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What words do you 

associate with “wilderness”?
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Society Nature?

 What wilderness is has "crucially to do with how societies determine nature (...) and relate to it.“ (Katz 2010)
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 What wilderness is has "crucially to do with how societies determine nature (...) and relate to it.“ (Katz 2010)

 in the Christian worldview the creator and creation are/ were considered to be separated.

 1970s: Re-interpretation: nature as an object whose responsibility was transferred to humans.

Society Nature

Fig. 1.: Often used motif

Humans bear responsibility for planet earth
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 What wilderness is has "crucially to do with how societies determine nature (...) and relate to it.“ (Katz 2010)

 in the Christian worldview the creator and creation are/ were considered to be separated.

 1970s: Re-interpretation: nature as an object whose responsibility was transferred to humans.

 In some societies a “concept of wilderness“ does not exist

 Example: some indigenous communities in Latin America: concept of „Buen Vivir“ (Acosta 2013)

 Interdependence and complementarity of all living things (Acosta 2013)

Nature

Society



9

 in the societies where the concept of wilderness exists, wilderness is usually seen as a "counter-world to the 
morally (...) judged cultural order". (Kirchhoff, Trepl 2009)

 Associations with term „wilderness“ changed over time:

Medieval times: predominantly negative associations
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 in the societies where the concept of wilderness exists, wilderness is usually seen as a "counter-world to the 
morally (...) judged cultural order". (Kirchhoff, Trepl 2009)

 Associations with term „wilderness“ changed over time:

Grimm‘s dictionary: Wilderness = “uninhabited, impassable area“, “ugliness, impurity “
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 in the societies where the concept of wilderness exists, wilderness is usually seen as a "counter-world to the 
morally (...) judged cultural order". (Kirchhoff, Trepl 2009)

 Associations with term „wilderness“ changed over time:

17th century: for first time positive meanings (“The Sublime”)
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 in the societies where the concept of wilderness exists, wilderness is usually seen as a "counter-world to the 
morally (...) judged cultural order". (Kirchhoff, Trepl 2009)

 Associations with term „wilderness“ changed over time:

19th century: nature seen as conquerable (industrialization) -> place of longing for originality
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 in the societies where the concept of wilderness exists, wilderness is usually seen as a "counter-world to the 
morally (...) judged cultural order". (Kirchhoff, Trepl 2009)

 Associations with term „wilderness“ changed over time:

Fig. 2: Corn mono culture

Source: Flockine at Pixabay

Nowadays: 

 “dominance of the production landscapes” (Succow 2012)

 In visual representations wilderness appears almost 

exclusively positive
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 in the societies where the concept of wilderness exists, wilderness is usually seen as a "counter-world to the 
morally (...) judged cultural order". (Kirchhoff, Trepl 2009)

 Associations with term „wilderness“ changed over time:

Nowadays: 

 “dominance of the production landscapes” (Succow 2012)

 In visual representations wilderness appears almost 

exclusively positive

 for 1/3 of the Germans wilderness has rather positive 

connotations (“pure“, “genuine“) (BMUB, BfN 2014)

 61% of the adults think there should be more 

wilderness in Germany (BFN, BMUV 2024, p. 17)

Fig. 3: Image results searching with Google for “Wildnis” 2025

Sources: above left side: Universal Pictures Germany GmbH (Edit.), above right side: Initiative Auslandszeit GmbH,

below left side:  G+J Medien GmbH, Author: Adobe Stock/ Günter Albers, below right side: Bayerischer Rundfunk, Autor: Bewegte Zeiten Filmproduktion GmbH



