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Executive summary 

Wild Forest Products (WFP) may represent a relevant income generation option for local communities if 
innovative supply chains or/and proper regulative systems are adopted. Consequently, two approaches can 
be defined in promoting WFP-based income generation activities: a market approach focused on supply 
chains innovation and a governance approach based on regulative systems adaptation.  

The report is a first attempt to describe, through 10 selected case studies in Europe, how entrepreneurs, 
associations, public authorities or other private and public organizations are able to create added value from 
WFP making reference to a market approach vs. a governance approach. Each in-depth case study (IDCS) is 
characterized by different market tools and regulations to deal with WFP promotion: some IDCS create added 
value from raw WFP, others from processed WFP or from WFP-based services. IDCS differ by number of the 
actors (from few, public or private, to several ones), by the contractual links and social ties, by formal or 
informal relationships. These relations have been analysed through the use of Social Network Analysis (SNA) 
implemented through a system of indicators created ad hoc.  

We called “bridges” the innovative ways which increase the added value in WFP marketing, generating new 
rural development opportunities. The main “bridges” identified by the report are: participation in horizontal 
networks, enhanced key actors’ representativeness in decision making and different level of participative 
inclusion at each step of the value chain, vertical integration of the supply chain, improved cooperative and 
competitive relationships, differentiation of selling channels and final products, increased interconnection 
between enterprises and the territory, better communication and transparency in customer-supplier 
relationships, re-investments at local level, overlapping of formal and informal networks. 

 



The regional market of NWFP: current situation and effect on SME 

 

4 

Contents 

1 Introduction ................................................................................................................................................ 7 

1.1 From the forest to the end-user: principles  in value creation .......................................................... 7 

1.2 In Depth Case Studies selection criteria ............................................................................................. 9 

2 Methodology ............................................................................................................................................ 12 

2.1 Social Network Analysis and indicators............................................................................................ 12 

2.1.1 Indices for the whole network .................................................................................................. 13 

2.1.2 Indices for node centrality ........................................................................................................ 13 

2.1.3 Indices for subgroups ............................................................................................................... 13 

2.1.4 Reputational power .................................................................................................................. 13 

2.1.5 VIsualization ............................................................................................................................. 14 

2.1.6 Other terminology .................................................................................................................... 14 

2.2 Field work in the IDCS ...................................................................................................................... 14 

2.3 Added value evaluation .................................................................................................................... 15 

3 In Depth Case Studies: analysis and results ............................................................................................. 17 

3.1 West Wales and The Valleys – Llais and Goedwig ........................................................................... 17 

3.1.1 Context ..................................................................................................................................... 17 

3.1.2 Product and Research hypothesis ............................................................................................ 18 

3.1.3 Survey design and Network strategy ....................................................................................... 18 

3.1.4 Analysis and results .................................................................................................................. 20 

3.1.5 The innovative “bridge” ............................................................................................................ 26 

3.2 Catalonia - Poblet ............................................................................................................................. 27 

3.2.1 Context ..................................................................................................................................... 27 

3.2.2 Product and Research hypothesis ............................................................................................ 27 

3.2.3 Survey design and Network strategy ....................................................................................... 28 

3.2.4 Analysis and results .................................................................................................................. 30 

3.2.5 The innovative “bridge” ............................................................................................................ 34 

3.3 Castilla y Leon – Del Monte de Tabuyo ............................................................................................ 34 

3.3.1 Context ..................................................................................................................................... 34 

3.3.2 Product and Research hypothesis ............................................................................................ 34 

3.3.3 Survey design and Network strategy ....................................................................................... 35 

3.3.4 Analysis and results .................................................................................................................. 36 

3.3.5 The innovative “bridge” ............................................................................................................ 40 

3.4 Waldmarker – Forsthof Schildfeld.................................................................................................... 40 

3.4.1 Context ..................................................................................................................................... 40 

3.4.2 Product and Research hypothesis ............................................................................................ 41 



The regional market of NWFP: current situation and effect on SME 

 

5 

3.4.3 Survey design and Network strategy ....................................................................................... 41 

3.4.4 Analysis and results .................................................................................................................. 43 

3.4.5 The innovative “bridge” ............................................................................................................ 45 

3.5 Serbia - Šumadija and Western Serbia region.................................................................................. 46 

3.5.1 Context ..................................................................................................................................... 46 

3.5.2 Product and Research hypothesis ............................................................................................ 46 

3.5.3 Survey design and Network strategy ....................................................................................... 46 

3.5.4 Analysis and results .................................................................................................................. 47 

3.5.5 The innovative “bridge” ............................................................................................................ 52 

3.6 Austria – Styria Nature Park "Südsteiermark" ................................................................................. 52 

3.6.1 Context ..................................................................................................................................... 52 

3.6.2 Product and Research hypothesis ............................................................................................ 53 

3.6.3 Survey design and Network strategy ....................................................................................... 53 

3.6.4 Analysis and results .................................................................................................................. 54 

3.6.5 The innovative “bridge” ............................................................................................................ 58 

3.7 Trentino Alto Adige – Magnifica Comunità di Fiemme .................................................................... 58 

3.7.1 Context ..................................................................................................................................... 58 

3.7.2 Product and Research hypothesis ............................................................................................ 59 

3.7.3 Survey design and Network strategy ....................................................................................... 60 

3.7.4 Analysis and results .................................................................................................................. 61 

3.7.5 The innovative “bridge” ............................................................................................................ 69 

3.8 Eastern Scotland - Venues ................................................................................................................ 69 

3.8.1 Context ..................................................................................................................................... 69 

3.8.2 Product and Research hypothesis ............................................................................................ 69 

3.8.3 Survey design and Network strategy ....................................................................................... 69 

3.8.4 Analysis and results .................................................................................................................. 70 

3.8.5 The innovative “bridge” ............................................................................................................ 74 

3.9 North Karelia – Tuote ja Vihannes Ky ............................................................................................... 74 

3.9.1 Context ..................................................................................................................................... 74 

3.9.2 Product and Research hypothesis ............................................................................................ 75 

3.9.3 Survey design and Network strategy ....................................................................................... 75 

3.9.4 Analysis and results .................................................................................................................. 77 

3.9.5 The innovative “bridge” ............................................................................................................ 88 

4 Conclusion: lesson learnt from IDCS ........................................................................................................ 89 

5 References ................................................................................................................................................ 93 

6 Annex 1 - Questionnaires ......................................................................................................................... 95 

6.1.1 Llais y Goedwig ......................................................................................................................... 96 



The regional market of NWFP: current situation and effect on SME 

 

6 

6.1.2 Poblet...................................................................................................................................... 101 

6.1.3 Del Monte de Tabuyo ............................................................................................................. 103 

6.1.4 Forsthof Schildfeld .................................................................................................................. 104 

6.1.5 Šumadija and Western Serbia region ..................................................................................... 106 

6.1.6 Styria Nature Park "Südsteiermark" ....................................................................................... 108 

6.1.7 Magnifica Comunità di Fiemme ............................................................................................. 111 

6.1.8 Scottish venues ....................................................................................................................... 112 

6.1.9 Tuote ja Vihannes ................................................................................................................... 114 

  



The regional market of NWFP: current situation and effect on SME 

 

7 

1 Introduction 
In Europe the use of WFP (WFP) is an ancient human activity based on gathering of plants, fungi and, in rather 
limited cases, animals. The use of each species depends mainly from the abundance of the resources, the 
local knowledge and traditions, the presence of alternative resources, the regulative systems; hence, WFP 
have diverse cultural values and prices in different geographical areas, which may stimulate the expansion 
of the market from the local scale to the regional and international. In many contexts WFPs represent an 
income generation option for the local communities (Grivins, 2016) based on innovative supply chains and 
proper regulative system. Despite the presence of consolidated local markets, the link among forests, their 
products and the market is still a niche field for applied research in Europe. 

This deliverable is a first attempt to describe analytically how entrepreneurs, associations, public authorities 
or other private and public organizations are able to create value from WFP in selected case studies in Europe. 
The aims of our work are two: 

1) To answer each case study’s specific research questions, through a common methodology based on 
the study of networks among involved actors 

2) To provide a common sum up of the main results concerning the capacity of generating added value 
from WFP. 

In this chapter, we discuss how the concept of added value might be related to WFPs, and we present the 
criteria employed in case studies selection. In chapter 2 we describe the methodology, in particular Social 
Network Analysis (SNA) tool and on how it has been differently applied in the case studies. Chapter 3 is the 
core part of the deliverable, where each case study in analysed in details.  Every case study has its own design 
and variables, and every paragraphs may be read independently from the others. Finally, in chapter 4 we try 
to sum up the main results obtained in the field. 

1.1 From the forest to the end-user: principles of value creation  
The deliverable was built over a simple question: how can we create value from the exploitation of a WFP? 
There are several ways to answer the question, as the topic concerns different interrelated issues: rural 
development, natural resources management, regulation and governance, supply chain, etc. We tried to 
understand how economic actors take advantage from the gathering and marketing of WFPs. Perez (1999) 
suggests “four main types of conditions generally thought to favour development of forest-related people”: 
1) clear access to the resources, 2) presence of a big natural capital, both qualitative and quantitative; 3) 
long-term market demand; 4) suitable legal environment. “However, there is no accepted framework of 
interdependence and causal links among these conditions”. The presence of natural capital was the condition 
to select the case studies: so we decided to focus on all those circumstances that allows the generation of a 
value to WFP, from the forest to the end user, in particular on the market and on the governance issues.  

At international level, “with the ongoing globalisation of forest products markets, […] a commodity-based 
economy increases its global competitiveness primarily by lowering costs, as well as by exploiting exchange 
rate differences” (Sathre, 2009). An alternative way to compete both at local and global level is to produce 
an additional value to the raw products that might be appreciated by the final consumer. In the forest sector, 
the concept of added value is often associated to the processing operations, mainly linked to wood industry, 
but it is not the only way to create value. A simple definition could present the added value as the difference 
between purchasing and selling price of the WFP at each step of the supply chain. However, Sathre (2009) 
underlines that the added value may have different meanings according the context and the aim of the 
survey. He splits the concept into three value types: 

- the utility value, which is the “tangible benefit” that the final consumer obtains from using the 
product; 

- the exchange value, which in the market context means the monetary difference between the raw 
product and the finished one; 
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- and the societal value, which is “the sum total of benefits provided to society”, measured as 
employment, services, etc. 

These three categories are strictly interconnected, and not always easy to be assessed separately. According 
to European Commission (2006), the added exchange value can be considered a proxy variable to estimate 
the societal value; but we think that also the opposite could be valid, and it depends on the aim of the 
researcher. In some countries WFPs are considered just a marginal cultural and recreational activity, in other 
areas WFPs have structured and complex supply chains (as demonstrated in D3.2); in some economically less 
advanced regions WFP picking activity an informal source of income for the poorest component of the 
community (Grivins, 2016). In all cases, it is important to improve the well-being of local communities 
through the adoption of innovative strategies (Shackleton and Pandey, 2014). Innovative products are often 
more expensive, due to the costs of new technologies, so they must attract more consumers and or a set of 
consumers with higher willingness to pay (Sathre, 2009). 

We called “bridge” the innovative tools that give an added value to the WFP. Figure 1.1 summarizes the 
conceptual framework adopted in our study. The WFPs flow from the picker to the end users can generate a 
remarkable financial flow only if an administrative or economic innovation is adopted at local level. A 
governance framework or the possibility to create new markets, based on demand and supply, allow 
overcoming the physical, legal or cultural barriers.  

Figure 1.1. The economic or administrative “bridge” which gives added value to WFPs 

 

 

Following a similar conceptual approach Perez (1999) underlines that a combined market or a policy 
approach are useful in dealing with the issue of WFPs added-value creation: 

• the market approach adds both societal and exchange value locally “increasing peoples interest in 
conserving forests”, reducing the risk of forest abandonment or human induced damages (i.e. 
landslide, forest fire, etc.), 

• while the governance empowerment guarantees the political development of the area and the 
consolidation of a local economy. 

The best way to study the market is the bottom-up approach, as the supply chain system is a “complex 
amalgam of different actors each performing a unique part” (Sathre 2009), extracting, processing, 
transporting, packaging, distributing and selling the final products. According to United Nations (2003), the 
product’s added value increases at each step of the supply chain, and the only way to study this process is to 
look at the market prices of inputs and outputs. Some enterprises are able to cover more than one step of 
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the supply chain: on one hand this vertical integration allows transaction cost reduction, but on the other 
hand in some cases it may reduce the opportunities to enlarge the number of new products for the high 
specialization induced by the vertical integration (Sathre, 2009). 

Illegal, grey and informal economies1 are other aspects linked to the WFP market. Grivins (2016) shows that 
in some contexts “transparency can pose certain limitations and reduce competitiveness”. Formal markets 
improve the power of relations among the actors of the supply chains, but they make static the commercial 
network of pickers, reducing their resilience to changes. Instead, Grivins demonstrated that informal 
collection strengthens social ties as pickers in the local communities provide a stronger mutual support 
exchanging information and so adapting quicker to new situations. 

In relation to the issue of governance, Perez (1999) demonstrated that the State intervention may have more 
relevant impacts on rural development than the market approach. A good regulation defines rights of the 
landowners and other economic actors and, under system of clear rules and appropriate property rights, 
SMEs are facilitated in organizing harvesting and marketing activities in an efficient way. In some cases the 
public administration adopts a multi-level participatory governance which allows to include stakeholders in 
the decision making (Lemos and Agrawal, 2006). According to the European Commission (2001), a good 
governance is the capacity of public administration to manage and direct networks, involving all actors of 
civil society in political decision-making processes. Participation, and other key aspects of a good governance 
such as representativeness, efficiency and capacity, may be evaluated through the study of the networks 
among actors (Secco, 2013).  

Sometimes the public administration does not play a central role in organizing the relationships among 
actors, and private stakeholders try to regulate the market without a clear legal framework that set rights 
and duties; in this case, it might occur that the stakeholders involved in the local economy have no 
instruments to acquire legitimacy and the process may result on local conflicts. 

1.2 In Depth Case Studies selection criteria 
The analyses in this deliverable are based on the study of In Depth Case Studies (IDCS). The use of “case 
studies for research purposes remains one of the most challenging of all social science endeavours”, but the 
more the research requires “In-depth” study the more the method is relevant (Yin, 2009).  

No restrictive rules have been given to the various research teams working in the case studies; they were 
asked: 

- to select a case study where a WFP (considered as a product or as a service) is subject to harvesting 
and commercialization activities; 

- to check the wish to collaborate in the study by local stakeholders; 
- to have a good understanding of the context in order to manage the survey easily; 
- to choose a case study that may be considered innovative for the market or the governance 

approach, connected to a process of added value creation (utility, exchange and societal value); 
- to delimit the geographical administrative units at least below the country level; 
- to focus on a case study with a number of involved actors which satisfies the network analysis 

conditions (see paragraph 2.2.). 

                                                           
1 According to Jie (2011), illegal, grey and informal economies are different aspects of the hidden economy. Illegal (or 
black) economy includes all those illegitimate activities such as the production and the distribution of goods not allowed 
by the law. The grey economy includes those unofficial legitimate activities which avoid the taxes payment through 
hiding income or not registering the employment. The informal economy includes small-domestic activities with 
informal employment. Another taxonomy of types of underground economy divides the concept into the illegal, 
unreported, unrecorded and informal economy (Feige, 1997). In general, the hidden economy (called also underground 
or shadow economy) is defined as the set of trade and business activities which avoid government agencies’ control 
and taxation (Jie et al., 2011, Schneider and Enste, 2000). 
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We selected the case studies trying to cover both the market and the governance aspects. Table 1.1 
summarizes the IDCS that we analysed with their characteristics. The majority of IDCS deal with more aspects, 
but in the table we report only the main ones. The aspects that we considered were: 

a) the typology of WFP: 3 IDCS focus mainly on raw products, 4 on processed products, 3 on services based 
on WFP; 

b) the main approach used from the IDCS to create added value: market based, governance based or a mix 
of the two; 

c) the innovative aspects which characterize the IDCS and the main typology of added value: the majority 
deals with the exchange added value, few with the societal one, and only one IDCS with the utility added 
value. This subdivision is not mutually exclusive as the three typologies explained in the previous 
paragraph are strongly interconnected. 

Table 1.1. IDCS summary table 

Country Region IDCS Main WFP Approach 
Innovative added 

value 
Added 
value 

Austria Styria 
Südsteiermark 
National Park 

Processed 
berries 

Governance tool 
applied to 

market 

Label applied to 
berries jam 

Exchange 
value 

Germany Waldmarker 
Forsthof 

Schildfeld 
Processed 

game market 

Market 
approach done 
by public actor  

Vertical integrated 
supply chain 

Exchange 
value 

Spain Catalonia PNIN Poblet 
Services based 
on mushrooms 

Governance 
Decision making 

for picking permits 
Societal 

value 

Spain Castilla y Leon 
Del Monte de 

Tabuyo, sl. 
Processed 

mushrooms 
Market Customers fidelity  

Exchange 
value 

Finland North Karelia Tuote ja Vihannes 
Raw 

mushrooms 
Market 

Ego-network 
supply chain 

Exchange 
value 

Italy 
Trentino Alto 

Adige 
Castione Raw chestnuts Market  

Local community 
empowerment 

Societal 
value 

Italy 
Trentino Alto 

Adige 

Magnifica 
Comunità di 

Fiemme 

Services based 
on mushrooms 

Private-public 
governance for 

market 

Public-private 
valley 

management 

Societal 
value 

Serbia 
Šumadija and 

Western Serbia 

Šumadija and 
Western Serbia 

region 

Raw 
mushrooms 

Market  
Attempt to create 

a SME 
collaboration 

Exchange 
value 

UK 
Eastern 
Scotland 

Eastern Scotland – 
Venues 

Services based 
on several WFP 

Market 
Income based on 

WFP courses 
Utility 
value 

UK 
West Wales 

and The Valleys 
Llais y Goedwig Raw WFP Governance 

Community 
woodland 

association 

Societal 
value 

 

Out of the ten, one IDCS has been abandoned: in Castione (Italy) we had the ambitious aim to interview all 
the community of chestnuts producers (around 100 interviews), but the task was too challenging and we 
abounded it as SNA requires almost 100% of the sample. 
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We represent IDCS in a diagram (Figure 1.2

), according to 
the used approach to create added value, and to the presence of single or multi actors. Examples of market 
approach are the case studies of Del Monte de Tabujo, Sumadija and Western Serbia, Castione and the 
Scottish Venues, comparable for being business oriented. In the other side, the focus on Poblet and Llais y 
Goedwig is due to their innovative participative approach.  

The number of involved actors is approximate: in the figure we do not want to represent the sample size 
used in each IDCS, but the number of key actors, both private and public, who participate in creating 
innovation. We move from the lowest extreme of the graph where only one or few actors create the added 
value (for instance Del Monte de Tabuyo is a single SME, while Magnifica Comunità di Fiemme is a single 
institution which works in very close contact with the nine Municipalities of the valley to manage the 
territory), to the other extreme with case studies with several private and/or public stakeholders which work 
together (for instance in Sumadija and Western Serbia the focus are all the SMEs trading mushrooms, while 
in Poblet the Junta Rectora is the protected area management board, composed by several members, 
encompassing representatives of the regional departments, the affected municipalities, and the civil society 
at the local level). 

More details on the case studies are provided in the “context” section in the respective paragraphs.  

Figure 1.2. IDCS with respect to the market or governance approach (horizontal axis) and the number of involved actors 
(vertical axis)  
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2 Methodology 
Star-Tree project promoted the analysis of ten target “in depth case studies” (IDCS). The selected IDCSs cover 
a large variety of situations such as a “label scheme implementation”, the “analysis of institutions’ structure”, 
the “process of a business idea formation”, the “analysis of part of the supply chain” or the “governance of a 
specific economic issue”. WP3 decided to study the economic impact of these case studies, looking at their 
internal and external network structure. Among the approaches proposed in WP3, the use of Social Network 
theory was selected because it can be applied to a myriad of social phenomena (Borgatti et al. 2009), and in 
our case we have the possibility to understand how companies, governments and supply chains organized 
themselves to give value to NWFP. 

2.1 Social Network Analysis and indicators 
Social Network Analysis (SNA) is an approach that can be useful where two or more actors build one or more 
relationships; the approach focus on “the nature of the relationships” within the network (Hanneman and 
Riddle, 2005) and it aims to describe the network structure created by the actors. In other terms, the analysis 
of social networks (so called Social 
Network Analysis - SNA) describes 
the structure of a network based on 
a single relationship type, gathered 
from all the actors with indicators 
and figures, e.g. the quantity of 
money transfer from actor “A” to 
actor “B”, the frequency of contacts 
between actor “A” and “B” or any 
other parameter that can be studied 
in the specific context. The actors 
are technically named “nodes” while 
the technical name of the actor’s 
relationships is called “tie”; hence 
ties links to nodes and it may have 
also a direction adding information 
to the tie. There are several indices 
used in SNA to describe analytically 
networks, but of course these 
outputs need to be read in the 
context of the analysis: in same case 
studies we used them just to 
describe the context, in other cases 
we employed them as proxy 
indicators to test our hypothesis. 
Data have been analysed in UCINET, 
a software package for analysing 
social network data developed by 
Borgatti et al. (2002). 

In this paragraph we explain the meaning of the indices mentioned in the deliverable. Table 2.1 summarizes 
which indices have been used in each IDCS. SNA indices may be grouped in three main typologies: indices 
which describe the whole network structure, indices referred to the role of actors inside the network, and 
subgroups’ measures. 

Table 2.1. SNA indices used in the 8 IDCS. 
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Whole network indices  

Isolated nodes X   X      

Components X X    X    

Density X X  X X X  X  

Average degree X X   X X    

Reciprocity  X        
Average distance     X     

Compactness    X      

Node centrality indices  

Degree centrality X X X  X X    

Closeness centrality X X        

Betweenness centrality X X X  X X    

Eigenvector centrality X         

Subgroups indices  

Core-periphery analysis X    X X    

Cliques analysis     X     

Other indicators  

Reputational power X X   X     

Type of matrix  

1-mode matrix (square) X X  X X X X  X 

2-mode matrix (affiliation)   X X    X  

Ego-network         X 
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2.1.1 Indices for the whole network  
There are some measures that help to understand graphs, describing the network as a whole. These indices 
are often standardized, and allow also to compare the structure of two different networks: hence, for 
example, the changes that may occur “pre” and “post” a certain time or “before” and “after” a certain 
governance system is implemented. In particular, we used: 

• Density: the proportion between the number of ties and all possible ties among nodes, which measures 
the extent to which all actors are tied to others in the network. 

• Isolated nodes: the number of nodes which have no contacts with any node.   

• Components: the number of subgroups in disconnected graphs. 

• Average degree: the average number of ties that nodes have. 

• Arc reciprocity: in directed graphs, which is the number of times a tie have double direction between two 
nodes. 

• Average distance: which is the average number of “steps” that a node need to reach every node in the 
network. 

• Compactness: the normalized sum of the reciprocal of all the distances among nodes (100% means that 
the network has density=1, 0% indicates that there are only isolated nodes). 

2.1.2 Indices for node centrality  
The actor’s role inside the network can be studied through the incoming and outgoing relationships of a 
target actor, generated “from” or going “to” the other actors of the network; hence, the higher is the sum of 
incoming relations (in-degree) and the sum of outgoing relations (out-degree) of an actor, the stronger is its 
role in the network. Moreover, the “distance” between two actors (total number of actors that are among 
two actors), the “centrality” indicators (to which extent an actor is central with regards all the other actors 
of the network) or the “bridge” position an actor assume in a network are indicators that help to improve 
the understanding of the organizational structure and the role of actors within the IDCS. The network analysis 
helps us to highlight the “key” economic actors as well the “bridge” role of few companies; these lasts actors 
may cover a crucial role on the diffusion of the park brand in the local economy, hence indirectly promote 
more environmental friendly production methods. In particular, we used: 

• Degree Centrality: the number of nodes adjacent to a given node, compared to the total potential number 
of ties. 

• Closeness Centrality: the distance of an actor to all others (Bavelas, 1950). 

• Betweenness Centrality: the extent to which a node (bridge node) lies between other 2 nodes in the 
network that are themselves disconnected (Freeman, 1977). 

• Eigenvector Centrality: the importance of the nodes with which a node is directly connected (Seeley, 1949; 
Bonacich, 1987). 

2.1.3 Indices for subgroups  
Sometimes it is useful to understand if nodes have the tendency to aggregate in subgroups, or if there is 
clearly a core in the network with few actors fully connected each other. In particular, we used: 

• Core/Periphery Analysis, where the core is the sub-group with the maximum density, while each 
periphery member is not directly connected to any of the other periphery stakeholders. 

• Clique Analysis, where a clique is a complete sub-graph of the network with at least three actors fully 
connected. 

2.1.4 Reputational power 
Some node’s attributes may be used as proxy indicators to measure the interpersonal of social power (French 
and Raven 1959), the decision making power (Dahl, 1957) or the influence of actors within network 
(Haugaard, 2010). In some cases, we used the in-degree centrality as a proxy indicator to measure prestige, 
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receptivity, or popularity (Wasserman & Faust, 1994). These variables are often represented in graphs 
through the size of nodes, and are used in analysis in correlation with nodes centrality indices.  

2.1.5 VIsualization 
Visualization is very worthy during the study of a network: a good choice of the adequate graph “can 
immediately suggest some of the most important features of overall network structure” (Hanneman, 2005). 
In the following chapters, we adopted several visualizations according to the needs of the analysis. The main 
ones are: 

• Random layout: nodes’ location does not provide any information, and the researcher may a free-hand 
grouping of nodes, according to criteria that change case by case 

• Circular layout, with fixed positions of nodes to allow comparison across time or across networks with 
different relations 

• Attributed-based layout, where attributes can be used either as coordinates of nodes or as categorical 
variables to divide nodes into subgroups 

• Non-metric Multi-dimensional scaling (MDS), where more similar nodes (with respect to their geodesic 
distances to other nodes) are closer in the graph 

• Spring-embedding layout, with an algorithm which put near nodes with shorter path lengths to one 
another, through iterative fitting. 

