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Encouraging Collective Farmers Marketing
Initiatives (COFAMI)

Background and objectives

Collective action by farmers has played an important role in the history of European agriculture
and rural development. During the 20" century the joint actions of farmers in many EU countries
gave rise to the foundation of agricultural marketing co-operatives, resulting in better market
access, increased farm incomes and regional employment. More recently farmer collectives have
made an important contribution to the spread of sustainable production methods.

Now European agriculture is facing a range of new challenges. Farmers have gradually lost
control over supply chains, due to the growing power of retailers, and are also confronted with a
general decline and reorientation of policy support. At the same time, there is a need to respond
to changing consumer demands for food safety, quality and an attractive countryside. Again,
collective action may help in finding appropriate answers for these new challenges.

Against this background the COFAMI project studies the potential role of collective farmers’
marketing initiatives (COFAMIS) in finding adequate responses to changing market and policy
conditions. More specifically it aims to identify the social, economic, cultural and political factors
that limit or enable the development of such initiatives. The project also seeks to identify viable
strategies and support measures to enhance the performance of collective farmers’ marketing
initiatives.

Steps in the research

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

For each study country a status-quo analysis of collective marketing initiatives and relevant
contextual factors will be made. This involves an overview of existing COFAMIs, their aims,
organisational forms and strategies, relations with other supply chain partners, and relevant
market and policy environments.

A series of 18 in-depth case studies of different types of COFAMIs will be conducted. These will
provide more detailed insights into the influence of different factors that limit and enable the
development, performance and continuity of COFAMIs. The performance of initiatives in terms of
social, economic and environmental impacts will also be assessed.

In the synthesis the results of these different research activities will be integrated into general
conclusions about the relative importance of various limiting and enabling factors for different
types of COFAMIs. Support strategies for COFAMIs and measures to improve their performance
and dissemination will also be formulated.



Project results and consultation

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

The research will provide farmer groups, support organisations and government agencies with
insights into different collective marketing strategies, their success and failure factors, and
suggestions of measures that support COFAMIs. Additionally, the project will contribute to
scientific and policy debates on the role of farmers’ initiatives and new supply chain arrangements
in promoting sustainable rural development and the supply of safe and quality food.

All project results will be made available through the project website www.cofami.org

Project partners

- Rural Sociology Group, Wageningen University, Thetherlandshenk.renting@wur.n{co-ordinator)

- Research Institute for Organic Agriculture (FiBBwitzerlandjuern.sanders@fibl.ch

- QAP Decision, Francegerald.assouline@upmf-grenoble.fr

- Institute for Rural Development Studies (IfLS), @any,knickel@em.uni-frankfurt.de

- Centre for Mountain Agriculture, Innsbruck UniveysiAustria,markus.schermer@uibk.ac.at
- Baltic Studies Centre, Latvid@Iza.lv
- Research Centre on Animal Production (CRPA Spaly, k.de.roest@crpa.it

- Danish Institute of Agricultural Sciences, Denmaion.noe @agrsci.dk

- Institute for Political Sciences, Hungarian Acadevhciences, Hungaikovach@mtapti.hu

- Faculty of Economics and Management, Czech Uniyeo$iAgriculture in Prague, Czech Republic,
lostak@pef.czu.cz

SSPE-CT-2005-006541



Content

The situation of the case studies in the national context
First case study - Urlaub am Bauernhof ..........ccoooiiiiiiiiiiiiies e 6
Satellite cases to Urlaub am Bauernhof - different organisational set ups and their

S 1= £ UPPRR 30
Second case study - WalSErStOIZ........ccoooveiiiiiii e 35
Satellite cases for Walserstolz - chain governance StruCtures:...........ccccceeeeeeeeeeeeeeeeeenee. 53
[©0] o o3 [§ 1] 0] o S UPPPR 62



The situation of the case studies in the
national context

For Austria we choose two very different cases:

The first case study was the collective organisatibholiday on farm (Urlaub am Bauernhof)
in the federal province of Tyrol. The reason fdeseng this initiative was that it represents a
non-food, service related initiative which is vetgse to the institutional sector (the Chamber
of Agriculture). Furthermore it represents an iagting case organised on a national,
provincial and district level. We focus here on pievincial level with some in depth

analysis on the district level.

The tourist sector plays a very important role umstia in general providing a large share to
the Gross National Product. For farming in mourdgasareas the integration into the tourism
sector is the prime way of finding additional inaanThe development of offering bed and
breakfast on farms started as early as the 1960#dthe 1980s the development of
holidays on farm as a distinct product developeaadcesthen the actors professionalized and
holidays on farm became the prime source of additiomcome from on farm resources. The
association in Tyrol was the first of its kind ilugtria, pioneering in many ways the
development.

The second case study focuses on the initiatives&vstiolz. This is a collective initiative of
small dairies together with a cheese ripener antdteter. The initiative was founded at the
time of Austria’s accession to the European Unibis.in some ways typical for the sea
change the dairy sector had to undergo from a memghlated sector after the Second World
War up to the early 1990s when the rigid productegulations were abolished in preparation
to EU accession. The dairy sector is especiallmauntain areas the core production sector of
farming. The reorientation from quantity to qualkitigme rather late. Walserstolz is one
example from the very western Province of Austrieere dairy farming and cheese making
has a very long tradition. In the post war areatthéitional cheese making changed to the
production of Emmental cheese for export. In pratian to the EU-accession these export
regimes were abolished and the price of Emmendelined. During the “quality offensive”
in the 1990s the production of mountain cheesenéoly mainly a product of alpine pastures,
replaced Emmental production in small dairies. phee decline following the change of
subsidy systems forced small dairies to readjusonly their production strategy, but also to
venture into marketing. The Walserstolz initiatiseone of the results. The initiative is
furthermore an example how such marketing endeavangr integrated into wider territorial
development networks. In the case of the Walsérimk Biosphere park which is the main
driver of development.

In this respect the two cases represent two impbstaategies of farmers to react on
changing political and market conditions. Both als® characteristic for the small scale
structure of mountain agriculture in Austria. Whdhrere is little scope for the increase of
production strategies have to be developed towgudBty and non farm products.



First case study - Urlaub am Bauernhof

[URLAUB AM
BAUERNHOF

1. Material

The case study is based on 18 semi-structured itptarg interviews with a length of 1-2
hours each. All interviews were conducted by twerviewers; one putting questions the
other taking notes. All interviews were also re@ar@dn minidisk. Immediately after the
interview the main new emerging results were noi@an. These results were compiled in a
long list, categorised and with initials of theantiew partner coded. At the end of the
interview round the statements were supplementeathird person who listened to all
interviews. An intensive collection and analyseloEuments about the organisation,
especially the structure of the organisation, thetegy, the development stage and the
visions for the future on the relevance of limitiauwgd enabling factors (according to the grid)
complemented the interviews.

The interview-guide was elaborated on the focuh@foverall hypothesis thdffhe success

of a COFAMI depends on the establishment and dernedat of an effective organisation and
the building of networks that enable it to overcdimating factors in policy, market and
territorial contexts and valorise enabling factansthese domains.(Case Study
Methodology D4.2)

The interview-guide included individual key quessdor each of the stakeholder-groups.
The 18 quantitative interview partners can be geolugs follows:
Eight internal stakeholders

0 six members of the organisation (generation asgecing members, old members,
new members of the organisation, members with apeffers, members of a regional
alliance)

o the present and the former CEO of the provinciabastion
0 The present and former president of the proviresabciation
Two interface stakeholders

o female farm advisors
Eight external stakeholders

Those who assist the organisation
o the designated president of the provincial Chambégriculture



o Chamber of Economic Affairs - department of touri$motel trade and gastronomic
o provincial politicians

o Tirol-Werbung (Tyrol tourism marketing board) —whibave a special commercial
interest into the organisation

Those who compete with the organisation
o the manager of the provincial private hosting orggiion
o the gastronomy-speaker of the regional area “Staibai

Within these 18 interviews, five interviews werendacted with a special focus on the
regional alliance during the second deepeningvigerphase. The focus was put on a
regional alliance in a very intensive tourism regibe “Stubaital’. The alliance there is called
“Liebe auf den ersten Blick” (Love on first sighBour interviews were conducted with
internal stakeholders — members of the associatiohone interview with a external
stakeholder who compete with the organisation -gémtronomy-speaker of the regional area.

0 A draft report was prepared and circulated tora#iview partners for comments
and as a base for discussion at the focus groupingee

0 The focus group meeting was held at th8 a#October 2007. There were only six
participants but they were very important persoctuding the president of the
association, the president of the regional Charmab@griculture, one member of the
regional parliament, one district CEO of the asasto@mn and one farming couple. The
discussion was lively and yielded additional paints

2. General description of the case

The association Holiday on Farm is organised ofeigiht levels (national, provincial,
district). Here we deal mainly with the provinciavel.

Associations of UaB exist in all provinces of Austfwith the exception of Vienna). The
founding of the national association was driverii®/development in Tyrol where a
successful example was established. All over Aaistrore than 3.000 farms with 45.000 beds
are members of the association. Thus UaB formsebend largest association of tourism
enterprises in Austria. We focus on the provinagdociation in Tyrol.

The provincial association is an umbrella assammatif eight district organisations. The
association is closely connected to the Chambégatulture and uses the infrastructure
provided by the chamber. The managers (CEO) onnial and district level are staff of the
chamber.

Members:

Altogether there are about 4.000 farms within the/mce of Tyrol offering accommodation.
Out of them 430 farms are member-farms of the aagsoc “Urlaub am Bauernhof”. Most of
the farms have less than ten beds. There is allegglenterprises who offer more than ten
beds they are regarded as commercial tourist argesp which has also tax consequences.
About 20% of the member are in this category, tiudfahem operate a farm. The size of
farm varies, also the production orientation butre#mbers have to raise livestock, as this is
regarded part of the consumer expectation. Alsstheture of the touristic offer varies: 50%
of the beds are rented as bed & breakfast, 50%asnaents.



Main objective of the initiative:

According to strategy papers the main objectivethefinitiative are to create a high quality
and professional tourist offer for and with the niiemfarm enterprises.

Goals include (according to the strategy papet0002:

o

o

(@)

© O OO0

professional marketing of member farms via Interdeect marketing, media
contacts, fairs, catalogues,

Quality management and assurance via standardisgidyqcategorisation (including
regular controls), specialisation (into differepesial offers) and brand management
Intensification of sales promotion via an incomtrayel agency, direct booking (on
the internet) and cooperation with travel agen(aedecreasing part)

Increase of customer loyalty and regular guest® (@dme again every year)

Price policy to fix minimum prices in order to pest knock down prices

Regional alliances of farms to pool their capasii@d to create collective offers
Market intelligence,

Type of joint activities:

On the federal level:

(0]

O O0OO0OO0OO0OO0O0O0

service centres according to a “best person” guiaci.e.: exchange of specialists
provide advice for provincial strategies

Common internet site for online bookings

Common quality standards (labelled with "flowergel the “stars” in hotels)
Common logo, merchandising and promotional material

Common appearance on tourism fairs etc.

Electronic newsletter to members

Quarterly magazine “Sunnseitn” for members

Fixing minimum price standards

Catalogues for special offers (holidays on orgamd wellness farms, on horse riding
farms, on farms specialised on children, farmgfmsons with mobility problems)

On the provincial level:

(0]
0]
0]
0]

(0]

Catalogue on the provincial level

Market intelligence (together with the provinciautism marketing board)

lobbying for financial support programs

Offer of courses for professionalisation (e.g. catepliteracy, business issues,
language courses, etc.)

Marketing via an own incoming travel agency (hasuit25 members under contract
for niche markets like tourists from Spain, Fransegel, Greece, etc. where language
is a problem for booking)

On the district level:

(0]

0]
(0]
0]

Advice, excursions, meetings etc.

Advice to regional alliances

organisation of courses on a local level

guality control (check every four years by a teansisting of the district CEO, the
district president and a person of the regionalisou organisation)



Degree of collectivity:

While the farm enterprises are individually owned ananaged, they join forces for the
marketing of the product. There is a certain stedidation of the product through the
categorisation with flowers (the equivalent of stiar hotels) and through the creation of
special programs. Also the fixing of minimum pri@ssists standardisation.

The collective endeavours focus on the joint manketia an internet platform and the use of
a collective brand and logo (which are on a natitseel). On the provincial level it is mainly
the catalogue.

In Tyrol about a third of the members operates @ homepage aside of the collective
internet platform.

The feeling of belonging to a distinct group haseadeped in recent years due to activities like
excursions and frequent meetings, mainly on aididéavel.

The benefit for members:

A strategy evaluation (2006) on a national levelves the following results:
CEOs and presidents see the benefits since 200l@ss:

For guests:
o to find the most beautiful farms on the collectineernet platform
o to have well arranged catalogues and internetqgglatf
o0 to have quick booking option via internet
o to have a quality assurance through the categimnisat

For the members:
o also small enterprises can access the market
high profile due to media coverage
better service due to assistance and advice, ednahoffers etc.
merchandising articles
increase of sales also in touristic difficult years
fair prices as compared to other touristic groups
0 members are more professional than other farméssmg accommodation

o 0O O0OO0Oo

For the organisation /association (on nationalljeve
o higher work efficiency due to pooling of resources
0 increased economic efficiency
o unified book keeping system and administrative pdoces

The members see their benefits especially in thevong fields:
educational offers

brand awareness

public relations

internet platform for offers

internet as information source

increased quality awareness due to categorisatidrspecialisation
merchandising articles

future perspectives

added value due to fixed minimum prices

support programs for investments

professional advice

better bookings

O 000000000 O0OO0



What makes the initiative especially interesting?

Holiday on farm is one of the most important featuof multifunctional agriculture in
Austria. It represents an interesting case foitetive selling a service as a product.

The degree of professionalisation of farmers im@-agricultural field is striking. The use of
new media and the dynamism of farmers who are mearkehigh. “Holidays on farm” is
seen as ambassadors for general agriculture.

Also the impact of the touristic activities on gendelations and the intergenerational aspects
are interesting. Holidays on farm is commonly petee a women'’s activity. It has been the
first major factor for economising female labourtbe farm.

Finally the institutional embedding of the initiatiin to the organisational setup of the
Chamber of Agriculture provides an interesting case

3. Contextual factors and driving forces

The following description focuses on contextuatdas which had been influencial on the
creation and development of the COFAMI. The chamgegricultural policy and in the
tourism market are described in detail.

Thenatural and geographic conditionswere very favourable for the development of
tourism in general and Holiday on farm in particulehe Alps were for many years the
natural holiday region for the neighbouring Gerrpapulation. After the Second World War
with the German “Wirtschaftswunder” tourism flouresl and this demand was the initial
ignition for holidays on farms. Framers acted aadlemand by tourism first (demand let
development).

The natural conditions of mountains were of cotingebase for nature related tourism
activities like skiing in winter and hiking in sun@m Farmers being the ones whose fields
were used for sports activities were confrontedhiourism right from the start. Especially

for summer tourism the combination of agricultiesddscape produced by farmers and the
farm itself is crucial for holidays on farm. Furtheore the use of home made products in the
tourism increases the feeling of “serving naturéhtourist”. This is especially an advantage
in mountain conditions as the extensive produathmae has a very positive image with
tourists.

Socio-political and institutional conditionswere very supportive as the tourist environment
was considered a major opportunity for farms whoeweft behind in the modernisation
paradigm. Besides the employment in tourism opamat(like as a skiing instructor or as
personnel in ski lifts or gastronomy) the engagemoéfarmer as tourist entrepreneurs has a
long tradition. The first ski resorts were build loyplocal farmers and it was for a long time a
specifity of tourism in Austria and especially igrdl, that the ownership in touristic
infrastructure is mainly in local hands and quiverdy distributed.

