
THE CAPERCAILLIE AS AN AMBASSADOR  
FOR SUSTAINABILITY
OC LENZERHEIDE SWITZERLAND

ABSTRACT
OC Lenzerheide used Lenzi, the mascot of the Biathlon 
World Championships 2025, to turn sustainability com-
munication into an engaging, long-term education cam-
paign. Lenzi is a capercaillie, a native bird species that is 
endangered in Switzerland, and was created to connect 
the excitement of elite sport with awareness of biodiver-
sity protection. The initiative used comics, trading cards, 
buttons, promotional videos, live appearances, and the 
immersive concept of welcoming spectators into “Len-
zi’s living room” – the natural habitat that needs protec-
tion. School children were directly involved by painting 
start numbers for the European Championships, becom-
ing co-creators of the event and ambassadors for envi-
ronmental awareness. The project helped turn earlier 
concerns around sport development and nature protec-
tion into dialogue with environmental organisations and 
will continue beyond the World Championships as a re-
gional conservation and sustainability ambassador.

WHAT WAS THE GOAL?
The Organising Committee of Lenzerheide wanted to 
use the 2025 Biathlon World Championships to raise 
awareness of the relationship between elite sport and 
nature protection. The mascot Lenzi was created as a 
capercaillie, a native and endangered bird species in 
the region, to make biodiversity and habitat protection 
easier to understand for fans, children and the local 
community. 

The aim was to show that sport and nature can exist in 
harmony, while also creating a long-term sustainability 
message that could continue beyond one event. The 
project also helped the OC respond positively to con-
cerns from environmental organisations by putting local 
species protection at the centre of the event story. 

HOW WAS THE GOAL ACHIEVED?
Lenzi was used as both a mascot and a sustainability 
ambassador. The campaign ran from the 2023 Biathlon 
European Championships through to the 2025 World 
Championships, giving the message repeated visibility 
over several seasons. 

The OC communicated Lenzi’s story through several 
channels, including comics, trading cards, buttons, mer-
chandise, live appearances and promotional videos for 
the region. This made environmental topics more acces-
sible, especially for younger audiences.

A key part of the project was the involvement of school 
children. Children helped paint start numbers for the Eu-
ropean Championships, turning them from spectators 
into active participants and ambassadors for environ-
mental awareness. 

The campaign also used the idea of “Lenzi’s living room”. 
Spectators were encouraged to see the event venue as 
part of the capercaillie’s habitat, and themselves as 
guests in a natural environment that needs to be re-
spected and protected.
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PROJECT DESCRIPTION 

The mascot Lenzi of the Biathlon World Championships 2025 in Lenzerheide embodies an innovative ap-
proach to sustainability communication in elite sports. As a capercaillie – a native but endangered bird spe-
cies in the region – Lenzi authentically connects sports enthusiasm with environmental awareness and 
makes complex sustainability topics accessible to a broad audience. 

 

SUSTAINABILITY RELEVANCE ACCORDING TO AWARD CRITERIA 

🌿🌿🌿🌿 BIODIVERSITY PROTECTION MEASURES AT BIATHLON VENUES 

• Species Conservation Symbolism: Lenzi represents the endangered capercaillie, whose habitat is 
under pressure from sports facility development 

• Awareness Building: Direct connection between sporting event and local species conservation 
• Habitat Awareness: Sensitization for the impact of infrastructure development on endangered 
species 

📚📚📚📚 EDUCATION INITIATIVES PROMOTING SUSTAINABILITY 

• Target Group-Appropriate Communication: Complex environmental topics made accessible for all 
age groups through sympathetic mascot 

• Active School Integration: School children were directly involved in events - they painted start 
numbers at the European Championships and became active ambassadors 

• Multimedia Approach: Comics, trading cards, buttons and live appearances create various educati-
onal channels 

• Participatory Education: Children as co-creators rather than just passive spectators 
• Value Communication: Sustainability, environmental protection and diversity as core message 
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🎯🎯🎯🎯 SUSTAINABILITY AWARENESS CAMPAIGNS 

• Continuous Presence: From January 2023 (Biathlon European Championships) to World Cham-
pionships 2025 – sustainable, long-term campaign 

• Regional Marketing: Promotional videos for the region with Lenzi as ambassador connect tourism 
with environmental awareness 

• Immersive Event Design: "We are in Lenzi's living room" - guests become part of the habitat that 
needs protection 

• Authentic Message: "Sport and nature in harmony" as credible narrative 
• Wide Reach: From local fans to international TV audience 