2.1.6 Other terminology 
Data for SNA can be collected mainly in two ways: with an “affiliation” matrix, where each respondent 
indicates which common event has attended at, or most frequently with a square matrix, where each 
respondent indicates with whom he/she has a certain relationship. 

Sometimes we have not a complete list of all the stakeholders: in this case, it is possible to create the 
complete list using a “name generator” technique, in which the respondent has to build the list of 
stakeholders useful for the specific issue under analysis (“snowball sampling”).  The questionnaire is generally 
submitted in two rounds: 

• In the first round it is submitted to the key actors; 

• In the second round, the CSR needs to interview the actors reported by key actor. 
In the second round, ~90% of the key actors’ network are generally listed. No one of our IDCS required further 
rounds. 

In some cases, it could be interesting to focus only on one key node and the nodes with which it is directly 
connected (one-step): it is called ego network. The Ego is the key actors, while the other nodes are called 
alters. Alters and all the ties among them define the boundaries of the ego-network. Of course, every node 
of the network can be an Ego. The "neighbourhood is the collection of ego and all nodes to whom ego has a 
connection at some path length” (Hanneman, 2005). Normally the matrix is built using a snowball sampling, 
but is it also possible to start from a simple square matrix and to select the ego-network within it. 

The SNA application requires a quite confident knowledge on SNA indicators and models, hence from the 
design of the questionnaire to the interpretation of the results, WP3 has assisted each IDCS responsible in 
order to minimize the effort and the time spent to study their target socio-economical phenomena.  

2.2 Field work in the IDCS 
In each IDCS, we tried to answer to some key research questions, created ad hoc with the case study 
responsible persons. The majority of these research questions could be studied through the use of SNA, but 
the application of the network theory in the IDCS needed a preliminary work to be done by each IDCS 
responsible. Before designing a questionnaire suitable for SNA, a set of information had been provided to 
WP3 group, later on used for developing the questionnaire. The IDCS responsible persons provided a brief 
open description of the case under analysis, based on the following aspects: 
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• A brief description of the context where it was reported: 
o history of the IDCS; 
o how the key actor (or target actor) is involved in the IDCS (the key actor may be a company, a public 

embody as a park, a group of companies and public institutions, the holder of an idea, in other words 
however is the core actor of your IDCS); 

o how the key actor was identified; 
o a brief list of the other main actors important for the IDCS. 

• The core aspect/aim/object the CSR wants to study; i.e. the market structure where the key actors 
operate in the CSR’s region; the role and power of the actors within a process of law implementation; 
the structure of the relationships that allowed to design and implement a policy tool, the position of the 
key actor in the global supply chain. 

• The organogram of the key actor in case it is a company or a public embody: 
o (If it is a company that produces commodities) the simple employees’ hierarchy inside the company, 

how the employees are related one each other, and a brief description of the production system 
inside the company based on the bulk flow; 

o (If it is a company that produces services) the simple hierarchal level inside the company, how the 
employees are related one each other, and the description of the process to produce the service and 
how the service is sold to the customers; 

o (if it is an institution or a group of actor) the roles of the different actors on the provision/ 
design/implementation of a service or the mechanism they designed. 

• The legal rights toward the target commodity or service. 

After the IDCS descriptions have been sent, WP3 team started the pre-analysis of each case. The aims of the 
pre-analysis were the schematization of each IDCS and the highlight of the key information and targets to 
structure the first draft to of the questionnaire. WP3 group has developed specific questionnaires for each 
IDCS, according to the aims of each CSR. Questionnaires were short and quick to answer, and the core part 
within them was the SNA questions. Complete questionnaires used in each IDCS are reported in annex. WP3 
team tried to facilitate the work of the IDCS responsible on the definition of the questionnaire in a meeting 
kept in Barcelona from the 16th to the 18th of June 2014. Moreover, for each IDCS, a conceptual scheme has 
been drawn. The scheme could be a useful tool for the IDCS discussion, and it is reported in each IDCS 
paragraph. Case studies responsible persons did interviews mainly directly in the field through face-to-face 
interviews, but in some case they also used e-mail to send questionnaires. Collected data have been sent to 
WP3 for final analysis. 

2.3 Added value evaluation 
According to the definition given in the introduction (paragraph 1.1), the concept of added value may be split 
into three types: the utility value, the exchange value and the societal value. Their definition includes several 
aspects, that may be summarized as follow: 
- The utility value is characterized by the access to the resources, the use of the product or the service at 

local level, and the satisfaction of a specific need. 
- The exchange value concretely is the new income generated by the target actors, the monetary gap 

between cost of production and final product/service price, and the market scale from local to 
international. 

- The societal value has several implications linked with the concept of social capital, but the main ones 
that we considered are the creation of employment at local level, the society's attitude towards WFP 
business, and the participation of actors in business making. 

Through expert consultation, we evaluated each of these aspects in a numeric scale from 1 to 5. Table 2.2 
reports the qualitative parameters to transform an ordinal scale into a quantitative one. 
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Table 2.2. Qualitative parameters to evaluate added value sub-categories in a scale from 1 to 5 

 Scale 

Added value parameter 1 2 3 4 5 

Utility value 

Access to the resources no access 
only customary 

holders 
yes, with license 

yes, through 
permit payment 

yes free 

Use of the product/service at local 
level 

not used locally 
used by few 
interested 

people 

used not frequently 
by common people 

used by many 
local persons 

used by almost 
all locals 

Need satisfaction 
no market 
demand 

no evidence, 
but potential 

need 

needed by few 
specialized actors 

high need of many 
specialized actors 

high general 
request 

Exchange value 

Income of target actors almost null 
minor 

additional 
income 

major additional 
income 

main source of 
income 

only income 

Monetary gap between cost of 
production and final product/service 
price 

almost null low medium high 
high 

differentiation 

Market scale local county regional national international 

Societal value 

Created private local employment null self-employed 
single company's 

employees 
few companies' 

employees 
many companies' 

employees 

Society's attitude towards WFP 
business 

contrary indifference accepted 
fully accepted with 

curiosity 
enthusiasm 

Actors' participation in business 
making 

one key person 
or entrepreneur 

group of key 
interested 

people 

many key interested 
people 

all representatives 
of key actors 

all private and 
public 

stakeholders 
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3 In Depth Case Studies: analysis and results 
Which is the “bridge” that may increase the value and the economic value of WFP? We propose 9 in-depth 
case studies in different countries, chosen as interesting and innovative examples for promoting the 
economic values of WFP, through private or public initiatives, and to foster local rural development. Each 
case study has been analysed with a common conceptual frame while all questionnaires used to carry out 
the IDCS surveys have been put in Annex 1. In each paragraph we: 

- describe the context where they are allocated; 
- explain the key WFP and our research hypothesis and aims, specific of the case study; 
- illustrate the survey design and the Social Network Analysis strategy adopted to answer the previous 

research hypothesis; 
- present the main analysis and results; 
- try to summarize which is in our opinion the “bridge” which makes the case study innovative for the 

local rural development. 

3.1 West Wales and The Valleys – Llais and Goedwig 

3.1.1 Context 

Llais y Goedwig is Wales' community woodland association. It has been incorporated as a company limited 
by guarantee since 2009 and is run by a board of five volunteer directors. Day to day running of the 
organisation is carried out by the part-time 'Network Coordinator'. The organisation is made up of two types 
of members. The first are 'full members' and are all community woodland groups from across Wales who can 
have a handful or hundreds of members themselves. Currently, Llais y Goedwig has 46 full members. It is 
important to remember that these members are not individuals but groups of people and that therefore Llais 
y Goedwig represents hundreds of people, all involved in community woodlands in some capacity. Full 
members have voting rights. The second type of member is the 'associate member’; these are interested 
individuals or other organisations that are not community groups, e.g. the Wildlife Trusts. Associate members 
are able to make use of all the Llais y Goedwig resources and support but have no voting rights. There are 
currently 149 associate members. Llais y Goedwig has four broad themes of work:  

• Encourage networking amongst community woodland groups, 

• Develop resources for community woodland groups, 

• Raise the profile of community woodland groups, 

• Engage with policy makers. 

Llais y Goedwig carries out the above work through bi-monthly board meetings, regular updates to members, 
a well-resourced and maintained website (llaisygoedwig.org.uk), regional networking meetings and events, 
an annual gathering, attendance at meetings and events that are important to the community woodland 
sector, networking and partnership working with organisations involved in: the woodland and forestry 
sectors, rural and community development, the environmental and conservation sector and with what is 
known in the UK as the 'third sector' i.e. charitable and voluntary organisations.  

Llais y Goedwig is funded by Natural Resources Wales (naturalresourceswales.gov.uk), a Welsh Government 
sponsored body with environmental management and regulatory functions. Llais y Goedwig is also funded 
by the Woodland Trust: a UK wide woodland conservation charity.  

What is a community woodland group? Community woodland groups (CWGs) are organisations, which exist 
to manage, care for and enjoy a particular woodland site or a number of sites. Generally speaking, they are 
made up of individuals who live close to or nearby the woodland, a community of place. Or they could be 
made up of a more dispersed group and could therefore be called a community of interest. CWGs can own 
the woodland they operate in although this is often not the case and groups will have an agreement with the 
landowner to manage the site. There is no set type or model for a CWG, there structure or the agreements 
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with landowners, although Forest Research (www.forestresearch.gov.uk) have created a typology, this is a 
measure of how involved the group is with the decision making regarding the management of their site/s. 
The typology breaks down into: 

- consultative: the group is consulted by the landowners regarding management decisions and will 
have an input but do not really have the final say; 

- collaborative: the group work with the land owner to share management decision making; 
- empowered: the group have devolved responsibilities for managing a designated piece of woodland, 

perhaps through a lease or licence.  

CWGs can take any form of legal structure from unincorporated organisations to worker cooperatives. There 
is no set structure. Some groups exist just to facilitate the local use of the site and operate on a volunteer 
basis; others are trading businesses who manage their woodlands for profit whether through timbers sales 
or sales of knowledge products such as educational courses. 

3.1.2 Product and Research hypothesis 

Products 

The referring products are any commodity traded which come from forest: mainly timber, fire wood, bark 
and tanning. 

Aims 

Llais y Goedwig sits at the intersection between grassroots community groups, the forestry sector, Welsh 
Government, environmental NGOs and community development organisations. It functions as a knowledge 
conduit horizontally between members and vertically between members and other organisations, for 
example, Welsh Government. We would like to study the process of knowledge exchange and support 
internally within the network of Llais y Goedwig and its members. We would also like to focus on the trading 
operations of Llais y Goedwig members who do trade in order to trace product flows and better understand 
their economic value. The main actors involved in this study are the members, both full and associate, of Llais 
y Goedwig. This group will also be refined down to a smaller group of full members who trade and then 
refined further still into a group who trade in NWFP.  Other actors who will be relevant to the study are the 
Llais y Goedwig board of directors and staff, the land owning organisations upon whose land CWGs operate, 
policy makers, and other actors within the supply chains through which Llais y Goedwig members sell their 
products.  To discover the level of trade they engage in, if any, and what that trade is, and how they connect 
with each other, it is necessary to use SNA. The connections that exist between members would be an 
invaluable tool for action research project as it would highlight opportunities for increasing connectivity 
within and between sectors. These are the three research questions: 

1. What do they trade? Which income does the NWFP generate? Which internal connections do exist? 
2. What kind of connection among the members? Who are the most powerful actors in the network? Are 

they also the more participative ones? 
3. Are the trading actors also the core nodes in the whole network? Which differences between the two 

networks (traders and not traders)? 

3.1.3 Survey design and Network strategy 

Target actors 

Llais y Goedwig is itself a network of community woodland owners and managers.  The 46 members across 
Wales range from voluntary associations to CLG’s.  Some exist solely to manage their woodlands for the local 
communities to enjoy, biodiversity etc. and some are engaged in trading activities within the woodlands they 
manage.  Of the members that do trade, the majority gain income from timber sales and the sale of wood 
based products.  The subset of LlyG members that trade in NWFP’s is not large, potentially only 10 or so 
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members. Instead more than 50% derive in general an income, or from products or services from their 
woodland. 

Survey design 

We interviewed all the 46 members of LlyG. 4 of them didn’t complete the questionnaire: for the SNA 
questions, we symmetrized the answers. 

Network strategy 

The starting point for our proposed network analysis would be Llais y Goedwig itself, with the first round of 
questions surveying all members to discover the level of trade they engage in, if any, and what that trade is, 
and how they connect with each other and other NWFP trading organisations. A network analysis would 
discover not only the level of NWFP trading that goes on within community woodland groups, but the 
connections that exist between them. It would also be an invaluable tool also for action research project as 
it would highlight opportunities for increasing connectivity within and between sectors. 

Two group networks have been studied: 

1. Non-trade network among all the 46 members, with questions on contact’s frequency and trust. Node 
centrality indices will be compared with reputational power variables. 

2. Trade network among the members who trade, to study the typology of ties, which govern their trades 
(selling to, buying from). The actors’ position in this network will be compared with the central nodes of 
the previous network. 

Main Variables 

In the following table, we summarize the main variables used in the study. The full questionnaire is reported 
in Annex 1. The two main relations are “heard of” and “contacts”, which is split into contacts for “help”, 
“advice”, “machinery” and “collaboration”. 

Table 3.1. Main variables analysed in the IDCS 

Network Relationships Members’ attributes 

Heard of Non-trade Most influencing members (R.Pow.) Non-trade 
Frequency of contact Trade Income Trade  
Help Trade  Commodities Trade 
Machinery Trade Interest Non-trade 
Collaboration Trade Communication Non-trade 
Advice Trade Proactivity Non-trade 

 

Preliminary network framework 

WP3 and IDCS responsible have prepared a preliminary framework, before data collection, to explain the 
main network expectations from the study. 
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Figure 3.1. Llais y Goedwig SNA preliminary framework 

 

 

3.1.4 Analysis and results 

Aim 1: What do they trade? Which income does the NWFP generate? Which internal connections do exist? 

In 2013, more than half (57%) of Llais y Goedwig’s members derive an income from their woodland, almost 
200 thousand pound overall. Timber sales and services generation have been the main income sources 
(around 60 thousand pound), but also fuelwood and NWFP play an important role in the local economy, 
generating respectively 32 and 43 thousand pound. Specifically: 

- 48% of Llais y Goedwig’s members have an income from services (forest school sessions, parties, 
permissive footpaths, courses and training, theatre, yurt camping, lectures, climbing and sport 
activities), on average more than 3000 pound (£)2 per year; 

- 24% of the members have an income from timber sales (large - for construction - and small - carvings, 
wood products e.g. chairs), and this activity is the more profitable than the previous one (on average 
more than 6000 pound); moreover, who sells timber also earn money from other activities as services 
and NWFP trade; 

- 33% of the members trade fuelwood (log, firewood, chip, charcoal), but this is not the main income 
as the average profit is 2692 pound per year; 

- Finally, very few members trade NWFP (just 10%), and their income is very variable, from 100 to 
40000 pound; who trade NWFP also obtain money from the other profitable activities. 

Table 3.2 summarizes the total and average income, the number of members and the confidence interval 
(with alpha 0.05). 

                                                           
2 1 £ may be converted into 1.33 € (January 2016). 
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Table 3.2. Income generated by timber, fuelwood, services and NWFP 

 Unit Timber Fuelwood Services NWFP 

Total income £ 61,485.00  32,300.00  60,690.00  42,934.00  

Average income £ 6,149.00  2,692.00  3,194.00  10,734.00  

Upper interval bound £ 10,442.00  3,907.00  4,776.00  29,872.00  

Lower interval bound £ 1,855.00  1,477.00  1,613.00  8.405.00  

Standard deviation £ 6926.66 2147.50 3517.07 19529.65 

Alpha  0.05 0.05 0.05 0.05 

Members No. 10 12 19 4 

 

The majority of customers are individuals and households: only 2 members sell products to other Llais y 
Goedwig’s members. Other organizations involved in the trade are: Taicalon Community Housing 
Association, Local authority, Bowford Woodlands, NRW, schools, Gwynedd County Council, Coed Cymru, 
Castell Henllys, National Trust, Kinora Health and Wellbeing Group, Let's walk Cymru (Jan Batty originally and 
now Bridget from Longwood), Travellers School, JIGSO (local mother and toddler group), WI (talks), Hermon 
Gardening Club (produce and woodland management talks and advice). 

Aim 2: What kind of connection among the members? Who are the most powerful actors in the network? 
Are they also the more participative ones? 

Llais y Goedwig’s members are not so connected each other: on average, they know only other 9 members, 
and they have contacts (at least one per year) with less than one third of them. Figures show well this: the 
“heard of” network is quite dense and only three actors are completely isolated, which means that they 
neither are known by anyone nor know someone else. Density decreases drastically if we look at the number 
of contacts: 8 members don’t have any contact with other actors of the network and are isolated from the 
community life. 

Figure 3.2. Llais y Goedwig’s “heard of” network (MDS layout) 

 

Node size = Reputation power/Involvement level 
Isolated nodes are reported in the upper-left corner. 
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Figure 3.3. Llais y Goedwig’s “contacts” network (MDS layout) 

 

Node size = Reputation power/Involvement level 
Arrow size = Number of contacts 
Isolated nodes are reported in the upper-left corner. 

 

Even symmetrising by the maximum (which means that we considered the existence of a relation if at least 
one of the two actors declares it), the densities have a small change: the “contacts” network has a density of 
6%, and if we split this network into its four components (advice, machinery, help and collaboration), the 
values may be really lower. The main measures are reported in Table 3.3. 

Table 3.3. Network measures related to “heard of”, “contacts”, composed by “advice”, “machinery”, “help” and 
“collaboration” relations 

Network indices 
Network relations 

Heard of Contacts Advice Machinery Help Collaboration 

Isolated 6.5% 17.4% 26.1% 89.1% 50% 41.3% 
Components 4 9 14 43 26 26 
Density 20% 6% 3.8% 0.3% 2% 2.5% 
Average degree 9.2 2.7 1.7 0.1 0.9 1.1 

 

These values could be the effect of members’ involvement in the Llais y Goedwig’s activities. The level of 
involvement has been measured through four normalized (in a scale from 0 to 4) indices:  

- Interest in the community woodland network in Wales, through web resources, newsletter, inquiry 
services, events and AGM attendance; 

- Communication, which means contacts with Llais y Goedwi via phone, email or in person; 
- Proactivity, providing contents for a Llais y Goedwig resource, as advisory notes, case study, or blog 

articles; 
- Involvement is the average value of the previous three indices. 

Involvement index summarizes Interest, Communication and Proactivity indices, which measure different 
aspects of members’ involvement, from the simplest (Interest) to the ones that requires to spend more time 
(Proactivity). The effects of this are shown in Figure 3.4, the level of involvement decreases with the increase 
of time required to members. The involvement level has been inserted in the network graphs (Figure 3.2 and  
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Figure 3.3) through the node dimension, as reputational power. 

Figure 3.4. Level of participation of Llais y Goedwig’s members, in a scale from 0 to 4.  

 

 

Members with higher involvement in the Llais y Goedwig’s activities are also the key actors in the internal 
networks. This is demonstrated by the fact that the correlation among the involvement of the members and 
their centrality (in terms of degree, closeness, eigenvector and betweenness centrality) is statistically 
significant at a 95% confidence level both in the “heard of” and in the “contacts”3 networks (scores are 
presented in Table 3.4). The correlation between involvement values and closeness centrality is negative 
because low closeness scores means high centrality.  

The highest correlation value in the network “heard of” is between involvement and eigenvector centrality, 
which means that the more one member knows central actors the more he is encouraged to participate. 
Instead in the network “contacts” the highest correlations score is obtained between involvement and 
betweenness centrality, which means that the actors who participate at the Llais y Goedwig’s activities play 
a bridge role among less involved members. 

Table 3.4. Correlation measures between members’ involvement in Llais y Goedwig’s activities and their centrality 
(degree, closeness, eigenvector and betweenness) in “heard of” and dichotomized “contacts” networks 

Correlation with 
“involvement” 

Relations 

“Heard of” “Contacts” 

Degree 0.52* 0.57* 

Closeness -0.46* -0.43* 

Eigenvector 0.54* 0.41* 

Betweenness 0.43* 0.58* 
* Correlation score is statistically significant at a 95% confidence 

A simple regression model, presented in  

Figure 3.5, demonstrates that there is a positive relation among degree centrality and involvement. 

 

 

 

                                                           
3 As betweenness and closeness centrality are problematic with valued networks, we have dichotomized data before 
doing correlations.  
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Figure 3.5. Scatter plot and regression model between members’ involvement and their degree centrality in “contacts” 
network 

 

 

Aim 3: Are the trading actors also the core nodes in the whole network? Which differences between the 
two networks (traders and not traders)? 

Members who generate an income from forests (57% on total) have a bigger level of participation in the Llais 
y Goedwig’s activities. Table 3.5 and  

 

 

 

 

 

 

 

Figure 3.6 underline that all the four indicators used to measure participation have higher values if we isolate 
only actors with an income. In particular, those who also trade NWFP have the highest interest values. 

Table 3.5. Average participation scores among actors with an income compared with other categories 

  Interest Communication Proactivity Involvement 

All Actors 2.8 1.2 0.8 2.0 

With Income 3.3 1.5 1.0 2.4 

Timber 3.4 2.2 1.4 2.9 

Fuelwood 3.5 1.7 1.4 2.6 

Services 3.2 1.8 1.1 2.5 

NWFP 4.0 1.3 1.3 2.8 
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Figure 3.6. Average participation scores obtained by all members, members with an income, and members with an 
income generated by NWFP 

 

If members who derive an income from products and/or services from their woodland are the most 
participative ones, it means that probably they are also in the centre of the network, as demonstrated in the 
previous aim. We used the core-periphery algorithm to split the network into two subgroups: the core, with 
high internal density, and the periphery, with all the nodes less connected each other. In the “heard of” 
network there are 17 members within the core, 14 of which have an income from their woodland (82.3%); 
while in the “contact” network the core is composed by 10 members, 8 of which have an income (80.0%). 
These percentages are significantly higher than the original network percentage (57%), which shows 
arithmetically that members with an income from their woodland play a key role within the Llais y Goedwig’s 
network. 

Table 3.6. Llais y Goedwig’s members with income in the core of “heard of” and “contacts” networks 

 Heard of Contact 

No. nodes in the core 17 10 

No. nodes in the core with income 14 8 

% members with income in the core 82.3% 80.0% 

 

We created the networks specific for typology of contact: advice, machinery, physical help, formal 
collaboration4. In  

                                                           
4 The four networks are dichotomic and have been symmetrized by their maximum as they have low density. 
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Figure 3.7, the blue nodes represent those actors with an income generated by their woodland. It is possible 
to see that these nodes are in key positions in all the networks, both in terms of centrality (higher degree) 
and as gatekeepers, in the sense that they are intermediary among different subgroups. 

 

 

 

 

 

 

Figure 3.7. Contacts for “advice”, “machinery”, “physical help” and “collaboration” networks, distinguishing among 
members with an income generated by the forest and members without (MDS layout) 
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Blue node = member with an income generated by his woodland 
Pink node = member without an income generated by his woodland 
Node size = Reputation power/Involvement level 
 

3.1.5 The innovative “bridge” 

There are two levels of innovation in this IDCS: the local capacity to generate income from the forest, and 
the horizontal network, which let members work together. These two levels are interconnected thanks to 
the key role of Llais y Goedwig; those members which are able to generate income from forests, are also the 
most participative members within the governance network. This probably means that all the activities, 
events and meeting organized by Llais y Goedwig are indirectly able to put people in contact for knowledge 
sharing and ideas generation. 

3.2 Catalonia - Poblet 

3.2.1 Context 

The Protected Area (PNIN) of Poblet is located in Tarragona (south of Catalonia). Since 2012, the protected 
area of Poblet has established a fee for authorization for mushroom picking in around 3,520 ha, which is 
mainly a public forest owned 90% by the Regional government and 10% by one municipality (see coloured 
areas in the map). The regulated forest extension affects 4 different municipalities (L’Espluga de Francolí, 
Vimbodí, Montblanc and Prades). Given the specific status of Natural Park, the managing body has 
independence for managing the revenues of this tax, being earmarked for the NP budget. The aim is devoting 
the earnings for forest management. The specific norm establishes a limit of 6 kg/person per day and 
considers a 90% price reduction for locals. It is then mainly devoted to recreational pickers; no special rules 
apply for commercial. There has been a strong collaboration from town halls for issuing permits and 
collecting the fee, and from the forest guard body, who conducts several controls around the area. Start-up 
costs (e.g. signalling in the forest and awareness-raising events such as open debates and leaflets) were 
mainly covered by the INTERREG project SylvaMED (Simoncic et al., 2013). There was a sense of success in 
the first season (2012). In 2012 over 2,100 permits were issued, mostly for locals (around 500 were foreseen); 
nevertheless, this figure does not illustrate the effective number of regular pickers, given the possible 
“novelty effect” of the first year and the affordable price for locals. This effect was foreseen to be reduced in 
the following seasons; however, there were no permits issued during 2013 because of the bad mushroom 
season. However, there is a need for a more detailed study of the perceptions and dynamics of the 
implementation. Tentatively mushroom trade is mainly concentrated in the Lactarius group species for rural 
restaurants and farmers’ markets. 
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Figure 3.8. Map of the regulated area of Poblet protected area and buffer zone. 

 

Source: GenCat website 

3.2.2 Product and Research hypothesis 

Products 

The target product of the study is the wild mushroom as a service provision (mushroom picking permit).  

Aims 

The core aim is to study the structure of the relationships among the main regional actors (regional 
departments, municipalities and civil society) that allowed to design and implement a policy tool (mushroom 
picking permit). The objectives are mainly two: 
1. to compare the network structure of the ordinary management of the park (we  will call it general 

governance) of the Junta Rectora with the collaboration governance which created the policy tool: a 
governance comparison; 

2. to study the evolution of the network in time: conception (before autumn 2012) and implementation (first 
year, 2012 season): a project comparison. 