Theregulatory framework is quite favourable as up to ten beds per houdebalot
considered a commercial activity and more or lagdree (only local taxes but no income
tax). This regulation applies to private househalglsvell as to farms. Moreover the sale of
farm products within the tourist activities was smered a by product of farming and tax free
again (most farmers in Tyrol pay only a very lindititat tax calculated on the soil properties
and the size of their holding)

Holidays on farm found also a supportive environtriezm the regional tourism authorities
as this was regarded an expression of rural, landhagricultural image of the country the
entire sector was trying to relate to tourists.
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As the modernisation opportunities in alpine a@@sless than elsewhere the limits of
modernisation and thus the trend to multifunctiggpalnd pluri-activity started in Austria
already very early and provided supportive agrigaltinstitutional conditions(see detailed
description below) This explains also why the Chamdd Agriculture was the main
proponent of this initiative. Farmers generally édavuch trust and good relations to their
representative organisations, which supportedpheasl of the initiative. At the beginning
however there was some reluctance as the offeolafdys was a female activity and not part
of the dominant farming culture of animal breed@itserefore it took some time to convince
the politicians and functionaries of the chambethefviability of the initiative. But the
positive economic data convinced them soon.

The market contextwas very favourable in the beginning and the gahdhanges of the
tourist market led to a professionalisation (seeitésl description below)

Thelearning contextis characterised by the close cooperation withmdlea and the relevant
department Formation, Advisory Service and Famwyere the initiative is integrated. This
department is responsible for organising the foiveatourses for farmers. Sometimes it has
used the members of holiday on farm as innovatioegers for new offers (in the case of
professionalisation, farm development planningew imformation technologies). Also the
degree of technical expertise available to memisesbove average as the association on
national level allows pooling of expertise. In thiantextual factor also a gender bias becomes
apparent: women, the main group active in tourem,generally more eager to acquire new
skills.

As the agricultural institutional context and tberist market context are most decisive for
the development of holiday on farm, the changdbese two areas are described a bit more
in detail.

Changes in the agricultural conditions

The time line graph distinguishes three phaselsaragricultural development. The first phase
can be termed the modernisation phase. In Austeiatodernisation paradigm, characterised
by rationalisation, mechanisation and specialisatvas questioned earlier than in other
European countries as the limits of modernisatiereweached earlier due to topographic
conditions. Already in the late 1980s, the federadister of agriculture Josef Riegler
introduced what he called tli&kosoziale AgrarpolitiKeco-social agricultural policy, whereby
ecorefers to both, “economic” and “ecologic” @way back from a dead end road of
agricultural policy”. He referred to agrarian values like small struduresponsibility and
participation as well as social and ecologicalaias foundations of a modern and future
oriented policy for the entire society (Riegler889. Thebkosoziale Agrarpolitikhas guided
the entire preparation phase of Austria’s accessidhe EU in 1995, a period when the
ministry was led by the later EU agricultural corssioner Franz Fischler. During this time
the ministry promoted diversification of income aqehlity production like organic
agriculture. Also the regulated market of agrictdtyproducts was liberalised, which was not
easy for farmers. The professionalisation of fagitbrough UaB was assisting to adapt to
these shifts. At the same time the first agro-emunental payments were introduced. This
policy was expanded when Austria joined the EU9A3. What is called the second pillar of
the CAP was utilised in Austria widely. The empkasiillustrated by the relative weights for
each pillar in the budget as compared to the Ebtes®9% of the overall EU agricultural
budget for the year 2004 was allocated to the ‘iséqmllar’, where as in Austria 64% of the
budget was allocated to rural development. Of eothis policy assisted the development of
UaB. Already during minister Riegler UaB was sesmaneans for diversification and hence
supported. Later Fischler, who had been involvethénfounding of the association in Tyrol,
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supported the founding of a national associatiah@omoted support programs for
improvement of infrastructure.

The RDP emphasis of Austria after EU-accessiomuded also support measures for UaB.

Today when the cross-sectoral territorial developni®eeven more in the foreground then
even UaB is one of the prime beneficiaries of tbkcy.

Therefore the institutionalisation of the assoomind can be seen in response to political
evolutions but also as influencing them (as thevgxda of Fischler shows).

Changes in the market context

Until the mid 80s tourism was a sellers marketreiveas little competition. First, until the
1960s summer tourism prevailed, while winter taurgained popularity during the 70s and
soon overtook the summer tourism in importance.l®hithe beginning farmers started to
offer rooms due to demand, during the 1980s thamgsged. Mobility of tourists increased
and the Alps were not the only place to go. Gertoarist discovered the Mediterranean for
summer holidays and later when cheap charter fligetome available the competition for
tourist destinations became global. This led tortbed of professionalisation. While the
improvement of infrastructure in the first phasesvaanecessity to compete with commercial
tourist enterprises, the development of an USRJ&B and investments in human capital
were a response to the growing competition on taekeat. In the beginning (until the mid
1980s) it was possible to sell accommodation oms$awith the price argument. Afterwards
quality became more important: First quality wasasweed by the furnishing of the room,
sanitary provisions etc. Later the service sectal o be improved and during the last ten
years a general reorientation on traditions caoldserved. This includes also the culinary
traditions whereby first regional recopies werertia focus but recently also the use of local
raw products (naturally produced if not organi® an demand. The phases of investments
and professionalisation within UaB mirror the gehérend in tourism. As the association
was constantly in close connection to the Tourisanketing board they always received
expert advice and due to the rigid structure ofdi@mber they were able to convince the
members to pick up the educational programs thigyexl. Innovation is seen as necessary
anticipation of market developments.

Contextual factors — economical and sociologiegdis, dimensions and development for the
future

In the coming years the UaB-management expeleigheer mobilityof people. The value and
the dimension of leisure will increase, but alse dynamic of disparity of income: People

who dispose of a lot of money and less leisure trersus people have less money but a lot of
leisure. Also the flexibility in the focus of worlgze and working hours increase, this fact
includes a higher holiday-dynamic and also othdidag periods and more traffic on the
roads. These are reasons for spontaneous bookimgys$,durations of stays and less regular
guests.

On the Austriarhealth system and social systeand also on health systems und social
systems of other European countries - a retreptiblic interventions becomes more and
more visible. In the future people are supposezbtdribute more themselves to health
services. In this perspective UaB will become a nakie-sector in focus of psycho-social
services. The retreat of the government is not arfpct in regard to the health system and
the social system in European countries, therlsgsaretreat of the state concerning UaB
public support for investments.

12



There is a high dynamic in the modern media systedithe information-society noticable.
People are using a lot of information sources andlso the market of new technologies
increases. UaB must keep up with these dynamitteeigeneral modern media system.

In agriculture and especially in the system of aggovices the importance of credibility
increases. UaB is confronted with the sensibilitgwests in focus of original, authentic and
real agricultural products and services. Also tiodolgical products became a higher value for
UaB consumers.

New marketgome into being. Products and services melt togeliiee consumers and not
the producers create products and prices. In tiueefinybrid markets will establish without
clear distinction between branches and productsvigtualism will be a common theme.
Therefore UaB will need “guest managers” insteatpodduct managers”. Markets like the
eastern European markets and the Asian marketb@athme more interesting for the future
of UaB.

Another aspect refers tthanges in the family structure and declining bidkes.New target
groups and niches for UaB will be for example cespkithout children, single parents,
patchwork-families, singles, senior citizen, holidan farm for big enterpriseSingle parents
often have less time - and often also less morfey kolidays. Also the expectations of
children into their holidays are changing.

In the future a big question will be, whetheorlds of adventurshould be created instead of
nature worldsandnature-parks This leads to further commodification of natueey( water
resources).

Also changes in the structure of agricultungll shape the future of farm tourism. Extensive
farming and part time farming are growing but algensive farming and specialisation on
products and production. Also local and regionapsyation will become more important for
the future.

The changes of valuasight favour UaB. Guests search for a deeper mgamrholiday for
their stressful live. The motto is: small is befulti

4. Organisation and network relations

The organisational structure of UaB in Tyrol — grmial level

Area of responsibility — provincial Area of responsibility — provincial
association UaB cooperative UaB

Representation of interests, lobbying Incomingétagency

Negotiations with national and provincial A Marketing (design of the product, price-
institutions politics, promotion)

Support for members of UaB Synergy-effects withioegl tourism

associations and the provincial tourism
marketing board (Tirol-Werbung)

Coordination of 8 UaB district associations

Responsible for the quality standard

(Evaluation UaB in Tyrol, page 10, 1999, own tratish)
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Our focus of the case study is the provincial level

The provincial organisation UaB is closely ass@dab the Chamber of Agriculture,
department of Formation, Advisory Service and Fgyuihit of Tourism Affairs. The leader
of this unit is also the CEO of the UaB associatthe office is the same and also on district
level the female farm advisors act as tourism anfgiand CEQOs for the district association.

The provincial organisation of UaB consists of twrganisational parts:
o the provincial association UaB
o the provincial cooperative UaB

To the outside the two organisational parts acires Only the association is really visible,
the cooperative is perceived as a part of the &ssmt, internally — in view of the
bookkeeping-system — the two parts of UaB are cetalyl separated.

The cooperative has a relatively stable turnovextaiut € 500 000.- per year. The incoming
travel agency serves mainly non German or Engps&laling markets. At the moment the
importance is increasing again as UaB is activetynoted in new member states of EU (like
Czech Republic). There the first contact is madero¥ia the cooperative. There are a certain
number of members who are reporting to the cooperathenever they have vacant rooms
and they get requests via the cooperative.

Internal relations:

Chamber of Agriculture

Department of Formation, Advisory Service and
Family

Unit of Tourism Affairs (team leader = CEO of
association and cooperatiye

Association
UaB

Co-
operative
UaB

/
8 district associations >

External stakeholder relations

The main external stakeholders / partners in theork are:
0 on a national level the federal ministry of agriaud

o on a provincial level the Chamber of Agriculturald@he provincial tourism marketing
board

14



o There are also ten regional cooperation groupsavbanembers of the district
organisations and assemble between five and 1%farhey develop and market
collective offers and cooperate in hosting theigtsr For them regional and local
cooperation partners in the tourism associationsfammers who are not members
(e.g. as suppliers of products).

Fed. Min. of
agric
(BMLFUW)

UaB national

Chamber of
Agriculture

UaB (provincial)

/ / \\ Provincial tourism

UaB in 8 districts marketing board
{ | Tirol Werbung

10 regional : .
alliances —— | Regional tourism
associations

Individual farms

' -.| Private enterprises
Other farmers (restaurants, hotels

Changes in organisation and network relations diitierent development stages

The first steps of formalisation happened on alloagional level on a trial base in the
Zillertal before 1984. There the network was camgjsof the chamber and the Raiffeisen
travel agency.

1984 the district organisations were formed andotio@incial organisation was formalised as
an umbrella consisting of eight members only (tis¢ridt organisations). The cooperation
with the travel agency changed as the associatamtaking over the bookings under the
legal umbrella of the Raiffeisen travel agency.etatith a change of the CEO the
cooperation with Raiffeisen ceased altogether asédw CEO had a licence for operating a
travel agency himself. From the start of the foisaion of the association the provincial
tourism marketing board was very instrumental iovpding touristic know how and
supporting the development of concise marketingfesgies.

The regional alliances were founded only latermiyithe professionalisation phase. There
also regional/local partners form the side of thaist boards and the private sector were
stronger integrated into the network. The closétintgonal cooperation with the national
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tourist marketing board seems to have changed khsluwreng this phase, it became less based
on personal relations of managers but more baséusttutional cooperation.

The organisational setup can be explained as & dszontextual factors and capital assets

The early development followed the opportunitieschitwere coming from the demand for
tourist accommodation on the farm. At the same timés of modernisation forced farmers

to look for new sources of income. The initial deyenent was strongly guided by the social
capital of the first CEO which was accumulated en function as leader of the department for
home economics and her personal ability to netwotlk non-agrarian partners in the tourist
business. She also used her position to establkstistrict associations via the advisory
personnel of the department of home economics,haldoprime contacts to concerned farm
wives. Furthermore as later also the departmehbofe economics was merged with the
department of formation and advice, she had thaahto increase the human capital of
members by developing new course programs geareel tmwards personality development
and enhanced planning capacity. Finally her clessgnal ties with a responsible person in
the federal ministry and to the federal ministen$elf (Fischler, who had been her boss in the
provincial Chamber of Agriculture before) she iaiéd the extension of the organisation on a
national level.

The change of the CEO in 1996 marked also a changfeategies and organisational setup.
On one hand the market situation had changed ajuireel a more professional management
from the point of view of the tourism capacitieecBndly the new CEO had a licence to
operate a travel agency which made it possibleduad a cooperative structure for the
operative part of the incoming business. The forpagtner was not interested to extend the
contract any longer.

The initiation of regional alliances was develofredooperation with the provincial tourism
board after 1996. The prime aim was to raise ttaityyprofile. Their leaders have been
integrated into the board of the district assocrati

5. Capital assets and capacity building

Status of different capital resources (at present):

Capital Relevance| Status Description of effects
0, +,++ Low, Can be positive or negative
medium,
high
Financial 0 low Assets not so important as persband

infrastructure is provided by the Chamber of
Agriculture, measures to raise the
membership fees created a barrier for new,
members

Physical 0 low Low again as the physical infrasiuue of
the association is provided by the chamber.
Moreover this type of initiative does not need
much physical infrastructure besides office,
space

natural ++ high The natural capital is a base whiat
become more and more valuable. Members
start to “stage” nature sometimes
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Social ++ medium | At the moment there seems to dieod
balance between the different types of socjal
capital, although the dependence on the
institutional links (Chamber of Agriculture)
is very high. Bonding Social Capital among
members seems to be still rather weak

human ++ high The members are well informed and
educated. They are also more eager to take
part in educational programs and courses

cultural ++ medium | Cultural capital is not yet wedlveloped
among all members, although the associatjon
is working on it. There is of course a danger
in staging cultural features of farm life for
tourists.

Development of capital assets:

Fig: the status and development of different form®f capital

physical
106,
S . .
human financial — 1984
— 1996
2007
social natLpraI

In the beginning the social capital of the foundiiggires played a crucial role. Especially the
head of the advisory department had a lot of bnggiocial capital especially to the other
actors in the network (tourism board and Raiffeisehnich was partly transformed into
financial capital necessary for the start financiBgt it integrated also human capital in form
of tourism expertise which was not available witthie farming community. Also the linking
social capital inherent in the structure of themshar from village level up to national level
was an important factor for the establishment efittitiative. The integration into the
Chamber of Agriculture structure provided also fcdi backing for the initiative which
resulted in adequate financial support programs.

Bonding social capital was provided by the persoelationship of the district female
advisors to the farm women. Also excursions etalistrict level increased the bonding
social capital. Especially the creation of regiosléihnces had a positive impact on the group
feeling. In the beginning the emphasis was laith@img an open group to professionalise
farmers who then would continue on their own (@s@n argument for receiving heavy
institutional support). Later the strategy chantgegupporting a highly professionalized
group. Still members are fluctuating, but the totamber is rather stable at about 500
members.

With the professionalisation more and more humaitaiaof members became important.
The combination of advisory department in the Chanab Agriculture and UaB led to the
development of new products in the educational sph#e special (very expensive) coaching
for business development was started. UaB membeksup these opportunities more
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frequently than others. It seems that there wasravative milieu created. Also the creation
of regional alliances

Financial capital was provided right from the stdso by the farms which were matched by
funds from public and tourist side. But financiapgal for the COFAMI as such was never of
prime importance as the infrastructure was proviggthe Chamber of Agriculture to a large
extend and money was mainly needed on a case byoaject base. Therefore the COFAMI
does not dispose of a high degree of physical @&apit

Finally the development of the USP of the prodadiased on the natural capital of the farms
who are members. Its importance has risen over. tise the use and the profile of their
own farm products have been constantly increased.

Translation of capitals into capacities

As already described in the paragraph on organisaltchanges the capital assets were
translated into new competences and influencestthgegies of the COFAMI. Also the
increase in human capital in course of the profesdisation of members resulted in new
strategic opportunities.

Skills needed in different phases

While in the first phase especially networking kskiere needed to get the idea pushed
through in the various institutions (esp. alsohia Chamber of Agriculture itself) and to
mobilise supporting networks from outside the agtigal sector, later the mobilisation of
human capital in professionalizing members becaihpeime importance.

