
Serbia’s “Forest Secret” Is Taking Over the 

World! 

Nikola Stanišić is only 25 years old, and already a successful entrepreneur. He owns and runs 

Stanišić BIO company producing high-quality vegan spreads from wild mushrooms. His 

persistence and entrepreneurial spirit led to the creation of his “Forest Secret” brand whose 

products are currently available at about 200 shops in Serbia, and is also relentlessly expanding 

its reach to foreign markets. Under its Made in Serbia label, Stanišić BIO is selling its vegan 

spreads in Germany, Qatar and the United States. And yet, this is only the beginning of a story 

about this capable 

young man.  

- I was born in Čačak 

and raised in Novi 

Sad. At present, I 

live in Belgrade. I 

graduated from a 

business 

management and 

marketing school, 

though I should say 

I’d been soaking in knowledge from my father, also an entrepreneur. The job is not easy, 

particularly if you’ve got ambitious goals and a dream to create a global brand one day – said 

Nikola Stanišić for Agrobiznis magazine. 

Following healthy food market trends, he realized that there was a great demand for 

mushrooms, but inadequate supply of final products, so he seized his chance and never looked 

back.  

- Mushrooms are among the healthiest gifts of nature and mushroom products are particularly 

nutritious bringing to the table excellent health benefits, and even some healing properties. 

Hence the idea to launch my “Forest Secret” brand – said our interviewee revealing a part of the 

secret behind his mushroom spreads.  



- We use organic mushrooms in our products and these mushrooms grow exclusively in the 

wild, and cannot be farmed. This makes our spreads completely healthy and authentic. 

Currently, our product range comprises spreads made from five mushroom varieties – porcini, 

golden chanterelle, black trumpet, morels and black truffles. Except for mushrooms, other 

ingredients of our spreads are chickpea, cold-pressed sunflower or olive oil and Himalayan salt 

which is dried by hand, notwithstanding today’s advanced technologies, and features over 80 

different minerals.  

Nikola’s approach to business is serious and diligent. There are no slip-ups and there can’t be 

any as the products are distributed to very demanding markets such as Germany and the 

United States.  

- We purchase raw materials from certified companies with their own collecting stations spread 

out in the mountain regions of Serbia. Mushrooms undergo two analyses – the first is carried out 

when a picker brings mushrooms to a collection point, and the second analysis of our final 

products is done before shipping them to retail chains – explained our interviewee.  

In the past several years, the whole world has gone crazy over healthy, and particularly vegan 

food. Many believe this is just another passing fad, but Nikola would certainly beg to differ on 

that point as he’s grasped precisely that opportunity for development and market placement of 

his products.  

- Healthy food is not a passing fad as some seem to think and argue. It’s the future. The market 

is increasingly demanding healthy, organic products. We went for vegan spreads because more 

and more people throughout the world are moving towards this type of diet. From the very 

beginning we’ve been aware the demand for our products would be greater abroad than here, 

and that’s how it’s been. Within a year and a half, we ranked among the top five exporters. In 

addition to being vegan and nutrient-rich, our products are also gluten-free, high-protein, low-

calorie and GMO-free. Moreover, with no sugar added, our products are suitable for diabetic 

diet as well – explained Stanišić. 

The fact that his company was at the Speciality and Fine Food Fair in London recently, where, 

for the first time, Serbian companies joined forces to exhibit the best food Serbia had to offer, 

testifies to the high quality of his products. It should be noted the United Kingdom is the third 

biggest market in the European Union and fifth biggest in the world for first-class food products, 

hence taking part in such an event is in itself a major success. 



- Fairs are exceptionally productive. Specifically, now in London, we’ve established contact with 

buyers and distributors, and we’re currently negotiating so I expect it’ll kick off soon – said 

Nikola going on to point out that the positioning on the market would not at all be easy.  

- Today there are lots of brands on the shelves and everyone wants a piece of the pie, but few 

will remain on those supermarket shelves. It all comes down to consumers and it isn’t easy to 

win them over so that they put your product in the shopping cart. Aware of such a state of play, 

we’ve gone for all types of marketing techniques, ranging from fairs, through tasting promotions, 

to digital marketing. A consumer may take a look at your product, but if he/she doesn’t taste it 

and sees for him/her-self what the product’s quality is, then it’s unlikely he/she will buy it. Digital 

marketing is important, though, as we’re achieving more views online at a lower cost and we 

may pinpoint our target group more accurately than the big brands used to do earlier through 

traditional advertising.  

Nikola received initial capital to start his business from his family which was and still is his 

biggest support. Soon after he applied for support from the USAID project, and he also received 

additional backing from Erste Bank.  

- The USAID project’s support was a big step forward for us as we received assistance in four 

distinct areas – technology, design, access to domestic and foreign markets, as well as financial 

support which is crucial for any budding start-up. Erste Bank provided financial backing, but also 

very important mentoring support that came from their experts – said our interviewee, 

emphasizing the importance of education.  

 

- I’ve been constantly working on my own and my team’s education. My team is very young and 

enthusiastic; they do their job well and keep improving. We’re fully aware the market will trample 

all over us if we’re not listening to it, if we fail to keep up with it, so we act accordingly.  

This is precisely why Nikola’s decided to launch an online platform for sale of small producers’ 

goods. The platform will go live in October and delivery will be free of charge. In addition, the 

web site will feature nutritionist’s advice for the members of the public as to how to use “Forest 

Secret” products in a diet.  
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