3.2.3 Survey design and Network strategy 

Target actors 

We focus on the protected area management board (Junta Rectora) as the central actor, and we will analyse 
the surrounding wild mushroom-picking related actors. This body is composed by several members, 
encompassing representatives (i) of the regional departments with interest in the area, (ii) of the affected 
municipalities, and (iii) of the civil society at the local level. This management body meets 2-3 times per year 
and has a rather horizontal structure, with the president convening, and the park director acting as secretary. 
This management body serves as a platform for discussion and decision-making on strategic issues of the 
management of the protected area. The reason of focusing on that actor is because the NP management 
body has been the promoter of the payment system, acting as a catalyser of its design and approval, as well 
as facilitating the implementation in the field. As part of this management body, there is the Follow-up 
committee (Comité de seguiment) specifically created for the mushroom regulation, formed by a subgroup 
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of the Junta Rectora. The target actor is Junta Rectora, which is the management board (with an horizontal 
structure) of the Protected Area (PNIN) of Poblet (16 members), and plus other main actors important for 
the permit system of mushroom picking (management body, such as forest guards or hunting associations): 
6 of them selected a priori plus some added in the second round through a snowball sampling . 

Table 3.7. Junta Rectora organigram5   

Member of the Junta Rectora Role Legal rights toward the target commodity or 
service 

President: prior of the Poblet 
monastery 

Chairman (including, of course, approval of the 
agenda, minutes, and moderation if needed  

No specific relation 

3 representatives of the Department 
of Agriculture, Livestock, Fishing, 
Food and Natural environment. 

Political position. 
- Coordination of forest guards 
- Coordination of fire prevention and extinction  
- Management plan development 
- Coordination with other protected areas in 

Catalonia 
- Issuing regulation 

Regional government is the main forest owner 
in the area. Therefore, legally mushrooms 
belong to them.  

1 representative of the Department 
of Government and Institutional 
relations 

Political position. This Department is the responsible 
of the municipal policies. Since part of the protected 
areas affects municipal areas, his role is aligned with 
this. 

No direct rights but yes as a representative of 
the municipalities 

1 representative of the  Department 
of Culture 

Political position. Conservation and promotion of 
the cultural assets in the area: the monastery, the 
“cister” tour, etc. 

No relation 

1 representative of the Department 
of Territory and Sustainability 

Responsible of the establishment of new protected 
areas and their planning 

No direct relation 

1 representative of the Town council 
of Vimbodí i Poblet. 
 

Locally-elected position.  
Representative of local users and of the interest of 
their municipal firms. 

Forest owner of one piece of forest adhered to 
the program. Their town hall has issued local 
permits, therefore contributing to the money 
collection. 

1 representative of the Town council 
of L'Espluga de Francolí 

Locally-elected position. Representative of local 
users and of the interest of their municipal firms.  

Forest owner of one piece of forest adhered to 
the program. Their town hall has issued local 
permits, therefore contributing to the money 
collection. 

1 representative de la Diputació de 
Tarragona (province council) 

Diputació represents all the municipalities of the 
Tarragona’s province 

Manager of one piece of forest included in the 
regulation (Montblanc municipal area) 

1 representative of landowners 
(farms or forest): Forest Owners 
Association of Comarques de 

Tarragona 

Civil group. Defend of their farming and 
timber/forest management interests.  

A few owners have their area affected by the 
regulation. Tentatively they could expand the 
regulated area by joining the regulation system.  

1 representative of the 
conservationist entities in the area 

Civil group. Defend of their nature protection 
interests 

They may have an opinion on the degree of 
endangered mushroom species due to 
excessive harvesting pressure 

1 representative of the Board of the 
Monastery of Poblet: prior of the 
monastery 

Owner of the main cultural attraction to the zone: 
the medieval monastery. Also they were the 
promoters of the protected area.  

The monastery is an important opinion-leader 
in the county. Former landowner of most forest 
area; nowadays a medium parcel. 

1 representative of the Association 
“Friends of the NP Poblet” 

Civil group. Members are of the surrounding area. Promotion of mycological conservation through 
environmental education 

1 representative of Universities or 
Research institutions 

Technical position. Defence of conducting scientific 
studies in the area and responsible for transferring 
the results to the management group.  

Follow-up of the pilot project. Data collection 
for better design of the payment mechanism. 

1 representative of the Forest 
Defence Groups of the affected 
municipalities 

Civil organization. Defence of their interest in fire 
prevention and extinction.  

No direct relation 

Director of the Protected Area, 
acting as Secretary 

Political position. Daily management of the 
protected area: visitors, activities, materials, 
budget, staff…  

Manager of the funds raised by the mushroom 
payment. 

Survey design 

The interviewer asked the Park Director to define which are the “other main actors” (external to the Junta 
Rectora) which created and implemented the policy. The set of questions concerning the “governance 

                                                           
5 Source: [accessed 26/03/2014] http://parcsnaturals.gencat.cat/ca/  
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comparison” have been addressed only to the 17 members of the Junta Rectora, and another set of questions 
(related to the “project comparison”) have been addressed to the 17 members + the other main actors. 

Table 3.8. Target actors to which governance and project questions have been addressed 

Governance questions Project questions 

- Governing Body (Junta Rectora) members - Governing Body (Junta Rectora) members 
- Follow-up commission (Comissió de Seguiment) members 
- Other local key actors 

Network strategy 

Three networks will be used to study actors relations before the application of a policy and after it entered 
into force: 

1. the network which created the policy (spring 2012, before launching); 
2. the network which implemented the policy (first year, 2012 autumn season); 
3. Tthe network which normally governs the Junta Rectora. 

Main Variables and indicators 

In the following table we summarize the main variables used in the study. The full questionnaire is in annex. 

Table 3.9. Main variables analysed in the IDCS 
Network Relationships Node attributes 

Collaboration before/first year Reputational power before/first year 
Convergences-divergences before/first year Perception on the policy before/first year 
General Collaboration within Junta Rectora, split in 3 dimensions: 
- Information sharing before the meetings (ideation) 
- Agreement during discussions (convergences) 
- Aid in material/project implementation 

 

 

Decision making power was calculated asking the respondents to indicate the actors with higher influence 
in the decision making process. 

Preliminary network framework 

The following figure shows the network hypothesis developed during the planning phase of the study. 
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Figure 3.9. Poblet SNA preliminary framework 

 

3.2.4 Analysis and results 

Aim 1: Governance comparison 

We saw through a correlation analysis that actors with the highest decision making power (influence) are 
more or less the same in the three networks that we analysed to study the policy cycle (general policy 
formulation, permit design and permit implementation). Therefore, we decided to ignore influence in our 
analysis.  

Table 3.10. Correlation values among influence scores in the three governance phases 

Correlation governance-design 0.81 

Correlation governance-implementation 0.82 

Correlation design-implementation 0.96 

 

We compared the three governance phases analysing three relations: talk, collaboration and agreement. 
“Talk” and “Collaboration” have been joint in one numeric relation (from 0 to 2). At a first glance, it is possible 
to see that the number of both information exchange and collaborations is lower in the design phase with 
respect to the general governance situation and to the implementation phase.  

Figure 3.10. “Talk and Collaboration” networks in the three governance phases (circular layout) 

 Talk and Collaboration 
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Node size represents decision making power (influence) 
Node colour represents “scale” (bordeaux is local, red is county, orange is province and yellow is regional)  
Node shape represents “sector” (circle is public, square is private, triangle is conservationist, diamond is research) 
Arrow size represents the number of relationships (absence, only talk, both talk and collaboration) 

 

In Figure 3.11 it is possible to see the high level of agreement on mushrooms permit implementation. 

Figure 3.11. “Agreement” networks in the three governance phases (circular layout) 

 Agreement 
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Node size represents decision making power (influence) 
Node colour represents “scale” (bordeaux is local, red is county, orange is province and yellow is region)  
Node shape represents “sector” (circle is public, square is private, triangle is conservationist, diamond is research) 
Arrow size represents the number of relationships (absence, only talk, both talk and collaboration) 

 

Density indices confirm the perception obtained from Figures. We have similar level of talk before decision-
making, while there is more agreement in the mushroom permit project. 

Table 3.11. Densities scores for “talk”, “collaboration” and “agreement” networks in the three governance phases 

Densities in… Talk Collaboration Agreement 

General Governance 15.4% 12.9% 49.6% 
Permit Design 18.8% 1.7% 60.0% 
Permit Implementation 13.8% 18.3% 60.0% 

 

Aim 2: Project comparison 

We considered also the external experts for a deeper comparison between the design and the 
implementation phase within the permits project. Among these 7 experts, 6 are officially part of the 
mushroom commission, while 1 was included because it was mentioned by more than one stakeholder 
during the snowball sampling. 
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Figure 3.12. “Talk and Collaboration” networks in the design and implementation phases (attribute-based layout)6 

Design phase Implementation phase 

  

Node size represents decision making power (influence) 
Node colour represents “scale” (bordeaux is local, red is county, orange is province and yellow is region)  
Node shape represents “sector” (circle is public, square is private, triangle is conservationist, diamond is research) 
Arrow size represents the number of relationships (absence, only talk, both talk and collaboration) 

 

The differences between the two networks are evident in Figure 3.12: in the implementation phase the 
density is higher, there are no isolated nodes, and external experts have an higher collaboration among 
themselves. Numeric indices in Table 3.12 confirm previous comments. 

Table 3.12. Network indices for the design and implementation phases 

Phase Density Components Average Degree Arc Reciprocity 

Design 11.7% 7 2.6 47.5% 

Implementation 22.1% 1 4.9 51.8% 

It is interesting to see that the role of key actors does not change in the two networks, and that there are 
always some Junta Rectora members in the top positions of the node centrality main measures’ rankings. It 
may be read in two ways: a) only people that had formal power covered a key role in the policy 
implementation, despite the effort of enlargement of stakeholder participation; but at the same time b) it 
means that the interest is high among members, and that external experts always report their actions to 
someone internal. Table 3.13 reports the nodes’ code: green cells represent Junta Rectora members, yellow 
ones external experts. For the ranking, measures have been normalized. For closeness centrality, isolated 
nodes have been replaced with the max distance + 1. We calculated several indices, but in the table we report 
only the three main ones: 

- in-degree centrality, which is a proxy indicator for node’s prestige; 

                                                           
6 In the previous figures we used circular layouts, where positions of the nodes are the same across networks, to allow 
comparison among networks. In this case we divided the Junta Rectora members from the external actors involved for 
the mushroom permits policy, to underline differences between the two subgroups. 
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- out-degree centrality, which means the ability to reach quickly all the nodes of the network; 
- betweenness centrality, which measures actors’ capacity to connect other actors who otherwise 

wouldn’t be connected. 

Table 3.13. Highest 5 members positions according to their in-degree, out-closeness and betweenness centrality in the 
design and implementation phase (talk and collaboration networks). 

Highest 5 ranking 
positions 

In-degree Out-closeness Betweenness 

Design Impl. Design Impl. Design Impl. 

1st 1 1 15 7 14 1 

2nd  6 10 6 6 1 7 

3rd 14 17 14 1 6 14 

4th 17 7 21 13 15 6 

5th 16 16 5 14 5 5 

3.2.5 The innovative “bridge” 

Despite the permit price still needs to be calibrate properly for enhancing the direct earnings, and despite 
the real challenge should be to create local acceptance towards the new changes on harvesting right, based 
on the economic opportunities to create a business from the tourists arriving to Poblet for mushrooms 
picking, the research showed that at the governance level there is agreement among all members. The main 
findings show that talk and collaboration networks became denser during the implementation phase of the 
policy. It means that the mushrooms permit produced interest within the Junta Rectora: this is an important 
baseline for future development.  

3.3 Castilla y Leon – Del Monte de Tabuyo 

3.3.1 Context 

Del Monte de Tabuyo is a small company, owned by 5 women, transforming mushrooms for own restaurant, 
online shop and local shop (direct sell to end users). The company is provided of wild mushrooms from a 
local cooperative which has all the legal permissions to ensure the traceability of the product. The five women 
of Tabuyo are proud to have the full control of the whole supply, as they collect, process, pack, sell and cook 
mushrooms and products based on mushrooms. The company has three selling channels: the restaurant, the 
local shop and the online shop 

3.3.2 Product and Research hypothesis 

Products 

Processed mushrooms. 

Aims 

The aim is to study the networks derived from Del Monte de Tabuyo. We will focus only in outputs, analysing 
the three selling channels of the company, starting from the main one: the restaurant. The objective is to 
understand the characteristics and the loyalty of customers. The supply chain is very small, as the company 
sells its products directly to the end user: for this reason, we will also study the end users’ shopping 
preferences (about mushrooms). We also tried to understand if customers attend the courses organized by 
the local community.  

We may split the aim in two parts: 

1. To understand customers’ loyalty and shopping preferences 
2. To study the network among courses attendees 
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3.3.3 Survey design and Network strategy 

Target actors 

The target actors are the company’s customers.  

Survey design 

It was difficult to obtain the sample frame with all the names of the customers. For this reason we decided 
to focus only on the restaurant, selecting a small sample of end users through a two-stage sampling: in the 
first stage a sample of representative days (both working and festive ones) has been randomly selected as 
first units; in these days the questionnaires has been addressed to all the restaurants’ customers, who are 
the second unit of analysis. The restaurant’s customers were asked also about the local shop and the online 
shop. 

Network strategy 

We used affiliation matrix to see from which other restaurants/companies Del Monte de Tabuyo’s customers 
buy the same products. The network is centred on Del Monte de Tabuyo itself, in this way we tried to create 
a sort of ego “backwards” network: in this way it was possible to calculate some loyalty indices. 

In the meanwhile, we created another affiliation matrix, asking to the end users if they attend some local 
initiatives in the community forest. 

Main Variables  

In the following table we summarize the main variables used in the study. The full questionnaire is reported 
in annex 1. 

Table 3.14. Main variables analysed in the IDCS 

Network Relationships Customers’ attributes 

Attendance at mycological courses Origin (community/local/tourist) 
Restaurant/shops where you eat/buy similar mushrooms 
products 

Bought products 
How many times did you come here to eat/buy in last … ? 
How many times do you in general eat/buy in last … ? 
Preferred brands 

Without visualizing the network, we are able to calculate same basic network indices (i.e. density). 

Preliminary network framework 

WP3 and IDCS responsible have prepared a preliminary framework, before data collection, to explain the 
main network expectations from the study. 
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Figure 3.13. Del Monte del Tabuyo SNA preliminary framework 

 

 

3.3.4 Analysis and results 

Del Monte de Tabuyo has three selling channels: the restaurant, the local shop and the online shop. The 
sample was selected from the people frequenting the restaurant, so results are reliable mainly for this selling 
channel, while there is a bias for the other two selling channels.  

Aim 1: to understand customers’ loyalty and shopping preferences 

Customers origin is very variable: a fourth is part of the local community, about 21% lives within the Comarca 
boundaries, the remaining 55% comes from other Regions, mainly Madrid, Toledo, Galicia, Salamanca, Soria, 
Burgos, Zaragoza, A Coruna, and also from foreign Countries.  
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Figure 3.14. Del Monte del Tabuyo customers’ origin 

 

Customers come back to the restaurant on average 4.2 times per year. The most loyal customers are the 
local ones who eat in Del Monte de Tabuyo on average 6.3 times per year; but also people from other regions 
have an high loyalty, coming back on average 3.8 times. Instead, the average for customers from the 
Comarca7 is just 2.8.  

We analysed customers’ inclination to go to restaurants specialized in mushrooms. Del Monte de Tabuyo’s 
clients on average eat 2.2 times per year in other mushrooms restaurants. The Figure 3.15 shows that there 
are three clusters of clients: 

a. customers who goes few times to mushrooms restaurants (orange cluster): these are mainly persons 
from the Comarca and some locals; 

b. customers who goes frequently to Del Monte de Tabuyo, but also appreciate to try other restaurants 
(red cluster): these persons are mainly locals, but there are also customers from other Regions; 

c. customers who in general love to eat in mushrooms restaurants (brown cluster): these persons come 
from other Regions. 

In particular, people from the Comarca, but not locals, do not eat in other mushrooms restaurants. 

                                                           
7 A Comarca is a territorial subdivision of the national territory, in some Regions with administrative power. 
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Figure 3.15. Number of times customers go to Del Monte del Tabuyo’s restaurant and to other restaurants specialized 
in mushrooms 

 

In general, the analysed customers prefer to eat mushrooms 65.2% of times in Del Monte del Tabuyo 
restaurant. 

Table 3.15. Fidelity of Del Monte del Tabuyo’s customers, according to their origin (%) 

 Total Local customers Comarca customers Customers from other Regions 

Fidelity (%) 65.2 78.6 100.0 53.5 

 

The network in Figure 3.16 shows well this fidelity to the case study’s restaurant. 
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Figure 3.16. Del Monte del Tabuyo’s customers and their frequency in going to other restaurants 

 

Blue square = restaurant specialized in mushrooms. 
Red circle = local community, Orange = within the Comarca, yellow = other provenience  

 

The majority of the restaurant clients (86.2%) minds whether they are eating wild or cultivated mushrooms. 
The few interviewed persons who do not appreciate the distinction between wild and cultivated don’t belong 
to the local community, and in general don’t go frequently to eat in restaurants specialized in mushrooms. 
58.6% of restaurant’s client also buy products from Del Monte de Tabuyo’s local shop. The preferred products 
based on mushrooms are: tomato sauce with boletus, mushrooms cookies and jam, butter beans with 
mushrooms, and pate. But several others are bought. The majority of these customers are not locals, and 
they always buy mushroom-based products also in other shops.  

Very few restaurant’s customers (6.9%) declared to use the online shop to buy products: these customers 
buy products also in other online shops. 

Aim 2: to study the network among courses attendees 

65.5% of the restaurant customers know that the local community organizes mycological courses. This 
percentage barely decreases if we consider only customers who do not belong to the local community itself. 

 Only few interviewed persons attended at least once one of the last 4 courses. Therefore, it is difficult to 
understand the real network created by these initiatives. Courses attendees are part of the local community 
or from the Comarca. 

Figure 3.17 shows clearly that all the four courses have the same importance. The only difference is based on 
node centrality measures: “organic crops” and “mycological route” have higher degree centrality values. 
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Figure 3.17. Del Monte del Tabuyo’s customers who attend local community’s courses  

 

Blue square = course organized by the local community 
Red circle = customers from the local community, Orange = customers within the Comarca 

3.3.5 The innovative “bridge” 

Innovation is based on: a) the three selling channels, b) the internalization of the supply chain, and c) the 
capacity to create fidelity in customers thanks to the strong connection with the raw material. Restaurant 
and local shop are well interconnected, and restaurant clients often buy mushrooms-based products. Instead 
the online channel works with different customers. The two local selling channels are also a good marketing 
channel to promote the courses promoted by the local community (and probably vice versa). The vertical 
integration stimulates the added value creation, but on the other hand it increases the risk in case of bad 
mushroom season, since the collectors are within the cooperative; however, the level of trust on wild 
mushroom business is a mandatory element especially in small business. 

3.4 Waldmarker – Forsthof Schildfeld 

3.4.1 Context 

Game is one of the most important marketed NWFP in Waldmarker and different forms of marketing 
activities can be found in the area. The activities vary from single hunters selling their harvest to associations 
active in game marketing as well as public organisations starting up direct marketing activities of value added 
products. Forsthof Schildfeld, the proposed target actor for the IDCS, represents an excellent example of 
game marketing. The game from the Forsthof Schildfeld is marketed directly to end consumers. Therefore, 
different marketing activities have been initiated: 

• organisation of a Christmas-market, 

• installation of a saleroom, 

• market stands in the region, 

• initiative “Pro Wild” to promote the use of game.  

The product variety on offer reaches from un-dissected game to value added products such as sausages or 
game pastry. The Forsthof Schildfeld thereby emphasizes the regional aspect of the products and the well-
known supply chain. Thus all products are derived from roe deer, red deer, fellow deer and wild boar from 
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the forests in the Waldmärker region. The Forsthof Schildfeld is situated in the north-eastern part of the 
Waldmärker region and is one of 29 forest management units (FMU) belonging to the State Forest Authority 
of Mecklenburg-Vorpommern (Landesforsten MV). It is one of three game processing units of the State 
Forest Authority.  The major part of the processed game comes from forests owned by the Federal State of 
Mecklenburg-Vorpommern. The forest management including the right to hunt is implemented by 
Landesforsten MV which is a public law institution. Generally, Landesforsten MV has the right to hunt in the 
state owned forests, but the practice of hunting can also be leased under certain preconditions depending 
on internal directives of the Landesforsten MV. Other relevant legal rights include the Federal State Forest 
Act, the Federal State Hunting Act, and several regulations following these acts. However the supply chain 
beginning with the harvesting of game, processing it and selling it to end customers is organised and 
controlled by one single actor, the Forsthof Schildfeld. Further actors of this IDCS may include among others 
forest landowners, forest owner cooperatives, hunter associations, hunters, agricultural land owners and 
employees of the Federal State Hunting and Forestry Authorities. The person who represents the Forsthof 
Schildfeld is the Director of the Forest Management Unit in Schildfeld mr Jörg Stübe. A general agreement 
for cooperation in the IDCS from Mr. Jörg Stube has already been achieved. By choosing game as product for 
the IDCS it is aimed at getting more profound information about: 

• the current supply chain, 

• marketing activities of key actors, 

• the economic potential of game marketing, 

• underlying motivations of engaged actors, 

• the existing personal and natural resources needed for the production and marketing of game at 
the Forsthof Schildfeld. 

It is assumed that results from the IDCS on game marketing in the Waldmärker region are eligible for 
transference to other regions.  

3.4.2 Product and Research hypothesis 

Products 

The studied product is game (both meat and transformed products), with a focus on the issue of marketing 
game activities. 

Aims 

It is aimed to get more information about the Forsthof Schildfeld’s current supply chain of game meat and 
related marketing activities, underlying the roles of engaged actors.  

3.4.3 Survey design and Network strategy 

Target actors 

The target is Forsthof Schildfeld, which represents an excellent example of game marketing, as it is marketed 
directly to end consumers and different marketing activities have been initiated. The survey is addressed to 
the Forsthof Schildfeld’s employees, trying to interview all people working in each segment of the internal 
supply chain: production/hunting, product processing, selling, and marketing. 

Survey design 

All the Forsthof Schildfeld’s employees, divided by their role inside the internal supply chain 
(production/hunting – product processing – selling - marketing), have been addressed for interviews. Not 
everybody answered: we asked the Director to check that the sample was composed by a representative 
number of employees within each segment of the supply chain. 
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Network strategy 

We made a description of internal supply chain network, looking also at external contacts of each employee 
with the aim of creating an exhaustive list of them through the snowball sampling. 

With the full list of the employees indicated by the Director, we created square matrix. We asked for the 
number of contacts, so the matrix contains valued relations. Instead we used a two-mode/affiliation matrix 
to study the relations with external actors (mainly butchers). 

Main variables and indicators 

We created a one-mode network of employees, and a two-mode network of external actors and employees: 
in both we analysed the number of contacts for collaboration. In the following table we summarize the main 
variables used in the study. The full questionnaire is in annex 1. 

Table 3.16. Main variables analysed in the IDCS 

Network Relationships Employees’ attributes 
Collaboration contacts Role inside the internal supply chain (production–

processing – selling  - marketing) 
 Working motivation 

 

Preliminary network framework 

WP3 and IDCS responsible have prepared a preliminary framework, before data collection, to explain the 
main network structure from the study. 
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Figure 3.18. Forsthof Schildfeld SNA preliminary framework 

 

 

3.4.4 Analysis and results 

Few actors did not answer:  we symmetrized network matrices to keep them in the sample. But we excluded 
them from the 2-mode matrix. 

Aim 1: to describe Forsthof Schildfeld’s supply chain  

Each actor of the Forsthof Schildfeld’s supply chain has been asked to indicate his prevalent activity among 
hunting, processing, selling and marketing. Then we studied the collaboration network, splitting the concept 
into 4 categories, according to the aim of the collaboration: hunting, processing, selling and marketing. Figure 
3.19 shows the results, and Table 3.17 describe the four networks through three indices: density, compactness 
and isolated nodes. 
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Figure 3.19. Collaboration network and contact frequency for hunting, processing, selling and marketing (attribute-
based layout)8. 

HUNTING 

 

PROCESSING 

 
SELLING 

 

MARKETING 

 
Node colour: actors’ prevalent activity (red for marketing, orange for selling, blue for processing, green for hunting) 
Arrow colour: frequency of contact in a grey scale (black for weekly, dark grey for monthly, light grey for yearly) 

 

Table 3.17. Network measures for the “hunting”, “processing”, “selling” and “marketing” networks 

Network Density Isolated nodes Compactness 

Hunting 25.6% 3 41.7% 
Processing 10.3% 8 11.5% 
Selling 16.7% 6 21.8% 
Marketing 5.1% 9 6.4% 

 

                                                           
8 Nodes are all in the same place to facilitate the comparison. 
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The internal supply chain structure may be described as follows: 

- In hunting activity, the collaboration is very strong, and very few actors do not participate in it.  
- On the opposite, only 4 actors collaborate in marketing, one per each subgroup: this is an efficient 

structure with only one responsible per activity.  
- Selling activity involves several actors; the active nodes are less in number if compared with the 

hunting network, but ties are thicker on average, which means that contacts are more frequent. 
- Processing is a pragmatic activity, and few actors collaborate with butchers. Moreover processing 

requires external collaboration, and 9 further actors are involved in the processing network; these 
collaboration are kept by only 7 actors, of which just 4 are really key nodes (see Figure 3.20). 

