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+ FAOQ estimates that NWFPs generated US$88 billion in 2011
(SOEO, 2014).

* 76 million tonnes of food from the forest were consumed on
average in 2011 (SOFQ, 2014).

» 1 billion people are thought to depend on wild foods (Burlingame,
2000).

» 80% of the population of developing countries rely on traditional
medicines, mostly plant drugs, for primary health care.
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In SOFO 2018: no data, only case studies

A focus only on the role of NWFP in DC

z =z

PERGENTAGE
ERE

Similar conditions for
the Forest Europe’s
State of European
Forests reports
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SOURCE: Adapted from Vi oo, 2015. “



http://www.fao.org/3/a-i3710e.pdf
http://www.fao.org/3/a-i3710e.pdf
https://link.springer.com/article/10.1007/s12161-008-9049-9
https://link.springer.com/article/10.1007/s12161-008-9049-9
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NWFP in Europe: a market segment of the rural economy, frequently
perceived in the recent past as marginal and declining:

* No data, No innovation

* Informal (black) economy

« complexity and diversification of the of the value chain
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NWFP in Europe: a market segment of the rural economy, frequently
perceived in the recent past as marginal and declining:

* No data, No innovation
* Informal (black) economy
« complexity and diversification of the of the value chain

Probably this is not a correct
perception: an "new” set of products

(and associated services) are
emerging in the European market
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A non-4
wheels
vehicle

Weak component of
the society

Defensive attitude in
marketing

Definition based on
negative attributes
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* Modern segment of an
affluent society

» Aggressive attitude in
marketing

+ Definition based on
positive attributes
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Dynamic market conditions
7Some examples

Foraging

http://www.wood-ing.org/
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W”S@good Many (new) links with tourism

95 Junta de
Castiliay Leon

Micotourism in
Castillay Leon

Micologia en Castilay Leén

puesta o vaor e s bosau..|.

El medio natural

foveta, Ademés, e o tercec..|

Los medios ®(Videos
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Road, trail, path... the tools for connecting
different economic actors

ARDAD THAT LIVES IN ITS FLAVOURS

The stages [R—

of the Route »> | xoce sousnios
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Google search hits
Strada della castagna | Chestnut road 35,200
Strada del tartufo Trufle road 361,000
Strada del fungo Mushroom road 265,000
Strada del porcino Porcino road 58,900 T
Strada del marrone Marron road 78,400 ‘;’l;:"”:"" =
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W Zssociazione Nazionale Ciﬁ &/
- /‘k 4 £

358 225 194 158
a0l delaNocciola  delBio  del Castagno

L'Associazione Citta del
Castagno: 110 members

In the Italian farming sector,
chestnut is in the 5t position
in terms of no. of local

114 68 62 59 42
deiSapori  delleCliegie celTartufo  delMisle  delPane

associations .‘ ‘ 6 Q

Source: Corriere della Sera (2015)
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«Forest eggs»

http://www.uovodiselva.it
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http://www.uovodiselva.it/video/
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Rediscovered products

Pine resin

LA EMPRESA MEMORIA

https://resinasnavasdeoro.es/

Wnd@éood New selling systems

Direct sales: “Pick-up your chestnuts”: selling directly to the
consumers the right to collect chestnut for a fixed rate or in relation to

the weight of collected fruits

“Adopt your own chestnut tree”: chestnuts picking and organised
picnics under the chestnut tree

e-business:
« B2B: fresh chestnuts, semi-finished products, ...

« B2C: jams, dried nuts,...
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But how many?

LOHAS
(Life Style Of Health
and Sustainability)

Wiﬁood WFP for emerging segments of consumers
1
Localis Traditional
Origin
Solidarity Responsible origin
(fair trade) (FSC-PEFC)
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lSéf d A survey carried out under the StarTree H2020 project
WildFoo by Marko Lovri¢, Davide Pettenellla, Enrico Vidale and other)

* Objective: to assess the consumption and collection of WFPs in Europe
* Design:
* Unit of analysis: household

+ Scale: EU28 (no Malta, Luxembourg and Cyprus) with Serbia, Turkey
and European part of Russian Federation

* Panel study (distributed by a polling agency)

» Sample: respondents: 17,346 (95% confidence level, = 4.21% confidence
interval).
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Consumption
by country
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Consumption of WFP
(% of households)

oG

Fresh or dried n uts
Fresh beries  ——
Dried, frozen, prepar ed wild beries I
Pro dud sbased on naturalextrac's  IEEEEEEGEG—_———
Fresh witl m ushroom
ied, frozen, prepar ed wild mushroom R

Freshwitiplants
Canned, juice, piritsor procesied nuts IEEEEGEG—G—
Fresh, dry and non-hand o afted for est f oliageand greenery | NEEEEEG—_—_—_—_—
Hand  afted for est foliageand greenery  EEEG—:_—_—
Freshsapand rav resns N
Pro dud sbased on sap and resins I

Frozen or prepared truffles N

Fresh tu ffles [
o o p% D% | o% I
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How were WFP obtained?

(% of households)
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Purdhased fom a collectoror aharvesta _
Receivedas a gt -

cotecte ramwia by an bers oty b o |
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Picking of WFP
by country
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How were WFP obtained?

PERCENTAGE OF HH THAT PICK WFPs

wildFood
N
Collected from wild by
members of my 24.5%
household
[Received as a git 5. 1%
Purchased from a 21.8%
collector or a harvester
Purchased from a shop | 81.5%
Other 4.1%

Latvia
Czech Republic
Slovenia
Estonia
Slovakia
Finland
Lithuania
Poland
Russia
Bulgaria
Austria
Sweden
Croatia
Germany

67.88%
58.56%
53.58%
52.96%
52.47%
49.87%
49.58%
43.90%
40.00%
37.50%
36.65%
34.07%
32.43%
29.67%

France
Romania
Turkey
Spain
Italy
Serbia
Denmark
Greece
Ireland
Portugal
Hungary
United
Kingdom
Belgium
Netherlands

25.21%
24.17%
21.85%
18.32%
17.35%
16.71%
14.92%
13.41%
11.01%

9.98%

9.79%

8.25%
7.57%
4.33%

ThePAApograme s suspores
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Picking of WFP
(% of households)

WildBerries [ I—

WildMushrooms I —

Forestnus [

Wildmedicnal and ao matic plants I
Tree foliage, flowers, ferns, moss [N
Sap or resin [N
|

Truffles

Ed
E
5
#
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Prograne
e s sation.
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Monitoring and
assessment

Still a lot to do to make the sector
vital and stable

R&S, dissemination and
communication

Creation of a fair, transparent and traceable market
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