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UNSER LAND – NETWORK ORGANIZATION SUMMARY

UNSER LAND started 10 years ago when the parish of a small village in the district of Fürstenfeldbruck (a administrative district to the west of Munich) decided to physically implement what people call responsibility for creation by establishing sustainable production and consumption patterns on a regional base. 

The overall goal was to give the civil society a choice to shape their living environment.

In 1994 all 29 bakeries in the district of Fürstenfeldbruck started with a regional bread produced along guidelines oriented towards environment friendly production and social cooperation. With the presentation of the regional bread at Thanksgiving day 1994 the BRUCKER LAND association* was founded. It is built on five pillars:
farmers, craftsmen and trades, churches, environmental groups and consumers.
*Within this so called “Solidarity Community” different interest groups recognize and encourage one another.

With bread BRUCKER LAND did its first step towards the sustainability basket of goods. While about 300 voluntary members of the BRUCKER LAND solidarity community continued their work in defining new products, establishing the control system, creating consciousness in the society, networking partners etc. a BRUCKER LAND company was founded to establish logistics and a stable product flow to regional and national trades (e. g. Tengelmann). 

By then BRUCKER LAND decided to port the success model to their neighbouring districts. The solidarity communities in 10 rural districts around Munich joined under the umbrella of the UNSER LAND association. The non-for-profit organization (UNSER LAND umbrella association) holds the rights of the logo and has a veto right if it is abused. This right is also built into the statutes of the UNSER LAND GmbH.

In 2003 the partners of the rural ring around Munich involve the citizens of Munich. At Thanksgiving 2003 the new age of UNSER LAND started with a presentation of hundreds of members on the “Münchner Marienplatz”. 

In early 2004 the regional initiative UNSER LAND started the FairBraucher* initiative together with fair trade organizations in Munich. The idea is to build so called FairBraucher Miles in supermarkets: special lines of shelfs on which sustainable products from regional or global sources are jointly displayed. So Munich consumer will have the choice. Hundreds of voluntary supporters from churches, fair trade organizations, environmental and Local Agenda 21 groups etc. assist them to find their way towards sustainable consumption. 
Combinations of regional products and fair products from overseas shall be developed and successfully introduced to the Munich market, like juice from regional apples mixed with African Mangos or convenience specialties with regional meat and South American grains (like Quinoa).

*FairBraucher is derived from the German word Verbraucher (= consumer).
The intended means was to build a stable and affordable supply with a “basket of regionally controllable sustainable goods”. And to establish an urban-rural-network in the region of Munich to build capacities and raise awareness for that sustainability basket. The initiative sees chances in heterogeneous partnerships comprising businesses, the public sector and the civil society as well.

The goal of the initiative was to build such a partnership in order to increase awareness for the backgrounds and activate the partners. The intension was to build capacities and integrate efforts of producers and consumers and facilitators as well.

They practice one of the main preconditions of sustainable development: participation!
By the end of 2004 the track record of UNSER LAND shows:

· sustainability guidelines and control system for production of 40 different products (e.g. no pesticides, no growth preventers, stables appropriate to species, animal feed from regional sources)

· 40 sustainability products produced (8 % according to eco-farming guidelines) and sold by

· 180 farmers (10 % of the affiliated farms taken from conventional through UNSER LAND to biological production)

· on more than 4.000 ha of fields and acres

· and sold in

· 200 bakery-shops

· 8 butcheries

· 530 supermarkets and shops

· a couple of restaurants (incl. Ratskeller in the city hall of Munich) and staff cantines

· with the help of

· 1.500 voluntary supporters in

· 10 solidarity communities in rural districts and

· young urban-rural-partnership with hundreds of Munich supporters preparing events, seminars, cookery courses, information and promotion campaigns on sustainable products etc. 

· 55 part time workplaces in economic part of the network plus 1 full time managing director.