6. Dynamics of the COFAMI

Historical development
Before the initiative was founded:

The issue of providing accommodation on farms dorists emerged during the 1960s with
the rise of mass tourism in Austria. The demand twage and farms had empty capacities to
offer. At that time no particular standard was fieggl In some villages within programs of
farm modernisation in the 1950s and 60s alreadstraeats for renting to tourist were
foreseen. There was an association of private B&Bsre farms were part of and also sent
members into the board.

During the 1970s until 1984 a generic brochures(BK‘telephone book”) was issued yearly
by the Chamber of Agriculture with financial supply the Tourism marketing board. It
contained over 1.000 addresses where farmers dffetans. On a local level farm beds were
advertised on the lower end of the price scale,lacal tourism offices were often reluctant to
send guests to farms because of the problems migi and dirt from farm operations.

1976 a first working group “holidays on Farm” wasablished when the travel agent of
Raiffeisen proposed to the Chamber of Agricultuo®aperation to improve the incoming
sector. Raiffeisen had already a considerable nuwfiderench guests who expressed the with
to make holiday on farms. The language barrier avaig challenge. The working group
(members of the Chamber of Agriculture, represeargatof Raiffeisen travel, local tourist
representatives) concentrated on a small testimitba tourist region "Zillertal”.
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At that time there were some similar aspirationgpper Austria, the Tyrolean went there to
asses these first experiences. A first local aasioai of 17 farms was founded 1977, a
marketing concepts was provided by a professianaldt advisor and the working group
agreed on a test phase for three years. A firguatian after the summer season 1978 proved
the success: 17 farms had received 8.155 oversighs via Raiffeisen travel service. The
farmers had to reserve all beds for Raiffeisenerand they booked the guests. Farmers were
not used in paying commission for these servicesitaiook time to convince them.

The founding of the provincial association

Until 1983 the model was modified and extendedte flistricts in Tyrol (Lienz, Landeck,
Imst and Reutte). First working groups were esséield through the farm women
associations. These working groups were formalkseassociations in spring 1983.

During this time the head of the advisory departhrethe Chamber of Agriculture had to
convince her superiors that these tourist endeawware of relevance. At the beginning they
were sceptical and did not want to develop a palrattucture to the existing local and
regional tourist organisations. By that time famvese together with private B&Bs in one
organisation. All interview partners agreed that albility of the head of the advisory
department to argue the case within the Chambago€ulture and to provide evidence of
the financial contribution, together with her netkiag abilities to Raiffeisen and later to the
tourism marketing board were key factors for théahsuccess. In the beginning of 1983 a
closer cooperation between the Chamber of Agricalltund the tourism marketing board was
formally agreed.

In 1984 a provincial association was founded. Mensbeere the district associations which
were also formed (almost simultaneously) in theawing fife districts. There the
organisational structure of the Chamber of Agrierdtwith district offices and a network of
farmers’ functionaries into each and every villégeboth the farmer and the farm wives was
essential. The managers of the district assocktimre in personnel union with the farm
wife advisors. Raiffeisen travel did not want tdexd the activities over the entire province.
So the booking had to be taken over by the associahd Raiffeisen travel provided still the
legal umbrella.

The institutionalisation process

The Chamber of Agriculture has supported the aationi with personnel ever since. The
managers of the association on provincial as veetiradistrict level were and are staff of the
Chamber of Agriculture (with also other tasks esgcon district level). Initially this close
connection to the general advisory service leditbidns within the Chamber of Agriculture
as the staff was accused of devoting too much toma small group of farms. The personnel
union of advisory staff and manager of districtoasation posed some problems as the same
person gives advices and has also controlling tasks

This led to a strategy of advocating the assocgia®a means of professionalisation for farms
who wanted to enter the tourism business. Durieditst phase — which was already
characterised by professional marketing conceptdiaancial support not only from the
Chamber of Agriculture but also from members, Tstumarketing board and provincial and
federal agricultural funds), at least official idea was to keep the group open. The members
were almost encouraged to leave the association ey did not need its support anymore.
The experiences with the tourist sector led alshéodevelopment of new programs of
entrepreneurial professionalisation for farmergeneral.
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The first president of the provincial associati@téame later also the president of the
provincial Chamber of Agriculture. This led to ather integration into mainstream
institutionalisation within the Chamber of Agricuie. Also then the director of the Chamber
of Agriculture (the later agricultural minister akt)-commissioner Franz Fischler) was after
initial reluctance supporting the initiative. Unti®94 the head of the advisory department in
the Chamber of Agriculture was also the managéne@fssociation. During this time also the
booking service was transferred from the travehagef Raiffeisen into the Chamber of
Agriculture (while Raiffeisen still provided thedal frame). The main problems of that time
were found in the provision of quota of beds tolibeking service as many members of
course had direct bookings as well and didn’tttedl booking service in time about their
vacancies.

1989 a working group was established on a natistele. This seemed to be important as
travel agencies who had negative experience irpoménce would not cooperate with
another province. In 1992 the national associatiaa formed building on the experiences of
the Tyrolian association. This was strongly encgadaand supported by the ministry of
agriculture. The former president recalls thahia beginning there was reluctance to form a
national association as the Tyrolian activitieseveore advanced and they did not want to
share their know how with other provinces of AustAlso the loss of independence in
decision making was a obstacle, but soon theysexlkhat they were stronger also in
negotiating support from the ministry when theygi forces.

When the present manager was employed in 1996dalba the legal requirements for
running the travel agency himself. Since then th@peration with Raiffeisen travels ceased
completely. Today the UaB travel agency serveseninhrkets for tourists who do not want
to book direct. The average turnover is about E@@000.—per year.
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Timeline:

1970 1975 1980 1985 1990 1995 2000 2005
Institutional Re Extension: ass. Extension on the 1992 foundina of national
development 9. in 3 districts other 5 districts. ounding or national ass.

Testass. .
1984 founding
nrov ass<
. . .‘ . National catalouge
Generic Brochure ,holidays on Farm Provincial catalogue for membe for spezial programs
Marketing . . o . :
Cooperation with Own organisation of Own incoming travel
development iy . :
Raiffeisen travel incoming under legal cover agency
agenc' of Réiffeiser
Cooperation with prov. Tourism marketing board

Strategy Testphase, organisational Professionalisation in an product development,

development developement ,open group* quality assurance, group

Tourism dev

Agric
development

improve standard formatior

Buyers market, increased competition,
stagnating summer growi winter tourisn

Sellers market, little competition,
summer and winter touris

Modernisation phase Eco-social agric policy

diversification

EU accession,
agroenvironmental progre
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The strategic development

In thefirst phase (1984-1996) the main concern was to build up tiséitutional base and to
provide an adequate standard for accommodatiofaroms. First of all accessibility had to be
improved. This concerned the connection to road/ort as well as to communication
networks like telephone. Support programs were ldeeel to improve the infrastructure. The
first quality assurance methods were developediwtonicentrated on the “hardware”
(communication infrastructure, sanitary facilitigeneral appearance of the farm etc.) For
instance, in the beginning only 30% of the membex$ a telephone. From the beginning the
positioning of the image of UaB was in the upp@mnsent. Already at that time the necessity
of having animals on the farm all year round desaipine summer pasturing was expressed
and also the provision of homemade products wascades. Also during the late 1980s and
early 90s fist attempts of joining forces betwdas tipcoming direct marketing endeavours
and holiday on farm were made. Joint advertisind)@omotional material was developed.

Still the ties remained very weak.

About 15 years ago the initiative was already swassful that also owners of big hotels who
have a farm aside wanted to become members. Theiatssn made a limit with 50 beds and
installed a category of “rural farm inn” to keepnare farm profile.

Thesecond phaséfrom 1996 to now) is characterised by a focupiessionalisation of

the product and the marketing. Starting from Tyt®93 a categorisation system of “flowers”
— similar to the quality “stars” in hotels — wasroduced on a national level. Besides
developing a catalogue of criteria for the prodalsb specialisations were promoted and
criteria developed.

The categorisation criteria include the physical aatural environment of the farm, the
technical quality also participation in the acconaaion provided and the special services
available. This section includes also participatiothe association and the implementation of
the brand on the farm. The use of criteria has gbsiwover time. At the beginning they were
merely on paper, now they are implemented moretlstand serve also as a base for advice
and extension.

The pricing policy was developed to be in the uggsgment, providing quality
accommodation plus authentic farm experience inetudultural traditions, farm products
etc. Some interview partners termed this strateg\gaing back to the core competences”.
During this phase also the development first ofléd&r of internet use and online booking
was implemented. In 1996 the aim was to achievarnet use by 50% of the members within
fife years. This aim was achieved already 1999n8y there are only about three to four
members left who do not dispose of a computer mirnet. 110 farms offer online booking.
The Incoming travel agency of UaB has contractk &#-30 farms where they can dispose of
the accommodation. Others manage the booking anawa. Every farm has its homepage
managed by the national association. About 20-308%eomembers have their own private
homepage in addition to that.

The following current factors of success were nwargd in the interviews:

the family atmosphere

small structures

living culture and tradition

animals all year round

natural products direct from the farm

guality of accommodation and additional services

O O O0OO0OO0OOo
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There were also some dangers for the future deredapof UaB mentioned:

One is that the farm develops into two distinceegmtises, one run by the farmer and one run
by his wife. If the enterprises become disconnetitedJSP of UaB gets lost.

Also the development of quality criteria and catéggiion has some dangers inherent as it
might lead to a thinking of complying with regutats rather than encouraging creativeness
and innovation.

The increase of membership fees (end of the 1980is¢d the possibility for growth.
The development of collectivity

While in the beginning (during the test phase)ftitens had to reserve their beds for the travel
agency this high degree of collectivity decreasesr time, For long time there were many
problems associated with this central booking sysfeoday there are only a handful of farms
which reserve beds for the UaB travel agency.

The collecitvity is therefore restricted to the aoon use of the logo and promotion
(homepage, catalogue) as well as the product stdisdtion through classification (flowers)
and quality assurance.

However the group feeling has developed over tilging the second phase the strategy
changes also from the “open group” to a more “dag®up”. At the same time during this
phase the group feeling was increased. The task®district presidents were increased and
excursions etc were started.

The number of members is stable between 400 andX@drding to an evaluation 2001
about 250 of the founding farms are still memb@&thers have left and new ones joined,
mostly associated with a change of ownership duhegsuccession cycle. Some of those who
left the association have stopped offering holidagisers have found their own distinct
program outside the initiative. Also during the fessionalisation phase some could not cope
with the investments necessary due to increasiagitgeriteria. Some didn’t want to cope

with the increasing use of modern communicatiohnetogies like internet and internet-
booking. Also accessibility became increasingly amant.

The biggest barriers to new entries are the merhlgefees. They were increased sharply
during the 1990s. Partly in well developed tousistas farmers do not see an additional
benefit in participating in the initiative. New meers apply when they experience problems
in renting their beds. Others said that the brandell established and complies wth their
value system, therefore they opted for memberhig former member said she thinks some
ways of quality assurance by employing “mysterysgsieto check on the performance by
anonymous control agents could be putting somedesoff. She voiced out some critique
about a top down control system versus a “partitigadevelopment of professionalisation.

In recent years the group feeling has increasedaljsent excursions and more frequent
exchange of experiences among members. They adscopaequests if their capacities are
full. They pass on requests first to other membarsthen, if needed, to hotels in the region.

The form of collective use of resources has chamyed time. In the beginning the central
booking was the focal point, whereas now it isjtiet use of a logo and promotional
material as well as having a basically standardmweduct (by the categorisation with
“flowers” and the grouping in special service pags). The president of the provincial
association phrased it in this way that “there ¢®@amon recipe to the meal, but each cook
disposes of different spices to create an indiviflagour”. Cooperation between members to
form small groups who share products or servicsgignal alliances) is encouraged by
financial support programs. There is the obligatibjoint investment is supported, to keep
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up the cooperation for seven years. Sometimes ttwg®eration’s break up after this time, if
they were service induced. Others saw the necdssjtgol services and grew into strong
groups.

Interview partners stated that members are prodrioigy part of the association. They feel
recognised not only within agriculture but alsohaitthe tourism sector. They view
themselves also as “ambassadors to the non-agraoidd’. They have adopted an
entrepreneurial spirit and the self perceptioroasism experts. This is also supported by the
fact that they seem to be picking up opportuniiiegurther training more than other farmers.
Essentially they feel belonging to distinct grodgaymers. The personal relation to the
district manager and to the female advisors irdiktict is a crucial factor.

However there is also an element of competitiom&members book their own holiday on
UaB farms (in other provinces) to investigate haheos do. Some call this “flower tourism”.
Some even do not disclose that they offer holidajaom themselves.

There is an open question on how to integrate rfawmeers into the system, also without
direct membership. This discussion is linked toithplicit discussion on the heavy
institutional support by the Chamber of Agricultug® far attempts with a so called “Info-
partnership” to let associate non-member partieipanewsletters did not meet the demand.

Collectivity has been increased by a constant tears the value system to members by a
recurrent discussion and adaptation of the “Laidtbjtlevelopment vision). Today the
members are said to be a relatively homogenougpgrou

Explanation of dynamics as a result of contextaatdrs and capital assets

The development of the various strategies of UaBlbmaexplained as a combination of
contextual factors with opportunities and constsaand the available capital assets. The
strategy can be further divided into networkingyasrisational set up and product
development and placement.

We can distinguish three phases:
- the trial and founding phase
- the institutionalisation phase / test of time
- the professionalisation phase

In each of these phases the strategies of UaBeanflained as a combination of contextual
factors and available assets

In thephase 1 (trial and founding 1970 up to 1984here was a demand for accommodation
on farms (as an opportunity) and at the same timaaécessity to look for alternative income
close to the farm (as a constraint), because tthigslof farm intensification became visible.
These were the major contextual factors when thgoaresible for home economics within the
Chamber of Agriculture saw a potential to upgrddedo far rather unprofessional touristic
offer of farmers. The top functionaries of the clh@mhowever remained sceptical at first,
comparing farms with hotel enterprises. Also th&igm agencies were sceptical considering
the smell and level of cleanliness of farms. Asiars (and especially farmers wives) had
high level of trust into the chamber extension Eewtrials were run in a pilot region with
intensive tourism experiences. This was possibéetduhe level of bridging and linking

social capital available from the department of Banonomics. The success resulted also out
of the partnership with a professional travel agent

The strategy was to run a test, start to organfgstaest organisation and to transfer the
experiences to other regions (which was possibéetdihe network of female farm advisors).
The first product was to offer simple accommodationatural conditions. The main measure
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was to increase the accessibility of the farm&rms of transport (like roads) and
communication infrastructure (like telephone).

The outcome of this strategy was a success whiplagted the contextual factors in the way
that the institutional partners in the Chamber gfiéulture got a more favourable attitude
towards the association, which resulted in a highkingness to support it with personnel
and room resources. Also the tourism institutioesame interested in the new product which
complied very well with the image of the countrgytwanted to advertise.

It had an impact on the capital assets in the Wwayttust (social capital) was build up and
confidence that farmers were able to establish sleéras in this business as reliable partners.
Also the network created increased the social abaitd the experiences gained increased the
human capital. The good relations to institutioakpld to transform this linking social capital
into financial capital by the way of support pragiaand the provision of personnel and
infrastructure by the Chamber of Agriculture.

The second phase (institutionalisation) from 1984906 started with the founding of the
provincial association.

In the meantime the market conditions had changed & sellers market to a buyers market
Also the agricultural framework context changedupport for pluriactivity and
multifunctionality of farms where UaB was seen aipee example. But this had also the
implication that the chamber expected the associdt be open for new members in
exchange for increased support.

The capital assets had been extended to use wtengrinking social capital for the

formation of district associations. The first CE@awvas at the same time leader of the
Department of Formation, Advisory Service and Fgradopted a strategy of positioning
UaB as an “amplifier” for tourism activities. Thesmciation was supposed to be an open
group, offering in connection to the chamber a nend$ courses and lobbying for support
programs. This aimed to increase the human andqathygspital of the members and to make
it attractive to new entrants. The associationtetato operate the booking service (under the
legal umbrella of Raiffeisen travel as a partner).

The network enlarged especially on the tourism bidénking up with the provincial tourism
marketing board. On the agricultural side closatdiwere made with direct marketing
initiatives that started just around that time.sTaimed in a better positioning of the product
together with farm food in promotion and supplyeTiegional success led to the formation of
a national association and to the creation of eonak brand. This enlarged the network of
capacities which could be mobilised if needed.

