverband Bitburg- Priim
Arbeitsgemeinschaft bauerliche Landwirtschaft
Direktvermarkter Eifel-Mosel - Saar e.V.
Bioland-Gruppe Eifel

Landfrauenverband Prim

Waldbauverein Bitburg

Dienstleistungszentrum Landlicher Raum Eifel, Bithu
Regionalvermarktungsagentur NRW (beratend)
Landesforstverwaltung, Forstamt Bitburg

Tourism

Hotel- und Gaststattenverband Bitburg-Priim

Eifel Tourismus GmbH

Sport und Tourismus GmbH

,Urlaub auf dem Bauernhof Neuerburg“ e.V.
Interessengemeinschaft ,NaturUrlaub bei Freunden"

Environmental and Nature protection

Naturpark Stdeifel e.V.

Naturpark Nordeifel e.V.

Bund fiir Umwelt und Naturschutz (BUND)
Naturschutzbund (NABU), Kreisgruppe Bitburg-Priim
Landesjagdverband

Commerce, Trade, Industry

Kreishandwerkerschaft Westeifel
Strukturfordergesellschaft Bitburg-Prim mbH
Industrie- und Handelskammer Trier

Consumer Protection

Verbraucherberatung Trier (beratend)

Educational institutions

Kreisvolkshochschule Bitburg-Prim
Griines Land Eifel Ardennen (GLEA) Prim (beratend)

Public statutory corporations

Kreisverwaltung Bitburg-Prim

Aufsichts- und Dienstleistungsdirektion Trier (ADB)
Referat ,Landliche Entwicklung"

Gemeinde- und Stadtebund, Kreisgruppe Bitburg-Priim

Neighbouring Eifel-counties

rheinland-pfalzische Eifel-Landkreise (Trier-Saaxh
Bernkastel-Wittlich, Daun)

nordrhein-westfalische Eifel-Landkreise (EuskirchBiiren,
Aachen)

Chairman of the Regional Development Group is thetridat Administrator of the county of Bitburg-Priif
Roger Graef. He is covered for by the chairmarhefdounty’s farmers’ association, M Michael Horard
the director of the “Struktur- und FérdergesellstBitburg-Prim mbH”, M Rainer Wirtz.
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4 Satellite cases

4.1 Selection of satellites

The main consideration with respect to the selaaticsatellites has been to use the
comparison with a similar case that is different@ny specific aspects, in a way, that allows a
checking of the conclusions drawn on the basis@farticular core case.

The main characteristics of the NAWARO in termsadtinctioning of farmer collaboration
are:

- First, it is the apparently smooth operation anmegwely low transaction costs that are
related to the joint operation in the market.

- Second, it is the innovativeness and capabilitgxploring new market opportunities and
in developing suitable product lines and value dddw®ins.

Another important feature seems to be that the elelzelopment largely comes from the
farmer’s side. It is in terms of the establishmemd further development of the initiative
largely independent from financial support progragsi

For our project the first two points seem most psamg for comparative research. Why
precisely are transaction costs so low — sometifiagis extremely important in any joint
action in a competitive environment? And what makesinitiative so innovative in terms of
the capability to continuously adapt and explore npportunities? We will compare the case
with the Latvian case study on rapeseed oil inot@élentify possible differences in a)
organisation and management, and b) differencesanket and farm structural contexts that
might affect performance.

As for the core case on regional labelling andaeai marketing we want to compare the
initiative with similar initiatives in the model geon Biosphere Reserve Rhon.

Key questions in the regional labelling and reglanarketing satellite analysis relate to
possible differences in the expected future devatg dynamics of the initiatives and the
main determinants (internal, external): Will theeea point of saturation where little
additional growth can be expected or even is beiad? How can turnover with local /
regional products be consolidated at a rather legkl? How can relations with conventional
retail and markets be organized in more favourablgpally beneficial ways? What is the
role of continuous development and innovation?

4.2 Satellite 1: Latraps (Latvia)

Latraps is a cooperative that markets rapeseedrapd. It was established in 2000 in
Zemgale region by 12 large farm owners (300 to I88)Q who decided to cooperate in order
to export grain and rapeseed. Similar like in t#8AWARO case, Latraps has had a very
positive and dynamic development. Already in thstfyear the Latraps cooperative turned
out to be successful and profitable. The successcttd other farmers, and during the next
year the number of members has grown up to 80. NaysLatraps is the biggest

! The fact that the biofuels market as a whole isilized is largely irrelevant in this respect (@me could
even argue that the subsidies only correct a markerfection, namely the insufficient valuationfossil fuels
and the externalization of the costs of fossil fus, which is expressed above all in climate chaogts).
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cooperative society in Latvia with around 400 merab&he cooperative has expanded its
network all over the country, and there is a wiglege of farmers in the cooperative - farm
sizes vary from 10 to 4000 hectares.