15

I. The concept of wilderness

II. Wilderness tourism

III. Wilderness areas in Germany

IV. Rewilding



16

I. The concept of wilderness

II. Wilderness tourism

I. Definition

II. Lack of defined target groups

III. Examples of wilderness tourism providers in Germany

IV. Examples of wilderness tourism destinations

 in Europe

 in Germany



17

I. The concept of wilderness

II. Wilderness tourism

I. Definition

II. Lack of defined target groups

III. Examples of wilderness tourism providers in Germany

IV. Examples of wilderness tourism destinations

 in Europe

 in Germany



18

 No uniform definition to date

UNWTO 2015:

„Wildlife watching tourism is a type of tourism that is organized and undertaken in order to watch 

or encounter wildlife. Wildlife watching tourism exclusively relates to non-consumptive forms of 

wildlife-based activities as observing and sometimes touching or feeding of animals, in contrast 

to consumptive forms like hunting and fishing.“

-> The focus is on encounters with and observation of wild animals
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Definition for a study on wilderness tourism in the Oder Delta 2014:

Type of Tourism Description

Wilderness tourism  Central motif: to experience and discover nature

 Mostly in protected areas or natural areas

 Often accompanied by certified guides

Nature or rural tourism  Discover nature or agriculture is an important motif

besides others

 Includes also static nature tourism (animal enclosures

or parks, visitor centrers etc.)

Fig. 4: Definition of wilderness tourism at the Oder Delta

Kaddatz, BTE 2014
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Social milieus open to wilderness in Germany

Fig. 5: Target groups open to wilderness in Germany 

Source: BFN, BMUV 2024: Naturbewusstsein 2023, p. 72

Basic values

Social situation

What do you think, how much wilderness 

should there be in Germany?
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Social milieus open to wilderness in Germany

Fig. 5: Target groups open to wilderness in Germany 

Source: BFN, BMUV 2024: Naturbewusstsein 2023, p. 72

Post-material milieu:

 Committed and sovereign educational elite

 Self-determination, personalilty development and 

diversity are anchor values

 Advocates of post-growth and sustainability

 see themselves as bearers of global responsibility

Social-demographic characteristics:

 Middle age groups, average age 53

 High level of formal education, often in 

relationships
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Social milieus open to wilderness in Germany

Fig. 5: Target groups open to wilderness in Germany 

Source: BFN, BMUV 2024: Naturbewusstsein 2023, p. 72

Neo-ecologic milieu:

 new syntheses of values: Success + sustainability, 

party + protest

 pronounced self-expression values on the one

hand, ecological awareness, social conscience on 

the other

 progressive pragmatism

Social-demographic characteristics:

 Rather young, 2/3 under 50 years

 Many single people without children
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Social milieus open to wilderness in Germany

Fig. 5: Target groups open to wilderness in Germany 

Source: BFN, BMUV 2024: Naturbewusstsein 2023, p. 72

Attention!

≠ target groups for wilderness tourism
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NABU Reisen, birdingtours

 Birdwatching tours

 e.g. 8-day trip “Amazon of the East”

BUND-Reisen

 sustainable nature tourism offers in Europe

 e.g. Wolf week in Wendland

Wildniswandern

 Worldwide hiking and canoa tours

 e.g. Canoeing in the “wild east”

Source: BUND-Reisen, K. Landlust

Source: birdingtours, P. Meister, R. Schneider

Source: wildniswandern.de
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 Protected areas of particular natural attractiveness

 Area not used for consumptive activities (or only little used)

 Special commitment of private individuals/ landowners to nature conservation and value creation from tourism

 Experiencing wilderness is explicitly offered/ advertised

How where the examples chosen?

Characteristics:
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Nature reserve Glaskogen (Sweden)

 Approx. 28,000 ha nature reserve, many lakes

 Occurrence of moose, wolves, lynx

 300 km of hiking trails, canoe trails

 accommodation availbale for hikers and canoeists on camping spots or at self-catering huts

Source: https://www.glaskogen.se/en/
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Nature reserve Glaskogen (Sweden)

 A foundation has been set up by four municipalities since 1972

 Advisory board: respresentatives of local stakeholders (private landowners, protected areas etc.)