INNOVATION AND SPECIAL FEATURES 

AUTHENTICITY THROUGH REGIONALITY 

• Capercaillie as species actually native to Lenzerheide 
• Direct connection between mascot and local ecosystem 
• Credible link between sports venue and nature conservation 

PARTICIPATIVE EDUCATIONAL WORK 

• School Children as Actors: Direct involvement of school children who painted start numbers for the 
European Championships 

• Creative Co-Creation: Children transform from passive spectators to active event co-creators 
• Cross-Generational Impact: Children carry environmental message into their families 

 

 

MULTI-CHANNEL STRATEGY 

• Professional design by Thomas Zipfel 
• Various media formats (print, digital, live) 
• Merchandise as permanent reminder and message carrier 

IMMERSIVE EXPERIENCE DESIGN 

• "Lenzi's Living Room" Concept: Visitors become part of the habitat, sensitized to protection needs 
• Regional Identity: Promotional videos position Lenzi as authentic regional ambassador 
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• Storytelling: Emotional connection between guests and nature conservation through narrative em-
bedding 

NARRATIVE SUSTAINABILITY 

• Lenzi as character who wants to become a biathlete AND simultaneously protect his habitat 
• Dual role shows that elite sports and environmental protection are compatible 
• Role model character for athletes and fans 

 

 

MEASURABLE IMPACT 

REACH AND ENGAGEMENT 

• Presence at international biathlon events since 2023 
• Continuous visibility across multiple seasons 
• Integration into official World Championships communication 2025 

EDUCATIONAL IMPACT 

• Active Participation: School children as co-creators (start number painting at European Cham-
pionships) create emotional connection 

• Awareness for Endangered Species: Through emotional mascot connection and "living room" ex-
perience 

• Environmental Awareness Among Sports Fans: Different age groups reached through immersive 
event design 

• Regional Identification: Promotional videos and regional ambassador role strengthen local environ-
mental awareness 

• Long-term Impact: Through merchandise, recurring appearances and participatory experiences 

 

 

WHICH IBU SUSTAINABILITY ISSUES  
DOES IT ADDRESS?
•	� Inadequate sustainability communication – Lenzi 

translated complex sustainability themes into a sim-
ple, emotional and recognisable story.

•	� Lacking sustainability awareness among biathlon 
stakeholders – The campaign reached fans, families, 
school children, volunteers, tourists and the wider 
event audience through repeated communication and 
live interaction.

•	� Decreasing biodiversity at outdoor venues – By 
choosing the capercaillie, the OC created a direct link 
between the event and local habitat protection.

•	� Lacking consideration of sustainability and land-
scape in construction of (new) facilities – The pro-
ject helped frame sport infrastructure and event de-
velopment in relation to the surrounding natural 
landscape and the species that depend on it. 

For further information on the sustainability work of  
the IBU, please visit:  
https://www.biathlonworld.com/inside-ibu/sustainability

WHAT WERE THE CHALLENGES FACED?
One of the main challenges was that some development 
projects in the region had previously faced resistance 
from environmental organisations. The OC therefore 
chose to engage with these concerns rather than avoid 
them. Lenzi helped create a shared and positive symbol 
around which sport, tourism and nature protection could 
be discussed.

OC Lenzerheide also explored collaboration with Parc 
Ela, a nature park in Graubünden, but the park organisa-
tion did not have sufficient staff capacity to promote the 
ideas during the IBU Biathlon World Championships 
2025. Nevertheless, the project benefited from coopera-
tion and input from several environmental organisations, 
including Pro Natura Graubünden, WWF Graubünden 
and BirdLife.

Another challenge was to make sustainability communi-
cation engaging without being too technical. By using a 
mascot, storytelling and children’s participation, the OC 
was able to make the topic more approachable.

WHAT ARE THE NEXT STEPS?
Lenzi continues after the 2025 World Championships as 
the mascot of the newly founded Lenzerheide Event Or-
ganization. The aim is for Lenzi to remain a visible am-
bassador for sustainability, biodiversity and respect for 
nature at future events in the region.

Beyond the World Championships, the Roland Arena will 
continue to operate as an international training and 
competition centre. The cooperation established with 
Parc Ela, Pro Natura Graubünden, WWF Graubünden and 
BirdLife provides a foundation for future environmental 
and sustainability projects in the region.

Possible future developments include educational activ-
ities for schools, further use of Lenzi in event communi-
cation, and continued collaboration with local stake-
holders on nature protection.

Lenzerheide has shown how a locally meaningful 
mascot can make sustainability communication 
more accessible, using biodiversity protection to 
build dialogue between sport, children, fans and 

environmental partners.

https://www.biathlonworld.com/inside-ibu/sustainability