Figure 3.20. Processing network with external actors 

 

Circle node colour: actors’ prevalent activity (red for marketing, orange for selling, blue for processing, green for hunting);  
Black squares: external processing stakeholders 

3.4.5 The innovative “bridge” 

May we say that Forsthof Schildfeld’s internal structure is innovative? We do not have comparison with other 
similar cases, also because it is difficult to find out other organization working with this structure. Forsthof 
Schildfeld’s supply chain seems to be very efficient: actors are involved only if necessary, there are key 
referring employees for the main activities, while everybody is totally involved in the hunting part, which is 
the motivational vector of the whole process. Specifically, looking at each step of the supply chain: 

- hunting is the core business, and it is clever to involve as many actors as possible to let them live the vision 
of the company; relationships among hunters is not so dense, especially in other activities that are not 
hunting; 

- processing is a technical activity and few specialized actors work on it, creating links with external realities.  
- selling activity is essential for the survival, and more actors than the specialized ones are in weekly or even 

daily contact. 
- marketing is strategic: only one responsible per group is fully involved to allow efficiency in acting and 

knowledge of the whole supply chain. 
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3.5 Serbia - Šumadija and Western Serbia region 

3.5.1 Context 

Šumadija and Western Serbia region are characterized by a big number of companies which trade edible 
NWFPs, in particular mushrooms which is the focus of this IDCS, but few of them sell final products to end 
consumers: the majority of local companies pick mushrooms from the wild, some of them pack or process 
them, and then they sell products to foreign companies.  

3.5.2 Product and Research hypothesis 

Products 

The focus of this IDCS are companies trading wild mushrooms, both as raw products, and as packed and 
transformed ones.  

Aim 

The aim of the IDCS study is to understand if there are differences among companies selling also to local end 
users, compared with those companies selling mushrooms only abroad, and if there is the wish to create and 
join a network for the development of national standards. Specifically, we have two aims: 

1. To compare networks and attitudes of producers which have and don’t have final products,  
2. To analyse the current collaboration network among national mushroom producers and their interest for 

joining potential network for development of national standards for wild mushrooms. 

3.5.3 Survey design and Network strategy 

Target actors 

Small and medium regional enterprises, which produce mushrooms.  

Survey design 

We try to interview all the small enterprises working in Western Serbia, with very short questionnaire 
including all the enterprises interviewed in supply chain survey.  

Network strategy 

SNA is used to answer the two research questions: 

1. To compare networks of producers which have and don’t have final products  
2. To analyse their interest and readiness for joining potential network for development of national 

standards for wild mushrooms 

In the analysis, we ignored the direction of ties. 

 

Main Variables  

In the following table we summarize the main variables used in the study. The full questionnaire is in annex. 

Table 3.18. Main variables analysed in the IDCS 
Network relationships Enterprises’ attributes 

Information exchange Selling products to local end users 
Economic cooperation Members of associations 
Potential collaboration Interested to get engaged in the establishment of regional 

associations for mushrooms 
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Preliminary network framework 

WP3 and IDCS responsible have prepared two preliminary frameworks, before data collection, to explain the 
main network expectations from the two-research hypothesis. 

Figure 3.21. Šumadija and Western Serbia SNA preliminary framework 

Aim 1 

 

Aim 2 

 

3.5.4 Analysis and results 

Aim 1: To compare networks and attitudes of producers which have and do not have final products  

Mushrooms producers who only sell to other specialized companies and producers who also sell directly to 
local final consumers (41.2%) compose the sample.  
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To study the differences, if any, between the two groups of producers we use the information exchange and 
the economical collaboration relationships. The related networks have similar characteristics, as 
demonstrated by the correlation scores obtained comparing both degree (0.85) and betweenness (0.54) 
centrality values per each node. Also within the same relationship, we obtain high correlation scores if we 
compare the two-centrality indices (0.74 within the information exchange network, 0.77 within the economic 
collaboration one). 

Figure 3.22. Information exchange network (MDS layout) 

 

Blue node = producers who sell to final consumers 
Pink nodes = producers who do not sell to final consumers 
Nodes within the red circle = network core from the categorical core-periphery analysis 

 

Figure 3.22 shows the information exchange network (the economic collaboration network is shown in Figure 
3.23 and Figure 3.26 with a different shapes for different purposes). The overall structure reveals that there 
is a clear core and a periphery among the producers. From the graph we can formulate the hypothesis that 
the majority of producers who sell final products to end consumers are in the core of the network.  

For the demonstration, we used the odds ratio, which is a statistical tool that is used to estimate risk in cross 
tabulation with categorical data (in our case, dichotomous); it is a measure of association between a studied 
group and a “placebo” one. It represents the probability that an outcome will occur given a particular 
exposure (compared with the opposite probability in absence of it). Table 3.19 reports the results. First, we 
compared the nodes’ presence within the core of the two networks, and it is highly significant: producers 
who are in the centre of the information exchange network have a probability 54 times higher than the 
remaining producers to be also in the core of economic collaboration network. 

Producers who sell final products to end consumers have a probability 10 times higher to be in the core of 
the information exchange network: this measure is statistically significant with a 95% confidence interval. 
Instead the odds of being within the economic collaboration network is not significant, even if it is 10 higher 
given baseline ”selling to end consumers” compared to “not selling to end consumers”. 
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Table 3.19. Odds ratio and significance between nodes’ attitude to be in the core of the two networks and their selling 
activity within the national boundaries 

Variable OR 95% confidence interval Significance 

first second value lower upper z statistic sign. level 

Core_info-exchange Core_economic-coll 54.0* 2.8 1040.1 2.64 0.008 

Sell_end-user Core_info-exchange 10.0* 1.1 95.4 2 0.045 

Sell_end-user Core_economic-coll 3.1 0.4 23.4 1.1 0.27 

 

The confirmation of previous analysis is given by testing the differences among the means of main centrality 
indices in the two networks among producers who sell and producers who do not sell to end consumers. 
Table 3.20 shows that producers who sell final products have always an higher degree and betweenness 
centrality on average, but only in the information exchange network the difference is statistically significant. 

Table 3.20. Degree and betweenness centrality means comparisons between who sell to end consumers and who do 
not, in Information exchange and Economic collaboration networks 

 

 

Information 
exchange 

Economic 
collaboration 

sell don't sell sell don't sell 

number 7 10 7 10 

Degree 
centrality 

mean 0.417 0.243 0.377 0.268 

st.deviation 0.165 0.182 0.159 0.210 

t statistic 2.01* 1.16 

significance level 0.06 0.26 

Betweenness 
centrality 

mean 0.053 0.047 0.030 0.020 

st.deviation 0.055 0.067 0.040 0.027 

t statistic 0.19 0.63 

significance level 0.85 0.54 

 

Finally, we compare some cohesion measures at network level. Figure 3.23 shows that the subgroup of 
producers who sell is better connected. 
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Figure 3.23. Economic collaboration network, divided per subgroup (attribute-based layout) 

 

Blue node = producers who sell to final consumers 
Pink nodes = producers who do not sell to final consumers 

 

Quantitative measures support the graph interpretation. Density and node average degree are higher for 
producers who sell final products, both in the information exchange network and in the economic 
collaboration one, even if in the last one differences are less marked. Average distance is a proxy indicator 
to measure the efficiency of a network (Secco et al., 2013): Table 3.21 shows that the two subgroups are 
similar at the economic level. 

Table 3.21. Network measures in the Information exchange and Economic collaboration networks among who sell to 
end consumers and who do not 

 Information exchange Economic collaboration  

sell don't sell sell don't sell 

Density 61.9% 20.0% 47.6% 22.2% 

Average degree 3.7 1.8 2.8 2.0 

Average distance 1.4 2.2 1.5 1.5 

 

We can say that producers who also sell final products at local level are more in contact with each others, 
above all at the information exchange level. 

 

Aim 2: To analyse the current collaboration network among national mushroom producers and their 
interest for joining potential network for development of national standards for wild mushrooms 

Actually, only 4 producers on 17 belongs to any NWFP association. Being part of an association facilitates the 
information exchange; it is well showed by the tree diagram in Figure 3.24. In the network, 13 cliques have 
been found. A clique is a subgroup of actors in which every node is connected to every other (density 1). The 
4 actors which share the bigger number of cliques are the 4 actors who declared to belong to a NWFP 
association. 
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Figure 3.24. Number of times nodes belong to the same full dense subgroups (cliques) 

 

Data has been symmetrized by maximum method. Actors 6-9-12-13 (underlined within the red circle) are companies belonging to 
NWFP association. 

We asked producers to tick with whom they could have a potential collaboration to develop an association 
to protect the national wild mushroom production. Moreover, producers were asked if they are interested 
in to get engaged in the establishment of regional associations for mushrooms. Figure 3.25 puts together the 
two information.  

Figure 3.25. Potential cooperation network (MDS layout) 

 

Blue node = producers who are interested in joining regional associations for mushrooms 
Pink nodes = producers who are not interested in joining regional associations for mushrooms 
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Being part of an association is slightly connected to the wish of joining a new one (O.R. = 6, significance level 
= 0.09). Instead, the wish of joining a new mushrooms association is not associated with the degree centrality 
score obtained in the “potential collaboration network” (there is no significant difference in means 
comparison). 

So we renamed each node’s in-degree score, obtained in the previous Figure and used as a prestige indicator, 
into a “reputational power” variable. Then we compared it with the indegree centrality score of each node 
within the economical collaboration network. The correlation between the two variables is high (0.66); it 
means that producers would like to include in the potential mushrooms associations those actors who play 
a key role in the economic network. Figure 3.26 shows that actors with high reputational power, which means 
that are considered important for the national association development, are in the core of the economic 
network.  

Figure 3.26. Economic collaboration network (MDS layout). 

 

Blue node = producers who are interested in joining regional associations for mushrooms 
Pink nodes = producers who are not interested in joining regional associations for mushrooms 
Node size = reputational power obtained by the in-degree score in the “potential collaboration” network 

3.5.5 The innovative “bridge” 

We demonstrated that producers who sell final products also to local end users are more in contact with 
each other, both through a dense information exchange and through a concrete economic collaboration. 
These actors are the right baseline from which it is possible to create a national association to create a 
planned standard for mushrooms.  

The innovative aspect is related to the fact that the few producers who decided to work within the national 
boundaries are more interested in developing together something which could create a local rural 
development, maybe because they are more involved in the local business. 

3.6 Austria – Styria Nature Park "Südsteiermark" 

3.6.1 Context 

The focus of the Styrian case study is around the activities of a Nature Park, Südsteiermark. It was chosen as 
connected to the Action Research topic “Nature Park Specialities”, and because within its boundaries several 
farmers and companies trade, both with and without the brand, products based on local NWFP. 
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“Nature Park Specialities” is a brand, which exists already now for various NP products/product lines such as 
sheep wool, apple juice, vinegar, etc. These products are rather agricultural products so far but do include a 
few forest products such as forest honey, mountain cranberry jam, juniper schnapps, bathing salt, etc. The 
objective is to understand if this brand has an economic impact and if it possible to develop it. 

3.6.2 Product and Research hypothesis 

Products 

We focused on farmers/companies trading berry jam. Some of these farmers collect, transform and trade 
also herbs. 

Aims 

The aim of the research is to study the jam markets, comparing companies/farmers using the brand “Nature 
Park Specialties” with companies/farmers not using it. Companies/farmers using the brand will be used also 
to compare their market before and after the use of it. The two comparisons may be summarized in this way: 

1. with   vs.  without  (the brand) 
2.  before   vs.  after  (the brand) 

Our research hypothesis is that the brand introduction has an economic impact at local level. 

3.6.3 Survey design and Network strategy 

Target actors 

All companies/farmers within the Park’s boundaries selling berries jam, with or without the brand “Nature 
Park Specialties”, must be interviewed. 

Survey design 

The idea is to interview all the companies/farmers selling berries jam, with and without the brand within the 
Park’s boundaries. In this way we have the possibility to make a case-control study. In total, there are 14 
farmers, half of which with the brand. 

Network strategy 

The network analysis of marketing berry jam with and without the brand “Nature Park Specialities” could be 
designed in different ways and we tried to find out what was the most interesting and still not taking too 
many resources. Finally, we did two network comparisons (experimental vs control group) to study the 
brand’s impact on local markets: 

1. Companies/farmers with the brand and companies/farmers without the brand, 
2. Companies/farmers before and after the use of the brand. 

In both the comparisons, we studied the impact of the brand in terms of collaborations, information 
exchange and amount of sold product. 

Main Variables  

In the following table we summarize the main variables used in the study. The full questionnaire is reported 
in annex 1. 

Table 3.22. Main variables analysed in the IDCS 
Network Relationships Farmers’ attributes 

Knowledge due to friendship Sense of belonging (pre/post) 
Information exchange for business Income and sold product - kg (pre/post) 
Work collaboration No. of customers (pre/post) 
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Preliminary network framework 

WP3 and IDCS responsible have prepared a preliminary framework, before data collection, to explain the 
main network expectations from the study. 

Figure 3.27. Südsteiermark SNA preliminary framework 

 

C  

 

3.6.4 Analysis and results 

14 farmers selling products based on NWFP, half of which use the brand “Nature Park Specialties”, compose 
the sample. 3 farmers did not fill the questionnaire: as they are considered key actors, we kept them in the 
network analysis symmetrising other respondents’ answers.  

All farmers both collect berries and herbs in forest and transform them into final products that are then sold 
to final consumers. The majority of them, mainly farmers without the brand, trade mainly products based on 
berries, but some of them collect and sell also herbs and other NWFP. The number of traded products is very 
variable: some farmers are specialized in few products; other actors sell till 104 final products. All farmers 
sell products to end consumers, while just half of them trade also with local retailers. No one trade with big 
wholesalers. Gross income due to NWFP trade is very variable, from 100 to 30000 euro per year. All 
interviewed actors market their products in farms, some of them (64%) also in food shops, few of them in 
local markets, online and in local fairs.  

 

Aim 1: To compare companies/farmers with and without the brand “Nature Park Specialties” 

All interviewed actors identify themselves with the territory where they operate, and the majority of them 
think the presence of the Park helps in creating a territorial identification. Perceptions differ between the 
two groups (farmers with and without the brand) when they are asked if the presence of the Park, and more 
specifically through the introduction of the brand “Nature Park Specialties”, helps their business.  Opinions 
are summarized as: 
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- Farmers with the brand totally agree that the presence of the Park helps their business to a great 
extent, while they have different ideas about the role of the brand. 40% of them think that tourists 
perceive the label more positively than locals who are not still aware about benefits, and a better 
communication is needed; the remaining respondents instead think that there is not recognizable 
change yet, but it is still in development and they are positive for the future added value. 

- All farmers without the brand think that the brand is useless as there are too many labels and guests 
do not pay attention to them any more (few of them didn’t know that it could be used for food). 
Instead, they disagree on the role of the Park: 40% of them think that its presence helps their 
business, the remaining 60% considers its role not relevant. 

It is difficult to compare actors with the brand with actors without it in terms of income, number of products 
or number of customers: the high internal variability and the multitude of final products, compared with the 
small size of the sample, don’t allow us to make any statistical test. For this reason, we try to study the 
differences among the two groups through SNA indices. 

Three relationships among actors have been analysed: knowledge due to friendship, information exchange 
for business and work collaboration. Figure 3.28 reports the relations among actors, who are divided into 
actors with the brand and actors without, and highlight those nodes which are in the “core” of the network.  
At a first glance, only the third graph representing the work collaboration seems to divide clearly actors with 
the brand from actors without it. Specifically, observing the nodes within the “core” of the three networks 
(red circle in the Figures), we may say that: 

• In the “core” of knowledge network, there are both farmers with and farmers without the brand. Two 
farmers without the brand are isolated. 

• 75% of the information exchange network’s “core” is composed by farmers with the brand, and two of 
them play a key role in the information exchange network being the bridge among other actors.  

• The “core” of the work collaboration network is mainly composed by farmers with the brand. Farmers 
without the brand are not connected each other.  

Figure 3.28. “Knowledge”, “Information” and “Collaboration” networks, and core actors (MDS layout) 

A. Knowledge due to friendship 
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B. Information exchange for business 

 

C. Work collaboration 

 

Blue node = farmers with the brand 
Pink nodes = farmers without the brand 
Nodes within the red circle = farmers in the “core” of the network 

 

We calculated two node centrality measures, degree and betweenness. Table 3.23 reports the differences in 
mean, and their statistical significance, among actors with and without the brand. Only analysing the average 
degree centrality in the work collaboration network we can say that the two groups are statistically different.  

Table 3.23. Degree and betweenness centrality means comparison and significance between who adopted and who 
do not adopt the brand, in the “Knowledge”, “Information” and “Collaboration” networks 

 

Knowledge due to 
friendship 

Information 
exchange 

Work   collaboration 

  degree betw. degree betw. degree betw. 

Mean “Brand” 0.416 0.030 0.239 0.143 0.308 0.109 

Mean “no-Brand” 0.329 0.030 0.176 0.049 0.132 0.057 

T test 0.689 0.020 0.707 1.223 2.067 0.694 

P (significance) 0.504 0.984 0.493 0.245 0.061 0.501 
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Moreover, we calculated also correlations among centrality indices of the three networks, and we obtained 
scores very close to 0, which means no correlation. From Figures, core-periphery analysis, and quantitative 
measures, we can say that: 

- The three relationships (knowledge due to friendship, information exchange for business and work 
collaboration) seem to be rather independent. 

- In general, even if not always statistically demonstrated, farmers with the brand are on average more 
central than farmers without the brand. 

- Farmers with and without the brand equally share the key positions in the knowledge network, and 
the difference between the two degrees centrality means is explained by isolated actors. 

- The information exchange network is well connected, which means that all farmers are in 
communication with at least another farmer; the main difference between the two subgroups is that 
few farmers with the brand play a key role in the keeping the network fully connected, acting as 
bridges among some farmers without the brand and the others. 

- In the work collaboration network the brand seems to have a real impact, as all farmers with the 
brand are well connected. 

 

Aim 2: To compare companies/farmers before and after the brand “Nature Park Specialties” introduction 

We studied farmers’ relational behaviour before the brand adoption. Farmers without the brand have been 
asked to answer the same questions referring to the year 2010. 

The knowledge due to friendship and the information exchange for business didn’t change on time. Instead 
we obtained huge differences looking at the work collaboration networks. Figure 3.29 clearly shows that, 
before the brand, the 14 farmers had less work collaborations and there were more isolated nodes. And after 
2010 some actors without the brand (pink nodes) are connected to the main network thanks to their relation 
with actors with the brand (blue nodes).  

Figure 3.29. Work collaboration networks, before and after the brand introduction (2010) (MDS layout) 

Before the brand introduction After the brand introduction 
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We calculated some simple indices, reported in the following table, which confirm the graphs interpretation: 
after the brand introduction farmers are more connected, have more working relations and are more 
cohesive. 

Table 3.24. Network indices referred to the status before and after the brand introduction 

 Brand introduction  
Before After 

Density 12% 22% 
Average degree 1.6 2.9 

Components 5 2 

 

In conclusion, we can say that the brand “Nature Park Specialties” strongly helped the creation of a work 
collaboration network; instead it had no impact in increasing the reciprocal knowledge and the information 
exchange for business among farmers. 

3.6.5 The innovative “bridge” 

In Styria actually there are too many brands, so “Nature Park Specialties” is not perceived as innovative, and 
perception in literature is always considered a key indicator. Nevertheless, we demonstrated that it helped 
the creation a new collaborative ties among farmers: the Nature Park Südsteiermark needs to communicate 
it better. 

3.7 Trentino Alto Adige – Magnifica Comunità di Fiemme 

3.7.1 Context 

In Italy, a national framework law for the collection and marketing of fresh and preserved wild mushrooms 
is in place (L. n. 352/1993)9. In the law it is defined that all the regions and autonomous provinces have to 
regulate mushrooms collection and the authorization for the collection. The regions and autonomous 
provinces also establish the maximum quantity of mushrooms to be collected for each species and the areas 
in which the harvesting is allowed, the collection period and the species which can be commercialised.  

In the autonomous province of Trento rules for mushroom picking are defined by the Provincial Law 
n.11/200710 and by the Decree 7-65/201111. At provincial level, some general rules are defined (Box 
3.1).However, according to the laws municipalities are territorially competent and have a certain leeway in 
deciding the cost of permits and the times. 

Box 3.1. Mushroom picking rules in autonomous Province of Trento 

The rules and criteria to follow in the autonomous province of Trento are: 

- residents do not pay a permit for harvesting while non-residents have to pay. Other persons exempt from the 

payment are persons that were born in the province, forest owners of land inside the territory of the province, 

those who have the right of commons and the residents in the municipalities of Magasa, Valvestino e Pedemonte; 

- the payment of the permit has to be submitted to the municipality or other delegated bodies;  

- there are restrictions for picking in natural parks and state-owned forests; 

- the collection can occur only from h 07.00 to h 19.00;  

- the maximum harvesting quantity is 2 kg/person/day;  

                                                           
9 Legge 23 agosto 1993, n. 352 (Norme quadro in materia di raccolta e commercializzazione dei funghi epigei freschi e conservati) 
10 Legge Provinciale 23 maggio 2007, n. 11 (Governo del territorio forestale e montano, dei corsi d'acqua e delle aree protette) 
11 Decreto del Presidente della Provincia 22 marzo 2011, n. 7-65/Leg. (Modificazione del decreto del Presidente della Provincia 26 

ottobre 2009, n. 23-25/Leg. Regolamento di attuazione del titolo IV, capo II Tutela della flora, fauna, funghi e tartufi della legge 
provinciale 23 maggio 2007 n. 11 Legge provinciale sulle foreste e sulla protezione della natura) 
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- it is mandatory to summarily clean the mushrooms on the spot where they are collected and carry them only 

rigid and drilled containers (baskets and similar); 

- it is prohibited to damage to the mycelium of the mushrooms;  

- it is forbidden to destroy or damage the mushrooms on the place of collection, as well as use collecting rakes, 

hooks and other similar means which could harm the soil humus; 

- the forest owner (both public or private) has the right of prohibiting the harvesting in his property, by placing 

signals at m1,5 and every 100m;  

- municipalities can allow special permits for people that declare that the harvesting represents a source of 

livelihood or work. These permits, which are free of charge, can be granted only in the ration 1/100ha. Other 

special permits can be allowed for scientific and cultural purposes. 

 

The case study is Fiemme valley. Fiemme valley is located in the north west of the Trento province. It is 
delimited by the mountainous groups of Lagorai chain, Pale di S.Martino and Latemar. The territory is 
characterised by forests, which span over a surface of about 25,000ha. In the valley reside 18,621 persons in 
12 municipalities (ISTAT, 2011). Of these, one (Anterivo) is under the province of Bolzano. Fiemme valley is a 
touristic place, and it is also renowned for being rich in mushrooms. Every year, a large number of people 
reach the valley, both for tourism and for collecting mushrooms. In Fiemme valley there is the peculiar 
institution of Magnifica Comunità di Fiemme (MCF). It is an ancient institution, which is documented already 
back in the 13th century. It is a “vicinìa”, which is a customary socio-political-administrative institution in 
some parts of Northern Italy. A vicinia encompasses the assembly of persons living in the same place with 
interests or goods in common, i.e. forests and pastures. Vicini (neighbours) are the physical persons that 
reside in Regole, which are eleven in the valley and corresponds to the municipalities (except for the 
municipality located in Bolzano province). Neighbours have the right of using the collective resources. The 
revenues deriving by the management of the collective resources by MCF should be reinvested for 
community benefits, with a special focus to people in need; revenues should be used in activities that aim at 
improving social, cultural and economic well-being of neighbours, and the revenues generated from natural 
resources must be reinvested in community benefits. The forests of Fiemme valley are 98% owned by MCF 
for collective use of vicini. Forests provide about 70,000 m3 of wood per year. Technical management is 
regulated by assessment plans, conducted by Magnifica Comunità di Fiemme’s technical forest office. It 
chooses the plants to harvest, and the operations are conducted by thirty wood companies of the valley. The 
timber is processed in the sawmill owned by MCF. There are few private owners: the biggest are Baron Felix 
Longo, who owns 710ha of forest and Regola Feudale di Predazzo (1,445 ha of forest); the other, few, private 
forest owners hold on average an area of 1-2 ha each. For the finality of mushrooms picking, Magnifica 
Comunità di Fiemme, together with nine Municipalities of the Vallley (Predazzo, Ziano di Fiemme, Panchià, 
Tesero, Cavalese, Varena, Daiano, Carano, Castello/Molina di Fiemme) and Regola Feudale di Predazzo, 
defined an unique territory. This means that the rules to follow are common and one person can encompass 
from one Municipality to another12.  

3.7.2 Product and Research hypothesis 

Products  

Wild mushrooms (as service). 

Aims 

The aim of the study is to understand the governance scheme developed by Magnifica Comunità di Fiemme 
and the municipalities of Fiemme Valley to organise the mushroom picking service and to understand the 

                                                           
12 Only in a limited place, which follows under a Natural Park, the harvesting is permitted only to residents who have the right of 
commons. 



The regional market of NWFP: current situation and effect on SME 

 

62 

economic and non-economic benefits that derive from the sale of the permits. Contextually, it is investigated 
what local people think about the organization of the mushroom picking service and what do they think 
about mushroom pickers. 

3.7.3 Survey design and Network strategy 

Target actors  

It was necessary to interview some key actors to study the governance structure of Magnifica Comunità di 
Fiemme, related to mushrooms permits. We selected 17 actors, split into 11 categories, as described in Table 
3.25. The majority of the interviews are also residents. 

Table 3.25. Interviewed stakeholders 

Stakeholder type No. of interviewees 

Mushrooms guard 1 

Town mayor 2 

MCF persons in charge (forest technicians) 2 

Forest owner 3 

Hotel association representative 1 

Local picker 2 

Foreign pickers (tourists) 3 

Local picker (and seller) with special permit for subsistence  1 

Restaurateur and mushrooms seller 1 

Greengrocer 3 

Mycologist 1 

Total no. of interviewees 17 

Survey design 

We used a snowball sampling to select the sample through a name generator grid with key categories of 

stakeholders to be fulfilled. Face-to face semi-structured interviews have been conducted to interview the 

stakeholders. 