The third phase (professionalisation) 1996-today

The competition on the tourism market had furtinereased considerably and the use of new
communication way (like the internet) had created ihallenges. On the agrarian context
the shift from support for production to suppornt iwotection (e.g. landscape management)
had been effected with the accession to the EWQ@51This led to a situation where farmers
became very insecure of their position in soci€hey felt being perceived as beneficiaries of
subsidies only.

While the transition from phase one to phase tws marked mainly by a fundamental
change in the context of market and agriculturectviprogressed merely in the third phase,
now major internal shifts took place. The new CEAd h licence for operating a travel
agency and also extensive operative experienaauinstn business, but was a farmer himself
at the same time. The new CEO was also only resiglerfer UaB and tourism in general but
not heading the department. The network configonaéind the organisational set up changed.
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The cooperation with Raiffeisen travel ceased &edassociation set up a cooperative
structure for the incoming travel agency business.

While in the former periods, the association ttegosition itself as an “amplifier for
professionalisation”, now the fostering of a strgmgfessional group of tourism enterprises
was promoted. This was due to the categorisatiath (Wowers”), standardisation and
specialisations of the different products on natldeavel.. This led to the creation of

“flowers” to grade the products. In Tyrol it resdtin the promotion of regional alliances and
measures to increase group consciousness on distadt.

This resulted in a shift from focussing on bridgargl linking social capital in the earlier
phases to bonding social capital. Also the raisihthe membership fees (to increase the
financial capital of the association) had a bondiffgct on the group as it created an entrance
barrier for new ones who were not so specialisetborism. The increasing professional
capacities, on the level of the management butaisithe level of the members led to a
pronounced quality strategysing the latest available market intelligencenownication
technology and marketing technology. The intenbwding of human capital in the former
period had resulted in a well trained group of meralwho are eager to professionalise
further. This led to an early adoption rate of ititernet for promotion, email and online
booking. The growing emphasis on natural capitahenproduct development led to an
embracement of the landscape management strategigscultural policy. The members of
UaB have the feeling that they can sell the virtofethe landscape directly to the consumer
(i.e. the tourist).

Thus we can conclude the dynamics of strategy dewetnt in the interplay of context and
assets were not only reactive but actively shafhiegcontext as well as the available asset
configuration. On the side of the contextual fastibre success of association shaped the
apprehension of their activities and of multifunail agriculture in general by the institution
as well as by wider society. On the side of cagitaets it is evident that the learning
environment enhanced especially the social and huwagitals.

But not only internal factors shaped the dynamatsy the changes of the market conditions
and the agricultural framework conditions, espégiaith the accession to the EU had an
influence on the dynamics. The capital configuratbanged due to new entrances (like the
new CEO and through changes in the perceptiontof@a&tc. by wider society.

The change in the agrarian structures introducesigkeas of innovation. At moment the use
of alpine huts for accommodation is proposed byesamembers in response to land use
changes on alpine pastures (no more milk processitlg young animals etc.). However this
is viewed critical by others and will not meet pickl support at present.

The individual strategies for the members differme members develop their farms strongly
towards tourism and find most of their income thditeey also invest more into the tourist
side than on the farm operation. The farm opera@mes in these farms as a necessary base
for the tourist activities. Other members are ushrggincome from tourism mainly for
agricultural investments. It depends of course atsthe size and structure of the individual
farm.

For the future development it seems necessarytbtifie right “symbiosis” between the two
parts of the farm enterprise
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7. Impact assessment

It is sometimes difficult to distinguish betweerm impact of touristic activities of farmers in
general and the impact of the association. Espetiad social and cultural impacts
mentioned are hardly ion direct relation to theoaigion, although the high degree of
professionalisation has of course added to thepadts.

Economic and market improvements of their members

The relevant market of UaB is the tourism markefynol. Competing products are some
other special programs supported by the Tourisnketiaig board like Family hotels or the
“ordinary” B&Bs. Also non organised agro-tourisnoducts are of relevance to the group.

Premium prices are secured by a internal pricidgypof minimum prices (partly even
secured via administrator right for the homepagesre prices are corrected if the individual
farm offers lower prices). The figures at hand loe humber of days of utilised capacity show
favourable data:

Table: Days of utilised capacity

Year | Commercial| Private |Private Private | UaB UaB UaB Tyrol
(hotels) total non-farm farm rooms |apartments | total total

99-00 & 137 66 68 59 83 91 91 112
00-01 | 140 68 71 62 97 98 99 115
01-02 | 145 70 72 64 110 111 112 119
02-03 | 147 71 73 67 117 115 115 121
03-04 | 148 71 73 66 114 116 115 122
04-05 | 150 71 73 66 118 119 117 123

(the tourist year runs from November to October)

The table shows that UaB is close to the commetaialsm sector and far above private
B&B or non organised farm holidays.

The president of the association said UaB is thg agricultural product which is not sold by
price but by quality. The income is not so muchetejng on financial support programs.
The return of investments is better calculable tloafiarm investments.

Besides these impacts on the individual farm atgoeicts on the regional economy were
mentioned. The private forms of tourism (were UaBme of the most successful ones) are
important to keep up village infrastructure (pulgigimming pools and tennis courts, but also
shops and restaurants) as hotels as resorts tavefivate infrastructure and do not want the
guest to leave their premises.

Social performance or inclusion
There are a number of impacts which were highligimethe interviews:
Some relate to thgersonal enrichment:

0 getting in contact with people all over the worltdeeven making new friends
o change of perceptions, enlargement of personattiori

27



0 enhancement of entrepreneurial spirit, better agpgtien of further education offers
0 innovative spirit

Other statements focus on tlverk motivation:

o appreciation of work, direct feedback not only tlee farm products but also for work
related to maintenance of cultural landscape

0 better relation to non farm population

0 ageneral increase of self confidence and selésste

Some impacts relate to themily situation and farm succession:

0 a separate field of work for the farm wife. Thiskea it easier to find a spouse
(especially for spouses who come from a non-agrdréekground).

o A working place at home which reduces the necessityok for part time work
outside of the farm

0 Apartments are used as separate living quartdheisuccession cycle, either for the
young or the old generation

Other relate to thquality of live:

o0 the necessity of taking a holiday is understood &ds the farming couple
0 modernisation was not only restricted to the faparation but extended on the
domestic side

Impact ongender relations:

o women have their own income but also an addititatsdur burden)

0 new role ascriptions in the gender relations — &asmaking part in domestic
activities, changes in division of labour, womernrkviess in agriculture, partly new
labour extensive forms of farming)

o especially in the second phase of professionadisatiso male farmers took part in the
association

0 however internet use remained a female domainfpssed to wider society)

Three interviews gave also an account of impactagritulture in general and the image of
farming in wider society:

0 growing appreciation of farm products and directkating

contribution to stabilisation of agriculture in ngaralized production areas
improved image of farming in wider society

introduction of business thinking into agriculture

alternative to the prior focus on cattle breeding

creating an innovative milieu

O OO O0OOo

Educational performance

The innovative an entrepreneurial spirit of the Ua@mbers has been mentioned many times.
Also the creation of special educational prograondfisiness development by the Chamber
of Agriculture came out of the demand raised by inens of UaB.

The members (and especially the women) were alsaicky pioneering among farmers in
the use of new communication technologies.
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Cultural performance

UaB sees the cultural traditions and living cultaseone of the core features of their product
and its USP. The work with tourists and their feszkoto the farmer surely has an awareness
raising effect on aesthetical issues, culturalméss of the area, local traditions etc. This is
reinforced by the regulations of categorisationaiibke these features into account. It is
also reflected by the special programs developetthdyegional cooperation groups.

Environmental performance

UaB provides a direct feedback from consumers niyt af products but also of landscape.
Therefore this gives also the possibility of acegpthe shift from a producer of agricultural
products to the provision of public goods (whicloien a problem especially in mountain
areas) easier than for other farmers.

Political performance

UaB had an influence on policy development. Therlagricultural minister, Franz Fischler,
was as director of the Chamber of Agriculture imalhighly involved in the development of
UaB and promoted the founding of a national assiociavhen he became federal minister.

Also on a regional level the influence on provihagricultural policy was significant as the

president of the association became later theqeesbf the Chamber of Agriculture.

8. Summary and Conclusion

The particular features of this COFAMI are:

- The multi level organisation on local (regionalaikces), district, provincial
and national level.

- The strong dependence on the institutional straatfithe Chamber of
Agriculture

- That it has as a female bias (although the leafdingtionaries are often male)

- The strong focus on human capital building amongibess and thus the high
level of professionalisation

- The strong relations between the COFAMI and noargagm stakeholders
(Tourism sector)
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Satellite cases to Urlaub am Bauernhof
- different organisational set ups and
their effects

The satellite case compares the organisationaipseft the activities in Auth Tyrol / Italy and
Norway with the situation in our main case in Tyt@lustria.

The two satellite cases are situated in countriés similar natural characteristics and with
similar agricultural structure. However the legalmhework and the resulting organisational
framework in the three countries is different. Téneel of comparison is therefore to see the
impact of different administrative and organisaéibinameworks on the activity in general
and on the members in particular.

a) UaB South Tyrol

Material/ Literature:

Karin Griel3mair (2005Regionale und betriebsgruppenspezifische Untezslehim
Urlaub am Bauernhof Angebot SudtiroBA Thesis Free University Bolzano

Margit Plaikner (undated) Farmholidays in Southol'ykn example for Sustainable
Tourism? MCI-Innsbruck

Interview with Karin Griel3mair (13.10.2007)
Legal provisions:

The Organisation of farm holidays in South Tirotbs on dederal levelframework

legislation in Italy on (Legge del 5 dicembre 1985730 - Disciplina dell'agriturismo).
Regional laws to support and regulate the actaigypossible (and have been implemented in
the case of South Tyrol).

The goals envisaged by the federal legislation are:

- to support Agriculture in less favoured regions,

- to enhance valorisation of farm products

- to support the natural environment

- to support local traditions and culture

- toimprove relations between rural and urban pdpra
The law gives the following restrictions to holidgagn farm:

- Provision of accommodation and hospitality (inchglgastronomy services) to guests
by agricultural entrepreneurs (including coopeegjv

- The activity has to be located on the farm andatbeking time has to be less than for
farm work

The following activities are included:
- The provision of accommodation for short duratiocluding Camping.
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- The provision of food and alcoholic and non-alcahbkverages, which have to be
predominately originating from own production. Puots which have been produced
on the own farm but processed in other enterpasesot considered farm products.

- The organisation of cultural and leisure activities

The region of South Tirol has included in thegional regulation not only the above
mentioned regulations for holidays on farm, bubdts direct sale of farm products and
traditional handicrafts, for farm bars “Buschensudten”, for food provision on alpine pasture
huts (“Almen”, summer farms, where the food habedraditional, including alcoholic
drinks, restricted to a maximum of 30 seats),

The raw products for food and drinks have to a$tl&@% own production and a further 40%
from other farms of cooperatives from South Tif@hly 10% can be sourced elsewhere.

Labour is restricted to family members and perseing live in the farm household.
Maximum annual opening days for “Buschenschenkea”80 days.

Administration & Organization

In South Tyrol there are about. 26.000 farms, aBOu®00 of them are active in the sense that
they are run as distinct enterprises. Over 18 (fiing are members of the Sudtiroler
Bauernbund, the provincial farmers association ¢whin contrast to the Austrian
“Bauernbund” is no political organization). 2.54&hs offer holidays (figures of October
2007) and are registered in the provincial registddrlaub am Bauernhof.

The province maintainsragister, where all farms which want to run these actigitiave to
be entered in order to obtain a licence. Moreoaanérs have to make a written application
to their municipality where they explain extent docation of the activity including opening
hours, capacities and price lists (valid for onaryeWithin 90 days the mayor has to answer
the application and to issue the licence.

There is a regional commission which validatesagglications. If the license is granted there
are a number of support measures available. Therraggovernment supports infrastructure
improvements (like building, enlarging, improvingrooms, improvement of sanitary
conditions etc.) with 60% subsidies.

The juridical and administrative issues of Holidaysfarm are dealt with by the provincial
agricultural administration, department of agriaudt infrastructure (the “Assessortat flr
Landwirtschaft — Amt fur Landliches Bauwesen”). §iepartment also handles the quality
grading. The affiliation to this department shouwgodhe main direction of support: the
regional government offers high subsidies (up &b farms investing in physical
infrastructure to improve the offer. Financial sagdor improvements in infrastructure for
accommodation is restricted to enterprises offeupgo 10 beds.

The quality grading system is organized now innailar way as in Austria with flowers
ranging from one to four. Until recently there veaself assessment by the farmers, but now
two advisors are employed to make the assessménib anade the farms.

Marketing issues are handled by the ,Sudtiroleré8abund, SBB, the farmers association.
The department of marketing is one of eleven departs within the Sudtiroler Bauernbund.
About 90% of the working time in this departmenspgent on holidays on farm.

The SBB offers marketing tools to the farm, onrin& (vww.roterhahn.i as well as in a
catalogue. About 1200 farms use this offer. Theyketathe offer under a common logo the
red rooster. There are two packages with diffepeices:

1. Advertisement on the homepage only 200 €
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2. Advertisement on the homepage and catalogue 330 €

Besides marketing assistance the SBB offers alsbeiueducation through a 100 % daughter
association, the “cooperative for further educdtion through the regional government
administration (Assessorat fur Landwirtschaft - d&hing 22: Land-, forst- und
hauswirtschaftliche Weiterbildung).

b) UaB in Norway
Material / Literature:

Tove Raasad Breien (undated) Norwegian Rural Touasd Traditional Food
Powerpoint presentation (supplied by RRC, Trondheim

Interview with Karoline Daugstadt and Magnar Fob@f RRC Trondheim on
30.10.2007)
Karoline Daugstad (in press) Negotiating landsdaparal tourismAnnals of tourism
Legal provision and statistical data

There are about 7500 rural tourism businesses mvalg of which 325 (4.3%) are recorded
as businesses related to agriculture (for instatheg, include farmers who run a small café or
a camp site, or who rent out cabins). In comparisaral businesses recorded as “fishing
tourism” make up 0.2% of the total, “adventure temn’ 1%, “camping and cabins” 6.3%,
“hotels” 15.4%, “taxis” 19.3%, and “cafes, restantgaand bars” 21.7%. Rural tourism is
small-scale: for “tourism related to agriculturer® of the enterprises are micro-businesses
(defined as less than 6 employees) while 3% ardl smizrprises with 6-20 employees. The
high number of micro-enterprises indicates thatatievities are often attached to farming,
and that they provide additional income for farmé@augstad, in press)

Administration & Organization

In Norway the activities of holidays on farms atedgd by a private association called
“Norsk Bydetourisme og Gardsmat (NGB)”. This orgation has been merged 2004 from
two organizations, one dealing with rural tourighg other with traditional food. Membership
to the organization is not obligatory to offer tnstivity.

The association assembles enterprises (about 38@ive regions) who offer
accommodation, culture heritage tourism, traditidoad, seminar and conference facilities,
bed and breakfast, art, crafts and galleries, masdincluding farm museums) activity firms
(hunting, fishing dog-sledging, horse riding radfinfarm shops and farm produce outlets.

Membership is not obligatory

The office of NGB is located in the “house of agtiare”, together with the farmers union.
However ties are stronger to the ministry of adtice (LMD) than to the farmers union.

The NGB is supported by the LMD takes a flat ramher fee and is financially based on
income generating projects.

