
1. What is NATURA 2000 NETWORK?

Natura 2000 Network is an European ecological 
network of biodiversity conservation areas made 
up of more than 27,000 natural areas of high eco-
logical value throughout Europe. Galicia has 75 
spaces included in the Natura 2000 Network (12% 
of the territory), 59 of which are Special Areas 
of Conservation (including the Serra do Xistral). 
There are two kinds of areas:

• Special Areas of Conservation (SAC), esta-
blished in accordance with the Habitats Di-
rective (DC 92/43/EC). SACs are sites hosting 
habitats of community interest for themselves 
or by the species of fauna and flora that 
live there.

• Special Protection Areas (SPA) for Birds 
designated under the Birds Directive (DC 
2009/147/EC). SPAs are designated sites for 
the protection of birds and their habitats.

The Master Plan of the Galician Natura 2000 Network 
(1) is the basic instrument for the planning and 
network management of the Natura 2000 areas of our 
territory.

(1)  DECRETO 37/2014, do 27 de marzo, polo que se declaran zonas 
especiais de conservación os lugares de importancia comunitaria de 
Galicia e se aproba o Plan director da Rede Natura 2000.

Contour of the territory 
belonging to the Natura 
2000 Network in the Serra 
do Xistral.
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MARKETING OF GOODS 
AND SERVICES IN THE 
NATURA 2000 NETWORK



2. What are ecosystem goods and services?

Ecosystem goods and services are defined as 
the contributions that ecosystems make to human 
well-being (2). They can be classified in 3 large 
groups:

• Provisioning: Refers to goods and services 
produced by ecosystems, and which are for ma-
terial consumption by humans. Examples: food, 
drinking water, wood, renewable energy, medi-
cines and others.

• Regulating: indirect contributions to human 
well-being due to the functioning of ecosys-
tems. Examples: erosion control, soil ferti-
lity, flood control, crop pollination, regu-
lation of air quality, water and climate and 
others.

• Cultural: intangible goods and services, 
usually obtained by the population throu-
gh direct experience with nature. Examples: 
cultural identity, aesthetic, spiritual and 
religious enjoyment, recreational and eco-
tourism activities, environmental education, 
artistic inspiration and others.

The European Commission estimates that Natura 
2000 sites provide citizens with vital servi-
ces such as carbon storage, maintenance of water 
quality or protection from floods and droughts, 
valued at between €200 and €300 billion/year (3).

(2) Haines-Young, R. and Potschin, M.B. (2018): Common Interna-
tional Classification of Ecosystem Services (CICES) V5.1 and 
Guidance on the Application of the Revised Structure.

(3) European Union (2013): The Economic Benefits of Natura 2000

The use of an appellation of origin from Natura 
2000 sites has a high potential for expanding mar-
keting channels and increasing the added value of 
products. As a precedent in this respect, during 
the years 2013/2014, the Ministry of the Environ-
ment and the NGO SEO/Birdlife carried out a marke-
ting test of products with the label “Natura 2000” 
in Spain. The results were very satisfactory, with 
an increase in sales and a high valuation by cus-
tomers of such products (most customers willed to 
pay more and prioritized the purchase of products 
with this label).

During 2018, as part of the Life+ Natura 2000: 
Connecting People with Biodiversity, more than 140 
products from Red Natura 2000 were labelled in 
50 hypermarkets in Spain. Recently, the operati-
ve group “Sabores RN2000” (“Natura 2000 tastes”) 
was established, to contribute to recognize the 
value of the agroalimentary production in the Na-
tura 2000 Network. One of its main objectives is 
to differentiate products generated in this ne-
twork of natural spaces under a specific label and 
to introduce them into commercial circuits. There 
are other distinctive features of interest for 
marketing, such as the labels “Organic Agricul-
ture” (4), “Protected Designation of Origin” (DOP) 
or “Protected Geographical Indication” (IGP) (5). 
The recognition of the origin of the products as a 
quality label may also have synergetic effects for 
the promotion of tourism in the area, especially 
when combined with strategies of integrating the 
marketing of local products, the lodging industry 
in the area and the promotion of touristic routes 
in the Serra do Xistral.

(4) Consello Regulador Agricultura Ecolóxica de Galicia: 
https://www.craega.es

(5) Asociación Española de Denominacionesde Origen: 
http://www.origenespana.es

+ info → lifeincommonland.eu

3. The Serra do Xistral SAC as producer of goods 
and services

The ecosystems in the Serra do Xistral SAC pro-
duce goods and services of high importance to the 
local and visiting population. The farming acti-
vities developed for centuries in the area have 
established a strong interdependence and co-evo-
lution with habitats such as wet heaths and bogs, 
so that cattle production and the traditional use 
of ponies can be considered as one of the services 
provided by ecosystems, both in terms of meat and 
dairy products. The characteristics of the habi-
tats, particularly their plant diversity, allow 
for other kinds of productions such as honey, mus-
hrooms or wild fruits. 

Relief characteristics also allow the use of 
wind energy. On the other hand, habitats such as 
wet heaths, and particularly bogs, through the pro-
cesses of atmospheric carbon uptake in the plant 
and in the soil, play an important role in tackling 
climate change. In addition, they contribute to 
key ecosystem processes such as water purification 
and pollination. Finally, the strong relationship 
of the local inhabitants and their way of life with 
the environment is shown in a connection with the 
habitats and landscape of the Serra do Xistral, a 
landscape that also has a high potential to attract 
tourist activities, sports and recreation, as well 
as scientific activities linked to the great bo-
tanical, geological or historical interest of the 
area.

4. Marketing of goods and services

One of the ways to recognize the value of some 
of the ecosystem services produced in a Natura 
2000 site, such as the Serra do Xistral, and par-
ticularly the provisioning services (and even the 
cultural ones), is the possibility of using their 
origin as a quality label.