Network strategy 

We draw “manually” a descriptive network for mushrooms, using formal documents and interviewing few 
key actors. For the analysis SNA had a secondary role, and we used it only to descriptively analyse the data. 

Main Variables  

In the following table we summarize the main variables used in the study. The full questionnaire is in annex 
1. The main topics analysed during the interviews are:  

• the organization of the mushroom picking service (how does the service work? who is involved?) 

• number of permits sold per year; 

• revenues and other benefits deriving from the sale of the permits; 

• perception toward pickers (which categories of mushroom pickers can be found? Are there differences 
between residents and non-resident? How the current activity impacts the resource?)     

• perception toward the organisation of the mushroom picking service (does the system work well?). 

Table 3.26. Main variables analysed in the IDCS 

Network Relationships Actors’ attributes 

Permits flow Organization 
Revenues Perceptions 

C 
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Preliminary network framework 

We prepared a preliminary framework, before data collection, for a better understanding of our research 
hypothesis. 

Figure 3.30. Magnifica Comunità di Fiemme SNA preliminary framework 

 

3.7.4 Analysis and results 

The results are presented in two parts: in the first one the mushroom picking service in the valley is 
illustrated, with the organization of the service, the revenues and the benefit sharing. In the second part the 
perceptions of the interviewees towards mushroom pickers and the organization of the mushroom picking 
service are reported. 

Part 1. Mushroom picking service in Fiemme valley: organisation, revenues and benefit sharing 

The mushroom picking service in Fiemme valley has been managed since the year of introduction of the 
permits at provincial level (Provincial Law 16/91)13 by Magnifica Comunità di Fiemme. From that year, a 
Convention (Convenzione per la disciplina della raccolta dei funghi nell’ambito territoriale di Fiemme14) is 
periodically signed (yearly at the beginning, now every three years) to regulate the relationships between 
the parties. The contents of the Convention have changed three times (1991, 1997, 2011). The latest version 
is in compliance with Provincial Law 11/2007, which introduced further criteria. According to the law and The 
Convention, persons living in the municipalities of Fiemme valley and the MCF, persons living in the province 
of Trento, non-resident owners of a forest of at least one hectare wishing to pick mushrooms in their 
property, persons born in the province of Trento but not residing there, are exempt to pay the permit for 
collecting. 

The main purposes of the Convention are to ensure a rational use of ecosystems’ resources and to preserve 
the benefits of the presence of wild mushrooms, as well as avoiding the negative effects resulting from an 
excessive human impact.  

Parties of the Convention are the MCF, acting as administrator of the service, nine Municipalities of the 

                                                           
13 Legge Provinciale 6 agosto 1991, no. 16 (Disciplina della raccolta dei funghi). 
14 The Convention is in compliance with the articles  28, 105 e 109 of the Provincial Law 23 May 2007 no. 11, art. 16 of D.P.P. 26 
October 2009 no. 23-25/Leg., and G.P. of Trento no. 3287 of 30 December 2009. 
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valley15 and forest owners with more than 100ha of forests, that is Regola Feudale di Predazzo16. 
Municipalities are connected by the geographical, environmental, historical and traditional contiguity. 

Other parties may join, upon presentation of a request, which will be assessed within the Conference of the 
parties. The Conference is a meeting attended by the heads of all the organizations involved in the 
management of mushroom picking service. During the meetings, issues and possible changes and solutions 
are evaluated. 

The Convention set picking rules, costs of permits and the sanctions in case of violation (Error! Reference 
source not found. and Table 3.27). The permits are payable as bank deposits, as postal bulletins, as payments 
at the Touristic Board (Azienda di Promozione Turistica, APT), or with operations at the ATM of the Rural 
Bank of Fiemme. The receipt of payment must be retained by the collector for the duration of the collection 
so that it can be shown to employees of the security service, together with a valid identification document. 

From the beginning, the Convention declared the need to patrol the territory and the mushroom collection 
activity. For this reason, with the annual revenues deriving from the payment of the permits, are hired 4 
mushrooms guards. Mushrooms guards are seasonally employed by MCF, from mid-June to mid-October. 
Mushroom guards work in synergy with the Head of the Technical Forestry MCF that coordinates them week 
by week. The mushrooms guards carry out their activities for 40 hours per week, and they work in two teams, 
each one equipped with a car. They patrol the territory together with forest police, local police and the 
guardians of the forest area.  

What remains after paying expenses is shared between the parties of the Convention. Today, parties that 
receive a share of the revenue are MCF, municipalities and owners of forest land with extending more than 
100 ha, that is only Regola Feudale di Predazzo17. Criteria have been changing during time, as underlined in 
Box 3.2. 

Box 3.2. Sanctions to be applied in case of violation of the norm 

In Fiemme valley, the following sanctions are applied: 

- in presence of a quantity exceeding the 2kg: the payment of an amount from 20 to 120€ per kilogram, or fraction of 

kilogram of mushrooms collected over the daily amount allowed per person or over time allowed;  

- in absence of notification of the payment of the permit: the payment of an amount from 25 to 150€ per kilogram, or 

fraction of kilogram of mushrooms collected;  

- in areas restricted by the regulation: the payment of an amount from 30 to 180€ per kilogram, or fraction of kilogram of 

mushrooms collected;  

- the payment of an amount from 10 to 60€  for the pickers who does not respect the rules of collection and transportation;  

- the payment of an amount from 10 to 60€  for anyone damaging or destroying the mushrooms on the ground;  

- the payment of an amount from 30 to 180€ for violations of provisions not expressly provided for by this article.  

- In addition to the fine there is the confiscation of the entire quantity collected. The confiscated mushrooms are delivered 

to charitable institutions and hospices. In case of doubtful edibility, mushrooms are destroyed. In case the picker refuses 

to deliver the product to the authorities, the pecuniary administrative sanction is doubled. The sanctions double if the 

fact is committed again. 

Source: Data from Magnifica Comunità di Fiemme  

                                                           
15 Municipality of Capriana ceased the agreement. 
16 Regola Feudale di Predazzo is a communion ruled by private law. 
17 Baron Felix Longo, who owns 710 ha of forest, decided that in his property is not allowed to collect mushrooms, and therefore 
renounced to the benefit sharing. 
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Table 3.27. Criteria contained in the three mushroom collection Conventions in Fiemme valley 

Text of the 
Convention 

Permits Cost  Payment 
due to 
Touristic 
board 
(APT) 

Share to MCF 
for the 
organization 
of the service  

Entities with 
benefit sharing 

Criteria for benefits sharing 

1991  6 days 
15 days 

€ 30.000  
€ 50.000  

€ 2.000 
for each 
permit 

10% of the 
total 

Municipalities 20% according to the Municipality 
surface;  
40% according to the number of 
tourists from 1 June to 30 
September);  
40% according to the number of 
permits issued by the Municipality. 

1997  1 day  
3 days 
1 week  
2 weeks 
1 
month  

€ 15,000  
€ 28,000  
€ 40,000  
€ 70,000  
€ 100,000  

None 10% of the 
total sum 

Municipalities 50% according to the Municipality 
surface;  
50% according to the number of 
tourists from 1 June to 30 September;  
 

2011 1 day  
3 days  
1 week  
2 weeks  
1 
month  

€ 12  
€ 18 
€ 24 
€ 36 
€  55 

None 5% of the 
total sum 

Municipalities, 
MCF, private 
forest owners 
with more than 
100ha of forests 

50% according to the forest surface of 
the Municipality;  
50% according to the number of 
tourists from 1 June to 30 September.  
 

Source: own elaboration from data of Magnifica Comunità di Fiemme 
 

From the first version of the Convention, there have been improvements in the sharing criteria. Firstly, it has 
been removed the duty due to the Touristic Board (APT). From 2009 forest owners with more than 100 ha of 
forests have the right to receive sharing, stating this way that also private forest owners have the right to 
share benefits derived from the sale of a recreational service that affect their properties.  

From the first version the fix revenues for MCF has decreased from 10% to 5%.  A criterion that was 
considered not anymore necessary is the percentage of 40% of revenues due to the municipalities for the 
fact that permits were issued on their territory18. Criteria are today the number of tourists that are recorded 
to stay during the period from 1st of June to 30th of September in the Municipality, and the forest surface of 
the Municipality: this last criterion has been changed from the first version that accounted for the entire 
surface of the Municipality. 

Number of permits issued varies from season to season. In the decade 2003-2013, 9,421 permits were issued 
on average, but with very high variation, from 2,759 permits issued in 2003, to 14,614 issued in 2007 (Figure 
3.31). According to the interviewees, this is mainly due to weather conditions, which affect both the touristic 
presence in the valley and the availability of mushrooms. The majority (54% on average) of permits are issued 
with one day of validity. These are relatively less convenient for buyers, but since mushroom availability 
strictly depends on weather, which may change very quickly, they allow more flexibility.  

                                                           
18 Since now it is possible to pay the permit everywhere. 
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Figure 3.31. Number of picking permits issued in Fiemme valley (2003-2013) 

 
 

Source: data from Magnifica Comunità di Fiemme 

 

The sale of permits allows every year gross earnings on average of about € 200,000 and, after paying the 
salaries for mushroom guards and other expenses, net earnings of more than € 114,000 on average (Table 
3.28). Revenues are than shared between the participants, as illustrated in  

Table 3.29. 

The Convention rules that that the revenues, after expenses, have to be used in: i) information and 
dissemination concerning the legislation and behaviour to follow in mushroom picking; ii) environmental 
education; iii) improvement of the ecosystems and the agro-forestry-pastoral heritage. Revenues are 
therefore invested in activities that directly and indirectly sustain the ecosystems and the territory. According 
to Official data of MCF and Municipalities, in the latest years, revenues were mainly used for: 

i. maintenance of forest roads; 
ii. management of grazing areas; 

iii. infrastructures against landslides; 
iv. moreover, during the summer period, in the APT offices, a mycologist offers the service of mushroom 

identification for free three days per week.  

However, nothing goes directly for the improvement of forest ecosystems for the specific purpose of 
mushroom production and no silvicultural activities for improving availability of mushrooms or any other 
NWFP are in place. 

Table 3.28. Gross and net earnings deriving from the sale of permits (2008-2010) 

Year Gross earnings from 
mushrooms permits (€) 

Fixed sum due to MCF 
(5%) + VAT (€) 

Expenses for 
mushrooms guards (€) 

Bank and postal 
expenses (€) 

Net earnings (€) 

2008 215,532.57 25,863.90 58,863.37 3,184.30 127,621.00 

2009 187,226.61 22,467.20 63,215.99 3,100.88 98,442.54 

2010 194,620.38 11,682.00 63,532.86 3,140.22 116,265.30 

Source: data from Magnifica Comunità di Fiemme 
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Table 3.29. Net earnings deriving from the sale of mushroom permits, per Municipality in 2012 

Municipalities  Forest 
surface 

(ha) 

Touristic 
presence 

(no.) 

Share 50% 
forest surface 

Share 50% touristic 
presences 

Net earnings (€) 
 

Predazzo  709 388757 2067.46 13558.88 15626.34 

Ziano  593 158914 1729.20 5542.53 7271.73 

Panchià  349 50549 1017.69 1763.02 2780.71 

Tesero  1725 180763 5030.13 6304.57 11334.70 

Cavalese  1231 388860 3589.62 13562.48 17152.10 

Varena  963 83814 2808.13 2923.23 5731.36 

Daiano  578 51467 1685.46 1795.04 3480.5 

Carano  570 218237 1662.13 7611.57 9273.70 

Castello/Molina di Fiemme  787 124367 2294.91 4337.61 6632.52 
MCF  10734 - 31300.55  31300.55 
Regola Feudale di  
Predazzo 

1445 - 4213.65  4213.65 

Total     114,797.86 

Source: data from Magnifica Comunità di Fiemme  
 

Proportions between revenues sharing and forest surface or tourists presences are well described by network 
graphs (Figure 3.32 and Figure 3.33). MCF has the highest forest surface, thank to which obtain the highest 
net earnings from mushrooms permits. Vice versa municipalities, above all Cavalese, Predazzo and Carano, 
obtain earning mainly from touristic presences.  

Figure 3.32. Revenues sharing due to forest surface (free-hand layout). 

 

Line size = share 50% due to forest surface 
Node size = forest surface 
Blue circle = Municipalities / Green up triangle = Regola / Red square = Magnifica Comunità di Fiemme 
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Figure 3.33. Revenues sharing due to tourists presences (free-hand layout). 

 

Line size = share 50% due to tourist presence 
Node size = tourist presence 
Blue circle = Municipalities / Green up triangle = Regola / Red square = Magnifica Comunità di Fiemme 

 

Beside the direct revenues deriving from the picking permits, indirect revenues derive by the presence of 
“mushrooms tourists”, and their families, in the valley. The quantification of these indirect revenues was not 
targeted by the present research; however, if we consider that every year 9,500 “mushroom tourists” reach 
the valley, and that they and presumably their families sojourn, have a meal, and in general take advantage 
of the valley facilities, we can affirm that there are indirect revenues. This was confirmed by the interviewees. 
The interviewees related to touristic facilities suggested encouraging this flux of persons. In their opinion, 
given that “mushroom tourists” stay for a certain period in the hotels and apartments, providing an income 
for the owners and the community, they should be exempted by the payment of the permit. They suggest 
annulling the duty of payment for those sojourning at least 3 days-one week. Some already autonomously 
provided for this: a group of hotel managers included in the hotel rent fee the permit, already paid by the 
hotel.  

Part 2. Perceptions towards pickers and the organization of the mushrooms picking service 

Residents refer that the great majority of locals collect mushrooms19, occasionally, to consume the fresh 
product or to conserve it for a couple of month. Local picker, major and touristic association representative 
told: “Most of the locals pick mushrooms, at least sometimes. Someone make gifts with these mushrooms, 
some others conserve them, but not in great quantity, a quantity enough to arrive to the Christmas 
holidays”20. Mushrooms are considered a good side dish, and they are part of the culinary tradition of the 
area. In the touristic menus mushrooms, and especially porcini, are always included. 

Interviewees tended to categorise mushroom pickers in three groups: i) people of Fiemme, ii) people resident 
in Trento province, and iii) people from outside.   

According to the interviewees, the majority of people of Fiemme goes, at least from time to time to pick 

                                                           
19 According to the interviewees, the main species picked up by them, and by all the people who collect in the valley, are Boletus 
edulis and Boletus pinicola, Cantharellus cibarius and Cantharellus lutescens. Most of the interviewees refer that Val di Fiemme is 
famous for Boletus, and people like Boletus sp, much more than Cantharellus sp. Someone collects also other species, and in 
particular Amanita caesarea, Lepiota procera, Armillaria mellea, Coprinus comatus. Some respondents coming from a specific locality, 
also like very much Pleorotus eryngii - called mushroom of Bellamonte (from Bellamonte, the locality). 
20 “La maggior parte delle persone raccoglie, ogni tanto. Qualcuno regala i funghi, qualcuno li mette via, ma non grandi quantità, 
quel che basta per farli arrivare alle feste di Natale.” 
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mushrooms. The frequency can vary, that is more or less often, but during a good mushroom season a person 
of Fiemme goes at least some times, with no differences of ages, gender, occupation, although older persons 
can have more time and more possibility to go (and also more experience). Similar pattern can be said for 
tourist that pick mushrooms, which are very heterogeneous. People resident in the province and people 
coming from outside, which are not tourists but exclusively mushrooms pickers, can be mostly defined 
“specialists”, because they reach the valley only for mushroom purpose.  

Interviewees refer that during a good season there are all the typologies of pickers, both from Fiemme, from 
the province and from outside. When there are no mushrooms there are no pickers around, except someone, 
usually from the valley, who can be defined “explorer”. It has always been like this. When the summer ends, 
tourists usually come back home, and in proportion there are more local around in the forest, joint to the 
“specialists” coming from the province and outside. 

In order to understand the belief of residents toward recreational pickers, it was asked to categorise pickers 
according to their behaviour. Results are summarised in Table 3.30. 

All the interviewees revealed to have a general good opinion about tourists coming from outside and picking 
mushrooms with permits. They also think that the majority of locals have the same belief. According to the 
interviews, there is a perceived relative abundance of mushrooms, when remaining in the limit of 2kg per 
person/day, and there is no perception that tourists “steal” mushrooms. Even the pickers that collect 
mushrooms for selling them, do not have any complain regarding tourists. Informal commercial pickers said 
that “there are no problems with tourists, those well-mannered I mean, because when there are mushrooms 
there is something for everyone. I have many mushrooms pickers friends that come from outside the region 
and we meet during the evening at the bar, to talk about mushrooms. And then, not irrelevant, they also bring 
money into the coffers of the municipalities, and this is a good thing!”21. 

Commercial picker for subsistence told: “Ah, I don’t have anything to say against tourists. They come here, 
they sleep in the hotels and pay a permit. There are mushrooms for everyone, so why not? Even I, although 
sometimes some locals look badly at me for this22, I bring tourists around, in the places where there are 
mushrooms. We walk even for 6-7 hours, in the mountains and then in the woods, and they collect 
mushrooms. Always with the permit, of course. I ask some money for the tour and we all go home happy, 
after having spent a beautiful day”23. 

Some of the interviewees (34%) say that the exemption of paying the permit, which is both for people of the 
valley and people resident in the province, should be only for people resident of the valley. People living in 
Trentino already have a place near house where to go to collect mushrooms. In the opinion of the 
interviewees, people living in Trentino should pay a permit when they decide to go in another valley.  It is in 
this sense possible to say that, according to some of the locals, tourists are better considered than people 
resident outside the valley but in the province, because the first leave revenues in the valley, the second ones 
don’t. 

“Bad pickers” are those persons that pick up, frequently, much more than the quantity allowed. They are 
considered greedy. According to the interviewees these persons probably also sell the product, sometime in 
the valley, sometime outside.  

                                                           
21 Non c’è nessun problema con i turisti, quelli educati intendo, perchè quando ci sono funghi ce ne sono per tutti. Ho tanti amici 
fungaioli che provengono da fuori regione e ci incontriamo anche la sera al bar, a parlare di funghi. E poi, cosa non da poco, portano 
anche dei soldi nelle casse dei comuni, e questo non può che far piacere.” 
22 This could imply that some locals are in conflict with foreigners. But this sounds logical: locals don’t want to share secrets with 
unknowns. 
23 “Ah, io proprio non ho nulla da ridire nei confronti dei turisti. Vengono qui, dormono negli alberghi e pagano un permesso. Funghi 
ce n’è per tutti, quindi perché no? Addirittura io, anche se a volte qualcuno di qui mi guarda storto per questo, li porto in  giro per i 
posti dove ci sono i funghi. Gli faccio fare dei giri anche di 8-9 ore, in montagna e poi nei boschi, dove si raccolgono un po’ di funghi. 
Sempre con il permesso, sia ben chiaro. Mi faccio magari dare qualche soldo per la visita e torniamo a casa tutti contenti, dopo aver 
passato una bella giornata.” 
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Other bad pickers are impolite persons. They can be from the Valley, the province and from outside and they 
sometimes destroy mushrooms (those ones that they do not know), or other times they pick up all the 
mushrooms they find, also if they do not know if they are edible. In this way they destroy the production. 
Sometime bad pickers leave trashes in the forest. They are considered ignorant and careless. 

With both the typologies, most of the interviewees (picker with special permit, touristic pickers, mycologist, 
representative of touristic association, restaurateur) suggest that the law should be more severe. The 
mushroom guard has the same opinion and he underlines that a stronger fee is expected for recidivists, but 
according to the law every case is than examined at provincial level, with a long bureaucratic process. This, 
in his opinion, should be simplified. 

Regarding the organization of the service, 100% the interviewed state that they are satisfied by the status 
quo: the law and the organization is considered well-functioning and the cost of permit is fair (both from 
resident side, that is, they are happy that some money arrive, and from the non-resident side, they find just 
to pay that amount of money to pick up the mushrooms). 

Table 3.30. Definition of good and bad pickers in Fiemme valley, according to the interviewees 

Definition 
according to 
the 
interviewees 

Characteristics  according to the interviewees Additional 
benefits/ 
losses 

Good pickers 

Persons living in Fiemme valley which go to pick up the mushrooms for its own consumption 
or for giving the products to relatives and friends. They respect the limits and the law and 
they respect the forest. They may rarely exceed the prescribed quantity (and for a limited 
quantity). Some of them sometimes sell mushrooms to greengrocers, HoReCa ad privates. 

 

Persons living in Trentino valley which go to pick up the mushrooms for its own consumption 
or for giving the products to relatives and friends. They respect the limits and the law and 
they respect the forest. They may rarely exceed the prescribed quantity (and for a limited 
quantity).  

 

Persons living out of Trento province (tourists). They pay a permit and during its duration 
they collect mushrooms for its own consumption or for giving the products to relatives and 
friends. They respect the limits and the law and they respect the forest. Moreover, they give 
an economic contribute to the MCF and the Municipalities. They may rarely exceed the 
prescribed quantity (and for a limited quantity).  

Revenues 
deriving 
from the 
permits 

Persons from Fiemme valley, province or outside who ask for a special for-free permit for 
scientific reasons or for subsistence. They collect more than 2kg per day and they use the 
mushrooms for exhibitions and research or for commercial purpose. 

 

Bad pickers 

Persons from Fiemme valley who pick up, frequently, much more than the quantity allowed. 
Some also sell the product, mostly informally, to greengrocers, private persons and HoReCa, 
in the zone 

 

Persons from the province who pick up, frequently, much more than the quantity allowed. 
Considered greedy. Some probably also sell the product, mostly out of the valley 

 

Persons from outside of the province who pick up, frequently, much more than the quantity 
allowed. Considered greedy. They probably also sell the product, mostly out of the Valley 
and the province. They sometimes pay the permit and sometimes do not pay at all. 

Loss for the 
missed 
payment of 
the permit 

Persons ill-mannered (from the valley, the province and from outside): they sometimes 
destroy mushrooms (those ones that they do not know), or other times they pick up all the 
mushrooms they find, also if they do not know if they are edible. They are sometimes 
ignorant and careless. 

 

 

100% of the interviewees believe that 2 kg per day is a fair quantity for the housed consumption. They also 
believe that with this quantity the collection is sustainable (although 3 interviewees underlined that when is 
a good mushroom season there would be surely a more quantity available for everyone, so more than 
2kg/person). According to all the interviewees, the mushrooms guards work well, they are everyday on the 
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place and some of the interviewees say that they encounter them frequently around.  

3.7.5 The innovative “bridge” 

Magnifica Comunità di Fiemme plays a key role, accepted by local population.  The innovative “bridge” is the 
governance system, which allows to redistribute the earnings from the mushrooms permits among all the 
Municipalities in the valley, through a simple proportional algorithm. In this way the natural richness of the 
valley is valued through the permits, and the economic incomes are redistributed and invested within the 
valley boundaries. 

3.8 Eastern Scotland - Venues 

3.8.1 Context 

In Scotland, many NWFP businesses make a significant proportion of their income by tutoring courses (e.g. in 
craft skills, wild food identification, wild food cookery, bush craft). A number of venues have emerged which 
specialise in NWFP-related courses.  

3.8.2 Product and Research hypothesis 

Products 

In this IDCS we don’t focus on one specific NWFP: all products on which there are training course are included 
in the analysis. The main product is willow, but there are courses also on edible products as mushrooms and 
honey. 

Aims 

The aim will be the study of the links among venues and among tutors, looking at similarities according to 
courses’ topics and attending people.  

3.8.3 Survey design and Network strategy 

Target actors  

A number of venues have emerged which specialize in NWFP-related courses. The survey targets will be both 
the venues and the tutors specialized in NWFPs. 

Survey design 

The approach is similar to a snowball sampling. We started from three main host venues, asking them which 
tutors they use. Then tutors have been approached asking them where else they give courses. The overall 
population of such courses and tutors within Scotland is quite small and we expect to be able to build up a 
picture of it quite rapidly.  

Advantages of using this sample: 

• the relationship networks are clearly defined, and should not contain too many people;  

• we don’t need to ask anyone to tell us anything that is secret (e.g.: it would be much more difficult to 
get information from mushroom distributors about who they buy from or sell to. In Scotland, the pickers 
are often working secretively in the informal economy, and the distributors' customer list will be an 
important and confidential part of the value of their business). 

The interviewer does not need a priori the list of tutors: he/she uses the snowball sampling to generate the 
names of the them. 

Network strategy 

To create the overall picture of venues and tutors, we tried an innovative approach, through the use of three 
indirect (passive) networks, which will be one-mode projections of two-mode networks: 
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1. A venues network, where tutors are the ties. 
2. A tutor network, where knowledge sharing is the tie.  
3. A venues network, where courses are the ties and the attending people’s characteristics are the node 

attributes.  

The second network was not feasible, as the interviewed tutors do not collaborate or exchange information 
among them. Anyway, this information itself is an interesting output. 

Main Variables  

In the following table, we summarize the main variables used in the study. The full questionnaire is in annex. 

Table 3.31. Main variables analysed in the IDCS 

Venues 

Network Relationships Venues’ attributes 

Tutors teaching the same course Economic inflow  
Courses on the same topic No. of attending people in the courses 

Tutors 

Network Relationships Tutors’ attributes 

Knowledge sharing Average number of attending people 
Information exchange / reciprocal helps Age / experience / etc. 

Preliminary network framework 

WP3 and IDCS responsible have prepared a preliminary framework, before data collection, to explain the 
main network expectations from the study. 

Figure 3.34. Scottish venues SNA preliminary framework 

 

3.8.4 Analysis and results 

Three tutors did not indicate the percentage of their income, generated from leading courses on NWFP. We 
estimated missing data with a regression model. 
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Figure 3.35. Income from NWFP courses and percentage on tutors’ annual income (€) 

 

 

12 tutors have been interviewed. On average, they earn € 4,538 (from € 140 to more than € 17,000) from 
courses regarding NWFP, which generate 36% of their annual income (from 5% to 90%). During the year, 
each tutor leads on average 23 courses with more than 170 attendees in total.  

