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About the
European Compost Network ECN

European 
Reference Point

on

Exchange of 
Knowledge

Exchange of 
Experience

Circulation of
Information Common

Strategies

European
Standards

Mech.Biol. Treatm.

Quality & Markets

Composting

Separate Collection
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���� Sustainable solutions for the organic residues stream
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The Raw Material Potential
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Recycling potential 
of organic waste
in EU27:
80 Million tonnes/year

Recycling in 2008:
- 15 Mio t biowaste
- 7 Mio t green waste
- 4.5 Mio t digested

= 12 Mio t compost

With separate collection
composting/digestion

In implementation

In preparation

only few actions

Italy
3,5 M tonnes

240 sites

UK 
220 sites
3 M tonnes

Austria 540 sites 1,3 M t + 350 AD sites

Netherlands 
70 sites
3,2 M t.

Only 1/3 of 
the EU potential

Germany
800 sites
10 M tonnes

+4500 sites
for digestion

Catalunya:
Sep. coll. all 
municipalities
> 1000 inh.

SWE  35 % 
Sep. Coll. 
!

France 3 M t 
Green waste
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Quality defines  & 
confidence creates markets
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Expectations of compost users

65 % - that compost should not create health problems

64 % - low content of heavy metals

61 % - analysis by an approved laboratory

56 % - no impurities (glass, plastic)

52 % - no seeds in the compost

48 % - information about source material

43 % - good declaration of the nutrients

40 % - recommendation how to use

36 % - the compost has a quality label

35 % - source of compost

Source: Compost Market Analysis of Green Sector Germany

???

x

x

x

x

x

x

x

x  =
Elements 
of quality
label



Italy Beacon 2010

Experiences of European 
compost producers

How to create sustainable compost markets?

+

Separate
collection of 
organic waste

=
Clean sources

=

High quality
composts/digestates

=……..…
Marketable product

Quality
Assurance

=
External!! 

control
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"Compost Marketing is Based 
on Confidence"

How to create confidence of customers?

- Competent staff and adviser 
(with green thumb) in the plant

- Brown nose marketing 
(customers must smell compost)

- Standardised and quality 
assured/certified products

- Trustworthy recommendations 
for compost use

- Local branding: My biowaste -
my compost - in my garden
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Market Potential
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The Compost Market (1)

Is there a NEED for compost? Yes, there is.

Soils need organic matter. Compost, as a humus-like
material and has several beneficial properties
– maintain or increases soil organic matter content,
– enhance soil fertility/biodiversity and
– improve soil structure
– source of plant nutrients

Proposal in the EU Soil Framework Directive: "For several
soil risks, like erosion and loss of organic matter, the
application of compost is seen as a measure against these
threats"

But: Does the need creates demand and markets?
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The Compost Market (2)

Is there a demand for compost?

A) No real demand in starting countries, because
compost products and their benefits are UNKOWN.

B) A positive demand in advanced countries
with a mature and developped markets

• The amount of produced compost is increasing
No market problems for quality compost.

• The development of different compost products leeds to 
an opening of additional market sectors and demand.

• Different market sectors have different prices, 
sometimes quite low, partly quite high (agriculture
versus growing media sector)
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The Compost Market (3)

The case study Germany - a mature/developed market:
47 % of the produced compost is used for horticultural

and landscaping purposes

German production of topsoils, horticultural
substrates and growing media 25 - 27 Mio t/a

Potential of compost products herein            3.5 - 7.6 Mio t/a 

Only 20 % of potential is realised today 0.7 - 1.5 Mio t/a

But:
Compost production in Germany (2006) is only 4 Mio t/a

The German production is just enough for the green sector



Slide 13
An Alfred McAlpine plc company

UK Market forecasts

4,8693,0742,105Total

00165Other

210210142Land reclamation

232232227Landfill covers

573528Sports turf

633Golf courses

441271212Landscaping

535328257Retail soil improvers

3689239Growing media

~ 60%3,0211,9031,032Agriculture

%2020% 20102005/06

Potential market growthBaseline

Potential for UK compost Total production =3.6 mio.t
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Main areas of compost utilisation and 
market prices (2005/6) in EU27

1 - 2 €2  - 10%Export

-6  - 7%Land reclamation

5 - (320) € 2)12  - 20%Hobby gardening

5 - 15 €10 - 15%Blends/soil mix

5 - 30 €6  - 20%Landscaping

1 - (29) €3  - 15%Horticulture

0 - (28) €45  - 78%Agriculture 1)

Typical Prices €/tMarket rangeRange

1) Incl some special cultures like vinyards 2) in small bags.
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Main Uses and Markets
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Compost

Direct application Further mixing products

• fresh compost

• mature compost

• mulching material

• produced topsoils

• produced growing media

Digestate

Liquid digestate Solid digestate

Application type of compost/digestate
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Agricultural Market

Market for 50 % of the 
compost (up to 75% )
and still increasing

Standard qualities, 
often fresh compost (D) 
or 
digestates (D/SWE)

No longer restrictive to 
compost. Farmer start to pay 
for compost!