It offers to the members:

- aninternet platform

- acatalogue

- acommon logo (the red rooster, but only for tiadil food)
- help for members to draw up contracts with othenganies
- quality checks

- training

- study trips and international cooperation
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- lobbying

There is no quality grading, the logo for traditdfood ( the farm rooster) serves as a quality
sign, the logo of NGB is the quality sign for membe

c) Comparison of the organizational forms with th&n case:

Tyrol / Austria

South Tyrol / Italy

Norway

Legal status of the
organisation

Association on a
provincial level with
district branches; patr
of a federal
organisation

Department in the
farmers association

torganised ona
provincial level

Association in a
national level

Relationship to
agricultural
institutions

Close ties with
provincial chamber
of agriculture and
ministry on federal
level

Close ties with
provincial
government
administration

Close ties with
national ministry

Activities for Marketing Marketing Marketing

members Market intelligence | Training Training
Lobbying Lobbying

membership voluntary obligatory voluntary

Quality assessment | Yes since 1992, Yes, flowers 1-4 no

and grading flowers 1-4

Range of members

Farmers only

Farmers only

Rural enterprises

Range of products

Accommodation plus
related services

Accommodation
and/or gastronomy
and/or direct
marketing connected
to farming

Wide range of rural
products and service
not only connected tq
farming

[72)

Preliminary conclusions on the effect of the diffeent organisational systems:

All Organisations maintain a close relationshifuoding institutions. All have marketing for
members as a basic activity. The “private” orgamnse in Austria and Norway also do
lobbying for their members. In South Tyrol the arigation concentrates mainly on the
marketing and parts of the tasks are directly asgahby the concerned department of the
regional government. This splitting of tasks asteéa theory avoids the potential conflict
between the same persons advising and checkingygstaindards by quality classification.

While the Austrian organisation is multilevel themvegian is multisectoral. It would
theoretical fit better to the new requirementsrofs sectoral, territorial development.

In South Tyrol in contrast to Austria the legal isaggulates not only accommodation but
also direct marketing and offering of food. The samachieved by the combined efforts in
Norway. This allows the development of a broadedpct base than in Austria where the

3
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cooperation between holiday on farm and direct etang always remained weak and on a
personal level.
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Second case study - Walserstolz

1. Material

16 Interviews in two waves, different stakeholdéasmners, cheese makers
regional politicians, dairy functionaries, cheesarkaters, administrators etc

Way of analysis.: each interview was conducted tgam of two. All interviews
were recorded. After the first round of interviedvifiterviews by team 1, 5 interviews by
team 2) each team wrote their narrative of theifigsland the second team member was
listening to the recording of the other team andienaotes on the additional information.
Two reports were made one of each team. Thesedpats were exchanged and in a
team meeting discussed to come to a common unddnsta A second round of 5
interviews was conducted (by only one intervieweryjet additional information and to
fill gaps which had become obvious during the fimind of analysis. A preliminary
report was sent out to all interview partners f@menents and as a base for discussion at
the focus group meeting.

The focus group meeting was held off' Tlctober 2007. Participants were
members of dairies of Sonntag and Thuringerberg pluFrei from EMMI and Mr
Tartscher of the dairy union. Besides discussisglte some points for establishing a new
governance structure were discussed.

2. General description of the case

Walserstolz is a COFAMI consisting of 3 dairies fMaSonntag, Thiringerberg) and a large
scale commercial enterprise which is partner faeske ripening and marketing, The farmers
belonging to the initiative are inhabitants of madley, the Grol3es Walsertal, a tributary of
the Rhine valley in the most western province of#ia. The valley consists of six
municipalities (Fontanella, Sonntag, Ragall, Thgeirberg, Blons, and St. Gerold )

About 150 farms are members of the cooperativesy Tirclude almost all dairy producers of
the valley. The farming members are mainly breededsdairy farmers. About 50% are part
time farmers. Farms are relatively small (abouhafutilisable agricultural area, and an
average of 10 cows the average milk quota is 48k@001ost farmers are also members of
Brown Swiss breeders associations. Althogether kieep about 2800 head of cattle. Alpine
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pasturing is of special importance. On 21 of thaltof 48 collective alpine summer farms
milk is processed into cheese.

Organic farming is quite prominent. All farmers dreging to the dairy of Marul are
producing organic, therefore Marul calls itself‘anganic village since 1996. Also about 60
% of the farmers delivering to the dairy of Thumnigerg are producing organic. The dairies
produce various dairy products (butter, yoghurt diffeérent cheeses) but only one type of
cheese, a traditional mountain cheese, is marketedferent stages of maturity as
Walserstolz.

The main objective of the COFAMI is to raise thdknprice for the participating farmers by
selling a premium product directly in the valleydaon national and international markets
together with a professional marketing partner

The initiative operates a joint maturing cellard aells the matured cheese under a common
label (Walserstolz)The “green” cheese is producedhiries or on alpine summer farms and
than transported to the common maturing facilitthaetmarket partner. There the cheese fit
for long maturing is branded Walserstolz by thekatar.

The producers receive a higher price of about 1@%hkeir milk regardless of the marketing
possibilities.

Indication of what makes the initiative especiallyinteresting / innovative

Interesting points are the organisational set uyvéen the dairies and the market partner, the
connection to regional development via a Biosplpar& and the mix of organic and
conventional producers.

3. Contextual factors and driving forces

IBING enabeling neutral

Main descriptive data

Specific factors Relevance In what specific way liiting/enaling
Proximity/remoteness to e
urban ceneters: is
Specific market opportunities | MEDIUM

Transport nfastructurl The marketing partner i ocated in the Rhine yale

cost

Natural conditions: MEDIUM

Still relatively high farming, crafts and tourismeaalmost of equal
importance for the gross regional product

Relative importance of
agriculture for regional income HIGH

and employment tion

Density of farms with similar
production structures: HIGH

The natural conditions are not favourable for istBoation and modernisation, thus the
strategic direction of farm development is towamng$he production and a quality strategy.
This is not only on a individual level but also @rollective level the case. The natural
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conditions on the other hand allow encapsulating tine product positive connotations of
biodiversity natural beauty and sound environmecalitions.

Socio-political/institutional context

Specific factors Relevance In what specific way liiting/enaling

Role for farmers’associations in
rural policies/influence in policy | HIGH
processes

Attitude of
farmers’associations/unions
towards collective marketing:

Relevance of historical HIGH
experiences with/tradition of
collective action and co-
operation

The umbrella association of traditional COFAMIs, Raffen is
MEDIUM influential behind the scenes on a national lewtldmes not so much
interfere on a regional level in the day to dayibess.

COFAMIs role in policy
networks

The socio-political context is enabling for COFAMispecially as there is a small scale
farming structure institutions favour collectiveadegies. Also LEADER and other territorial
programs have a positive impact on the appreciatiaollective endavours by policy and
professional institutions

Institutional support to COFAMI

Specific factors Relevance In what specific way liiting/enaling

Rural public-private

partnerships MEDIUM alue

Institutional innovation
approaches (top-down versus | HIGH
bottom up),

o

nt

Institutional capacity to
facilitate individual/ collective /
territory based learning
processes,

HIGH ut

|”

Institutional support comes from different sidesdiffierent levels. On a local level it is the
Biosphere Park management which encourages aesivdgienhance the regional added value.
They support local and regional partnerships (tigies and gastronomy). They have an
interest in the COFAMI as it makes sustainabilitgrenconcrete. The biosphere park is
managed by the REGIO. Support comes also frontutistns outside the valley, the Chamber
of Agriculture on professional issues and the negi@overnment structures making available
structural funds money.

Socio-cultural context

Specific factors Relevance In what specific way liiting/enaling

h.

Culture and positive experience|of
cooperation: HIGH
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Presence/absence of agriculture
in local identity:

Traditions of particular HIGH
agricultural production:

Specific processing skills

Regional and national food
culture and societal demands
for new rural functions and
services

HIGH

Economic and market context

Specific factors Relevance In what specific way liiting/enaling
Competition on relevant
markets; number of actors, HIGH
market share, competition with
other market parties
Ownership of actors on the y
market: HIGH rs
d.
S
Relations between actors on the There are several examples of strategic alliandéésalvain partners an
markets (strategic alliances, HIGH territorial marketing partnerships in the regionstlprominent the
hybrid forms): Bregenzerwalder Kasestrasse.
This provides examples but also the necessityfterdntiate

4. Organisation and network relations
Organigramm at the beginning of the initiaitve:

Sonntag Tirtsch Mittelberg

ThUringerbe*g*
sells milk to
Sennereigemeinschaft GroRes Walsert HOSP HOSP
(dairy union) - maturing

- channeling financial support - quality grading

- negotiating price - branding

- fostering cooperation between th - labeling

dairies - marketing to retailer

‘ Organic producer (with premium) O Producer without organic premium

— > | Deliverinag milk or chees — | membership
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The dairy union had negotiated the conditions bebhntee dairies and the cheese marketer
(the private cheese firm Hosp). The first contfaad duration of 4 years with automatic
renewal. Major points were the following:

- each dairy produces mountain cheese and delivigseign” for curing and ripening to
Hosp

- Hosp paid a premium of 5 Schilling (today abouic8ht, which equals about 10-15%
of the producer price) on top of the price paicbblyer companies, regardless whether
the cheese can be marketed as Walserstolz or not.

- The dairies can buy back the mature cheese foctdimarketing, paying only the
additional costs of curing and ripening to HOSP

- The dairy of Marul sells Walserstolz in organic lifyaall other dairies produce
conventional cheese even if they have partly ogarimers as suppliers

- Hosp is curing and ripening all cheese.
- Hosp is putting the label Walserstolz if the quaikt sufficient

- Walserstolz is sold in three stages of maturitgnédhth old (the mild one) 12 month
old (the aromatic one) and the “cellar master sigletwith at least 16 months of
ripening. The mild one is available in organic dgugbroduced by the dairy of Marul.

- Hosp sells the cheese on markets outside the yaliglyin the valley it ist he dairties
who sell the cheese direct.

Besides selling mountain cheese to Hosp the dainesinued to serve the traditional sales
channels to the umbrella cooperative ALMA and thegbe cheese company Rupp.

Volumes of milk processed

Dairy 1998 2006

Tharingerberg 1,8 Mio litres 2,5 Mio litres

Sonntag 1 Mio litres 1,8 Mio litres

Marul 300 000 litres 300 000 litres

Ragall, Garsella, Tutschabout 200 000 litres each -- stopped production
Mittelberg

Total 3,9 Mio litres 4,6 Mio litres

The dairy union as an umbrella organisation (wittelberately weak juridical position) was
mainly constructed to cannel the financial flowsaipport. The financial support out of EU
structural funds was used to build a rioening callathe premises of Hosp.

At the time of foundation all dairies in the vallexere integrated. The dairy of Thiringerberg
was the only one which operated all year roundpthiérs processed only seasonal and closed
down during the summer months. Thiringerberg wasaipd by Hosp directly, farmers were
selling their milk. Still the dairy was part of tk@iry union, but they profited only indirectly
from it as the premium was related to the pricthefcheese not of the milk.

Hosp owned the brand Walserstolz and did the nguquality grading, branding labelling
marketing to retailer (no supply of discounter)tdraHosp was bought out by the Swiss firm
EMMI who took over the ownership of the brand. Twenership of the brand with the
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marketer created some tension every now and thieéatt&mpts of farmers and dairies to get
hold of the brand failed so far. While the critetaim that farmers gave out of their hand the
power over the brand and are totally dependentMN E others say that this was the only
way to break the individual interests of the daigad dependency is mutual anyway.
Otherwise they would be more interested to selbins quality locally and deliver to the
external market a lower quality. Moreover they wbhé less strict on the quality rules, a
problem seen at the Bregenzerwalder Kasestrasse @lmmmon maturing cellar is fighting
the problems of particularism and individual instse(the tragedy of the commons).

The organisation has changed since the beginning:

When the financial obligations have ceased (in y&ars) the dairy union will have also lost
its function. The dairy of Thuringerberg has swadhrom selling their milk to EMMI to a
contract with the Sulzberger Kaserebellen (litgrditheese rebels”). This company operated
a dairy in the Bregenzerwald about 50 km away. 3émond dairy in Thiringerberg is very
interesting to them, as it helps to smoothen markbalances between mountain cheese and
other younger types of cheese, thus increasing degiree of flexibility. In addition to that it
increases the volume of organic milk available las Sulzberger Kaserebellen aim to
specialise on organic cheese. The company is olwpedGerman who operates a number of
outlets in Bavaria and the Allgau under the namé&Sahonegger Kasealm”. Their mountain
cheese is matured by EMMI and they supply also @slslz to EMMI according to yearly
fixed quantities. Out of the other 6 dairies onlothave survived. Marul has continued to
produce organic Walserstolz as always and feelserandependent. Sonntag has almost
doubled their volume by taking in suppliers fromheat dairies which have stopped
production. Also Thuringerberg has increased tHeme. Today no dairy produces all year
round, part of the milk from Thiugingerberg is tr@meed to Sulzberg during the summer
months. This resulted in a decrease of Walsergiadzluces during the summer months.
EMMI started to make contracts with 6-7 collectalpine summer farms to buy their cheese,
which amount to about 30 tonnes (equalling abo008diters of milk).

Organigramm today

Dairy cooperativesonntagand farmers @ Dairy cooper -
supplying formerly the dairies of Tlrtsch cooperative and farmers supplyi Dairy rented
and Mittelberg Marul dairies Ragall and Gars by Sulzberger
Kaserebellen
\ GesmbH
EMMI
- maturing
: . - quality gradin
Sennereigemeinschaft Grol3es 3 grand)i/ng J )
Walsertal Iing Collective
Dai : - labelling Alpine
(Dairy union) - marketing to retailer summer
No real functiol farms
C Organic producer (with premium) O producer (without organic premium|
— > | Delivery of milk or chees — | membership
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External relationships

Within the valley the initiative Walserstolz is e¢wected to the Biosphere Park and to the
REGIO which is an association of all municiplit@fsthe valley. The Biosphere Park operates
also a project with the local gastronomy to incestli® amount of local produce on the menu
(“Genussspechte”). The dairies operate local shspsales points.

On the level of the region major partners incluaee €hamber of Agriculture and the
administrative offices which channel financial saggo agriculture. Via EMMI the initiative

is integrated into market networks to nationaliteta and also to overseas markets via EMMI
international which operates in particular in th8AJ

The Sulzberger Kaserebellen GesmbH has a spetalthey are not regarded as part of the
initiative but they supply Walserstolz. They areexternal marketing partner as they are not
allowed to sell Walserstolz.

REGIO(regional
org.of municipalities)

Gastronomy

\ Biosphere park ~Genussspechte

Dairy shop
Financial , event dair

support(region)
Initiative Walserstol Natural food
Chamber of stores (DE
Agriculture Sulzberger
Kéaserebellen
GesmbH
Advice
- . retailers
Inancin(
Marketing EMMI international Dairy shop

Project cooperatic

5. Capital assets and capacity building

The strategy as a combination of context and capdigs

Organisation:

The internal organisation of the initiative is omgakly constructed. The initiative has no
legal structure. The dairy union has also a vergkegal structure. There are contracts to
arrange the relations with EMMI, but there is nonoceon organisational structure. The reason
for this is because the local dairies are the fpoaits of identification for farmers. Their
organisation is strong towards the internal (am@drcooperatives). As each decision needs a
support by the general assembly they have a lowedeagf flexibility and are weak towards

the external relations. The motivation to make igydaion was mainly to cater for financial
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support, which was given only for collective farma@rtitiatives in the frame of the objective
5b of the EU structural funds. The support was addd build the collective maturing cellar.
The project became a model for collective initiaivn Vorarlberg. However the traditional
division of labour and responsibilities remainedafore: the dairies produce and their
partner markets the cheese.

Product strategy

The aim was to build on the existing know how ia giroduction of mountain cheese and to
position the cheese in the premium segment asrtatgred. As EMMI takes over all the
cheese supplied by the dairies and pays the premiWalserstolz, regardless whether it can
be actually sold as Walserstolz, EMMI has an adtiterest to increase the the proportion of
Walserstolz marketed. At the moment this is effédte increased export to the USA.

Initially the goal was to market 300 tonnes of Wadsolz per year (Vorarlberger Nachrichten
17.7.1998). 2006 actually a so far maximum of fthes had been sold as Walserstolz. A
further increase is likely.

Networking

External networking is strongly connected to thesphere park this increases the regional
embedding.

Status of different capital resources (financi@lygcal natural, social, human, cultural)
according to the grid proposed in the Budapest W@apacities/contextual factors

Capital Relevance Status Description of effects
0, +,++ Low, Can be positive of negative
medium,
high

Not much needed as financial support from funds catered
Financial 0 medium  for investments. If needed (like for the new building in

Sonntag) farmers dispose of the necessary funds.