Only 50% of interviewed tutors collaborate with other tutors for the courses, and no one has links with the 
other tutors of the sample. For this reason, it was not possible to create a network among tutors based on 
their reciprocal knowledge and collaboration. 

Tutors have been selected starting from three venues (called “Main host venues”), but the majority of them 
lead courses also in other venues. The following diagram (Figure 3.36) shows the 41 venues where the 12 
tutors work.  

Figure 3.36. Tutors and venues 

 

Which are the relations among venues? Are tutors playing a key-role to connect them?  
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We tried to represent venues in a network where the ties are the tutors working in more venues, which are 
embodied by nodes (Figure 3.37). The shape of the node indicates if they are the main host venues (square), 
hosts (circles) or host organizations (triangles). The colour of the nodes represents the geographical area24 
(from South to North, light blue represents South Scotland, light pink represents Highlands and Islands). 

Figure 3.37 presents the same network with two different layout. In the first graph, it is clear that Crannog 
Centre has its own network: the two tutors working here keep courses in the same venues. Vice versa, West 
Moss Side and Falkland Centre for Stewardship are more connected each other: a group of tutors working in 
these two centres work also in other venues located mainly in the Central-South Scotland, while other tutors 
work more in the Northern part of the Country. 

The second graph shows better the geographical dislocation of venues. For instance, tutors working in South 
Scotland do not keep courses in Northern Scotland.  

Figure 3.37. “Tutor” network among venues (spring-embedding layout and attribute-based layout). 

 

                                                           
24 We used the electoral Regions indicated in 
https://en.wikipedia.org/wiki/Scottish_Parliament_constituencies_and_regions_from_2011  

https://en.wikipedia.org/wiki/Scottish_Parliament_constituencies_and_regions_from_2011
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Node = Venues 
Tie = same tutor working in 
Node colour represents the geographical dislocation 
Square node = Main host venues / Circle nodes = other host venues / Triangle nodes = Host organizations 

Table 3.32. Number of venues in each Scottish region, and density within and among regions. 

Although we are studying a network centred on three venues located in the same region (Mid Scotland and 
Fife), we can see that the involved tutors move throughout Scotland and cover all the eight regions. High 
densities among and within regions presented in Table 3.33 mean that the same tutors are working in all the 
venues. This may be read in a positive or negative way:  

a) there is not differentiation in the courses offered to customers; 
b) venues are in close contact and they have the possibility to exchange quickly information 

among them. 

 Table 3.33. Number of venues in each Scottish region, and density within and among regions. 

Region No. Venues South Lothian Central Glasgow West Mid-Fife North-East Highlands 

South 11 65,5%  
Lothian 1 9,1% -  
Central 3 54,5% 0,0% 33,3%  
Glasgow 2 40,9% 0,0% 33,3% 0,0%  
West 1 81,8% 0,0% 66,7% 50,0% -  
Mid-Fife 14 11,7% 0,0% 19,0% 21,4% 14,3% 26,4%  
North-East 4 0,0% 0,0% 0,0% 12,5% 0,0% 12,5% 50,0%  
Highlands 5 0,0% 0,0% 6,7% 0,0% 0,0% 20,0% 15,0% 10,0% 

Densities in the square matrix diagonal are referred within the region. 
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If we look at the types of courses organized in the venues, it is possible to see that there are similar courses 
all around Scotland: the only exceptions are bush craft courses, which are kept only in Mid-North-East 
Scotland (Figure 3.38). 

Figure 3.38. Venues and courses types (spring-embedding layout). 

 

Node = venues 
Tie = same course kept in the venue 
Node colour represents the geographical dislocation 
Square node = Main host venues / Circle nodes = other host venues / Triangle nodes = Host organizations 
Green nodes = courses typologies 

 

Finally, a tutor network, where knowledge sharing is the tie, was not feasible: the interviewed tutors do not 
collaborate or exchange information among them. Anyway, this information itself is an interesting output. 

3.8.5 The innovative “bridge” 

The organization of courses on NWFP is a business. Venues are perfect places where courses can be kept and 
where tutors may meet for reciprocal help. What is totally missing is the knowledge sharing among tutors 
within the same venue, which could be the potential innovative bridge.   

3.9 North Karelia – Tuote ja Vihannes Ky 

3.9.1 Context 

Tuote ja Vihannes Ky is an enterprise trading mushrooms, which would like to produce dry wild mushrooms 
(mainly boletes) in order to supply the Finnish large retailers. The problems are two: the first is related to the 
coordination with the other companies in order to distribute the workload of the drier owner (P1 = proposal 
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1), while the second is based on the market entrance price (P2 = proposal 2). In the first case the network 
target will be the drier owner, and in the second the large retailers and specialty shops.25 

3.9.2 Product and Research hypothesis 

Products 

The new innovative product is a complementary product for Tuote ja Vihannes. It is meant for B2B markets. 
The product will be produced in cooperation with another company called here Drying company. Tuote ja 
Vihannes will provide the raw material, boletus, and Drying company will perform the physical production. 
As a WFP, Boletus is considered as a high quality and high level food product.  

Aims 

The research has two main objectives:  

1. To generate a business model Canvas for the new WFP based product. 
2. To identify the social network around the new WFP based product. 

3.9.3 Survey design and Network strategy 

Target actors  

The Canvas business model has been conducted with a team composed by members participating in the 
StarTree project (three researchers from LUKE), the owner manager of Tuote ja Vihannes Ky and the 
moderator, Anu Laakkonen, a master student conducting the research. This “Canvas team” has been asked 
to work both individually and all together through the brainstorming technique. 

The social network analysis was based on Tuote ja Vihannes Ky’s ego network: the simple idea behind this 
way for data collection is to ask Tuote ja Vihannes Ky (ego) to identify people (alters) with whom they have 
some kind of relationships and then to ask ego to explain these relationships. When studying egocentric 
network data, the focus is rather on the network around one node, the ego, and on the relations ego has 
with nodes and relations those nodes have between each other. The alters have been identified through a 
name generator process. This list of alters identifies boundaries of the network itself. The first round, through 
the name generator process, identified: the drying company, 2 wholesalers, 2 manufacturers, a 
transportation company, mushrooms pickers, employees, the packing material company, the refrigeration 
device company, and the health authority.  

The three most central alters of the ego’s network were interviewed in a second round. The decision which 
are the most central alters was done based on the cooperation with the new WFP based product, size of the 
company and geographical proximity to ego.  

Survey design 

A snowball sampling was adopted to identify Tuote ja Vihannes Ky’s ego network. To identify second round 
stakeholders, we interviewed the three main alters. The interviewed participants were contacted by e-mail. 
The interviews were conducted face-to-face and via telephone. The ego was interviewed through a mixture 
of semi-structured interview and more standardised inquiry. 

Network strategy 

Different types of relations (or ties) have been studied. Ties can be divided into four broad categories:  

                                                           
25 The analysis and the majority of the text of this paragraph are part of Anu Laakkonen’s master thesis (21st January 
2015) in Service Management at the University of Eastern Finland, Faculty of Social Sciences and Business Studies, with 
the title “Business Model and Social Network Analysis for a Non-Wood Forest Product. Case: Case Company and Boletus 
Powder”. Supervisor: professor, Ph.D. (Econ.) Raija Komppula. 
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• social relations, which are kinship or other role relationships (e.g. friend, boss), affective ties (e.g. 
liking disliking) or cognitive awareness (e.g. knowing); 

• similarities, which are same kind of attributes shared by two nodes (demographic characteristics, 
location or group membership); 

• interactions, which occur in the context of social relations and they are behaviour-based ties such as 
speaking with, helping and advising; 

• flows, which  are often resources, information or influences that are flowing through the network. 

Ties between nodes can be considered as weak, strong or absent. The strength of a tie can be identified by 
the amount of time spent dealing with the tie (communication frequency). The more interactions are related 
with the tie, the stronger the tie is, and vice versa. If there is no interaction and none of the above mentioned 
issues are related to the tie, the tie is absent.  

Main Variables  

In the following table we summarize the main variables used in the study. The full questionnaire is in annex 
1. 

Table 3.34. Main variables analysed in the IDCS 

Network Relationships Venues’ attributes 

Social Relation: cooperation Interest in the new WFP  
Social Relation: acquaintance  
Social Relation: colleague  
Similarities: location  
Similarities: business field  
Interactions: assistance  
Interactions: commercial  
Interactions: information exchange  
Interactions: legal issues  
Interactions: employment  
Flows: tangible in  
Flows: tangible out  
Flows: intangible  
Strength: weak  
Strength: strong  
Formality: informal  
Formality: formal  

 

Preliminary network framework 

WP3 and IDCS responsible have prepared a preliminary framework, before data collection, to explain the 
main network expectations from the study. 
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Figure 3.39. Tuote ja Vihannes Ky preliminary framework 

 

3.9.4 Analysis and results 

The new innovative product is boletus powder, which could be processed by Drying company which is not 
yet within Tuote ja Vihannes’s network. The research tries to understand the feasibility of the investment 
through a Business Model Canvas and an ego-network analysis.  

Aim 1: The Business Model Canvas for Boletus Powder 

The Business Model Canvas is based on nine building blocks by Osterwalder and Pigneur (2010). The business 
model for boletus powder and cubes was organised based on these building blocks. Each of them will be 
gone through below. The business model is organised from Tuote ja Vihannes point of view, but certain issues 
are also discussed based on Drying company’s point of view. This is because Drying company plays an 
important part in the production process. The main results are summarized in Table 3.35. 

Table 3.35. The business model Canvas for the new WFP based product 

Key Partners Key Activities Value Proposition Customer Relationships Customer Segments 

The pickers of boletus 
and drying company 
 
Selling and distribution 
via existing wholesalers 

Production in 
cooperation 
 
Production trials 
 
Preliminary market 
research 
 
Creating marketing 
activities and materials 

A new easy and 
innovative way of using 
boletus 
 
Easy to use, long 
lifetime, year-round 
availability 
 
Fulfilling the trend of 
using local food 

Existing business and 
personal relationships 
 
Direct and close 
relationships with 
personal assistance 
 
Relationship marketing 
done via direct 
marketing 

1. Professional 
kitchens: catering 
companies and 
restaurants 
2. Specialized stores 
3. Food manufacturers 
 
Specialized WFP to 
specialized market 
 

Key Resources Channels 
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Physical key resources: 
raw material and 
production machines 
 
Cooperation with 
drying company: 
outsourcing production 
(drying and grinding) 
 
Hardly any need for 
additional funding 

Indirect partner 
channel: wholesaler 
 
Awareness: directly 
contacting and by 
wholesalers own 
customer events and 
letters 

Position: gourmet level 
food 

Cost Structure Revenue Streams 

Partially cost-driven: minimise production costs 
Partially value-driven: a gourmet level food product and new 
innovative way of using boletus with answering to the trend of 
using local food products 
Mainly fixed costs:  raw material, drying, packaging, marketing, 
selling activities and distribution 

The value: actual product 
Added value: upgrading of raw material 
Fixed list price 
Supporting impact on the overall revenue stream, because it is 
a complementary product to the company 

 

Customer Segments (CS). The most important customers for this product are professional kitchens such as 
catering companies and restaurants. The second customer group are specialised stores selling organic, health 
etc. food products. Also one possible customer group are food manufacturers. Those companies would be 
processing the boletus powder or cubes further to other products, e.g. boletus sausage. These customers 
will be reached by a wholesaler. This product is a specialised WFP which is differentiated and it has high 
added value (Pettenella, Secco and Maso 2007). The product is positioned as a gourmet level food product, 
for this reason the product is targeted to a specialised market. The product is a specialised WFP, and thus, it 
is not meant for a mass market based on the assumption that boletus is high quality and level product. 

The product can be considered Drying company’s product as well. For them this product is a speciality 
product and it would be meant e.g. for retail sale and business gift. The customer segment would be special 
stores and wholesalers. 

Value Proposition (VP). Important questions that need to be answered related to Value Proposition relate 
to the type of values delivered to customers, which customer needs will be satisfied and what customer’s 
problem will be solved. Basically what is the value created for the customer with the product? This product 
proposes a new easy and innovative way of using boletus in cooking. In powder and cube form, the boletus 
can be used easily (as the powder does not need to be melted or soaked) and it has long lifetime that 
increases the shelf life and availability of boletus so that it can be used year-round. In powder and cube form 
the product does not need cold or frozen storage spaces and thus the storage of the product is convenient 
and cost-effective. Nowadays customers are more aware and interested in the trend of using local food. With 
this product this need will be fulfilled. The product will also introduce new innovative ways of using boletus 
in cooking. Boletus mousse or other innovative uses can be found for the power. 

Channels (CH). When thinking of Channels building block, the questions needed to be answered are through 
which channels customers are reached and how they are reached now? Which channels are most cost-
efficient and work best? How channels can be integrated with customer routines? The product will be 
delivered through indirect partner channel: wholesaler. Tuote ja Vihannes has already well-established 
delivery channels with wholesaler and thus this is the best and most cost-efficient way of reaching customers 
with the new product. The wholesaler with whom Tuote ja Vihannes has ready business and personal 
relationships is Company A. Other possible wholesalers for this product are Company B, Company C and 
Company D. Wholesalers’ awareness of the product will be gained by directly contacting them. End 
customers awareness of the product will be created and increased by wholesalers own customer events and 
letters. 
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Customer Relationships (CR). What is the type of Relationship our Customer Segments expect us to establish 
and maintain with them? This is the most important question to consider when dealing with Customer 
Relationships building block. Which relationships are established already and how they are integrated with 
the rest of the business model? With customer relationships, as well as with channels, the existing business 
and personal relationships of Tuote ja Vihannes are used. The relationship with wholesalers will be direct 
and close. Personal assistance is offered for the wholesalers. The marketing will be relationship marketing 
and done via direct marketing. 

Revenue Streams (RS). The company gets its cash from Revenue Streams and for this reason the most 
important question here is that for what value are our customers paying? It is also important to think that 
how much the Revenue Stream of this product contributes to overall revenues of the company? The value 
from what customers are paying is the actual product. The added value comes from the upgrading that is 
done to boletus as a raw material. The price of the product is a fixed list price for the wholesale package of 
the product. For Tuote ja Vihannes this product is a complementary product, so it will probably have mainly 
a supporting impact on the overall revenue stream. 

For the Drying company the revenues would come from the end users and the price would be fixed list price. 

Key Resources (KR). When thinking about Key Resources the most important question is that what Key 
Resources Value Propositions require? This product requires physical key resources. Raw material and 
production machines are most important resources needed. The access to raw material is secured based on 
Tuote ja Vihannes’ other activities. Tuote ja Vihannes does not have the production facilities and machines 
so here the cooperation with Drying company is crucial. The production is outsourced to Drying company. 
The production includes drying of boletus and grinding. The packaging of the product would be performed 
by Tuote ja Vihannes for the catering sale and perhaps by Drying company if smaller packages were used. 
Packaging of the product need to be figured out: how the product can or must be packed in order to keep it 
dry and fresh? For Tuote ja Vihannes there is hardly any need for additional funding.  

Key Activities (KA). What Key Activities do Value Propositions require, is the most important question related 
to the Key Activities building block. Production is the main key activity. Before the production can start, it is 
of high importance to agree on the cooperation with Drying company and the scale of production. Production 
trials should be done in order to be sure about the quality of the product. After this some preliminary market 
research should be conducted to find out the potential customer groups. The marketing activities and 
materials need to be created in order to build awareness of the product among customers. 

Key Partners (KP). Key Partners building block deals with questions such as who are Key Partners and who 
are suppliers? Also the questions about which Key Resources and Key Activities partners are acquiring and 
performing are important. Key partners are the pickers of boletus and Drying company. Related to this 
product there will be no change with the pickers. Probably an incentive as a form of a price premium can be 
introduced for the pickers in order to confirm the flow of high quality raw material. Drying company will 
perform the production. Drying company will benefit from this cooperation so that their production facilities 
will have operation even then when they do not have their own production and they will get new product 
and new customers. The activities of selling and distribution are done by Tuote ja Vihannes via existing 
relationships with wholesalers.   

Cost Structure (CS). When thinking of the Cost Structure building block, the most important costs related to 
the business model need to be figured out. Which Key Resources and Key Activities are most expensive? The 
cost structure of this product is partially cost-driven and partially value-driven. The costs are generated 
mainly form the production and from this part the costs are tried to be minimised. The costs come from the 
raw material, drying, packaging, marketing and selling activities, and distribution. These costs are mainly 
fixed. The value-driven cost structure comes from the building blocks of Value Proposition and Customer 
Segments. The product is positioned as a gourmet level food product and the value proposition of new 
innovative way of using boletus in cooking with answering to the trend of using local food products. 
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When evaluating the business model Canvas as a whole, there comes up few clear issues that can all be seen 
as a strength, a weakness, an opportunity or a threat. How they are seen depends on the point of view and 
whether they are executed properly. The business model is based on the idea of cooperation with Drying 
company and using of existing business relations. The proper execution of these issues related to this new 
business venture is crucial. If the cooperation fails, there is no product, and thus, no sales. On the other hand, 
if the cooperation works and both parties think it is profitable to them, the new business venture can be 
successful. If existing business relations fail somehow, there are no distribution channels or marketing for 
the new product. On the other hand, if the existing business relations are maintained and taken care of, 
partners’ and wholesalers’ knowledge and experience of the market can bring information and positive 
effects for the business venture. 

 

Aim 2: Social Network around the new WFP based product 

The ego of this network is the owner-manager of Tuote ja Vihannes. The ego was interviewed in order to 
figure out the network around the new WFP based product. Figure 3.40 illustrates case company’s social 
network around the new WFP based product. The relations (or ties) belong to the four categories described 
previously (social relations, similarities, interactions and flows).  

Figure 3.40. Tuote ja Vihannes’s egonetwork. 

 

We analyse each node and its relations with the ego. 

Node 1: Drying company. Drying company is an important key partner to Tuote ja Vihannes related to this 
new WFP based product. Drying company is located in North Karelia. The new product will be co-produced 
with the Drying company and for this reason the relation with this node is very important. The relation is 
strong and it obviously has positive effect on Tuote ja Vihannes’s network. The communication with this node 
is done at need. The need for communication varies according to situation. The social relations are 
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cooperation and colleague. The relation can be considered both formal and informal. The relation is formal 
in the sense that the cooperation is done based on formal contracts and the relation is informal in the sense 
that the exchange in the network is also informal exchange of knowledge and assistance. The similarities 
between ego and this node are the location in the same region and the operation in the same field of business 
(natural products). The interaction in this relation is based on exchange of assistance and information. There 
are both tangible and intangible resources flowing in this relation. Tangible resources are raw materials and 
intangible resources are knowhow. 

Node 2: Manufacturer A. Tuote ja Vihannes has already established business relation with Manufacturer A. 
This node is important to Tuote ja Vihannes based already on the existing business with this manufacturer. 
Tuote ja Vihannes is Manufacturer A’s biggest supplier of milk caps and they use the raw materials from 
Tuote ja Vihannes in many of their own products. Manufacturer A is located in Helsinki. The relation is strong 
and it has positive effect on Tuote ja Vihannes’s network. The communication with this node is done at need. 
During the season communication with Manufacturer A occurs weekly, even daily. Off-season 
communication occurs seldom. The social relations with this node are friend, acquaintance, colleague and 
cooperation. The relation is not only limited to business: interactions with Manufacturer A are also personal 
and not business related. Due to this fact, the relation is informal in nature. The similarity with this node is 
that they both operate in the nature products field of business, only the business sector is a bit different: 
Tuote ja Vihannes sells raw materials and Manufacturer A produces food products. The interaction with this 
node is mainly commercial, but also assistance and information is exchanged. The flow of tangible resources 
is the raw material, but boletus is not yet included in the raw materials. The value of the flow of raw materials 
is based on turnover. The flow of intangible resources cannot be that clearly defined, but mainly it is 
information and knowledge on mushrooms. 

Node 3: Manufacturer B. Tuote ja Vihannes has already established business relation with Manufacturer B 
with their other mushrooms. The cooperation with the new WFP based product with Manufacturer B is not 
confirmed yet. This relation is not as important to Tuote ja Vihannes as the relation with Drying company and 
Manufacturer A. The importance varies according to the contracts done with the Manufacturer B. This 
relation is both strong and weak and it has positive effect on Tuote ja Vihannes’s network. There is no regular 
communication between Manufacturer B and Tuote ja Vihannes. Communication occurs at need and there 
might be even period of six months when no communication takes place. The social relation with this node 
is only cooperative and informal. Similarity between Manufacturer B and Tuote ja Vihannes is that they are 
both located in same region. The interaction is commercial, but it also includes some sort of assistance in the 
form of information. Mainly the information concerns raw materials: when and from where to get, how the 
raw material can be produced further, and so on. The flows with Manufacturer B are the same as with 
Manufacturer A: raw materials, information and knowledge. The value of raw materials is based on the 
commercial value of mushrooms. 

Node 4: Wholesaler A. Wholesaler A is a wholesaler for mushrooms and berries. This relation is very 
important for both Tuote ja Vihannes and Wholesaler A. Wholesaler A is very important customer for Tuote 
ja Vihannes and Tuote ja Vihannes is the biggest supplier of mushrooms for Wholesaler A. The relation is 
strong and it has positive effect. Communication between Wholesaler A and Tuote ja Vihannes happens at 
need. During the season communication happens often. The social relations with this node are friend, 
colleague, acquaintance, cooperation and commercial. Thus it can be said that the relation is informal. 
Similarities between Tuote ja Vihannes and Wholesaler A are that they operate at the same business field 
and they both use widely different natural products commercially. The interaction is strongly commercial, 
but it also contains some assistance and information sharing. The flow of tangible resources is raw materials, 
mainly mushrooms, but also berries. The flow of raw material has commercial value and it could be increased 
by increasing sales. The flow of intangible resources is exchange of information and assistance. If either one 
needs information on something, the other finds out and shares the information. 
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Node 5: Wholesaler B. Wholesaler B is a wholesaler for kitchen and catering food products. Tuote ja Vihannes 
has already existing relation with this node. Wholesaler B is located in Southern Finland. This relation is also 
important for both Tuote ja Vihannes and Wholesaler B. The relation is strong and it has positive effect on 
Tuote ja Vihannes’s network. From all the nodes of Tuote ja Vihannes the communication with Wholesaler B 
is the most regular. Communication with this node is not limited only to season. When certain business issues 
have been agreed, communication happens monthly. The social relations with this node are cooperation, 
colleague and acquaintance and thus the relation is informal. The similarity between Tuote ja Vihannes and 
Wholesaler B is location. This similarity is indirect because Wholesaler B is located in Southern Finland. But 
most of Tuote ja Vihannes’s markets are in Southern Finland, so the location of Wholesaler B is important 
and gives advantage to Tuote ja Vihannes. The interaction with this node is commercial and assistance. The 
flows of tangible resources come from the raw material (mushrooms and berries). The value of this can be 
seen from the bookkeeping. The value exchanged could be increased by increasing amounts of raw materials 
sold. The flows of intangible resources are information and similar kind of assistance as with Wholesaler A. 

Node 6: Mushroom pickers. Tuote ja Vihannes has all in all up to 400 pickers including pickers for mushrooms 
and berries. Some of these pickers are regular bringing berries and mushrooms daily and some bring 
mushrooms only once or twice. Some pickers bring only mushrooms or berries. Around 100 pickers are 
regulars who bring mushrooms daily every year. The relations with these pickers are obviously very important 
for Tuote ja Vihannes. Without pickers Tuote ja Vihannes would not have any raw materials. And for this 
reason the relations are strong and they have positive effect. Because of the nature of different pickers and 
the seasonal nature of Tuote ja Vihannes business, the communication with pickers is irregular and 
dependent on the season. The social relations with pickers are mainly cooperation and acquaintance. The 
relations are informal. The similarities are location in North Karelia and the interest in nature and natural 
products. The interaction with this node is commercial. The flows of tangible resources are raw materials and 
money. The value of these flows is monetary and based on the price paid for a kilo of raw material. The flows 
of intangible resources are information on the season, prices for mushrooms and berries, the places from 
where to collect and information on different mushrooms. 

Node 7: Health authority. The health authority is organised by the town or the municipality and their 
operations are based on laws about food products and food hygiene. For example so called “hygiene 
passport” is mandatory for all people working with food products. Having a good relation with this node is 
important for Tuote ja Vihannes, because without having these health and hygiene issues in order Tuote ja 
Vihannes cannot operate. Even though handling these health and hygiene issues means more time and 
money spent by Tuote ja Vihannes, it is still seen as a positive issue. The communication with this node occurs 
at need. Most often the communication is based on check-ups and information on legal issues. The social 
relation is authority and thus the relation is formal. Similarity between Tuote ja Vihannes and this node is 
location. The check-ups are done locally. The interactions are some kind of assistance, usually related to legal 
issues. There are no flows of tangible resources with this node. The flows of intangible resources are purely 
informative in nature and based on law. 

Node 8: Transportation company. The relation with this node is important because without a transportation 
company the raw materials would not be transported to customers. The relation is strong and it has positive 
effect. Communication happens year round and it happens monthly and during the season even daily. The 
social relation is cooperation and it is informal. The similarity is location in the same region. Also the issue 
that the Transportation company’s equipment are suitable for food products can be seen as a similarity. The 
interaction is commercial. The flows are based on the transportation services bought. The value of these 
flows is based on the invoicing done by Transportation company. The services are used based on the need. 

Node 9: Packing material company. Packing material company provides all the different materials for 
receiving, packing and storing the raw material. There are several types of different packing materials starting 
from plastic bags to plastic containers and pallets. Relation with Packing material company is important and 
it is strong and have positive effect on Tuote ja Vihannes. The communication happens at need. Tuote ja 
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Vihannes orders large amounts of packing materials at a time. For this reason the time period for placing 
orders and communicating to this node can be one or even two years. The social relations with this node are 
commercial and cooperation. Packing material company develops together with Tuote ja Vihannes packing 
materials that suits their products. The relation with this node is informal. The similarity with this node is 
that they both have knowledge on suitable packing materials for mushrooms and berries. The interaction is 
mainly commercial, but also assistance relating to suitable packing materials occurs. The flows of tangible 
resources are packing material and money. The flow of intangible resources is the information on the 
attributes of different packing materials for different raw materials. 