The guiding principle of UNSER LAND is to build a system of base nutrition alongside sustainability rules:

Economy: Products must be “sellable”, i. e. have high quality and appropriate price. Producers and their partners must find consensus on the definition of “fair” prices along the entire production-consumption-path.

economic goals
· stable framework for the future existence of farms, crafts and small and medium sized enterprises producing high quality nutrition according to high level guidelines (see environmental and social goals), in order to meet challenges and changes in regional and global economy 

· partnerships between sustainable production entities and large trading chains

Ecology: 
Production methods must prevent damage form nature as far as possible. For every product that means different requirements. Amongst those are abdication of pesticides, using bio-fuels for tractors, minimization of transports and energy consumption, active contributions to nature protection. Animal feed produced in region and free from genetic engineering. Rape oil production and usage in tractors and cars; upcycling of colza cake for feeding.

environmental goals: 

· framework for exploitation of renewable energy sources 

· food production taking into account environmental principles step by step and affordable approach for producers and consumers to achieve fully environmental friendly nutrition supply 

· closed regional economic circuits thus reducing transport, avoiding packaging, creating opportunities for upcycling of material, etc. major contributions to the change towards renewable energies, development and implementation of new technologies for energy-production from biomass (with support from Intelligent Energy for Europe program). Mixed crop production to increase harvest: energy-plants and feed or grain are produced together to increase total gain by 20 - 30 percent. 

Social: 
Work should be split between as many as possible workers. Partners build social relationships over the borders of interest groups or regional position (e. g. city-rural exchange of culture). Regional partners feel responsible for worldwide development and cooperate with partners in fair trade organizations. Partners generally cooperate on a voluntary base. 

social goals: 

· opportunities for civil society to shape their living conditions 

· active civil society supporting sustainable development 

· partnerships between business oriented entities, public sector and civil society 

· maintaining employment opportunities in rural areas thus preventing urbanization tendencies 

· workplaces in rural areas, as far as possible part time for fair allocation of labour.

Partners and their role(s)

UNSER LAND partners cooperate in a non-profit-way in 10 solidarity communities to preserve their living environments. Major partners and their roles are:

· farmers: change part or all of their production to UNSER LAND guidelines; do awareness raising and consulting work, e. g. in shelf missions (see above), on farm festivals etc.

· crafts: change part or all of their production to UNSER LAND guidelines; do awareness raising and consulting work, e. g. in shelf missions (see above), on open door days etc.

· trades: open shelfs for regional and sustainable products; accept higher prices and let producers promote their product (e. g. through shelf missions)

· churches: understand and support initiative as a major means of prevention of creation; use their communication means to spread the good news of regional sustainable production and consumption

· environmental groups: support farmers and crafts in their efforts; support sales of sustainable products by preparing events, seminars, shelf missions etc; be patient with the step-by-step development process 

· consumers: buy regional sustainable products; as many as possible actively participate as voluntary members of and give free time to the USER LAND associations (for preparation of events, marketing actions, PR, seminars etc.)

· politicians: Give political (not money!) support; make sure that UNSER LAND products are used in public facilities; serve as patrons (like Alois Glück, President of Bavarian Parliament)

· public authorities: use products in own facilities; give assistance in organizational aspects

· local government and administration of city of Munich and district of Munich: support initiative with political backing and providing facilities (like fully equipped Marienplatz for big opening event); fostering their own facilities to use (and as far feasible also produce) UNSER LAND products

· educational institutions (like Ökologisches Bildungszentrum München - means Center of ecological education): run seminars and workshops on regional and global sustainable production and trading systems 

· Local Agenda 21 and environmental groups: activate their members and partners to spread the news

· Fair Trade organizations: cooperate with regional production and marketing partners (e. g. in FairBraucher miles). 
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“UNSER LAND Women”

The development of the network is mainly borne by women. They built the heart of most of the solidarity communities as well as the motor in the strategic important positions. This is natural “development “ not  fixed “condition”. A lot of the part time workplaces are taken by young women with children (there are mostly home-working-stations). But also most of the “leading” – positions are engaged with women.
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Marketing action in a supermarket, carried out complimentary by a member of the solidarity community.








