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Mass products

The majority of berry and mushroom "products” is raw
material sold to the processing companies in other
countries or so called low value added products.
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Mass product?

CASE LUMENE: Patents behind the mass products
e.g. in natural cosmeti\cs.
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Niche product

Nordic Koivu Ltd:

»The competitive advantage is based on the
technological innovation (patent)

»Special raw material
»>Not very processed.

Niche products

»There are alot of products for small markets, but they
are rarely targeted to any special target group.

»Some specialised products/semi-products exist.
Typically they base on:

»Good marketing knowledge/connections to markets
»Some “rare” raw material

~Tecnologial /processing innovations, rarely marketing
innovations
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Integrated products/territorial
products

»The potential not fully utilized in Finland yet.
»NWFP lack of proper integration to e.g. tourism sector

»The national “from Finland” brand is very strong to the
domestic markets The Finnish regions not “special”
enough for foreign markets

» Lapland maybe the most advantaged region
concerning territorial products (the tourism sector
significant)

»Recently also initiatives to label the Arctic raw
material/products.
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&Hermannin winery

HERMANNI WINERY - SINCE 1989
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