Node 10: Refrigeration device company. The refrigeration device company provides refrigeration devices 
for the cool storage for the mushrooms and berries. They also maintain and repair the devices. The 
maintenance for the devices is done after the season. With this regular maintenance the devices are kept in 
good condition and possible breakdowns and loss of raw materials are minimised. The relation with this node 
is important because if the refrigeration devices do not work most of the raw material will get spoiled. The 
relation is very strong and it has positive effect. The communication is regular due to the fact that this node 
maintains the devices. The social relations are acquaintance and cooperation (maintaining and repairing). 
The relation is informal. The similarity is location close to Tuote ja Vihannes. This close location gives a great 
advantage in situations when devices get broken: the company is almost immediately there to repair them. 
The interactions are commercial and assistance if there are any questions related to the devices. There are 
no flows of tangible resources. The flows of intangible resources are the maintenance service and 
information what to do if the devices are broken. 

Node 11: Employees. Tuote ja Vihannes has mainly seasonal employees. Some of them are hired every year 
and some only at need. The need for employees varies between season depending how large the crops of 
mushrooms and berries are. The relation with employees is important because without them Tuote ja 
Vihannes cannot operate. The relation is strong and it has positive effect. The communication happens at 
need, usually daily. The social relations are cooperation and some of the employees are acquaintances. The 
relation is formal and based on contracts. The similarities are location in the same region and the familiarity 
with the business field. The interaction is based on the employment. The flow of tangible resources is the 
salary paid to the employees and the flow of intangible resources is the knowledge on how the work is done.  

 

 

Table 3.36 summarizes the relations between Tuote ja Vihannes (the ego) and its partners (the alters). From 
Tuote ja Vihannes’s opinion this network is suitable for producing and selling this new WFP based product. 
Tuote ja Vihannes is satisfied with the network. They think that the network is large especially at this point 
of the new product launch. They see that it is quite easy to change this network when more knowledge is 
gained about the product and market for it. Tuote ja Vihannes finds it good and easy to operate with few 
strong actors. The fact that Tuote ja Vihannes has already relations with most of the actors in the network is 
considered as a good thing. It makes it easy to proceed with the new business venture. 
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Table 3.36. Relation types between the ego and its alters 
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Formality Informal X X X X X X  X X X  

Formal X X     X    X 

Strength Weak   X    X     

Strong X X X X X X  X X X X 

Soc. Rel. Cooperation X X X X X X  X X X X 

Acquaintance  X  X X X    X X 

Colleague X X  X X       

Similarities Location X  X   X X X  X X 

Business field X   X X      X 

Interactions Assistance X X X X X  X  X X  

Commercial  X X X X X  X X X  

Employment           X 

Legal issues       X     

Information X X X X        

Flows Tangible in X X X X X   X    

Tangible out X     X      

Intangible  X X X X X X  X X X 

 

We decided to enlarge the network with a second round. Only the key actors have been interviewed. Drying 
company was an obvious choice to be one of the most central alters in the ego’s network. There will not be 
this new WFP based product without the cooperation between ego and Drying company. For this reason, it 
is important to identify Drying company’s relation with the ego and the network around the new WFP based 
product. Wholesaler B was chosen to be one of the most central alters because of the size of the company. 
Wholesaler B is one of the biggest operators in its business field in Finland. For this reason it is interesting to 
know how they see this new WFP based product: what are the possibilities of it to be successful in the market 
and who could be the customers. From a social network point of view the size of the company is also an 
interesting issue. Because based on theory, networks and ways of networking are different for bigger 
companies than for smaller owner-manager operated companies. It is interesting to study if this is true in 
real business context. Manufacturer B was chosen to be one of the most central alters because of its 
geographical proximity to ego. Manufacturer B is located in North Karelia. It is interesting to study the 
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network and relations of North Karelian companies and whether there are similarities in them. Also the 
possible connections between different operators and the positions of them in the network can be pointed 
out. 

 

Drying company is a similar owner-manager controlled company as Case company. It is quite new company. 
Drying company wants to develop and expand its operations to be owned by outside owners. Until now it 
has been dealing only with berries. Dried berry powders are their main product. They have relationships with 
berry wholesalers. Those wholesalers have their own picker networks and some of them also buy 
mushrooms. Drying company does not buy berries directly from pickers. Drying company and Case company 
did not have any formal business relation before starting this new venture about the new WFP based product. 
In this new venture Drying company does only the drying process as a subcontractor. It does not purchase or 
sell anything related to the new WFP based product. Case company does everything else related to the 
product starting from purchasing raw material to selling ready product to wholesalers. Because of this fact, 
at the time being Drying company has only one direct alter in the network around the new WFP based 
product. There are though few indirect alters that can be linked to the network and hopefully in the future 
those alters will be direct alters. 

Node 1: Case company. Even though the new WFP base product is mainly Case company’s product and 
Drying company is only a producer for it, Drying company sees that relation with Case company is 60 
important to them. Especially in the future this relation is important because of developing and expanding 
operations. Relation has positive effect on Drying company. Communication with this node happens 
currently weekly, earlier it happened once a year. Social relation with this node is cooperation, but it can also 
be described as a friend. Relation is formal. Similarities between Drying company and this node are location 
in the same region and operating in the same field of business. Other similarities are also that both are 
partners of StarTree project and they both are members of Arctic Flavours Association. Interaction in this 
relation is commercial and it also includes assistance and cooperation. The flow of resources in this relation 
is raw materials, knowhow and contacts to other operators.  

Node 2: Domestic selling network. Drying company has its own domestic selling network which includes few 
companies. These relations are obviously important to Drying company. At this point, Drying company sees 
that the domestic selling network is more important to them than international customers. Communication 
with this node happens almost daily. Social relation is business relation, and thus, it can be seen as formal. 
Similarity between Drying company and this node is that they both operate in the same field of business and 
are interested in natural products. Interaction in this relation is purely business related. The resources flowing 
within this relation are knowledge on the market, knowhow and contacts to other operators in the market.  

Node 3: International customers. Drying company is also exporting its products and for this reason they have 
some international customers, which can be considered as alters in this network. Drying company sees that 
they could have common export projects with Case company in the future including the new WFP based 
product as well as their current berry products. Relations with international customers are important to 
Drying company and in the future they can be seen more important than relations with domestic customers. 
Communication with this node happens weekly. Social relation is formal business relation. Similarity is that 
Drying company and this node operate in the same field of business. Interaction is business related. The 
resources flowing are knowledge on the market and contacts to other operators.  

Node 4: Product developers. Drying company has also relations with many product developers (e.g. 
universities and R&D companies). With these developers they share e.g. new product ideas, information on 
raw materials, processing of products and production tests. Relations with product developers are very 
important to Drying company. Communication with this node happens weekly. Social relation is cooperation 
and relation can be seen as formal. Similarities with this node are that they both operate in the same field of 
business (food products). Also location is a similarity with one of the product developer which is the 
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University of Eastern Finland. Interaction with this node is based on confidential business relation. The 
resources flowing within this node are knowledge on the attributes of raw materials and information on 
markets and consumer behaviour (Koljonen, interview).  

From Drying company’s opinion this network is suitable and good for producing and selling the new WFP 
based product. The network is good because its nodes have many similarities such as same field of business 
(natural and food products), same distribution and supply channels and the target groups are same. Drying 
company sees that in the network all needed sections are presented, but there is always room for more 
similar alters in the network. They see that in Finland there are only limited amount of operators in this field 
and for this reason cooperation is crucial in order to gain market share abroad.  

 

Manufacturer B is an SME located in North Karelia. They started operating about 20 years ago as a family 
company. Now they are owned by a big international company. This type of ownership gives them benefits 
in the foreign market and good connections to Europe. Manufacturer B manufactures different kinds of 
stocks and sauces. Products are positioned as high premium products. They are one of the biggest operators 
in their field of business in the world and they are the only ones who uses this certain type of manufacturing 
method. Products are mainly sold to professional kitchens and caterers. Because Manufacturer B is only a 
manufacturer for the new WFP based product, they do not know end customers of the product. 
Manufacturer B will use this new WFP based product in their manufacturing process only as a spice in the 
sauce or stock. They are very interested in this new product.  

Node 1: Case company Case company and Manufacturer B has already existing business relation. For 
Manufacturer B the relation is not that important at this moment, but there is a history of business between 
these nodes. Location in the same region gives these nodes sort of easiness in the operations. 
Communication with this node happens few times a year. At this moment, there is no main raw material 
flowing between these nodes so there is no need for communicating more often. Social relation is informal 
business relation and the interviewee is not well acquainted with the owner-manager of Case company. 
Similarity between these nodes is location in the same region. Interaction is business related, but some sort 
of assistance and information sharing happens at need. At this moment, there are no resources flowing in 
this relation, but with this new WFP based product raw material resource flow would start.  

Node 2: International customers At this moment this node does not exist, but this would be a potential node 
when the new WFP based product comes to market. Social relation with this node would be business relation, 
and for this reason there would not be too much importance put on a single relation. Interaction between 
these nodes would be based on business issues only, due to the fact that Manufacturer B is only a 
manufacturer. The resources flowing between these nodes would be the actual product.  

Manufacturer B sees that the network around the new WFP based product is good and there is lots of 
potential to get the product to the market and grow the market share. 

 

Wholesaler B operates in the hotel, catering and restaurant sector (HoReCa) and it is one of the biggest 
operators in Finland. This node was chosen to be interviewed because of the size of the company. Wholesaler 
B is a limited company. This type of ownership makes it different from Case company, and thus, its networks 
and ways of networking should be also different. 

Node 1. Case company Case company and Wholesaler B have had business relation already for decades. This 
has helped them to build a lasting relation with mutual trust. Relation with Case company is important to 
Wholesaler B. Communication with this node happens at least monthly, but during the season 
communication happens more often. Social relation is formal business relation, but due to the long history 
of operations between these nodes social relation can be also considered as acquaintance. Similarity 
between Wholesaler B and this node is concentration on the HoReCa-sector. Interaction is commercial 
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including also some assistance. Mutual trust between these nodes occurs in favouring Case company over 
some other customer when purchasing products. They also help each other concerning excess products and 
such. The flow of resources in this relation is product information related to 64 season and availability of 
certain products. Also knowledge on the needs of other is considered as a resource in this relation. These 
needs are taken into consideration when dealing with one another.  

Node 2. Restaurants Wholesaler B’s main customers are restaurants, to whom they are trying to offer 
everything they need in order to operate, which makes this node important. Wholesaler B serves their 
customers via internet or phone, or by physically visiting an “express” wholesale. Communication happens 
at need, most often weekly or daily. Social relation is formal business relation. There are no direct similarities 
between Wholesaler B and this node, but indirect similarity can be related to the HoReCa-sector they both 
operate. Wholesaler B wants to be the cornerstone for their customers in the sense that they offer everything 
their customers need. Interaction between these nodes is information sharing on current issues such as 
happenings and seasonal products. Mainly interaction is marketing related. Marketing information is also 
one of the flows of resources flowing between these nodes. All kind of marketing materials such as offer 
leaflets are used in many different channels in order to contact this node.  

Wholesaler B sees that this network is suitable and good for selling this new WFP based product. The network 
is complex and the clientele is wide. The network contains all possible alters and it is reasonable. Even though 
no any single idea for developing the network cannot be pointed out, there is still always room for 
development. 

 

The whole social network around the new WFP based product is illustrated in Figure 3.41. The Drying 
company is interested and willing to start cooperation relating to the production of this new WFP based 
product. The only hindrance at this point is that from Tuote ja Vihannes’s point of view Drying company 
proceeds too slowly with this issue. Wholesaler A and B are both interested in the new WFP based product 
and they think that there are good possibilities to find markets and to sell this product. 

Figure 3.41. The whole social network around the new WFP based product 
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3.9.5 The innovative “bridge” 

The relationship between Case company and Drying company can be defined as indirect competition. They 
are operating in the same business field, but their positions in the value chain are different. Case company is 
a supplier and Drying company is a manufacturer. Considering this new WFP based product, the relationship 
between Case company and Drying company is horizontal because the relationship contains in addition to 
production, exchange of information and it is informal. Furthermore, the relationship can be identified as 
“coopetitive” because there are both competitive and cooperative interactions. This is because the 
companies cooperate only related to this new WFP based product.  

Because business operations and competition happens in interaction, individual perceptions affect actions 
companies make. Both Case company and Drying company can benefit from this coopetitive relationship. 
First, they both know the industry from their own perspective and this helps them to understand each other’s 
goals and positions. Second, they can combine resources and capabilities. Third, they can create more value 
by operating together than operating alone. Coopetitive relationship can help both companies to operate 
and be more innovative. And the overlapping of formal and informal networks helps the communication and 
aims sharing. 

The business model Canvas of the new WFP based product is based on the cooperation between Case 
company and Drying company. Without this coopetitive relationship Case company will not have this new 
WFP based product because they do not have the production machinery. For this reason, coopetition is 
essential in order to fulfil the purpose of business model: to create, deliver and capture value. Figuring out 
the networks of Case company and Drying company is important, in order to identify the existing actors in 
the networks and whether they are suitable for producing and marketing the new WFP based product. 
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4 Conclusion: lesson learnt from IDCS 
Each IDCS has been analysed trying to answer specific research questions, through the use of SNA and of 
indicators created ad hoc. Is it possible to merge the results for defining some common results? Which is the 
lesson learnt from IDCS? 

We saw 9 different approaches (10 if we consider also Castione), which tried to generate innovation for giving 
an added value to WFP. Some IDCS were able to generate added value from raw WFP, others needed to 
process it or to create a service. Some used a governance approach, others a market one. Few case studies 
were based on the initiative of single actors, the majority took advantage of the strong social ties of the local 
community. Half of the IDCS we analysed were characterized by mixed partners, both public and private 
stakeholders. Private actors were SME, associations or single citizens. Most of the IDCS created added value 
through formal supply chains, the remaining ones were based on informal relations among the actors. 

In the majority of these case studies we were able to quantify the monetary difference between the raw 
product and the price of the final product or the service sold to the end consumer. In some cases we were 
also able to study the societal added value. Only in few IDCS it was possible to quantify to which extent local 
population is using WFP for self consumption. With some CS research teams we used the results obtained in 
each IDCS as basis for trying to give a numeric score (see Table 4.1). We included also Castione, asking 
opinions to their respective CS responsibles. Finally, in the first two columns we gave a score with the same 
scale [1-5] to the variables “market-governance approach” and “single-multiple actors”; these scores are 
based on the IDCS position within the scheme showed in Figure 1.2Table 2.2

, according to the 
description given in paragraph 1.2. 

Table 4.1. Main attributes analyzed per each IDCS 

 
Utility  
Value 

Exchange  
Value 

Societal  
Value 
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Llais and Goedwig 4 5 5 2 3 2 3 2 2 2 2 

Poblet 5 5 4 5 4 1 1 1 1 4 5 

Del Monte de Tabuyo 1 1 4 5 3 4 5 3 3 5 3 

Forsthof Schildfeld 2 2 3 2 3 5 5 3 3 5 2 

Šumadija and Western Serbia  1 5 5 3 4 5 4 5 5 3 3 

Südsteiermark 3 3 5 2 1 1 2 1 4 2 2 

Magnifica Comunità di Fiemme 3 2 4 5 5 2 2 1 3 1 2 

Venues Eastern Scotland 1 4 1 4 3 3 3 3 2 4 2 

Castione 2 4 1 3 3 2 2 1 1 5 3 

Tuote ja Vihannes 1 2 5 3 2 5 5 5 3 2 1 

 

We grouped the IDCS according to their similarities in added value creation, through a hierarchical cluster 
analysis. We used squared Euclidean distance for the metric, and the average linkage as linkage criterion. 
Results are presented in the dendrogram of Figure 4.1. It is possible to derive the presence of two evident 
clusters, which define two separate groups of case studies: 

1) IDCS which are based on clear supply chains, and 
2) IDCS where the supply chain is informal or not fully developed. 
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Figure 4.1. Dendogram of IDCS clusters, with respect their added value. 

 
 
We used the Spearman’s rank-order correlation to test if there is any association among the added values’ 
sub-categories and the approach used to create innovation (governance-market and single-multiple actors 
approach). The Spearman’s rank-order correlation (denoted by the Greek letter ρ) is a nonparametric test, 
which measures the association (strength and direction) that exists between two at least ordinal variables. 
Results show that: 

- The market approach is positively correlated with the exchange value creation; 
- The governance approach does not generate equivalent added value in the IDCS as its effects are 

probably less direct and more linked with the long period; 
- The number of the actors do not have an impact on added value. 

 

 

 

 

Table 4.2. Spearman’s rank-order correlation (and significance) among IDCS’s innovative approaches and added value 

  Utility Value Exchange Value Societal Value 
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Governance-
Market 
approach 

Ρ value .116 -.111 .219 -.793** -.722* -.795** -.386 -.295 .163 

Sig. (2-tails) .751 .760 .543 .006 .018 .006 .271 .409 .652 

Single-
Multiple 
actors 

Ρ value .157 -.175 .287 -.340 -.497 -.147 -.324 -.106 .384 

Sig. (2-tails) .665 .629 .422 .337 .144 .685 .362 .771 .273 

**. Correlation is significant with a level of 0.01 (2-tails). 
*. Correlation is significant with a level of 0.05 (2-tails). 

 

The contribution of the deliverable to the research on this topic is a list of empirical evidences from 
heterogeneous case studies where WFP collected in  an area has been economically enhanced. We called 
“bridges” the innovative ways which gave an added value to the WFP, generating a rural development. The 
main “bridges” that we found are: 

- Participation in horizontal networks, which helps in getting the central positions of the collaborative 
networks, through a knowledge and ideas sharing (Llais and Goedwig, Venues in Eastern Scotland, 
Šumadija and Western Serbia, Tuote ja Vihannes). 

- Population representativeness of key actors in decision making, which creates social cohesion when 
a governance approach is used to develop initiatives such as a permit for mushrooms picking (Poblet, 
Magnifica Comunità di Fiemme). 

- Internalization of the supply chain, which increases efficiency (Del Monte de Tabuyo, Forsthof 
Schildfeld) 

- Coopetitive relationship, which includes both competitive and cooperative interactions, and can 
help companies to be more innovative (Tuote ja Vihannes). 

- Differentiation of selling channels and final products, which is a portfolio strategy that in the 
medium-long run increases the market allocation and generates new customers (Del Monte de 
Tabuyo). 

- Interconnection between SMEs or individuals’ market approach and the territory, which helps the 
rise inhabitants interest and of other connected local initiatives (Del Monte de Tabuyo, venues in 
Eastern Scotland, Šumadija and Western Serbia). 

- Different level of participative inclusion at each step of the value chain, which improves efficiency 
and helps in monitoring employees/partners expectation (Forsthof Schildfeld, Llais and Goedwig). 

- Communication and transparency, which are the key prerequisites for involving stakeholders 
(Südsteiermark, Forsthof Schildfeld, Del Monte de Tabuyo) 

- Income redistribution and investments at local level, which are the driving forces to increase the 
perceived value of WFP and to raise the society attitude towards the WFP business (Magnifica 
Comunità di Fiemme, Poblet) 

- Overlapping of formal and informal networks, because it helps communication and aims sharing 
(Tuote ja Vihannes, Magnifica Comunità di Fiemme). 

Generalization are difficult when a case study research approach is used. Nevertheless, similarities among 
IDCS, the use of both qualitative and quantitative tools for analysing data, and the use of SNA to give an 
answer to common research questions, has allowed us to validate the results we obtained and to lay the 
foundation for future research. 
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6 Annex 1 - Questionnaires 
 

In the following pages we attach the final versions of the questionnaires used in the IDCS for the interviews. 
In some cases we kept the version with the original language, because the CS responsibles could modify the 
layout of the final questionnaire, according to the interview technique adopted.  

SNA questions usually need to report name and surnames of the actors of the network. For privacy reasons, 
all individual information are kept anonymous in this and future publications: so in this deliverable we 
replaced respondents’ names with the alphabetic letters. 

Also interviewers and responsibles’ e-mails and phone numbers, reported in the questionnaires, have been 
removed from the annex. 

 



 

 

6.1.1 Llais y Goedwig 

     Questionnaire WP3 IDCS WW&TV       

Dear member,  this questionnaire has been put together by the Startree project team within Llais y Goedwig. We are aiming to find out more about the functioning of the community woodland 
network in Wales, for example, how member groups are supported by the Llais y Goedwig staff and board and also how much members support, communicate and work with each other. We are also 
interested in trading activity amongst the members of the network including services and non-wood forest products. This information will enable Llais y Goedwig staff and board to support members 
better and will also help the Startree team to design and deliver the action research phase of the project. This component of the project will support member groups to begin trading in non-wood 
forest products. If you have any questions regarding the questionnaire or the Startree project, please email … or phone …. Many thanks. 

1. What is the name of your community woodland group? _____________________________________________________________________________________ 

1a. How does your group participate in the community woodland network in Wales? 

□ Use web resources  □ Read newsletter  □ Use inquiry service  □ Go to events □ Attend AGM  

1b. How many times did your group contact Llais y Goedwig (Network Coordinator or Board Members) in 2013? Contact could be via phone, email or in person. 

_________________________________________________________________________________________________________________________________ 

1c. Has your group ever provided content for a Llais yGoedwig resource (Yes/No), please give details. 

□ Advisory Note  □ Case Study  □ Blog article □ Other _____________________________________ 

1d. How effective do you think Llais y Goedwig is at representing community woodlands at a national level? 

□ very effective  □ somewhat  □ not very  □ not at all 

mailto:maria.wilding@llaisygoedwig.org.uk
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2. Do you derive an income from products and/or services from your woodland?  

□ no  □ yes, please specify ____________________________________________________ 

2.1. (if yes) What was your income in 2013 from timber sales? ______________________ 

2.2. (if yes) What was your income in 2013 from fuelwood (log, firewood, chip, charcoal)? ___________ 

2.3. (if yes) What was your income in 2013 from services? _____________________ 

2.4 (if yes) What was your income in 2013 from other forest products (NWFP’s) including mushrooms, berries, foliage, bark, tree seed etc.. ______________________ 

3. In the following table you will find a list of the members of Llais y Goedwig; please, indicate: 

• Which LlyG member groups you have heard of (this is in order to gauge the profile of groups within the network). 
• Which other LlyG member groups you had regular contact with in 2013. Please indicate the frequency of contact by writing the relevant number in the box. 
• Reason for contact (advice, machinery, physical help, formal collaboration). 

Members of LlyG County Heard 
of? 

Contact Frequency Reason for contact 

A Bridgeend |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

B Blaenau Gwent |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

C Blaenau Gwent |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

D Blaenau Gwent |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

E Blaenau Gwent |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

F Blaenau Gwent |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

G Blaenau Gwent |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

H Cardiff |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

I Carmarthenshire  |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

J Carmarthenshire  |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

K Carmarthenshire  |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

L Carmarthenshire  |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

M Carmarthenshire |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

N Ceredigion |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

O Ceredigion |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 
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P Ceredigion |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

Q Ceredigion |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

R Conwy |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

S Conwy |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

T Flintshire |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 
U Gwynedd |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

V Gwynedd |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

W Gwynedd |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

X Gwynedd |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

Y Gwynedd |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

Z Glamorgan |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AA Glamorgan |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AB Glamorgan |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AC Glamorgan |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AD Glamorgan |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AE Glamorgan |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AF Monmouthshire |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AG Monmouthshire |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AH Monmouthshire |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AI Monmouthshire |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AJ Pembrokeshire |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AK Pembrokeshire |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AL Pembrokeshire |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AM Powys |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AN Powys |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AO Powys |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AP Powys |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AQ Powys |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AR Powys |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AS Powys |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AT 
Rhondda Cynon 

Taff 
|__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AU Torfaen |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AW Wrexham |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 

AX Ynys Mon |__| |__|__| □ Advice             □ Machinery             □ Help             □ Collaboration 
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4. If your group trades, could you tell us the numbers of customers you had in 2013, for each of the products you trade in or services you provide? Please indicate:  

• The name of product or service. 
• The number of customers or participants 
• Whether these customers/participants were individuals or households, members of Llais y Goedwig or other organisations. 
• The names of Llais y Goedwig members or other organisations, see below. 

 

Product/Service Number of 

customers 

Individual or household? Members of LlyG?  Other organisations? 

 |__|__|__| □ □ □ 

 |__|__|__| □ □ □ 

 |__|__|__| □ □ □ 

 |__|__|__| □ □ □ 

 |__|__|__| □ □ □ 

 |__|__|__| □ □ □ 
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If your customers include members of Llais y Goedwig, please specify: ________________________________________________________________________________________ 

_________________________________________________________________________________________________________________________________________________ 

 

If your customers include other organisations (e.g companies, charities), please specify:___________________________________________________________________________ 

_______________________________________________________________________________________________________________________________________________________________ 

 

Thank you for taking time to complete our survey, the results will be made available to you once they have been collated and analysed.  

 

 
 



 

6.1.2 Poblet 
 

In this project we are studying how different people participate in the decision-making regarding the establishment of payments for 
mushroom picking. For the case of Poblet we have selected the members of the Protected Area Management Board (Junta Rectora) 
and the group of experts (comissió de seguimento). We will ask you some questions on some related aspects. Please, note that all 
the information will be anonymous, confidential and only for the purposes of this research. If you wish, we can send you the final 
results after the analyses.   

  

(only members) About the Junta Rectora, please indicate in the following table: 

1. who are the members who have the highest influence in taking decisions about the management of the protected area, 
according to your opinion 

2. With whom do you normally talk before the meetings to comment the issues to discuss regarding policies in Poblet area? 