With the increasing number of members it is mor mwore found complicated to manage a
(very) large network and the cooperative leadezscansidering the need to reorganize the
cooperative. In the NAWARO case a more continuawebtbpment in the longer term can be
observed that has been accompanied by a contimlewetopment of management structures
and organizational features.

Latraps was the first ‘new’ cooperative, establtsbg individual farmers who had agreed to
try to create a collective organization in ordeimbprove farmers’ situation in the market.
Relatively little experiences with new and selfatatined forms of cooperation therefore
existed to benefit from.

In both cases, the initiators of the cooperativeiavolved in other professional associations
as well (high social capital).

Latraps as well as NAWARO are involved activelywlicy formulation processes and
collaborate with the ministry of agriculture in erdo promote own interests. While,
however, Latraps mainly is interested in natiomal BU level policy formulation, we found
that NAWARO has much closer links with communagiomal and federal state policy
processes and actors. NAWARO clearly has influeatésese levels that are practically
relevant for its further development.

In both cases the initiators and key actors innh&tives are business-oriented and they have
or have attracted professional management andnaxtexperts. In both cases this has
contributed enormously to success. In both casgsmpbrketing strategies and long term
partnerships with processors/buyers of the farmppeyduce a major role. The management
constantly works towards the improvement and teealiering of the new opportunities for
marketing and added value production.

The key issues that have been identified in theapatstudy are fully confirmed by the
NAWARO experience. They concern key organisatiassles for successful management of
farmer cooperation:

* The cooperative has to be run by (a) skilful, psefenal and well paid manager(s).
* Member farmers have to refrain from engagemenaily tnanagement activities.
* A cost efficient management of a cooperative isr@ success factor.

A minimum level of volumes in markets and a minimtumover is a precondition for
an efficient business operation in many respects.

» Cooperatives may run in trouble if there is an ewoic dominance of one or few
members.

4.3 Satellite 2: Regionalmarke Ostfriesland, Germany

The regional brand ‘Ostfriesland’ was created fopsut quality products from agriculture,
forestry, crafts and tourism services originatirani the region of East Frisia (Ostfriesland).
Similar as the ‘Regionalmarke Eifel’ it has beenaleped as a part of the region’s
participation in the ‘Regionen Aktiv’ competitioAgriculture in the region of East Frisia,
similarly as in the Eifel is highly restricted bgtare protection laws. Economically, both
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region lack employment possibilities, as thereasmportant industry. In both regions there
Is a large number of outward commuters, and theegegf income and spending power is
relatively low.

The development of a regional brand, ‘Ostfrieslamgis part of the regional development
strategy elaborated for the competition; with theanrgoal to create a new regional economy
based on local quality products. The initial idesswo create a whole value added chain from
producer to consumer and to create a regional dranthrket these products. As this aim
could not be realised in the form initially planpéae focus shifted to marketing the brand
itself to make the region’s attractiveness knowoulghout Germany. Besides, the marketing
of regional food was pursued by a marketing agéoggpded.

The first attempts to establish the brand had diréeen made in 2003, but it took until 2005
to fully develop a concept. The brand became patkint January 2006. It can now be used by
license according to the regulations of the patewiting association, ‘Region Ostfriesland
e.V.". In contrast to the ‘Regionalmarke Eifel’ thgricultural product marketing has been
replaced to a considerable extent by institutiasairs like communities or tourist offices.
Present aims are to broaden the publicity of tlaadbiand to gain new licensees. In
cooperation with the Ostfriesland tourist assooigtpossibilities to use the brand in internet
marketing are being developed.

The brand can be used in relation to five fiel@stfriesland’, ‘tourism’, ‘agriculture and
processing’, ‘business and trade’ and ‘educatiah@nture’. It is commercialised via
licensing. The association ‘Region Ostfriesland.e8/owner of the brand. The licensing
modalities are regulated within a formal contragtween the association and the licensee,
and are monitored by the association. Licenseeallged to use the brand only for goods
and services that are produced within the regitveyThave to provide information on their
distribution channels and volume. The associatirowiges the marketing strategy and the
guality management connected with the brand.