 Foundations mission: promote outdoor life/ a wilderness experience, maintain reserve‘s infrastructure.

 Financing via day and annual passes (Glaskogen card)

 9 full-year employees + 25 summer employees Source: https://www.glaskogen.se/en/
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Sooma National Park (Estonia)

 Swamp and moorland area

 Protected in 1993, core zone with 11,000 ha of wilderness

 “Fifth season” (floods occur) 

 2009 winner of the EDEN Award for tourism in protected areas

 Access via boardwalks

 Guided canoe, ski, snow and moorland shoe hikes

 Wildlife and beaver watching, berry and mushroom picking Source: www.soomaa.com, 

http://ec.europa.eu/growth/tools-

databases/eden/destinations/estonia/index_en.htm#somaa
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National Park De Hoge Veluwe (Netherlands)

 Good example for area in densly populated country

 5,400 ha private nature reserve with sandy landscapes, heathland and forests

Source: Google 2025, Airbus, Kartendaten
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National Park De Hoge Veluwe (Netherlands)

 Founded in 1909 as a hunting reserve.

 Transferred to a foundation in 1935

 Objectives: Maintain park as a nature monument, let visitors enjoy nature

 Visitor facilities: observation platforms, guided hiking tours and free bike rental

 Financed mainly from visitor traffic (admission tickets, restaurant, etc.)

 56 permanent employees, 25 persons as seasonal staff

Source: www.hogeveluwe.nl
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In Germany?
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Eifel National Park
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Eifel National Park

 Creation of a Wilderness Trail

 Idea: experience the process of developing wilderness

 Hiking route for a 4-day tour

 4 sections can be walked individually

 A service package can be booked:

 3 nights‘ accomodation

 Return with local train to starting point

 Car park ticket

 Map, guide, badge, certficate etc.

 Extra services can be booked:

 accompaniment by certified national park guide

 luggage transport
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Eifel National Park

 Unified signposting and use of a logo

 Detailed information on the route, accomodation etc. available

on website

 Offers bookable directly on website

 Intensive cross-channel marketing (website, social media, ITB)
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Biosphere Reserve Palatinate Forest (Pfälzerwald)

Wild trekking offer:

 16 equipped trekking pitches “away from civilization” 

 Tent pitches, fire pit, toilet block

 Booking available April to October (€ 15.00 per tent)

 Location information (GPS data) is sent to clients only when booking

Source: Südliche Weinstraße e.V., https://www.trekking-pfalz.de/
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But are those areas real wilderness areas?

What are wilderness areas in Germany?
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• Federal Agency for Nature Conservation (BfN) created a definition of „wilderness areas“ in 
cooperation with experts: 

Wilderness areas in terms of the National Strategy for Biodiversity are sufficiently large, (largly) 

undissected, use-free areas that serve to ensure permanently that natural processes can take 

place unaffected by humans.
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• In 2007, the National Biodiversity Strategy (NBS) included a target for wilderness areas for the first time:

“By 2020, nature can once again develop according

to its own laws on at least 2% of Germany's land area“
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Searching for “wilderness areas“ to achieve 2% target

1) Existing protected areas

Source: Kaddatz with data from BfN 2010
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Searching for “wilderness areas“ to achieve 2% target 

2) Other areas:

 post-mining landscapes

 former military training areas

 land beneath rivers

 seashores

 moors

 high mountain areas

Problems: 

1. Obligation to privatize (large) federal areas no longer needed for federal functions.

-> Loss of valuable natural areas!

2. Many (small) privately owned or dissected areas.
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 Wilderness target in the current National Biodiversity Strategy of December 2024:

By 2030, nature will develop in large-scale wilderness areas on at least 2 % of Germany's land

area, which, together with smaller areas, will contribute to process conservation areas making up

the majority of strictly protected areas

within the meaning of the EU Biodiversity Strategy.