Old dairies were there to start, the ripening cellar added to it.
Physical + medium  Later four of the initial dairies were closed, now the rebuilding

of Sonntag dairy is necessary

The relevance of natural capital is increasing with the role of
Natural + high the Biosphere park in the marketing and shaping the image

Undoubtedly the most important capital. While linking is high
the bonding SC, essential for the identification with the brand is

i ++ ) L
Social medium rather low. Also internal quarrels between the dairies depress
___________________________________________________ the possible SC___ .
. Cheese making is a traditional skill in the area which has even
++ ) X
Human MediUM  improved with the development of Walserstolz
Cultural + high The Walser see themselves a distinct people

The COFAMI was build upon all different kinds ofpital: there was the natural capital of the
valley, an area of outstanding beauty an almostipé nature fit for an UNESCO biosphere
reserve. This assisted the marketing of cheeseanitiountain image.

The physical capital of the small village dairiesldahe strong relations of local people to
their dairy was one of the starting points of thidative. The construction of the collective
ripening cellar was a prerequisite to achieve coratusly a constant quality.

Financial capital was not very important as thepsupby the EU-structural funds and the
regional funds made investments by farmers andedaiot necessary.
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The cultural capital of the Walser, a distinctérivho had been called by the rulers in the late
middle ages to colonise the valley. The Walsereweecialists in dairy farming and cheese
making. This explains the historical roots for theman capital of cheese makers and dairy
farmers. External interview partners acknowleddeddompetence and communicative skills
of the core group who developed the first plans.

However what seemed most important was the sogmtat: the bonding capital among the
members of the dairies, the level of trust intartleaders and the linking capital to the
institutions especially brought in by Josef TureschiHe made the connections to mobilise the
financial capital of EU-structural funds like thdj@ctive 5b. However the bridging capital
between the different dairies remained low. Betbeefoundation of the initiative there had
been reservations against HOSP in the rear pé#neofalley. Josef Turtscher was able to
bridge between the dairies and link into the infitins on a local level (Bioshere Park) and
on a regional level (regional administration, Chamdf Agriculture). Bonding social capital
was available on the level of the single dairy (eemained largely there)

Development of capitals

It seems that over time the valorisation of theuratcapital increased, mainly through the
Biosphere Park. Walserstolz became a lead produthé Biosphere Park as it could be used
to give a practical example for the empty sheBudtainability.

Also the human capital increased with the focus quality. Experiences had to be
accumulated on how to increase volume without legpn quality. This happened in the
years of the “gquality crisis” 2001 to 2005

The physical capital decreased to some extendeasuimber of dairies (Turtsch, Mittelberg,
Raggal und Garsella were closed) decreased, howeyIMI the maturing cellar etc. were
build which increased the physical capital of thitiative. At the moment a further increase
in connection to the rebuilding of the dairy in &tayg is under discussion.

The importance of financial capital was decreasiftgr the initial investment into the
ripening cellar, could be increasing again withithgeestment in Sonntag where also EMMI
has promised to take part.

There is consent among all interview partners tti@imost important factor for the
development of Walserstolz was and is Social chfitee mutual trust and confidence into
the common idea are decisive for the successelbelginning most farmers were sceptical
but they supported the core group as they didivelay risk involved and no financial
contribution. EMMI paid the same premium for alkelse delivered regardless of the amount
marketed as Walserstolz. This was imported to mreecthe “quality crisis” without hard
feelings between farmers and EMMI. The core groagh &ims beyond the financial
improvement for farmers. The core group was na &kransmit these idealistic aims
(regional added value, survival of small scaleidajrincrease of self-esteem etc.) adequately
to the single farmer; therefore identification wikie product remained rather low. Turtscher
argues that the building up of Walserstolz happewétbut contribution of the dairies and

the cooperative members was a success of his aégos but he admits also that this resulted
in a low identification with the programme. Onetloé cheese makers even argued that
Walserstolz was just a mountain cheese like angrathd nothing special, and the name
would just make it easier to market the cheesadrithe region. The impression of a low
identification is also supported by the fact thaistinterview partners on the level of the
cooperatives did not know how long the cheese isired until it is sold, although this is the
prime quality aspect which is communicated in tamphlets. But some interview partners
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reported also that farmers are proud of the Wélslerand pride is increased by the feedback
from outside the valley.

The coherence within the dairies seems to haveedsed as well. In the dairies of Sonntag as
well as Thuringerberg a number of new members gbafeer their original dairies closed
down. This influx of new member influences the lesfebonding SC in the dairy. A lot
depends on the communicative skills of the fun@ras. Sometimes even in rather small
groups there is a communication gap between thelbnambers and the “ordinary” member.
This is also documented by attitude of the farnmeSonntag towards the rebuilding of the
dairy together with the Biosphere center. First@ig and the president thought farmers
would be in favour. Only when two members resigtieir membership they realised that
there were discrepancies. Only after a workshop external moderation the farmers could
be convinced. This shows that even in small COFAMian happen that the managers and
board members are developing plans without padimp of the members. This works well
as long as members are satisfied and no great ebamng involved. But as soon as problems
occur or decisions have to be made, the situagmornes critical. Therefore the leaders
decided to hold a workshop in Sonntag on the ddkiefiecision on the rebuilding of the
dairy to make the implications of refusal cleaor (& negative example see the history of the
Biobauern Sulzberg in Schermer et al 2004)

The dairy union did not manage to build up bondiagial capital between the dairies. They
never felt belonging to a strong group, especiiié/special situation of Thuringerberg
prevented this. Later the relations even detemor&d an extend that at the moment there is
mistrust and envy between the Thiringerberg andhtagnMarul always kept separate.

The decrease of good relations between the coopesdespecially between Sonntag and
Tharigerberg) is argued by some respondents taibdalthe lease of the dairy Thiringerberg
to the “outsider” Kronauer of the Sulzberger Kabeteen GMBH. The manager of the
Biosphere Park said cooperation went well untilikéder came in. There are some irrational
aspects like prejudices against the Germans, wiaek to be taken into account in this
context. The bonds between Hosp and the dairiescegly in the rear part of the valley
developed over time. There seems to be a differenite relation to EMMI between the
dairies. While the functionaries in Sonntag hawdgally built up trust into Hosp/EMMI

was, even though there were preoccupations agamstin the rear valley, now there seem
to be greater preoccupation against them in th fyart of the valley (Thiringerberg). Marul
perceives EMMI as “a necessary evil’, needed foeming and marketing, but not much
liked.

Translation of capitals into collective capacities

Social capital, especially the individual linkin€€ ®f Josef Turtscher achieved the maximum
financial support, which resulted in building thalective ripening cellar.

The social and human capital of the core group evagloyed for the collective strategy and
the communication towards the outside (they womaguicultural project price in 2000). They

were also essential in conveying the idea towdrdsniembers of the individual dairies. The
human capital of cheese makers was used to pradlocey ripened speciality. The successful
overcoming of the quality crisis with the help ofperts from the Chamber of Agriculture

resulted in the increase of human capacities fodyetion, processing and ripening of quality
cheese. The individual knowledge of dairy masterd dpeners was transformed into a
collective quality assurance system.

In the beginning it seems especially linking SC weasded to get the stakeholders from
different sectors (farmers, cheese makers and elmatgketers) together. Linking SC was
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also needed to secure the necessary financial guppdthe initial investment. High levels of
trust by the members were needed to allow the septatives to make decisions which were
accepted by members.

During the quality crisis it was essential to talkeexternal undisputed expert (from the
Chamber of Agriculture) on board to have a neygeason to ease the mutual allegations.

Now it needs to foster the bonds between the fesrmed to mitigate the quarrels between
dairies. There are only three dairies left who dtgwvenore and more divagating interests.
Also to integrate non-agricultural stakeholderg like mayors of the municipalities and the
tourism stakeholders in order to combine the dairgonntag with the Biosphere Park center
requires bridging SC. Again Turtscher is the cérigare, but this would be a field of

activity for a new integrative organisation struetu

6. Dynamics of the COFAMI

Milestones:

1995 EU-accession reduction of producer prices
First ideas how to counteract. Excursion to Switael, Plans for the Bregenzerwéler
Kasestrasse.

1996 Formation of a core group to develop an itntaon the level of the Walsertal for
marketing of cheese; first talks with Hosp

1997 Decision on the initiative and founding ofdluiry union (17.4.1997)
proposal for objective 5b support
Summer 1997: elaboration of agreements betweeddines and to Hosp.
Autumn 1997 General assembly of all members of tlaéries concerned to
comunicate the agreements

17.7. 1998 public Announcement of the initiativeSin Gerold; Start of marketing

1998 Installation of Biosphere Park

1999 EMMI buys Hosp

2000 UNESCO approval of the Biosphere Park

2001 Setting up of the “experience dairy” in S@unt

2004 Termination of the contract for milk delivefsThiringerberg to EMMI
2005 Tharingerberg starts selling milk to Sulzbetgaserebellen GesmbH

2006 Start of the discussion on rebuilding the ydaf Sonntag in combination with an
Information centre of the Biosphere Park.

Different Stages:

Phase 1 Start up phase,
1995 -1997 preparation
1997 -2002 establishment on the market
Phase 2 Quality security phase, consolidation (Z0I5)
Phase 3 internal and external organisation andarkimg
2005-2006 break up of solidarity, (Thuringerberg)
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2007 fostering local embeddedness (Sonntag) -
Phase 1 Start up phase
Preparation

Walserstolz was developed after Austria’s accegsitime EU and the subsequent drop of
producer prices. At that time the dairies soldrtkbeese to the regional umbrella cooperative
ALMA. Only one dairy sold cheese to the privatefiHospand one dairy coop had rented
their operation to Hospand sold the milk to him.

The first ideas started 1995 as a consequence aeitiine of the producer price.

Turtscher mentions the development of the Kasesdrasd some excursion to Switzerland,
Bereuter a workshop on dairy strategy; howeveeenss that Turtscher was one of the
leading figures who assembled the young generati@EOs of the local dairies to discuss
their future. After a visit to the maturing cellrHosp it became clear that it would be too
much for the farmers’ cooperatives to build upltggstics and the investments needed to
serve the market themselves.

After that a core group was build up. The majopectvere:

Josef Turtscher, a local/regional politician (membf the regional parliament,
arcricultuiral spokesman of the conservative parthe regional parliament, president of the
regional planning association, major of a munidtgaboard member in the Chamber of
Agriculture, organic farmer....)

The presidents of local dairy cooperatives (Sapntéarul, Raggal, Garsella, Turtsch
und Mittelberg) Later also Thiringerberg was ingdgd into the Sennereigemeinschatt,
although they were selling their milk to Hosp.

The private cheese marketer Hosp (who was als@atpg a local dairy in the valley,
Tharingerberg)

The administrator of regional funds under Objextb

These proponents made up the core group which @jgselthe concept. There are different
stories on who had the first idea and how the foundlea started.

Tartscher and Nigsch claim that they had negotiatiwith the major private cheese
marketing corporation Rupp and the umbrella codper@Ima first but these were not
interested. According to Turtscher, Hosp had nobsitive image in the rear part of the valley
as it seems some decades back there had beeredigfatut payment of cheese. Still they
managed to convince the farmers.

There is common ground on the fact that the farrmppsoached the cheese marketer Hosp
who was (in contrast to the traditional umbrellaperative and the big private cheese
marketing firm) interested to develop a new regidmand in the premium segment. The
name Walserstolz was developed in analogy to aketiibrand which was called the pride of
the region and which was known to one of the pigdiats in the core group.

There were some reservations of the farmers inghepart of the valley against the marketer
(who was Hosp at that time, later EMMI, a Swiss pany bought a minority of shares in the
beginning and the total firm at a later point)tfiosit soon it turned out that he was very
interested in a partnership.

The core group developed a concept of matured raouoheese, longer matured than the
usual 6 months, but up to one year (also to brealséasonality of the alpine pasture season).
Together with the marketer the dairies establishethturing cellar. The premises belong to
Hosp (later EMMI) the interior to the dairy assai@a. The ripener/marketer (Hosp) offered
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to buy all cheese and market the premium qualitickvtvas fit for longer maturing as a
premium cheese under the label Walserstolz.

The region was interested in projects that weigit#é under Objective 5b and supported the
concept and funded the concept so that the fardien& have to pay anything. The six
dairies established a umbrella organisation to cbkime flow of support.

Establishment on the market

Until 2002 there was a rapid market developmensHmook the lead and started 1998 with
20 tonnes Until 2002 this was increased to 120¢enf®999 EMMI, a Swiss cheese marketer
took over from Hosp. EMMI stepped into the existoantracts and continued them. Also the
CEO remained the same. Due to these factors ofnuityt the change of the firm was not
disputed by the farmers.
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Phase 2: Quality assurance 2002 - 2005

The rapid expansion led to quality problems. Inlieginning not even formal quality grading
was effected as long as the chief ripener at Hasg'é good feeling”. 2002 problems with
cheese quality came up cheeses started to cracigdipening and become patchy.

First there were allegations from farmers to thekai@r and vice versa but then all parties
agreed on a quality security program establishéld agsistance of the Chamber of
Agriculture. The real reason was never found mkstyl it was a combination of a number of
factors in all stages. With a quality managemestesy the quality improved again so 2006
the amount of marketed Walserstolz went up to 175t.

Originally there had been seven dairies produciragséfstolz. Six dairies were operated by
the cooperatives themselves and sold the “greemig@) mountain cheese to Hosp/ EMMI
for maturing. The seventh was operated by Hosp/EMMInselves. This was the only dairy
which as operating all year round. All other weraking cheese only during the winter
months while they stopped during the alpine pagtereod.

In the course of time four of the seven small lataties had closed down. This was
connected to quality improvement measures to cateel production. Three were just too
small while the fourth (Raggall) was closed partgduse of hygienic conditions and the
unwillingness of farmers to invest in improvementseir milk was absorbed by the two of
the remaining ones (Sonntag and Thiringerbergedialty after the closure of Raggall there
were some quarrels when farmers sold the milkmtité¢ dairy in Sonntag but to
Tharingerberg. This was due to the fact that thi& mias collected by a farmer who was
delivering to Thuringerberg.
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Phase 3 internal and external organisation and netarking 2005-2007

2005-2006 break up of solidarity, (Thuringerberg)

The next critical stage occurred 2005 when EMMIcedlied the contract with the one dairy
they had been buying the milk from (ThuringerbeRpasons given for this move differ
among interview partners, but it seems that EMMht&d to have one model of cooperation
for all dairies. They expected the dairy coopemtivoperate the dairy on their own and to
sell the cheese again to EMMI. As there were norphiscussions the cancellation hit the
board members by surprise. They felt put undersoiresas EMMI thought they would have
no other choice than to enter a contract with thEne board member refused to be
blackmailed and assessed several alternativesriketiiag cheese, but they felt the amount of
cheese was to much to market it without a profesdipartner as they were the only dairy
which operated all year round and processed therrpajt of the milk in the valley. Finally it
was Hosp who made the contacts between the bodrdimingerberg and a German milk
buyer, Kronauer. He had taken over another dai§ulzber in the Bregenzerwald and
invested large amounts of money there. Moreoveéraaebuild up a net of regional sales units
in southern Germany, the “Schonegger Késealm”. Heulsad a good reputation.

The decision shook the relations within the Walsdzgnitiative. Although it can be argued
that this would not present a fundamental chandgbkeadairy had already before sold the milk
and not the cheese and as still cheese is profadé&tlalserstolz by Kronauer, who even uses
the maturing cellar of EMMI, the change is percdiiendamental.

Even today there are preoccupations against thi@nfccording to a recent article in the
local newspaper (published during our interviewga)anly two dairies (Sonntag and Marul)
have resisted to the market pressures, while tiné tine has joined a German marketer
Even though Krénauer is buying the milk with an &ias firm (Sulzberger Kaserebellen
Gmbh) and EMMI is a Swiss owned company, localsgige EMMI as Austrian and
Kronauer as German. Implicitly the newspaper atitisputes whether Thiringerberg is still
part of Walserstolz. The lease to the Sulzbergesekgbellen GesmbH is interpreted as
“treason” by some interview partners.

