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 Imagine you were a member 
of an Iron Age culture without letters, 
nevertheless wanting to express your 
religious beliefs or your affiliation to 
a social group or class – this might 
have been the initial dilemma for the 
nomadic horse-riders living in the Altai 
Mountains in the 5th to 3rd century 

BCE. One can imagine what they might 
have done to overcome this obstacle: 
Use pictures! At least, this is one pos-
sible explanation for the extensive 
image legacy of the Pazyryk culture. 
From horses’ harnesses to household 
items, these nomads decorated and 
ornamented many of their belongings 
with images. They did not even stop 
when it came to utilizing their own 
bodies as canvas.
“Most of these images show animal 
scenes, which is why they are classified 
as Animal Style”, explains archaeolo-
gist Karina Iwe. “This specific art style 
dominated the Eurasian steppe belt for 
several hundred years.” As the motifs 
are similar and frequently repeated, 
Iwe interprets them as a visualized 
type of language with zoomorphic ele-
ments. 
“It might have been a kind of com-
munication network connecting the 
various nomadic groups that roamed 
the thousands of square kilometers of 
steppe”, Karina Iwe says. She is writing 
her PhD thesis in the Graduate School 
‘Human Development in Landscapes’ 
about the Scythian horse-riders’ Ani-
mal Style.
One very impressive example of the 
widespread use of such images is the 
fact that all six Pazyryk mummies 
found so far bear tattoos. “As the interi-
or of their graves reflected differences, 
they probably belonged to different 
social classes. So it is likely that all 
members of the Pazyryk culture were 

tattooed, and that tattoos were not 
exclusively reserved for certain groups 
such as warriors or rulers”, Karina Iwe 
emphasizes. In their details, however, 
they probably provided information 
about their bearer: “Slight differences 
in the tattoos, like their location on 
the body and their extent, can be asso-

ciated with the status and social rank 
of the mummies.” For example, it is 
noticeable that males had tattoos on 
their back, legs and feet, while females 
were likely to have them around their 
wrists. Several mummies identified 
as warriors were tattooed with simi-
lar signs, suggesting this to be some 

kind of fighter’s label. Like the other 
images left behind by the Pazyryk peo-
ple, most of the tattoos show animals 
and, to a lesser degree, other symbolic 
icons, such as floral motifs. Among the 
animals depicted, hoofed, birds, cats of 
prey, fish and fantasy creatures prevail. 
“Close observation of the environment 

was necessary to create such images”, 
archaeologist Iwe is convinced. “In my 
opinion, this mirrors the close relati-
on of the nomadic Pazyryk people to 
nature, thus telling us a lot about their 
way of life. They depended on livestock 
as an important source of food – which 
was steadily endangered by predators. 
This is one of the most favoured motifs: 
a predator attacking a hoofed animal.” 
Besides the presumed role of tattoos as 
indicators of social rank, some might 
have had other functions: One of the 
male mummies shows two rows of tiny 
circles on his back, running parallel to 
the spine – an area of the body where 
acupuncture points are placed. This 
might suggest a therapeutic intention. 
A much debated question is whether 
the tattoos might have had a symbolic 
or magical meaning. 
 Jirka Niklas Menke

The South Siberian Pazyryk people of the 1st millennium BCE are regarded as a preliterate culture. 
However, the imagery they left behind is a kind of language telling much about their life in close 
touch with nature.

 
Multi-figured fighting scene: Predators attacking their prey. 
                                                                       Taken from magazine »Barkova & Pankova«, 2005

The mummies mentioned above were found 
in several grave mounds, so-called kurgans, 
in the Ulagan River valley and on the more 
southwesterly located Ukok Plateau in the 
Siberian Altai Mountains near the Russian 
borders with China, Kazakhstan and Mongolia. 
The Pazyryk culture derives its name from a 
village on the banks of the Ulagan River. The 
mummies and their tattoos, as well as other 
burial objects such as leather, fur and felt, 
were partly well-preserved thanks to favou-
rable climatic and environmental conditions: 
The tombs inside the kurgans were surroun-
ded by ice lenses that never melt due to the 
permafrost conditions of the soil. jnm