Source: BMUV 2024
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Supporting instruments to achieve 2% target 

A) Federal programme “National Natural Heritage”

 since 2005, federal government refrains from selling selected natural areas

 placing natural areas in the hands of: 

 Federal Foundation for the Environment -> Subsidiary foundation: DBU Naturerbe GmbH

 Federal states

 selected organisations of nature conservation

 not all areas are potential wilderness areas!

 new owners have committed themselves to pay all following costs for development of areas!

Source: BMUV 2023a
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Supporting instruments to achieve 2% target 

B) Creation of national “Wilderness Fund”

 Fund of 20 million EUR of federal government

 Target: 

 safeguarding wilderness areas

 wilderness areas should have > 500 ha or 1.000 ha in size in future

 Idea: 

 Conservation organizations can request funding

 Cooperating funding organisation: ZUG

 Conservation organisations enabled to buy wilderness areas
Source: BMUV 2023b
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Supporting instruments to achieve 2% target 

B) Creation of national “Wilderness Fund”

https://www.youtube.com/watch?v=MIYyC4LlL08
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Supporting instruments to achieve 2% target 

Source: Zoologische Gesellschaft Frankfurt von 1858 e.V. 2024b

B) Creation of national “Wilderness Fund”
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Supporting instruments to achieve 2% target 

C) Funding program Climate Wilderness (KlimaWildnis)

 financially supports the purchase of smaller wilderness areas (25-50 ha) from private individuals, 
municipalities or church administrations by non-profit foundations/nature conservation organizations, etc.

 Personnel and material costs for the deployment of “ClimateWildernessAmbassadors” can be funded.

 “ClimateWildernessAmbassadors” support the creation and implementation of wilderness areas in 
regions

Source: Zoologische Gesellschaft Frankfurt von 1858 e.V. (ZGF) 2025
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Supporting instruments to achieve 2% target 

D) Private initiative “Wilderness in Germany”

 alliance of 21 nature conservation organisations

 actively support safeguarding of wilderness areas 

Source: Zoologische Gesellschaft Frankfurt von 1858 e.V. (ZGF) 2023
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Searching for “wilderness areas“ to achieve 2% target 

Current status:

Conclusion:

Many efforts, slow progress!

Quelle: Zoologische Gesellschaft Frankfurt von 1858 e.V. 2023
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How to achieve more wilderness?
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How to achieve more wilderness?

 A draft of a “wilderness indicator” was developed to identify 

potential wilderness areas in Europe.

 Wilderness indicator took the following factors into account:

 natural vegetation and ground cover,

 distance to settlements,

 distance to roads/access points,

 population density.

Kuiters et al. 2013, p. 59
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How to achieve more wilderness?

Kuiters et al. 2013, p. 59

Conclusion:

 Areas with probable wilderness qualities most likely in 

Scandinavian countries, the Balkan region and mountain 

areas.

 Designation of further large, unfragmented protected areas 

in Central Europe hardly possible.

Kuiters et al. 2013, p. 61
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”Rewilding”:

 Process-oriented restoration approach in nature

and biodiversity conservation

 Voluntary participation of landowners

 Not: Restoration of a historical state

 Resilience and naturalness of degraded

ecosystems should be promoted

 (Re-) establishment of ecological processes -> 

dispersal potential, stochastic disturbances, trophic

complexity

vgl. PERINO et al. 2019

How to achieve more wilderness?
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”Rewilding”:

 Process-oriented restoration approach in nature

and biodiversity conservation

 Voluntary participation of landowners

 Not: Restoration of a historical state

 Resilience and naturalness of degraded

ecosystems should be promoted

 (Re-) establishment of ecological processes -> 

dispersal potential, stochastic disturbances, trophic

complexity

vgl. PERINO et al. 2019

How to achieve more wilderness?

vgl. PERINO et al. 2019
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 Different organisations are fostering the idea of rewilding

 best known: Rewilding Europe (NGO Netherlands)