There is also another development that adds te tiissrepancies: Krénauer is buying
organic milk art a better price and collects ibdi®m farmers who traditionally delivered to
Sonntag and Ragall. So there is a certain scraarbtee milk resources. As the big regional
milk processor Vorarlberg Milch is also buying mitkthe valley there are three processors
rivalling for the raw material.

The third point is that milk is exchanged betwdsn dairies of Thiringerberg and Sulzberg in
the Bregenzerwald (some 50 km away) where Kronprgefuces a less matured type of
cheese. Some interview partners claimed that &0% of the milk would be transferred to
Sulzberg. Kronauer claims that amounts are allocateording to market requirements but
the communities in the GroR3es Walsertal see itlassaof added value if less milk is
processed in the valley. This is especially agdhmesintentions of the UNESCO Biosphere
park, whose manager is focussing on projects titaéase the internal circulation of money.
However these days even Thiringerberg closes dperations seasonally during summer as
there is not so much milk and this little amoumt ba processed in Sulzberg. After the loss of
the last dairy that operated all year round EMMIt&td together with the dairy cooperatives
to develop the production of Walserstolz from thpree pastures. At the moment there are 6
alpine pastures (all communal operated) who protakserstolz for EMMI, about 30t.
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2007 fostering local embeddedness (Sonntag)

These events had also some impact on the presezibdment: at the moment there is the
decision to be made on the future of the dairyanr$ag. Up to now this dairy located at the
roadside already operated a “event dairy” (or “edguee” dairy) where visitors could make
cheese for themselves, which was matured at thg alad could be collected after six
months. They also started in cooperation with tlesjghere park a delivery service to the
local gastronomy. Now new investments are necessasbuild the dairy. The idea is that
farmers have to invest but in collaboration wita Biosphere park who wants to establish an
information centre for the rear part of the vall&pout half of the investment will be covered
by LEADER, the rest by the municipalities and themfers of the dairy cooperative. EMMI
has also announced to participate in it.

The farmers were very reluctant to invest (abo8t000.- each) the alternative being to sell
the milk to Thiringerberg or the Vorarlberg Mildoth options would have been the end of
Walserstolz. In a workshop on the evening of theegal assembly the farmers were
convinced to invest for the common goal. Now theyons of the different municipalities and
the tourism responsibles have to be convinceditmtm the part of the investment form the
side of the Biosphere Park. Due to the quarrelgimbérberg is reluctant to support
investments in Sonntag. Also the tourism actotbérear end of the valley (Fontanella and
Faschina) are reluctant to invest in Sonntag asweild rather prefer to have a Biosphere
information centre in their municipality.

Characterisation of main stages and relevant changean initiative (strategy, degree of
collectivity)

Overall Goal securing/improving the producer price of milkabgh a premium cheese

Stage |: start up phase.

Strategy: developing a premium product. By the time Walsdzs$tarted, mountain cheese
from Vorarlberg had a good image but was a gemqgaduct. The aim was to develop a
mountain cheese with a long maturing period arestablish it in a premium segment on the
market. They developed different stages of matutimg traditional one (8 month of
maturing) the aromatic one (12 month matured) gllicmaster batch (16 month matured),
the organic (8 month matured, only from Marul). kiting was restricted to either local
marketing by the dairies themselves or marketirth vatailers by Hosp/EMMI.

Degree of collectivity the six dairies deliver all their mountain chetsélosp. Part of the
cheese was sold as Walserstolz the other in thgitnaal channels. A better price was paid
for all cheese. Hosp does the selection, gradiragyding maturing and marketing. The
farmers are not involved financially, but they asta about 10% higher producer price as
before. A long term personnel relationship with @O of Hosp develops. This continues
when Hosp is taken over by EMMI, the CEO remairsgame. They form an umbrella
organisation to channel the financial support ptedifrom the EU structural funds by
Objective 5b. Decisions are made in a core grote.members of the cooperatives were not
involved deeply; they had trust in the functionaridowever they did not deeply identify
themselves with Walserstolz (to them it is the sahmese as before).
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Stage II: securing quality

Strategy:_securing quality. The rapid market developmentitedn increase of production as
Walserstolz. Quality problems with maturing resklpecially the long maturing of 12
months and longer requires an optimum cheese.dhman improvement on the traditional
techniques.

Degree of collectivity farmers blame EMMI, EMMI blames the farmers foe bad quality.
After emotional discussions the dairy departmerthefChamber of Agriculture becomes
involved to analyse all stages of production. Misgand problems are found in all stages
and programs to improve are developed. The prda&ss more than two years. Some small
dairies close as the necessary investment to inepravhe quality would be too high.

Stage llla: The split of Thiringerberg

EMMI wanted in 2005 to streamline their mode of gexation with the dairies. It seems there
had been also some discrepancies of price whictoledme pressure from the dairies in the
rear of the valley to deal with Thuringerberg ie game way as EMMI did with them. EMMI
expected that the dairy would start processing omlkheir own and that they would get the
bid for buying the cheese from them.

Surprisingly the farmers decided to sell the milkhie German milk buyer Krénauer who
operated already a dairy in Sulzberg/ Bregenzenaattihad established a Austrian company
(the Sulzberger Kaserebellen GmbH.) He had a gepdtation as he had invested large
amounts of money in Sulzberg, was marketing thesdef another dairy in the
Bregenzerwald and had build up an extensive ngalefs points in Southern Bavaria and
Allgau. Moreover he offered a good price for theknais there was a considerable amount of
organic milk among the members of the dairy Thighbgrg. These organic farmers had not
received a price premium so far. Krénauer offeled good price for conventional milk. His
strategy is flexibility to react fast on changingnket requirements. Therefore he was eager to
have two dairies with different product assortmé&mtinauer is dealing with EMMI and
supplies a yearly quota of Walserstolz.

Krénauer would be interested in the brand Wals&rstod would like to use it for his
business without involving EMMI. Therefore he argwéth the framers to get the brand back
from EMMI.

There is still some controversy about the ownershije brand. This asset can be explained
as a part of the cultural capital as Walserstolamsehe “pride of the Walser”. Farmers and
managers of the dairies generally regretted tleabthnd is owned by EMMI. Especially the
interview partners from Thuringerberg and the erygés of Sulzberger Kéaserebellen Gmbh
were giving the impression that things would be mbetter if the farmers would own the
brand. The manager of the dairy of Sonntag howsaier that he thinks it is positive that
EMMI is in control. If the brand would be operateyglthe dairies themselves, quality control
would loose its rigor. Moreover there is the dartheat then everybody would try to sell the
first quality individually and only the second qityalcollectively. This would ruin the brand in
the long run. (Similar discussions were raisedragénzerwald concerning the Kasestrasse
during the case study within the OMIaRD projec2@02, because then the Késestrasse brand
was still weak). The interest of Krénauer to own aperate the brand himself is obvious, but
it looks like time to reclaim has past. There wobddonly a chance if the collective
organisation of the Sennereigemeinschaft wouldeb&rganised with a stronger position.
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Stage lIb: The investment in Sonntag

In Spring 2007 it became clear that the dairy infBag needed to be rebuilt. Due to the
mergers with the smaller dairies and the increfsieeoamount of milk to be processed this
became necessary.

Degree of collectivity:maybe the investment in Sonntag is seen as aictvatien on the
bigger dairy which is still loyal to the brand affentringerberg “has been lost to the
Germans” (they are regarded “traitors” of some sgns

Explanation of dynamics as a result of contextualdctors and capital assets

The start of the COFAMI was clearly resulting otittee price decline, a constraint in the
contextual factors. This met with the natural anlfural capital of the valley the human

capital of the cheese makers and especially wélsttial capital largely embodied in the
person of Josef Turtscher but also in the old cadpe organisation of the dairy farmers.

This led together with the trend for regionalisedd and the cheese tradition in the country to
the creation of the Walserstolz as a regional bassgimatured cheese in a premium segment
of the market.

7. Impact assessment

Market: Walserstolz has successfully positioned itsethenmarket for mountain
cheese within Austria. There is potential also sgas in the US market. Thus it has the
potential to secure and increase its market skarethe farmers it led to an increase of the
milk price by about 10%. With the regulation foredit sales, local dairies can sell
Walserstolz at competitive rates in their shopse @lrangement is that EMMI charges only
the real costs of maturing and no profit margin.

Social: The initiative stabilises farms. Within the Biogpé reserve the initiative is a
showcase for sustainability, therefore there isregt to combine the event dairy of Sonntag
with the information centre.

Educational: the event dairy serves as an educational poinbfeaists and schools to
learn about cheese making and farming in genebhedreTis little activity towards improving
the educational status of members.

Cultural : Walserstolz is culturally embedded. Through ceapen programs with the
gastronomy the initiative tries to improve the oaly tradition in the valley. The positive
feedback, mainly from consumers from outside oféles contributes to the self esteem of
the farmers and the local population in general

Environmental: the small scale dairy production systems are aagad by the
initiative. However so far the breeders mentaktgeared towards intensification and increase
of milk yield

Political performance: The initiative is regionally used as a showcasedgional
development and locally as a materialisation ofcitn@cept of sustainability in connection to
the Biosphere Park.
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8. Critical event:

A critical phase cropped up in the beginning of 2@en the biggest dairy producing
Walserstolz had to consider rebuilding its premifidsad become necessary as the building
was old, and the production level had grown becatiser dairies around had already closed
down and more farmers delivered more milk to tmeaaing one. The financial investment
for each farmer is substantial (about €8000.-) clems1g the size and economic output of
mountain farms. Still the management was able &p kbke amount low, as a cooperation with
the Biosphere reserve, which would be interestdtht@ an information centre in this part of
the valley, can attract additional public moneye Tombination with the Biosphere reserve
was entered because already in the present stagkitty had offered to tourists to experience
on hands cheese making in a separate room. Theesehmaking experience” should be
professionalized in the new setup.

The functionaries of the dairy had, in cooperatioth the cheese marketer, regional
stakeholders from the biosphere reserve and theosuagencies worked out a concept which
was to be decided on by the members of the cooperdthe decision in this particular dairy
was of crucial importance to the entire Walsers@QiAMI as over the years the
concentration process had reduced the originatlgiiies to presently only three remaining.
Moreover the dairy in question is the only one wehat year round cheese is produced, one
other is a small organic dairy and the third ong &adifferent organisational set up as the
cooperative sells the milk to company owned by enta@ milk buyer who produces
Walserstolz only on contract for the cheese markete

The manager thought farmers would agree, as hadidaeard anything different. He was
struck by surprise when two farmers cancelled tmi&mbership. The leaders realised that
there had been a communication gap and organisedkashop externally moderated on the
day of the general assembly of the dairy when #uestbn was to be taken. In a group
discussion process the members realised the inmuertaf the rebuilding project, not only for
the dairy but also for the COFAMI and the entirdesa They finally agreed to the proposal.
However it needs also the consent of the mayotiseo€oncerned municipalities in the valley
and the tourism associations as they have to agike financing model. There different
interests clash: The mayors of the villages inftbet part of the valley perceive the
information centre as a competition to the exisadgninistrative centre in Thiringerberg. In
the discussions the financing of the event daiythe information centre is mixed. This
raises the feeling that the other municipalitiegl supporting the local dairy of Sonntag.
Among the villages in the rear part of the vallelg iFaschina which is the most tourist
oriented one and the tourism officials feel an infation centre should be build in their
village.

If the COFAMI succeeds the regional network willleeonfigured and extended respectively
strengthened. This would lead to a new configunatibsocial capital in the valley. The
bonding social capital within the dairy however bagn improved already by the workshop
experience, and the dairy manager is considerimglt such workshops on a more regular
basis.
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9. Summary and Conclusion
Walserstolz is an initiative which has the follogispecial features:

- it combines different stakeholders along the supplin (Farmers,
Dairies, Ripeners and Marketers)

- so far there is no overarching coordination stngctlihis poses
problems in coordinating the divagating interests

- the initiative is locally embedded into the Biospheeserve

Satellite cases for Walserstolz - chain
governance structures

a) The Comte Case

Question to be covered in the satellite case:
How to develop structures which allow a good goaane of the marketing chain for
Walserstolz.

Rationale:

During the case study it became apparent thatioestakeholders problematise the ownership
of the brand by the ripener and exclusive markieteetailers outside the region of
production. It seems this creates an asymmetrydarpower relations. On the other hand there
are a number of good arguments and also negatara@rs which support the present
construction. However at the present moment there aumber of mututal allegations and
mistrust between the different actors along therchéich demand a certain coordination
body to discuss divagating views and finds comnmuat®ns for the strategic direction of the
initiative,

The AOC consortia of cheeses in France and the &W®ortium of Parmigiano Reggiana
provide examples of chain coordination which cdutdused as examples.

Material used
For the Comte case a number of research reportsasoaisulted (see references below). No
interviews were necessary.

General description of the satellite case
Location of the Comte”
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The chain governance structures

Chain governance is carried out by the CIGC (Le @@mrofessionel de Gruyere etComté —
the Interprofessional Gruyere and Comté Commijitseel theComté Technical Committee
(CTO).

The Interprofessional Gruyere and Comté Committee

Created in 1963, the CIGC is both the represematithe actors within the supply chain, and
their intermediary with the economic, administratipolitical and university partners. It
promotes Comté cheese commercially, defends tkeests of the professional network, and
organizes cultural and research activities. Its/diets include market management, protection
and regulations of the PDO, communication and dcbieg, and managing the internal
cohesion of the network (van de Kop et al 2006).

The Interprofessional Gruyere and Comté Commit#&C) plays a central role in:
- The definition of annual production plan and thi@ioement of the plan when agreed
by the Public Authorities.
The definition of the PDO decree and its evolution.
The common advertising campaign. The collectivesdibing in Comté sector is very
important as expenses are about 1.7% of the atumnalver of the industry. This
collective action is mainly financed by the recsiffom selling the right to produce
(green plates) to cheese-making firms.
It is also the CIGC which has developed the basiseocontracts that link cheese
making firms and ripeners.
As compared to other PDO products in France, thet€industry stands out as one of the
best organised.

The CIGC has two missions, namely (CIGC website):

The first is a socio-economic task, to allow proehgoof to the difficult “terroir” of the
Jura mountains to carry out a sustained econonigtgcpositive for land settlement
and landscape protection;

The second is a cultural task, to ensure observaticonsumers’ expectations in
terms of environment safeguarding, non-industrelizraft processes and natural and
authentic products (via the PDO decree).

The CIGC represents the different actors of thesty. The CIGC managing bodies
comprise the plenary assembly and the board.

The plenary assembly is made up of sixteen reptaiess from four differentolleges each
collegehaving four representatives: 4 farmers, 4 cheealeers, 4 ripeners and 4 retailers.
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The plenary assembly votes the main orientatiotbeCIGC, and the committee
implements them.

Within the board, there is a commission on eaclesgphbf activity of the CIGC:
advertising,
information,
economics and
technical aspects.

Production coordination:

A major activity of the CIGC is managing the protioc of the industry through the sale of
rights to produce. In practice, these rights téeeform of green plates (made of casein) that
are affixed to the cheeses. The rights are allddat¢he producers of unripened cheese on a
historical basis, being sold for approximately 4€tein 2006, which corresponds to 0.1 €/kg
of cheese or approximately 2% of the selling pateanripened cheese. If cheese producers
wish to exceed their reference quantity, they aandulditional plates by paying a
supplementary charge equal to, in 2006, 20 timedé&sic production levy, that is to say, 80
€/plate, i.e. 2 €/kg, which accounts for approxiehatt0% of the final price of Comté. The
CIGC uses revenues from sales of rights to produmely for advertising.

Chain coordination:

The classical scheme is that of a non-integratgdrosation, where the cheese dairy and the
ripener are independent of one another. This sclamt®unts for approximately 85% of the
Comté production. The cheese dairy sells unripehegse to a maturing specialist (or
ripener), who, after ripening, sells it to the finetailer. The cheese dairy is either a
cooperative (75% of Comté production) or a priv@mpany (10% of Comté production).