From its beginning the project had been strondbted to the work of the regional
management, the executive of ‘Region OstfrieslaNd,eas it is directly run by them.
Because of problems occurring in the managemesu,thke project had to face a lot of
difficulties and was almost given up. This led tore adjustments which allowed continuing
the project beyond the first period of governmeatdl Critical here, like in the previous
satellite, is the capacity to react in clever affigient ways.

The high degree of dependence on public policy iamoges led towards management
activities to continually acquire financial suppadrhis keeps the management from its daily
work, and it may lead to the design of projectsrafpam local preferences, just in order to
get the money. Policy change brings with it oppaittas and threats. COFAMIs need to have
the capacity to react. Adaptation processes anagelsaof strategy within COFAMIs are
critically important.

4.4 Satellite 3: Model region Rhon

In 1991 the Rhon Biosphere reserve was establishédpproved by the UNESCO. It

consists of regions in the German federal statéteste, Bavaria and Thuringia. A main aim
of the Biosphere reserve is to preserve the dityeasid quality of the Rhon habitat by the
incorporation of the local agriculture, nature camstion, tourism and business. In the long-
term perspective economic structures should bé famibgriculture and business which

include the aim of protection and care of the Idaatiscape and nature. The aim is to create a
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sustainable development where social and econoeg@idsxmeet with the conservation of
nature.From 1991 to 1995, together with all relé\zmors in the region, a framework

concept for conservation, care and developmerieBiosphere reserve was worked out. It
outlines the main aims and actions of the resemdenaust be seen as a consensus between the
different regional actors.

Concrete aims are the establishment of a regiabal,| the support of regional agriculture and
products (e.g. the use of ‘Streuobstwiesen’, rehard meadows), the sharpening of the
regional identity (e.g. Rhoén sheep) and the (tbuim$ormation and education regarding the
local nature conservation.

Organisationally different bodies where set uphm fiederal states and also a working group

to organise the cooperation between the threedédiates as well as an advisory board. An

important step was to establish park rangers agidmal management offices. Their task is to
act as contact persons and to solve conflictseatedional level. The cooperation with public

regional bodies is critically important in this pest.

The sustainable development strategy in the RhosdBiere Reserve was to exploit products
and services in market niches. Most influence cbeldtated for regional shops and
gastronomy, but also for agriculture, food tradd ewen industry and crafts.

Over time a lot of projects, like the developmehpiducts or labels, have been realised or
are still running which build on the endogenousptal of the region and are connected to it.
Some examples are ‘From the Rhon — for the Rh&tiph in motion’ Rhén im Flusg Rhon
sheep, Rhon trout or Rhénwood refirdkhat these products have in common is that a
special quality is safeguarded by certain produacsimndards. The production of novelty is
closely connected with these projects. Impressvbe range of different projects which have
been developed so far. They come from such areasva®nmental education and
information, nature and landscape conservationgalture and forestry, tourism, settlement,
social issues, business and energy. It can bdlsatidfor most of the products a new brand
name or an own label has been created. Also d lww distribution networks or producer
networks have been established for the differemtipets. The novelty lies in the connection
of the products and quality standards in the regsmwithin the region trust can be built on
these products to be products of high quality armdesemotional connection might also be
possible. Another novelty is the strategy to coogithe gastronomy to use regional products
and to make them recognisable for the public, wératthabitants or tourists, with the Rhén
label. The sheep might be a good example to iltestthat. With their production a new
market was generated which had not existed befdre sheep could be established as a new
label for the region, have qualified agriculturaterprises, offered a new and unique meal for
gastronomy and a new marketing agency was estatliwhich today has a local shop where
it sells not only flesh of Rhdn sheep, but alseotiegional products.

The variety of products which have been creatednaadked with the regional Rhon label
stand for the main strategy: It is to create allpcaduction process and establish high quality
standards to become a trade mark. There are ageris which try to set up local marketing
organisations which then try to distribute theighucts. It seems that the strategy has a wider
spectrum than just to create different separatduymts which. Instead, there seems to be the
attempt to create an umbrella brand name, ‘Rhohichvis connected to different kinds of
products. The question for the future is how ttHitedent federal states and their

2 Meyer/Klingele, 2007: Biosphéarenreservat RhontiBiaation im 6kosystemaren Ansatz und historischer
Ruckblick.
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administrative bodies will be able to find a newrcoon structure to reach the aim of creating
a common brand name. So the attempt to create ammasket for Rhoén products exists, but
has to be elaborated, and the top coordinationrumtbrand is still missing and has to be
realised in the future.