 Aim: put into practice rewilding in different model areas through local initatives

 Core activities:

 Allow natural processes

REWILDING EUROPE 2021
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 Aim: put into practice rewilding in different model areas through local initatives

 Core activities:

 Allow natural processes
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REWILDING EUROPE 2021
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 Different organisations are fostering the idea of rewilding

 best known: Rewilding Europe (NGO Netherlands)

 Aim: put into practice rewilding in different model areas through local initatives

 Core activities:

 Allow natural processes

 Facillitate comeback of key species (e.g. the beaver)

 Foster “nature-based economies“ (e.g. nature tourism)

 Awaken the interest for “the wild“ (gain public support)

REWILDING EUROPE 2021
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 Rewilding Europe has selected 9 landscapes in Europe as model areas where they work with local

partner organizations

 2015 the Oder Delta was recognized as one of them (Oder Delta = Szczecin Lagoon)

Source: Rewilding Oder Delta 2021
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 Rewilding Europe has selected 9 landscapes in Europe as model areas where they work with local

partner organizations

 2015 the Oder Delta was recognized as one of them (Oder Delta = Szczecin Lagoon)

Source: Rewilding Oder Delta 2021
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old forest complexes meadows & pastures inland dunes

natural river courses bog land coastal areas

Source: Kaddatz
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Source: Kaddatz

lakes heathlands natural beaches

-> variety of natural or (semi-natural) landscapes in good ecological conditions

-> high potential for future „rewilding areas“



71

Source: REWILDING EUROPE 2021

Areas where natural processes are already allowed:

Anklamer Stadtbruch 

 dike broke during storm tide 1995
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Areas where natural processes are already allowed:

Source: REWILDING EUROPE 2022
Drawsko military area

 European bisons were reintroduced in 1980
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Source: REWILDING EUROPE 2022

Areas where natural processes are already allowed:

Private Nature Park Zalewu Szczecinskiego

 Wide natural lands, reintroduction of konik horses
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Source: REWILDING EUROPE 2021

River Peene

 one of the last not straightened, not overbuilt rivers in 

Germany

 one the biggest conservation projects (1992-2009)

 deconstruction of polder areas

-> re-wetting

 water levels are regulating themselves in a natural way

 the beaver was reintroduced

 new tourist attraction was created

Areas where natural processes are already allowed:
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Examples of nature-based tourism offers:

 Guided bird watching tours on (quiet!) solar boats

Tour operator Abenteuer Flusslandschaft (D)
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Examples of nature-based tourism offers:

Tour operator Abenteuer Flusslandschaft (D)

 Bigger boats with hybrid motors (not so quiet anymore)
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Fisherman Janusz Gancarczyk

 Diversified his business

 Offers now also photo safaris

 Observation of hunting sea eagles
Source: Rewilding Europe 2022

Source: Janusz Gancarczyk, 

Stepnicka Tourist Organisation 2014

Examples of nature-based tourism offers:



78

IV. Rewilding

I. The concept of Rewilding

II. Project REWILD_DE

 Background

 Project partners and structure

 Work package and methodology

 Results

 Outlook



79

 2019 Foundation of local association Rewilding Oder Delta

-> gave impulse to apply for project REWILD_DE

Project funding and partners:

 Funded by the Federal Ministry of Education and Research (BMBF)

 Period: 11/2021 – 12/2024 

 Lead partner: Helmholtz Center for Environmental Research (UFZ)

 Association Rewilding Oder Delta (ROD)

 German Centre for integrative research on biodiversity (iDIV)

(University of Halle-Wittenberg)

 Eberswalde University for Sustainable Development
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 Overall aim: Identify possibilities and limits of rewilding

Work packages:

 Stakeholder network/ platform

 Ecological outcomes

 Analysis of multiple (intrinsic) values of landscape perception

 Regional economic potential through rewilding

 Create a stakeholder dialogue

 Develop „pathways“

 potential on a regional level

 potential for nature conservation on a national level
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Key research question:

What economic potential could rewilding have 

for regional companies at the Oder Delta?
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Regional economic potential through rewilding at the Oder Delta

Task 1: Identification of potential rewilding enterprises

Task 2: Company profiles and economic potentials

Task 3: Identification of obstacles, other value creating options and funding oportunities
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Part 1: Overview Part 2: Potentials Teil 3: Obstacles, Opportunities

Definition of a “Rewilding Enterprise”

Workshop for identification of 

Rewilding Enterprises with ROD e.V.