All ripeners are private firms. Between the chedsiey and the ripener, the transaction is
usually based on a standard contract known as & Ctéatract. One third of the exchanges
are carried out strictly according to this contradtile the remainder take this contract as a
starting point. This contract mainly defines how firice of unripened cheese is determined.
This price is based directly on the final sellimgce of ripened cheeses via the calculation of a
reference price (called National Weighted AveragBlW/A). Two cases arise for the
payment of milk producers. If the cheese dairy eé®-aperative, the milk price is deducted
from the selling price of unripened cheese andctsts of processing cheese milk. If the
cheese dairy is a private firm, the sale of milkastractual. In this scheme, a share of the
risks of price variation of the Comté is taken grtee cheese dairies, which are paid
according to the selling price of the ripened pidConversely, the ripener’'s payment is
largely based on the lump sum refund of the cdstipening.

The second scheme is a vertical integration ofifiening activity by cheese-making co-
operatives. It accounts for approximately 10% efphoduction of Comté. This scheme is
used by the Agricultural Cooperative Union of Ttamhal Cheese-making dairies (UCAFT).
This cheese-making dairy co-operative carries at @f the ripening at a ripener integrated
into the system, while sub-contracting another fuaé ripener who is paid a percentage of the
selling price. This system is different from the3T contract, which is based on the average
selling price of ripened cheeses. Here, the subactetd ripener is paid according to the
selling price of his own cheeses. The dairy prodiiaee paid according to the cooperative
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system. Taking into account vertical integratidrg price risks are supported by the
agricultural producers (Paris, interview). Thedrsicheme is an integration of unripened
cheese production and ripening by private operathis purchase their milk through
contracts with milk collection cooperatives. Thystem accounts for approximately 4% of
the total Comté production. It is carried out prityaby the Entremont dairy group. Only part
of the production of this firm is carried out thgiuthis scheme. For the major part of its
production, this industrial dairy entrusts the prottbn of unripened cheese to a co-operative
in a form more or less resembling a CIGC-type @amtt(Paris, interview).

The current structure of the vertical chain issuteof history. In the beginning, only the first
scheme (non-integrated organization) existed. Eoersd scheme appeared in the 1930s, but
partially collapsed and continued to exist on allmnacale after the 1980s. The third scheme
appeared in the 1980s and took a significant soatee 1990s.

3200 farmers . | farmers | | tarmers | farmers

‘ Contractualized ‘ Contractualized

milk price milk price

l Frivate Cu-uperalive Inclirectly-managedd

180 cheese-makers [N BRI Cﬂ.%e%? miaking dairy cheese making dairy (member of ICAFT) co-operative or
_ 10%) (11%:) private cheese dary|

1 I (4%
e fpener A, e ripensar MA, | ‘

1 Ripener Rinener
(belonging to UCAFT ar [can be manager ar

_— Fipener Ripener Lndler cortract to UCAFT) || [ jowner of cheese dairy)

rimne{cmese \ \ / /

Megociated price (determines the manthly MWD
"

—

Price negotiations:

Each month, the CIGC calculates the average sale pf cheeses, called the National
Weighted Average (NWA). It is based on the aversajkng price of cheeses, all categories
taken together, on exit from the maturing celldrisivalue is calculated from the ripeners’
declarations to the CIGC of the quantities sold tedr turnover in the month. A base NWA
is calculated by deducting the ripening costs fthim NWA, which is inclusive of all
charges. These ripening costs include transpontagieneral overheads and financial
expenses as well as storage costs.

The Comté Technical Committeg CTC)

This committee is funded and financed by usersCii@&C and the French government The
CTC is the network’s technical and scientific attns responsible for technical advice and
monitoring as well as quality control.

milk

unripened cheese

distrikution
Hypetzupermarket (779%)
Herd discournt (12%)

The central document for quality control is the PB&aree:

The Comté PDO decree assures the quality and distness of Comté cheese by defining
the area of production (departments of the DoulbisJama) and the production and processing
methods. The main current rules with regard to railk cheese production are as follows:
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For milk production, obligation to use local breeds of cows, prohinitof the use of
silage, limitation to one cow per hectare of fodsi@rface-area, limitation of feed
concentrate to 30% dry matter in the total feediomal origin of feed, obligation to

For processing,prohibition to collect milk from a radius of mattean 25 km from the
point of collection, duration of cheese ripeningi@do at least 120 days, regulations

on the duration and temperature for the variousgssing stages.

Table 1. Evolution of the specifications of the Comté AQOC

15986 decree 1998 decree 2006 draft amendment of
the decres
Mlilk: — Cows must belong to — The stocking rate is limited to | — Farm size is limited.
production the Monthéliarde or one cow per hectare of P
French Simmental grassland pasture. - Pm'j“'.:t":'n = I|mrted_ to
| 4600 litres/ha of main
reeds. )
- Concentrates given fo fodder area.

— Silage and other animals must represent less The stocki o
fermented feed are thamn 30% of the consumed - i ‘.':: .jD::?:rrg rate 'i
prohibited. total dry matter. imited 1,3 livestoc

. units/ha.
B ;:;idrgl_lgrl,:gs per day are — Concenirates must be
— less than 1800
kg/cowlvear.
Cheese Milk has to be collected within Size limits to cheese
dairy a radius of 25 km. dairies are introduced.
processing
Ripening Minimum of 30 days of — Minimurm of 120 days of
cheese ripening. cheese ripening.
- Mandatory manual
operations during the
ripening stage.
Other — Casein plate for cheese | - A special dispensation must | — Grate comité production
changes identification. he granted for prepacking is authorized.
i ]

— Specific labelling other outside the PO area. — introduction of “terroirs”
than Comté is — Brand labelling is authorized. or particular
forbidden. geographical terrains,

known as “crus”
(analogous to districts)
within the PDO area.

Source © INAOD 1986, INAD 1298, INAD 2006a and 2008h.

At present, the obligations of the Comté PDO sjieatibn do not appear very constraining

for farmers. Indeed, on the whole, the levels ahpbance observed in the PDO area remain
well within the requirements of the regulation tjas much for the producers of Comté milk
as for producers of other milks. Thus, the spediion records and sets for the future the rules
of production of the existing regional extensivayléarming model.

57



References:

http://www.comte.com/

van de Kop P., Sautier D., and Gerz A. (2006) QRIBASED PRODUCTS Lessons for
pro-poor market development. KIT, Amsterdam, CIRMignpellier
http://www.kit.nl/smartsite.shtml?ch=FAb&id=8332&lnID=1974&RecordTitle=Bulletin%
20372%20-%200rigin-based%20products

Colinet P., Desquilbet M., Hassan D., Monier-Dilt#n Orozco V., Réquillart V. (2006)
Case study: Comté Cheese in France, INRA, Uniyeo$iToulouse, France DG JRC/IPTS
http://foodqualityschemes.jrc.es/en/documents/Gades 3-Comte.pdf

Kasey Moctezuma (2005) Promoting Geographical kttha Extension as a Tool to Sustain
Tradition: Examining the Comté Case Capstone Prpjepared for the degree of Master of

Arts in International Trade Policy at the Montetagtitute of International Studies
www.ipsard.gov.vn/images/2007/®tbmoting%20GeographicaPs20ndication -
%20examining%20the%20Comte%20case.pdf

b) Additional aspects from the main case of Bedufor

Material :
- The case study report of COFAMI written by Gerastséuline,
- Frayssignes J. (2006) case presentation BeauldlERSGI project Montpellier
Plenarymeeting 6 —7 September2006

Results:

The internal organisation includes also alpine semiarms and pasture associations, which
would be needed to be included also in the ca¥éal$erstolz

Contrary to Walserstolz each dairy is responsibtariarketing (but Beaufort is producing
more than 10 times the volume of Walserstolz)

The UPB — Union des Producteurs de Beaufort [Unionf Beaufort Producers]

It works like an intelligence service making ciratd among members informations from each
cooperative processing unit on :
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- production / month,

- stocks / month,

- selling / month

- collective indicative average price to wholessler

The Syndicat de Défense du Beaufort - SDB [the Defee Union of Beaufort]

It is the legal body , recognized by INAO (Instihdtional des Appellations d’Origine) , to
represent the AOC. It was founded in 1975, as a letgucturing step of the AOC. It gathers
all producers, cooperatives, independent pastw@&cagions and local industry.

Its board is structured within 3 « colleges » :

- Milk producers : 1 representative for 8 producers

- Processors : coop presidents + pasture assosatpresentatives + industry representative,
- Qualified persons : 10

They market different types of cheese:
- “summer” for the one from mountain pastures
“Chalet d"alpage” applied to summer productionsdpiced according to traditional
methods, in mountain chalets above an altitude@fitBetres, using the milk
production from a single herd of cows in chalets.

59



Application of the Comte/Beaufort system on the $gadtolz

As the Walserstolz initiative is considerably sreglbnly certain elements seem to be
applicable.

One central point could be the introduction ofcétregulations ion production and
processing. While there are quality controls orcpssing, so far no restrictions on the
intensity of production have been established lesside abolishment of silage. As the
example of Comte shows the restrictions appliecethee not very constraining to farmers,
but they give a signal against intensification. (#¢ moment new feeding regulations on
alpine pastures are discussed in Vorarlberg, imetugrohibition of Soya feeding
"Vorarlberger Nachrichten" Nr. 228 02.10.2007 p. A9

Proposed requlations could include:

- restriction of breeds to “Braunvieh”

- limitation of stocking rate to the OPUL density aating to the OPUL regulations for
alpine pasturing (max 0,65 LSU/ha) and animal filgmusbandry (max 4LSU per ha
of pastureland) Overall stocking rate of 1,5 LSU/Rg
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- limit of milk delivered to the dairy (including alee pasture season ) of 4600 liters per
year

- silage free and GMO-free feeding

- restrictions in the use of concentrate feeds, @dbglishment of Soya feeding,
maximum of 6 kg per cow and day at home and 3 kgpe and day on the alpine
pasture)

These regulations should be controlled by an @fficontrolling body independent from
Walserstolz.

The other major point concerns the establishmeatstfucture that represents farmers,
dairies, collective alpine summer farms, the ripgmédno sells to supermarket chains and
exports) and the (potential) regional marketer.

This structure seems to be of paramount importemdéescuss the current mutual allegations
and to regulate the use of the brand in a unanilpagseed way.

The use of casein plates could be considered pmnelsto the consumer interest into the
providence of a certain dairy.

The proposed organisation structure for Walsersiol#dd include:

A board of Walserstolz including:

- representatives of farmers (according to the mesnbleeach dairy)

- directors of the dairies

- representatives of the collective summer farms yeiog) “summer Walserstolz”
- the ripener & national/international marketer

- the regional marketer

This board discusses

- the allocation of milk especially in the beginniaugd at the end of the alpine pasture
season,

- the general marketing strategy

- the price relations between the sales price angrbaucer price and the price for
“green cheese”,

- the use of casein plates etc.

- changes of the regulations
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Conclusions

The two cases started at different times with dififé contextual framework conditions: This
chapter tries to compare the two in regard to cange framework, lifecycle and strategies.

Contextual framework

While UaB was created out of the opportunity ofrareasing demand in the tourism sector,
the first ideas for the founding of Walserstolz &eoming from the threats to agriculture
posed by the accession to the EU.

The type of market environment was very differevtiile the milk market was up to 1992
preparation to EU accession) highly regulated, da@d operate in a fairly unregulated
market environment; the dairies and dairy farmérad to learn how market their milk and
cheese with a long history of protected market domt.

For both initiatives it was decisive to find stropartners who had the market knowledge, as
for the farmers in both initiatives marketing wasather new field. In the case of Uab this
was the Raiffeisen travel agency while in the c#d3#&/alserstolz this was the cheese ripening
and marketing company Hosp. Both initiatives wesgisted by the agricultural institutional
sector (the Chamber of Agriculture).

For both initiatives the development of clear agements was crucial, in the case of
Walserstolz between the different dairies and ipener, in the case of UaB mainly the
guality scheme for members.

The general mentality towards the new activities waboth cases favourable. In Tyrol
tourism had a very good image as the motor of emdangrowth; in the Walsertal (and in
Vorarlberg in general) the entrepreneurial sparigjuite high.

The initial success of both initiatives dependedr@connections of some stakeholders to
funding institutions and policy. However, the rofesupport programs is ambiguous.
Walserstolz was able to start without own contidoubf members, otherwise farmers would
not have joined the initiative; on the other hamd prevented strong identification.

UaB had received the support more in assistandepeitsonnel and infrastructure than with
money. Therefore the initiative right from the s@sked financial contributions from
members (membership fees), which fostered ideatiba.

But also the type of product and the form of contipet with other actors on the market
influences the level of identification: Walserst@an competition with other dairies and milk
buyers which pay the farmers more for their milkl afienate them. Opportunistic behaviour
of farmers is a big problem at the moment becauseadoperatives should produce a
constant/certain amount of cheese. For a daigyriecessary that most or all farmers in the
area take part as they depend on the volume faepsing. This is not the case for UaB as
only those farmers participate in the initiativelsorxexpect a benefit. At the beginning it as
even a declared goal to professionalise farmetisatioextend, that they can survive on the
tourist market individually.

Both initiatives perceive the legal environmenfefiéntly: while for the dairies the legal
situation in Austria is felt permissive (e.g. higygene standards), UaB benefits from the
positive image of Austria, because this brings atsmpetitive advantages, e.g. environmental
programs which support mountain farmers are ornthefeasons why steep grassland is still
cut in Austria which influences the landscape vwag#in has positive effects on tourism.
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Both initiatives were able to influence the poktfidramework positively. UaB has the regular
contact with politicians for lobbying even as atpdrthe terms of reference for president and
CEO,

Lifecycle

The two initiatives are in different stages of tHéecycle, which plays an important role, first
for developing the high profile of a product/brasdcondly for the self-identification of
farmers with the label. Not only consumers havadoept a new label but also the producers
(farmers); in the case of Walserstolz the labeldtgiso grow and is perceived at the moment
to be still in the pioneering stage. The valuehef brand for members and farmers is still not
so visible. In contrast to that UaB has a high gedtion as a label and some professional
tourism farmers joined the initiative recently besa of the high value of the brand. On the
other hand the brand “Walserstolz” is copyrightetile the term “Urlaub am Bauernhof”

can be used by everybody, only the logo is protecte

Strategies
The strategies of the two initiatives are similasome ways and differ in others.

Both products try to tell tales of the region aratlitions in which they are embedded; both
products try to transmit authenticity, Walserstigloffering "dairy experiences”, telling the
consumers the story of the local population (“W&lsend their “Walserstolz”. The “tales”

told by UaB and the images connected with UaB @igst, animals, nature, memories, etc.)
are easier to communicate than the history of ¥alSerstolz” cheese and its producers. On
the other hand the values connected with UaB are gpeneral and less specific than the ones
connected with “Walserstolz” and the distictivengshe Walser people. The denomination
“Walserstolz” is a very strong name and impliesquieiness.

The two products stand for different approachethermarket, “Walserstolz” is a
standardized product in a long value chain, whiéBWffers a individual product in a direct
marketing way. UaB is like a common recipe withiundual flavours and spices of each
member, while Walserstolz needs to have standaiahstn achieve marketable volumes.
This has important impacts:

- Farmers in the Walser valley are producing “onlylkmand do not process the
milk to a final product (cheese) or market it bgriselves whilst the UaB
farmers produce a final product, market this produncl have therefore more
identification with their product.

- UaB enterprises are standing at the end of thelgeppin and therefore a big
amount of the added value lays in their hands,enthié milk producing
farmers of the Walser valley stay at the beginmhthe supply chain
wherefore they have to share the added value \trs.

- While UaB enterprises have to market their prodycthemselves, the
responsibility in the case of “Walserstolz” lieshva downstream company.
The price for Walserstolz is made by the ripeneo w#lls the product. The
association of UaB has not a big influence on tihee@and defines only the
minimum price; the price depends largely on theviddial farm and UaB
enterprises have therefore more financial scope.

- Most people are willing to spend more money foidajs than for food and
this is an advantage for UaB and in the same tiisadvantage for
“Walserstolz”. It is easier to sell UaB on reasohsgjuality while for cheese
the price is always more important.
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