Looking at the effective policies, it becomes olwgdhat a vital institutional arrangement
could be generated with the implementation of abtrdiscussion after the establishment of
the Rhon Biosphere Reserve which led to a commainrviand thus to the accumulation of
social capital. With a clear strategy, it alsotedew kinds of production which are oriented
towards high-quality production in market nichedl.d this has made a lot of endogenous
potential available, also for the further developt®& the Rhon region.

The building on local resources helps to find sfi@ogsources in the region which can, in
combination with novelty production and social ¢alilead to new economic products which
are competitive at least in the local market beeaigheir high quality standard, and with
greater marketing efforts might even be successfwider markets. This becomes apparent
through the variety of products which have beerettged over the years and which are
connected to the region by including ‘Rhon’ in theame. But there still seems to be a
limitation on the competitiveness because of th&sing umbrella brand name which might
create access to wider markets.

5 Overall conclusions and recommendations

Successful initiatives are characterised by cootisunnovation and flexibility. Framework
conditions appear to be far less important.

External influences not only offer opportunitiest lalso constitute threats. COFAMI with
sufficient flexibility can overcome these in margses. Critical thus is the capacity to react in
clever and efficient ways. Changes in external @@t (policy etc.) bring with them
opportunities and threats, in a positive as welhasnegative sense. They need to trigger
adaptation processes and changes of strategy V@@PAMIs. In the NAWARQO initiative’s
case, it is obvious that policy dependency alwagstwogether with flexibility.

Strong COFAMIs can influence policies: differentipcal networks have emerged in the
region that trace back to an intensive engagenfahedNAWARO initiative.

Concerning factors of success, two main points lshio@ stressed particularly:

« A very important factor often — not always — is theorporation of a multitude of
actors and the coordination of different interestd views. NAWARO is a good
example. It is strongly connected with the widetgepted and established
“Maschinenring” from which it also uses the offiieeilities and employees. And, in
addition, it manages to link up with “external” axt and networks. Especially the
close collaboration with the regional farmer’s unigas crucial for the COFAMI’s
success. COFAMIs need to learn how to creativdlyemce and support relevant
networks. Only then can new resources be mobifisedhanges.

e Within the "Regionalmarke Eifel", actors from atbgps relevant for rural
development are involved, so almost no “externetdes that do cooperate in the
network could be found. It is also especially iet#ing that - first triggered by the
“Regionen Aktiv'- pilot programme, cooperation wadarged to much larger scale
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than the original region. Today, new and promisipgroaches within the
“Zukunftsinitiative Eifel” relate to a much largarea.

* Human capital is an important factor of succesgHerdevelopment of the two core
case study COFAMIs presented in this report. Aatiidisnot rush things, but acted
with caution and innovativeness. Before the s&tiensive preparations have been
made and market potentials have been sounded.viwy the sales market was
developed, they started their activities. Now thatinitiative is established, actors
still are in a permanent process of adapting to options, e.g. modelling business
calculations or establishing cultivation trials feaw crops. In successful COFAMIs it
can be seen that internal strengths clearly outvegigveaknesses.

The most noticeable characteristic of the NAWAR®@ Regionalmarke Eifel initiatives is
their broad approach. That way, a real quarry nbwuative ideas has been created which also
helped strengthening regional consciousness afid@a#idence of the whole region.

Actors of the four domains agriculture, tourisnade / crafts and nature protection
collaborate all over the chain in the RegionalmédtKel initiative: from the development of
quality criteria, the production and processingafducts to the common marketing of
products. This integrated approach is a basis®attive construction and use of synergy
effects and a more effective implementation ofdterall ‘project’ (everybody contributes
his part). The involvement of so many actors ofrselwalso poses obstacles, but overall, it
leads to a bigger acceptance and a common resgiinsithe diversity of actors is also
reflected in the extreme variety of products: tqdhg range of products comprises around
180 products. This is, of course, an administragind coordination effort that should not be
underestimated.

In both initiatives — the NAWARO and Regionalmaikiéel initiatives — it was found that the
cooperation with local county administrations, thembers of commerce, and suitable
networks strong partners were won. It seems th&ptrticular aspect is critically important
for the establishment of powerful and effectivd-sebporting structures — particularly in the
initial phases.