Adaption of research approach -> 

Search for “potential R. Enterprises”

Determine pot. rewilding areas und 

focal areas

Desktop research: Identification of 

enterprises that are land users, 

visualization in form of a map

Analysis of land registry data: 

Identification of enterprises that are 

landowners

Qualitative Interviews with four 

representatives of potential rewilding 

enterprises

Creation of short profiles of potential 

Rewilding Enterprises

Evaluation of potential methods to 

identify econ. potentials

Conduct an online survey with  

potential R. enterprises regarding 

potentials

Analysis and interpretation

Qualitative Interviews with two more 

representatives of potential R. 

enterprises

Desktop- and literature research 

regarding value creating options and 

funding opportunities

Derive results regarding obstacles and 

funding possibilities from survey and 

interviews

Synthesis of results as report with recommendations
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Regional economic potential through rewilding at the Oder Delta

Task 1: Identification of potential rewilding enterprises

Task 2: Company profiles and economic potentials

Task 3: Identification of obstacles, other value creating options and funding oportunities
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Definition of Rewilding Enterprises

(A) Companies that generate funds through the use of rewilding areas.

(B) Companies that have a positive impact on wild nature or the return of 

wild fauna and flora in the rewilding area.

user function

donor function
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What are Rewilding areas?

Areas where natural processes are already taking place according 

to their own dynamics

or

whose protected status allows more space to be given to these 

processes in the future.

Example:

- large protected areas

- Natura 2000-areas (stepping stone function)
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Definition of focal areas

In these areas was searched for …

Land users

(through desktop research)

Land owners

(Analysis of land registry data)

Limitation to:

• Legal entities

• Municipal companies, special-

purpose associations 

(Zweckverbände)

• Foundations

Source: Torres, Kaddatz 2024
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Land users

263

Land owners

458 incl. buffer zone

(128 without buffer zone)

After adjustment:

721 potential Rewilding Enterprises

Source: Torres, Kaddatz 2024
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Eigentümerart Grundstücke Eigentümer Fläche Ha

Natürliche Personen 7.852   47% 1.741   88% 10.467   28%

Bundesrepublik Deutschland 291   2% 2   0% 9.998   27%

Stiftung 1.136   7% 7   0% 4.843   13%

Juristische Person 2.593   16% 115   6% 4.376   12%

Zweckverbände, Kommunale Betriebe 1.554   9% 6   0% 2.614   7,1%

Eigenes Bundesland 1.052   6% 11   1% 1.781   4,8%

Bundesrepublik Deutschland, 

Wasserstraßenverwaltung
53   0% 2   0% 985   2,7%

Gemeinde 1.465   9% 42   2% 913   2,5%

Andere 673   4% 63   3% 1.020   2,8%

Gesamt 16.669 100% 1.989  100% 36.997 100%

= 32%

Type of land owners Properties Land owners Area in ha

individual 

persons

foundations

legal entities

municipal 

companies, 

special-

purpose 

associations

(federal state)

(Municipality)

(Others)



93

 Companies/ organizations that own the largest shares of land in the focal areas (excluding the
buffer zone) belong to the following sectors:

 64,2% Nature conservation

 DBU GmbH (2.972 ha)

 Zweckverband Peenetal-Landschaft (2.607 ha)

 NABU foundation Nationales Naturerbe (1.727 ha)