Benefits became obvious: 

Dry summers - water holding 
capacity of compost led to 
much higher yield e.g. with maize
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Development of Nutrient Value of Compost
2005 to 2007, Value in € per t fresh matter FM and ha

181 €/ha

6,72 €/t FM

235 €/ha

11,70 €/t FM

320 €/ha

8,10 €/t FM

2007

212 €/ha

156 €/ha

+ 52 %5,30 €/t FMCompost

123 €/ha

+ 48 %4,45 €/t FMDigestion products
liquid

+ 51 %7,80 €/t FMDigestion products
solid

Increase2005Fertiliser

Rising prices for mineral fertilisers in future.
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Proportion of stable humus compounds
and humus substitution potential

Humus-C 

reprod-

uction

C-org in 

stabilised

humus

Organic

Carbon

14 % 500 kg/ha

21 %

51 %

21 % 600 kg/ha

52 %Green manure (60 t/ha * yr)

870 kg/ha21 %
Mature compost

(40 t /ha in 3 yrs)

49 %

100 kg/ha

Straw (7 t/ha * yr)

43 %Slurry/Digestate ( 30 m³/ha * yr)

Bundesgütegemeinschaft Kompost e.V., 2005

Further
benefits in 
agriculture
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The Landscaping Market

Market for > 20 % of the compost

High quality product for 
e.g. potting soils and 
growing media

The Challenge:

Product development is 
necessary in accordance 
with end-user requirements 

Solutions (mixtures) are 
required, not only compost
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The Solution: Application Specifications

UK landscaping fact sheets:

Compost use for
- planting bed establishment
- turf establishment and

renovation
- tree and shrub planting
- manufacturing topsoil
- as a mulch
- in growing media mixtures

Similar information exist in 
Germany, Belgium and Sweden

Fact Sheet 08

Compost use in fruit
production
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Specs Info: Top soil  of new plantings
Cover

Example of an expert
invitation tendering text

Indication to 
legal regulations

Space for
Producer address

Title appropriate
to the purpose of use

General edition: Compost
recommendations for application

Published together with 
the main horticulture and 

landscape gardening
organisation
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Specs Info: Top soil of new plantings
Inside

Purpose
of use

Description of
the application

Recommended
amounts

Appropriate
composts and properties

Specific
tips for 
the use
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The hobby gardener market

Market for 20 % of the compost

Large target group (= the Public)

Important for the compost image

Has to be integrated by local
closed loop approaches

Expensive public relation 

BUT! deliverers of the raw 
material
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How to create successfull
local compost brands?

Standardised
products in 

localised
modifications

Up to 10 
per plant!

Hanover's
Premium
flower mould

Local reference
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Trends & Conclusion
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Two Marketing Trends for the Future

Little or no marketing for high volume markets
that require only standard product
quality, such as agriculture

► Organic waste recycling plant
+ recovery of nutrients & humus

Specialised marketing for high quality compost products
supplied to high value markets e.g. growing media
- large range of value added products
- specialised, tailor-made mixtures

► Soil manufacturing plant
like peat and bark industry

or
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Future challenge: 
When to do what with the biomass ?

Composting
Anaerobic
Digestion

Biomass
Incineration

Ca. 1.0 mio. tons
Biomass incineration
(Garden & park 
residues, residual wood)

Ca. 0.5 mio tons
Anaerobic digestion
(biowaste, catering
waste, grease trap)

Ca. 8.0 mio. tons
Composting
(biowaste, garden- & 
park waste)

Germany: 10 mio. t  of organic waste from households, gardens- + parks

Where are the
overlapping

areas?

Where are the
borderlines of 

the options

Source:
Dr. B. Kehres
BGK, 2007



Italy Beacon 2010

Conclusions of 
European Market Experiences

The compost market in every EU country is big enoug h, 
but not developed and mature everywhere. 

Compost can be marketed on a large scale, if

- end-user needs are met,

- adequate quality assurance is provided

- local or regional marketing aspects are utilised, 

- similar product development and marketing efforts are 
undertaken like in the peat and bark industry.

At quality focused compost sites in Europe:
>> The market grows
>> Compost demand exceeds the supply
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It is never too early
to start with quality compost marketing

Thank you!