3. With whom do you normally agree during the different discussions? 

4. With whom do you normally collaborate in implementing actions regarding Poblet initiatives? 

Member of Junta 
Rectora 

(1) Highest 
influence 

(2) Information previous 
(idea generation) with: 

(3) Agreement 
with: 

(4) 
Implementation 

collaboration 
with: 

Member 1 □ □ □ □ 

Member 2 □ □ □ □ 

Member 3 □ □ □ □ 

…. □ □ □ □ 

Member N  □ □ □ □ 
 

We will now focus on the mushroom picking permit, differentiating between the period of conception and design of the picking 
permit, and the implementation period.  

all actors) About the ideation and design of the mushroom picking policy (early 2012), please indicate in the following table:  

7. Who were the most influential in promoting the idea of mushroom picking permit? 

8. With whom did you talk before the meetings to comment the mushroom picking permits in Poblet area? 

9. With whom did you agree during the different discussions on this topic? 

10. With whom did you collaborate (putting efforts) in design the Poblet picking permit? 

Member of Junta 
Rectora and external 
actors 

(7) Promoters (8) Previous 
information with: 

(9) Agreement 
with: 

(10) 
Collaboration 

with: 

Member 1 □ □ □ □ 

Member 2 □ □ □ □ 

Member 3 □ □ □ □ 

…. □ □ □ □ 

Member N  □ □ □ □ 

External actor 1 □ □ □ □ 

External actor 2 □ □ □ □ 

External actor 3 □ □ □ □ 
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.. □ □ □ □ 

External actor M □ □ □ □ 
 

(all actors) About the implementation of the mushroom policy (2012 autumn season and, 2013 even if it wasn’t officially 
opened), please indicate in the following table: 

12. Who were the most influential in the implementation? 

13. With whom did you share information about the implementation of the mushroom payment in Poblet? 

14. With whom did you agree in the implementation? 

15. With whom (if any) did you collaborate in implementing the picking permit? 

Member of Junta 
Rectora and external 
actors 

(12) 
Implementers 

(13) Information 
with: 

(14) Agreement 
with: 

(15) 
Collaboration 

with: 

Member 1 □ □ □ □ 

Member 2 □ □ □ □ 

Member 3 □ □ □ □ 

…. □ □ □ □ 

Member N  □ □ □ □ 

External actor 1 □ □ □ □ 

External actor 2 □ □ □ □ 

External actor 3 □ □ □ □ 

.. □ □ □ □ 

External actor M □ □ □ □ 
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6.1.3 Del Monte de Tabuyo 
 

1. Where are you from?    □ local community □ comarca □ other: specify_____________ 

2. How many times did you come here for eating in the last month? |__|__|__|  

2.1  And in the last year? |__|__|__| 

2.2. In general, how many times did you go to restaurants specifically for eating mushrooms in the last year? |__|__|__| 

3 In which other restaurants did you go to eat mushrooms in the last year? Could you list the main three? Please, indicate also the 
number of times you went in the last year. 

Restaurant Comarca Frequency 

____________ ____________ |__|__|__| 

____________ ____________ |__|__|__| 

____________ ____________ |__|__|__| 

4. Do you mind whether you are eating wild or cultivated mushroom?    □ no  □ yes     

 

5. Did you also buy here any mushrooms product in the last year?  □ no  □ yes, which ones? _______________ 

5.1. In general, how many times did you buy mushrooms products here in the last year? |__|__|__| 

6 In which other shops did you go for buying specifically mushrooms products in the last year? Could you list the main three? Please, 
indicate also the number of times you went in the last year. 

Shop Comarca Frequency 

____________ ____________ |__|__|__| 

____________ ____________ |__|__|__| 

____________ ____________ |__|__|__| 
 

7. Did you also buy in the on-line shop any mushrooms product in the last year?  □ no  □ yes, which ones? ________ 

7.1. In general, how many times did you buy  mushrooms products in this on-line in the last year? |__|__|__| 

8 In which other on-line shops did you buy mushrooms products in the last year? Could you list the main three? Please, indicate also 
the number of times in the last year. 

On-line Shop Frequency 

____________ |__|__|__| 

____________ |__|__|__| 

____________ |__|__|__| 

9. Do you have a preferred brand for mushrooms?  □ no □ yes, please specify ______________ 

 

10. Are you aware that the local community organizes mycological courses?   □ yes   □ no 

10.1 If yes, did you attended at the following mycological courses?  

Mycological route □ no    □ yes  Organic crops □ no    □ yes 

Resin utilization □ no    □ yes Mount recovery after fire □ no    □ yes 
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6.1.4 Forsthof Schildfeld 
 

Sei Fallstudie Wildbretvermarktung - Forstamt Schildfeld 

Fragebogen 

 
1. Welche Position haben Sie am Forstamt Schildfeld? (z.B. Forstwirt,  Revierleitung, Sachbearbeitung) 

…………………………………………………………………………….. 

2. Bitte geben Sie Ihre regelmäßige Arbeitszeit an:        ☐ Vollzeit   ☐ Teilzeit → …..…........% 

3. Bitte schätzen Sie, welchen Anteil ihrer Gesamtarbeitszeit Sie durchschnittlich pro Jahr für die 
Wildbretvermarktung (Jagd, Verarbeitung, Verkauf, Marketing) aufwenden.   

☐0-20% ☐20-40% ☐40-60% ☐60-80% ☐80- 100% 

4. Bitte ordnen Sie Ihren Zeitaufwand für die Wildbretvermarktung folgenden Bereichen zu. 

Jagd …......% Wildverarbeitung  ………% Verkauf ………%  Marketing ………%  

Sonstiges: ………………………………..   .........% 

5. In welchem der folgenden Bereiche der Wildbretvermarktung sind Sie hauptsächlich tätig? 

☐ Jagd   ☐ Wildverarbeitung  ☐Verkauf  ☐ Marketing 

☐Sonstiges: …..…………………………….. 

6. Bitte geben Sie an, mit wem und in welcher Kontakthäufigkeit Sie im Rahmen der 
Wildbretvermarktung zusammenarbeiten. (Wenn sich Ihre Tätigkeit auf einen der angegebenen Bereiche 

beschränkt, geben Sie bitte nur ihre Kontakte und Zusammenarbeit in diesem Bereich an). 

 Zusammenarbeit im Bereich… Kontakthäufigkeit… 
Jagd Wildvera

rbeitung 
Verkauf Marketing Sonstiges: 

….............. 

Hoch  
(wöchent
lich) 

Mittel 
(monatlich) 

Gering 
(jährlich) 

A ☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

B ☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

C ☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

D ☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

E ☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

F ☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

G ☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

H ☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

I ☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

J ☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

K ☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

L ☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

M ☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 
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7. Bitte geben Sie Ihre Zusammenarbeit und Kontakthäufigkeit mit externen Personen/Firmen an, 
die an der Wildbretvermarktung des Forstamtes beteiligt sind. 

 Zusammenarbeit im Bereich… Kontakthäufigkeit… 

Jagd Wildvera
rbeitung 

Verkauf Marketing Sonstiges:  

……………… 

Hoch 
(wöchent
lich) 

Mittel 
(monatlich) 

Gering 
(jährlich) 

Fleischerei 
Rupnow  

☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

Ludwigsluster 
Fleisch und 
Wurstspezialitäten  

☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

Pommersche 
Wurst- und 
Fleischwaren  

☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

Fleisch- und 
Wursträucherei  

☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

Wildbearbeitung 
Spindler  

☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

TÄ Thüring 
(Vellahn) 

☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

Konzept Bruhn 
(Hamburg) 

☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

Trapp SHB UG 
(Vellahn) 

☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

SecANIM 
(Malchin) 

☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

Sonstige: 

………………….. 
☐ ☐ ☐ ☐ ☐ ☐ ☐ ☐ 

 

Vielen Dank für Ihre Mithilfe im Forschungsprojekt Star Tree ! 

Weitere Informationen zu dem Forschungsprojekt finden Sie unter www.star-tree.eu 

 Bitte senden Sie den ausgefüllten Fragebogen an … 
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6.1.5 Šumadija and Western Serbia region 
 

UPITNIK ZA PREDSTAVNIKE MSP ZA NDŠP 
 

Cilj intervjua je da se utvrde stavovi predstavnika malih i srednjih preduzeća za nabavku, preradu i plasman 
gljiva o postojećoj i potencijalnoj saradnji sa drugim preduzećima. 

Istraživanje sprovodi Evropski šumarski institut (www.efi.int) za potrebe projekta StarTree-Nedrvni šumski 
proizvodi kao izazov i prilika (www.star-tree.eu). 

Svi prikupljeni podaci koristiće se isključivo u naučne svrhe i neće biti komercijalizovani. Učestvovanje u 
intervjuu je anonimno i na dobrovoljnoj bazi. 

 
1. Da li imate finalne proizvode (mala komercijalna pakovanja)? 

□ ne □ da 
 

2. Molimo Vas da u tabeli ispod obeležite preduzeća sa kojima sarađujete. Saradnja se odnosi na: 

 Razmenu informacija, savetovanje i edukaciju 

 Ekonomska sradnja (prilikom otkupa, zajednički nastup na tržištu, prilikom plasmana) 
 

3. Molimo Vas da u tabeli ispod obeležite preduzeća koja Vam predstavljaju direktne konkurente na tržištu, 
kako prilikom otkupa, tako i prilikom plasmana 
 

4. Da li ste član nekog udruženja za gljive? 
□ ne □ da 

4.1. Ukoliko niste, da li biste bili zainteresovani da se uključite u rad nekog od postojećih udruženja za gljive? 
□ ne □ da 

4.2. Da li biste bili zaintersovani da se angažujete u osnivanju regionalnog udruženja za gljive? 
□ ne □ da 

4.3. Koje koristi očekujete od članstva u udruženju? (zajednički otkup, zajednički plasman, zastupanje interesa i 
dr.) 

________________________________________________________________________________________ 
 

4.4. Molimo Vas da u tabeli ispod obeležite preduzeća sa kojima biste sarađivali prilikom osnivanja regionalnog 
udruženja 

 

Naziv preduzeća 
Razmena 

informacija 
Ekonomska 

saradnja 
Konkurencija 

Potencijalna 
saradnja 

A □ □ □ □ 

B □ □ □ □ 

C □ □ □ □ 

D □ □ □ □ 

E □ □ □ □ 

F □ □ □ □ 

G □ □ □ □ 

H □ □ □ □ 

I □ □ □ □ 

J □ □ □ □ 

K □ □ □ □ 

L □ □ □ □ 

M □ □ □ □ 

N □ □ □ □ 

O □ □ □ □ 

P □ □ □ □ 
Q □ □ □ □ 

R □ □ □ □ 

S □ □ □ □ 

http://www.efi.int/
http://www.star-tree.eu/
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Naziv preduzeća 
Razmena 

informacija 
Ekonomska 

saradnja 
Konkurencija 

Potencijalna 
saradnja 

T □ □ □ □ 

U □ □ □ □ 

V □ □ □ □ 
X □ □ □ □ 

Y □ □ □ □ 

W □ □ □ □ 

Z □ □ □ □ 

AA □ □ □ □ 

AB □ □ □ □ 

AC □ □ □ □ 

AD □ □ □ □ 

AE □ □ □ □ 

AF □ □ □ □ 

AG □ □ □ □ 

 
5. Molimo Vas da navedete druga preduzeća, koja nisu na spisku, a sa kojima:  

- Sarađujete u razmeni informacija 
- Imate ekonomsku saradnju  
- Biste potencijalno sarađivali u osnivanju udruženja 

 

Naziv preduzeća Nacionalni nivo 
Međunarodni 

nivo 
Razmena 

informacija 
Ekonomska 

saradnja 
Potencijalna 

saradnja 

 □ □ □ □ □ 

 □ □ □ □ □ 

 □ □ □ □ □ 

 □ □ □ □ □ 

 □ □ □ □ □ 

 □ □ □ □ □ 

 □ □ □ □ □ 

 □ □ □ □ □ 

 □ □ □ □ □ 

 □ □ □ □ □ 

 
Kontakt informacije: 
 
... 
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6.1.6 Styria Nature Park "Südsteiermark" 
 

Questionnaire for companies/farmers with the label "Naturepark-Specialities” 
1. When did you get the label "Naturepark-Specialities” for herbs, berries and fruit jam? Please, indicate the year: |__|__|__| 
2. How many kilograms of jam have you sold in 2013? Which was your income due to this product? How many end users did you 
have approximately? Who are the wholesalers or retailers (if any) to whom you sell your products? 

2.1. Do you think that the previous values have changed after you got the label? Please, indicate an estimate of the values 
with respect to the year you got the label. 

 Quantity (kg) Gross 
income (€) 

End users 
(number of) 

Wholesalers 
Name                    Address 

Retailers (names) 

2013 Berries 
_______ 

Herbs 
_______ 

other NWFP 
_______ 

Total 
_______ 

NWFP 
_______ 

 
|__|__|__|__| 

1 ................     …………………………. 
2 ................     …………………………. 
3 ................     …………………………. 
4 ................     …………………………. 

1 ................        …………………………. 
2 ................        …………………………. 
3 ................        …………………………. 
4 ................        …………………………. 
5 ................        …………………………. 
6 ................        …………………………. 
7 ................        …………………………. 

 
_____ 
(label 
year) 

Berries 
_______ 

Herbs 
_______ 

other NWFP 
_______ 

Total 
_______ 

NWFP 
_______ 

 
|__|__|__|__| 

1 ................     …………………………. 
2 ................     …………………………. 
3 ................     …………………………. 
4 ................     …………………………. 

1 ................        …………………………. 
2 ................        …………………………. 
3 ................        …………………………. 
4 ................        …………………………. 
5 ................        …………………………. 
6 ................        …………………………. 
7 ................        …………………………. 

Notes:______________________________________________________________________ 

2.2. Do you also process the berries/herbs/other NWFP? □yes, □ no 

 2.2.1. If yes, how many products do you produce in your company?  
Based on berries |_|_|_|_|; Based on herbs |_|_|_|_|, Bases on other NWFP |_|_|_|_| 

2.3. (if end users are more than zero) How do you market your products? 

□ in your farm; □ in a food shop; □ in local markets; □ in local fairs; □ on-line; □ through television 

3. Do you identify yourself in the territory where you operate? 

□ not at all □ very little □ somewhat   □ to a great extent 

 3a. Do you think the presence of the Nature Park " Südsteiermark " helps in creating a territorial identification? 

 □ not at all □ very little □ somewhat   □ to a great extent   
4. Do you think that the presence of the Park helps your business? 

□ not at all □ very little □ somewhat   □ to a great extent   

 4a. Do you think that the presence of the Park’s label "Naturepark-Specialities" helps your business? 

 □ not at all □ very little □ somewhat   □ to a great extent   

 4.b Please, explain: __________________________________________________________________________________ 
5. With respect to the below list of local farmers /companies which trade berry and fruit jam, with whom did you have working  
collaboration and information exchange? Please, refer to the period before and after you got the label. 
If you think that any local farmers/companies are missing from the below list, please add them in the final empty rows. 

Local Farmers/Companies 

Working with 
(collaboration with) 

Information exchange for 
your business 

Knowledge due to 
friendship 

Before the 
label 

After the 
label 

Before the 
label 

After the 
label 

Before the 
label 

After the 
label 

Farmer 1 □ □ □ □ □ □ 
Farmer 2 □ □ □ □ □ □ 
Farmer 3 □ □ □ □ □ □ 
…. □ □ □ □ □ □ 
Farmer N  □ □ □ □ □ □ 
Other: ________________ □ □ □ □ □ □ 
Other: ________________ □ □ □ □ □ □ 

6. Do you also.. ..collect the berries and fruits of the jam you sell? □ no    □ yes if yes, since which year?_______ 

  ..transform the berries and fruits of the jam you sell? □ no    □ yes if yes, since which year?_______ 

  ..sell directly to the end users  the berries and fruits jam? □ no    □ yes if yes, since which year?_______ 
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Questionnaire for companies/farmers without the label "Naturepark-Specialities” 
1. Why did you decide of not getting the label "Naturepark-Specialities” for herbs, berries and fruit jam?  
_________________________________________________________________________________________________________ 
2. How many kilograms of jam have you sold in 2013? Which was your income due to this product? How many end users did you 
have approximately? Who are the wholesalers or retailers (if any) to whom you sell your products? 

2.1. Do you think that the previous values have changed in the last years? Please, indicate an estimate of the values with 
respect to the year 2010 

 Quantity (kg) Gross 
income (€) 

End users 
(number of) 

Wholesalers 
Name                    Address 

Retailers (names) 

2013 Berries 
_______ 

Herbs 
_______ 

other NWFP 
_______ 

Total 
_______ 

NWFP 
_______ 

 
|__|__|__|__| 

1 ................     …………………………. 
2 ................     …………………………. 
3 ................     …………………………. 
4 ................     …………………………. 

1 ................        …………………………. 
2 ................        …………………………. 
3 ................        …………………………. 
4 ................        …………………………. 
5 ................        …………………………. 
6 ................        …………………………. 
7 ................        …………………………. 

 
2010 

Berries 
_______ 

Herbs 
_______ 

other NWFP 
_______ 

Total 
_______ 

NWFP 
_______ 

 
|__|__|__|__| 

1 ................     …………………………. 
2 ................     …………………………. 
3 ................     …………………………. 
4 ................     …………………………. 

1 ................        …………………………. 
2 ................        …………………………. 
3 ................        …………………………. 
4 ................        …………………………. 
5 ................        …………………………. 
6 ................        …………………………. 
7 ................        …………………………. 

Notes:______________________________________________________________________ 

2.2. Do you also process the berries/herbs/other NWFP? □yes, □ no 

 2.2.1. If yes, how many products do you produce in your company?  
Based on berries |_|_|_|_|; Based on herbs |_|_|_|_|, Bases on other NWFP |_|_|_|_| 

2.3. (if end users are more than zero) How do you market your products? 

□ in your farm; □ in a food shop; □ in local markets; □ in local fairs; □ on-line; □ through television 

3. Do you identify yourself in the territory where you operate? 

□ not at all □ very little □ somewhat   □ to a great extent 

 3a. Do you think the presence of the Nature Park " Südsteiermark " helps in creating a territorial identification? 

 □ not at all □ very little □ somewhat   □ to a great extent   

4. Do you think that the presence of the Park helps your business? 

□ not at all □ very little □ somewhat   □ to a great extent   

 4a. Do you think that the presence of the Park’s label "Naturepark-Specialities" could help your business? 

 □ not at all □ very little □ somewhat   □ to a great extent   

 4.b Please, explain: __________________________________________________________________________________ 
5. With respect to the below list of local farmers /companies which trade berry and fruit jam, with whom did you have working  
collaboration and information exchange? Please, refer to the years 2010 and 2014. 
If you think that any local farmers/companies are missing from the below list, please add them in the final empty rows. 

Local Farmers/Companies 

Working with 
(collaboration with) 

Information exchange for 
your business 

Knowledge due to 
friendship 

2010 2014 2010 2014 2010 2014 

Farmer 1 □ □ □ □ □ □ 
Farmer 2 □ □ □ □ □ □ 
Farmer 3 □ □ □ □ □ □ 
…. □ □ □ □ □ □ 
Farmer N  □ □ □ □ □ □ 
Other: ________________ □ □ □ □ □ □ 
Other: ________________ □ □ □ □ □ □ 

6. Do you also.. ..collect the berries and fruits of the jam you sell? □ no    □ yes if yes, since which year?_______ 

  ..transform the berries and fruits of the jam you sell? □ no    □ yes if yes, since which year?_______ 

  ..sell directly to the end users  the berries and fruits jam? □ no    □ yes if yes, since which year?_______ 
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6.1.7 Magnifica Comunità di Fiemme 
 

Questionnaire to MCF and Municipalities 

1. Money flow for mushrooms 

Square matrix Reputational Power 
 Actor 1 Actor 2 Actor 3 … Actor N Creators Implementers Other roles … 

Actor 1         

Actor 2         

Actor 3         

…         

Actor N         

 

Questionnaire to mushrooms key actors 

1. Do you think the mushroom picking permit system adopted by Magnifica Comunità di Fiemme is actually well working? 

□ not at all □ very little □ somewhat   □ to a great extent   

 1a. Which are the main strengths and the weaknesses of this system? 

STRENGHTS WEAKNESSES 

i. __________________________________________ i. __________________________________________ 

ii. __________________________________________ ii. __________________________________________ 

iii. __________________________________________ iii. __________________________________________ 

 

2. Do you think that a different scenario with an “road access control”, based on pickers extra payment, could work well?  

□ not at all □ very little □ somewhat   □ to a great extent   

 2a. Which could be the main strengths and the weaknesses of this system? 

STRENGHTS WEAKNESSES 

i. __________________________________________ i. __________________________________________ 

ii. __________________________________________ ii. __________________________________________ 

iii. __________________________________________ iii. __________________________________________ 

 

3. Do you suggest other solutions?  

 i.  _______________________________________________________________________________________ 

 ii.  ______________________________________________________________________________________ 

 iii.  ______________________________________________________________________________________ 

4. Do you think the present income distribution is set up correctly?  □ no □ yes 

 4a. Why? _____________________________________________________________________________ 

4b. Do you think that the redistribution of picking permits income based on the forest wild mushrooms productivity could 

be a better solution?  □ no □ yes 
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6.1.8 Scottish venues 
 

STARTREE SURVEY OF TUTORS USING ‘NON-WOOD FOREST PRODUCTS’ (NWFPs) 

As part of our work for the StarTree research project, Reforesting Scotland is trying to improve our 
knowledge of experts and organisations who run courses in Scotland using non-wood forest products 
products (NWFPs). The products used might be wild foods, herbs or craft materials from woodlands and 
hedgerows. The courses include craft workshops, fungus forays, and survival skills courses. 

In collaboration with academic colleagues in Italy, we are creating a 'network analysis' of hosts and tutors 
of such courses and how they collaborate with each other. By 'host' we mean someone who organises and 
promotes an event or course. The host might be an organisation based in a physical venue, such as West 
Moss-side, or a project such as a Living Landscape partnership, which hires specialised tutors to come in to 
deliver the courses. In other cases, one person or business is both the tutor and the host, e.g. wild food 
experts who run forages and promote them independently.  

We would be very grateful if you would provide some information about the courses you lead, using the 
table below and the accompanying explanatory notes. We are most interested in the relationships between 
hosts and tutors – i.e. which hosts you work for (including your own business), and how often (Question 1). 
There are also some additional questions which are of interest but less vital to our study. 

Question 1: Connections between hosts and tutors 

“Host” 

[see note 1 
below] 

Course  

[see note 2 
below] 

Frequency 
per year 
(2015) 

[see note 3 
below] 

Season 

 

[see note 4 below] 

Average 
number of 
attenders 

Average 
cost per 
person 

…………….. 1..…….. |__|__| 

□ winter  □ spring  
□ summer  □ 

autumn |__|__|__| ------------- 

…………….. 2..…….. |__|__| 

□ winter  □ spring  

□ summer  □ 
autumn |__|__|__| ------------- 

…………….. 3..…….. |__|__| 

□ winter  □ spring  

□ summer  □ 
autumn |__|__|__| ------------- 

…………….. 4..…….. |__|__| 

□ winter  □ spring  

□ summer  □ 
autumn |__|__|__| ------------- 

…………….. 5..…….. |__|__| 

□ winter  □ spring  

□ summer  □ 
autumn |__|__|__| ------------- 

Notes 

1. “Host.” Who organised the course you provided?  Did you/your own business organise and promote it? 
Or was it organised by a venue such as West Moss-side, by festival/event organisers, by a project such as a 
local Landscape Partnership, or by some other organisation? 

2. Course What kind of course was it? Please list any course which uses wild or woodland products, or 
teaches people how to harvest or manage them e.g. wild food, coppice management, willow withies, bark, 
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natural dyes, traditional orchard skills. Please give a brief note of the title or subject of the course. (e.g. 
foraging walk, survival skills, basketry, fungus ID, orchard management)  

3. Frequency per year (2015). Please state the number of times you ran that particular course during 2015. 

4. We would also appreciate information on Season, Average number of attenders, and Average cost per 
person, but the first 3 pieces of information are the most vital. 

 

Question 2: Collaborations between tutors 

Do you collaborate with other tutors? Is this formal or informal?   Do you have a means of information 
exchange or sharing knowledge with them?  

 

Tutor (please give 
name) 

Formal 
Collaboration 

(share courses) 

Informal 
collaboration (help 

each other out 
occasionally) 

Information exchange / 
knowledge sharing 

a) …. □ □ □ 

b) …. □ □ □ 

c) …. □ □ □ 

d) …. □ □ □ 

e) …. □ □ □ 

 

 

Question 3: Importance of courses to your business 

Roughly what percentage of your income comes from leading these kinds of courses? ____% 

 

Notes: ___________________________________________________________ 

   

 

THANK YOU FOR TAKING THE TIME – MUCH APPRECIATED! 

Note: All information will be kept anonymous in any publications produced by the Startree project.  
Reforesting Scotland do not intend to publish any of this information but may contact you separately with 
regard to the possibility of putting together a directory of tutors and venues in the future. 

Please contact …. 
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6.1.9 Tuote ja Vihannes 
 

 

INTERVIEW QUESTIONS  

Short introduction to the company.  

1. Name the (most central) alters in the network of the new NWFP based product.  

2. After this identify the properties related to each alter. You can choose more than one option, if the relation 
is both friend and authority or the interaction is both assistance and something else.  

a) what is the type of relation (friend, colleague, acquaintance, cooperation, competition, authority, etc.)  

b) how important that relation is  

c) what is the relation like (formal/informal etc.)  

d) does the relation have positive or negative effect  

e) what similarities alter has (related to you) (location, membership, some attribute etc.)  

f) does this alter have relation to other alter in the network in your opinion  

g) how often you contact this alter (daily, weekly, monthly, few times a year, etc.)  

h) what tangible resources are flowing in this relation  

i) what intangible resources are flowing in this relation  

j) what kind of interaction there is in this relations (assistance, harming other, etc.)  

3. In your opinion, would this network be suitable for manufacturing/selling this new product? If yes, why? 
If not, why and what would you change? 
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