 Foundation Umwelt- und Naturschutz Mecklenburg-Vorpommern (111 ha)

 29,7% Agriculture

 3,7% Energy and water supply

 2,3% Real estate and housing
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Regional economic potential through rewilding at the Oder Delta

Task 1: Identification of potential rewilding enterprises

Task 2: Company profiles and economic potentials

Task 3: Identification of obstacles, other value creating options and funding oportunities
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© HNEE, Ulrich Wessollek, 2018 Günther Hoffmann

Nature Guide

Antje Enke

Abenteuer 

Flusslandschaft

Dirk Klein

Hotel & Spa Haffhus

Stefan Wollert

Gutshof Liepen

Jörg Espig

Usedom Agrar GmbH & Co. KG,

Weiderind Usedom GmbH,

Bauernverband Ostvorpommern e.V.

Kai Handke

Fischer

Sea Ranger
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Examples of company profiles
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Antje Enke - Abenteuer Flusslandschaft

Products and services

 Boat rental

 Guided boat and hiking tours

 Gastronomy

Use of nature
 Basis of existence for offers (scenery)

 Uses landscape for marketing

Attitude towards landscape

changes

 Awareness of increasingly extreme weather conditions and greater risk of 

flooding. No climate change-related risks expected.

 An even more natural landscape is viewed critically.

 Fears restrictions in the navigability of the Peene..

Potentials through rewilding

 Sees no additional potential in even more natural landscapes.

 Max. Reintroduction of displaced animal species-> more guests

 Would rather see infrastructural expansion of the Peene shore

Current challenges  Decline in demand due to pandemic
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Kai Handke – Fisherman

Products and services  Fishing and sales

Use of nature  Use of water bodies for fishing

Attitude towards landscape

changes

 Negative changes in water levels and quality known

 Development closer to nature is welcomed and seen as an instrument for

improving the region's fish stocks.

Potentials through rewilding
 Diversification through nature tourism tours

 Development of regional distribution channels

Current challenges
 Threatening water levels and quality

 Conflicts between agriculture and fishing
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Survey on potentials of rewilding with regional companies

Criteria for sample determination:

 Land users and landowners from the focal areas,

 Legal entities, special-purpose associations/ municipal companies, foundations

 can be contacted by e-mail

Sample size: n=416

Survey period: Dec. 18th, 2023 – May 7th, 2024

Response rate: 34,13 % (142 participants)
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0,70%
0,70%

1,41%
2,11%
2,11%
2,11%
2,82%

4,23%
4,93%

7,04%
9,86%
10,56%

12,68%
14,08%

24,65%

0% 5% 10% 15% 20% 25% 30%

Fischerei und Aquakultur

Groß-/Einzelhandel

Baugewerbe

Verarbeitendes Gewerbe/ Herstellung …

Verkehr/Schifffahrt

Andere*

Energie-/Wasserversorgung

Kunst, Unterhaltung

Grundstücks- und Wohnungswesen

Forstwirtschaft und Holzeinschlag

Gastronomie

Sonstige touristische Dienstleistungen

Naturschutz

Landwirtschaft, Jagd

Beherbergung

What economic activity do you as a company/organization or the tenants of your land pursue on 
the relevant land? Multiple answers possible!

45,07% =

tourism companies

Umfragezeitraum: 18.12.2023 – 07.05.2024, n = 142

*Freitextantworten: “Seminare”, “Brachland”,“Golfplatz”

Accommodation

Agriculture, hunting

Nature conservation

other tourism services

Gastronomy

Forestry

Real estate and housing
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5,43%

8,70%

8,70%

13,04%

18,48%

20,65%

25,00%

0% 5% 10% 15% 20% 25% 30%

Gründung eines neuen Unternehmens.

Generierung von Arbeitsplätzen und/oder Einkommen.

Andere*

Entwicklung neuer Produkte und/oder Dienstleistungen.