Mummies on ice

 October 5th 2015 will mark 
the 350th founding day of Kiel Univer-
sity, an occasion, which the university 
plans to celebrate with a series of events. 
The preparations actually started exact-
ly 350 days prior to the beginning of the 
jubilee year with a media campaign and 
the launch of an anniversary website: 
www.cau350.uni-kiel.de/en.
In 2015, major events are to follow. 
One of the most important ones is 
a very personal contribution: Friends 
and members of Kiel University can 
state their connection to Kiel University 
in any way they like. In 350 and more 
stories, the jubilee committee hopes to 
show who the people at Kiel University 
are, what moves the institution and 
what part it can play in shaping future 
society. Special events, striking expe-
riences, impulses given or received, 
favourite locations, times or persons – 
contributions of any personal or social 
highlights are very welcome! Texts, 
pictures and videos can be submitted. 
The festivities will start in January. 
The University Week will initiate the 
anniversary celebrations. Concerts, 
the jubilee ball, the annual reception, 
a jubilee service and a fair will set 
the festive mood for the jubilee year. 
For May, a summer festival around 
the main lecture hall is in planning. 
During the winter semester 2015/2016, 
there will be a lecture series on the 
university‘s history and future.
All friends and members of Kiel Uni-
versity are invited to participate in the 
planning process as well as in the jubi-
lee itself. Kiel’s alumni can play a par-
ticularly active role in the jubilee – they 
are called to join in the well-established 
tradition to become patrons. Catherine 
the Great, Charlotte Hegewisch and 
– more recently – Professor Frederick 
Paulsen and Gabriele Wachtholz are 
just a few of the generous patrons who 
have helped Kiel University become the 
northern light it is today. Donations 
of materials, services or networks are 
welcome, as is political or ideal sup-
port, along with financial aid for a 
specific project or general donations 
to the jubilee. And in its jubilee year 
Kiel University would like to create the 
350th scholarship for students. Con-
tributions to the scholarship fund can 
also be made. Ann-Christin Wimber

www.cau350.uni-kiel.de/en 
 

Celebrations on 
the horizon!  Talking tattoos

 The good news is: Retailers 
are not taking advantage of us. But why 
is the price of food rising? Are con-
sumers at the mercy of the industry? 
The scientific project “Transparency 
of Food Pricing” (TRANSFOP) aims to 
find out just that. “We aim to investi-
gate the determinants of food prices 
across the EU member states and the 
role that competition plays in food 
pricing”, declared Professor Jens-Peter 
Loy, head of the Chair of Agricultural 
Market Analysis at Kiel University. The 
department of Agricultural Economics 
is one of 13 partners in the project, 
which was funded by the European 
Union and has just ended. 
“Our task was to find out why prices 
for food are falling or rising”, explained 
Loy. “This is of particular interest for all 
societies.” People are constantly rea-
ding about protests by farmers against 
low prices for milk, criminal price-
fixing agreements among competitors 
or other scandals. “In the framework of 
TRANSFOP, we focused on two scienti-
fic projects”, said the professor. “First, 
we wanted to gain new insights into 
price transmission.” Loy and his team 
wanted to find out if changes in retail 
prices have an influence on the price 
consumers have to pay. “The second 
project aimed to analyse how the pri-
cing policy influences consumer beha-
viour”, explained Loy. He wanted to 
know which factors constituted brand 
loyalty and how this could be changed.
For the first analysis, Loy and his team 

chose products that should not be sub-
ject to change. “Whole milk and butter 
are basically homogeneous. They have 
the same ingredients, independent of 
the shop they are sold at”, Loy explained 
his choice of products. Nevertheless, 
he found that there were differences 

in pricing between stores, brands and 
across a time range. The basic hypothe-
sis was: Price transitions are asymme-
tric – processors and retailers of milk 
or butter pass on any increase in costs 
to the consumers; any decrease would 
eventually be passed on, but not as 

fast. Loy and his team picked 200 to 
300 retailers in Germany and gathered 
random samples for all milk and butter 
brands weekly. The next step was to 
check the prices for producing these 
products on the same dates. Third, 
the hypothesis was checked. “We did 

find an asymmetric cost pass-through”, 
declared Loy. If the wholesaler raised 
the price, it was soon after passed on 
to the market; if the cost decreased, it 
was also adjusted – but not as quickly. 
“We were then curious if there was a 
difference in cost pass-through with 
certain brands”, said Loy. “Do brands 
have a higher influence on the price 
than no-name products?” The result 
was negative: “Price transmission has 
nothing to do with market power”, 
reported Loy. “Milk and butter by major 
brands are subject to the same pricing 
mechanism as no-name products. But 
the price adjustments are not passed 
on as fast as with the retailer brands.” 
This leads to project number two. The 
scientists at Kiel University wanted to 
find out how special offers correlate 
with customer loyalty. For this analysis 
they chose cereals instead of milk and 
butter. The thesis was that a brand 
with a strong customer base would not 
offer a lot of discounts. “We found that 
Kellogg’s is the strongest brand in this 
segment; Nestlé is number two. Fur-
ther, our analysis showed that Nestlé 
offers more and higher discounts than 
Kellogg’s. In short, the weaker brand 
uses price promotion more intensively.” 
It was also found that each brand uses 
their most prominent sub-brand most 
for price promotions. The latter result 
still needs a formal theoretical explana-
tion, which Loy and his team want to 
address in their future research. 
 Ann-Christin Wimber

Scientists of the Department of Agricultural Economics have collaborated 
in an EU-funded project to find out why the price of certain foods is rising. 
Their result: Margins have become narrower and wholesalers are just 
merely passing on their own costs. 

The price is right

“It might have been a kind of com-
munication network connecting the 

various nomadic groups that roamed 
the thousands of square kilometers 

of steppe”