Ich sehe keine Potenziale für mein Unternehmen.

Ansprache neuer Kundengruppen und/oder Märkte.

Nutzung der wilderen Natur für Marketingzwecke.

What potential do you see for your own company/organization? Multiple answers possible!

Umfragezeitraum: 18.12.2023 – 07.05.2024, n = 92

*Freitextantworten: „Umsetzung des Stiftungszwecks”, „Nachhaltiger Tourismus und Konzepte entwickelt werden“, „traditionelle handwerkliche Strukturen erhalten“, 

„Förderung von Renaturierung von Landschaft und Natur”, „als gemeinnützige Stiftung steht der Erhalt der Natur und Wildnis als eigenständiger Wert im Focus unseres 
Handelns“, „Weiterentwicklung des Stiftungseigentums im Sinne des satzungsgemäßen Stiftungszwecks.

Use of wild nature for marketing purposes.

Addressing new customer groups and/or markets.

I don't see any potential for my company.

Development of new products and/ or services.

Others

Generation of jobs and income.

Establishment of a new company.
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To what extent do you agree with the statements?

I can imagine that through a wilder landscape ...

… new 

companies 

come to the 

region

… jobs and 

income are 

created

… insfra-

structure is 

being 

expanded 

(e.g. hiking 

and bike 

paths)

… a unique 

selling 

point for the 

region is 

created

… new 

offers, 

products 

and 

attractions 

will be 

developed.

… new 

customer 

groups and 

markets are 

developed

… the 

image of the 

region is 

enhanced

… there is a 

positive 

benefit for 

my 

marketing

… more 

tourists will 

visit the land 

behind the 

coastline

I don’t agree at all I don’t agree neither nor I agree I agree totally
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Conclusion from survey and interviews regarding potentials

Already used potentials:

 Natural landscape as a basis (scenary)

 Landscape used for marketing

Conceivable potentials:

 Attracting tourists to the land behind the coastline

 Using the landscape for marketing purposes

 Enhancing the region's image

Wild Oder Delta
Sources: Pexels, 2016. (o. l.), Nidan, 2016. (o. r.),  o. A. über Pixabay, o. D. (u. l.),
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Regional economic potential through rewilding at the Oder Delta

Task 1: Identification of potential rewilding enterprises

Task 2: Company profiles and economic potentials

Task 3: Identification of obstacles, other value creating options and funding oportunities
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Obstacles

 Rewilding/ nature conservation not a priority

 Lack of prospects/ no examples

 Awareness of rewilding needs to be raised

 Lack of participation/ networking

 Regional economic cycles need to be created and improved
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Value creating options

Quelle: Rewilding Europe, o. D. 

Direct sales of 
regional products

Vacation on a farm

Paludiculture

Foster value chain “wool”

CO2 certificate trade
Agricultural used 

solar panels? 
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Value creating options

Example: Wild Côa Network (Portugal)

 2021 Association of regional companies

 around 50 members (accommodation, gastronomy, producers of local products)

 Goal: Joint marketing of region and their products

Source images: Rewilding Europe, o. D. 
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Value creating options

Example: South Tyrol

 from destination management to sustainable living space management

 Brand values stand for the living space, products and experiences of tourists.

Fig.: Core value of brand

Source: IDM Südtirol 2023

Source: IDM Südtirol, 2023, 2024.
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LMO

Oder Delta

Regional brand 

Oder Delta

Regional structures/ 

networks

individual companies

 Individual consulting for motivated 

companies

 organic and bog-preserving agriculture

 expansion of nature-based tourism offers

-> Creation of successfull “Show Cases”

 Create more regional value chains

 use support by value chain managers

 Develop a regional brand

 Create a intersectoral network of companies

 Coordination: Rewilding Oder Delta e.V.

 Living space management organization (LMO)

 Create a cross-border organisation

 linking tourism and living space management

long-term

Short-term
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