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I. Introduction
The Burgenlandkreis is a municipal district in Saxony-Anhalt (Germany) that aims to promote small retail businesses in rural areas in the framework of the SARURE project. As rural region located between the two larger cities Leipzig and Halle (Saale) in the European Metropolitan Region Central Germany it is facing a number of challenges regarding its sociodemographic development. A declining and aging population especially in rural areas requires adaptation strategies to ensure good and sustainable living conditions. Furthermore the people in Burgenlandkreis require good jobs and public infrastructure. In this context the closure of coal mining, which is still an important industry in the area is a special challenge for the next 20 years. 

The mapping analysis is structured in five parts. The first chapter will describe the concept of rurality in the Burgenlandkreis. The second chapter is focused on the socioeconomic situation – describing demographic development in the past years and an outlook to the future. Furthermore a short description of the economic situation and employment trends is provided. The main part of the analysis consists of the assessment of the retail offer and retail demand. For this purpose a common questionnaire has been developed and distributed to retail companies and consumers in the region. The fourth chapter is dedicated to the rural development policies, which are important for the area. A SWOT analysis will summarise the results of the mapping exercise in chapter 5. Conclusions and recommendations are given in the last chapter. 
II. Concept of Rurality in force in Burgenlandkreis
The Burgenlandkreis is a rural area with a relatively high density of population of 129 inhabitants per sqkm. Larger cities are the administrative capital Naumburg (32.755 inhabitants), Zeitz (28.381) and Weißenfels (40.874). Furthermore, there are several mid-sized and smaller towns and smaller villages. The Burgenlandkreis is covered by 2 LEADER Regions – the Natural Park Saale-Unstrut-Triasland and the Montanregion Saxony-Anhalt South
 Both LEADER regions have developed local development strategies, which are in the process of implementation. 

For the SARURE project, the Burgenlandkreis has decided to focus on three rural areas, which is the Verbandsgemeinde An der Finne (11.821 inhabitants and 46 inhabitants per sqkm), die Verbandsgemeinde Wethauthal (9104 inhabitants and 61 inhabitants per sqkm) and die Einheitsgemeinde Hohhenmölsen (9558 inhabitants, 127 inhabitants per sqkm). This decision was taken in order to focus on those areas with the biggest challenges and needs for action.
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Figure 1: Selected Rural Areas in Burgenlandkreis 
Source: Wikipedia, own adaptation
III. Socioeconomic state-of-the-art in Burgenlandkreis
a. Sociodemographic aspects:
i.  Sociodemographic characterization of the territory
The Burgenlandkreis is located in Central Germany in the southern part of the region Saxony-Anhalt. Burgenland borders Saxony in the east and Thuringia to the south.

It is one of the regions in Saxony-Anhalt that is considered to be strongly affected by the structural change regarding the transition of coal regions.
 
As part of the territorial reforms of 1994 and 2007, the Burgenlandkreis was brought together from the various districts and municipalities of the current area.

The district has 181.968 inhabitants, living in an area of about 141.372 km2. This results in a population density of 129 inhabitants per sqkm. 
The GDP of the Burgenlandkreis is 4.352 Mio. Euro and covers about 7,36% of the total GDP in Saxony-Anhalt. 

The municipal district Burgenlandkreis is affected severely by the economic and social changes since 1990 and is now facing new challenges with the transition of the coal region. Since the 1990’s the region faced several developments regarding social affairs and economic affairs.
ii.  Depopulation

One of the most important challenges that the Burgenland is facing is the depopulation of the district. In 1990 245.946 inhabitants were living in the area. Since then the population has decreasing substantially. 
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Table 1: Population Development in Burgenldandkreis und Saxony-Anhalt 

Source: Regional Statistical Office Saxony-Anhalt
While the population amounted 201.932 in 2007, it decreased to 194.195 in 2010 and 181.968 in 2017. This is an overall loss of about 9,89% from 2007-2017 and a loss of 6,3% for the last seven years. The projected development states clearly, that the population decline will continue. Until 2030 the population will decline by about 24.660 inhabitants, which is a reduction of 13,6%. The situation is quite similar compared to the overall trend in Saxony-Anhalt. The depopulation in Saxony-Anhalt from 2010-2017 is -4,8% and the predicted depopulation rate is about 10,5%.
 This shows that the Burgenlandkreis is more heavily challenged by the demographic change in the next years. The ongoing trend of people moving from the rural areas to the cities will make the situation for the small villages even more difficult.  
The following table shows the reasons for the demographic change. The biggest imbalance is the high number of deaths related to the low number of births. This is imbalance is result of the migration of especially young people from East to West Germany after unification and the trend to have smaller families at later ages. Even if the birth rate is slowly growing in the recent years, this imbalance will sustain in the future. Looking at the migration balance, the population loss from the 1990s could be stopped in the past years. In 2017 there was even a slight positive balance. A special effect of migration from outside Europe starting in 2015 needs to be considered in this respect.
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Table 2: Birth / Deaths and Migration Development in Burgenlandkreis and Saxony-Anhalt 
Source: Regional Statistical Office Saxony-Anhalt
iii. Demographic imbalances in the structure of the rural population

The demographic imbalance can be clearly recognized in the Burgenlandkreis. In addition to the decline in the population, there is a strong tendency towards an aging population. 
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Figure 2: Population Pyramid Burgenlandkreis 

Source: Demographical Report Burgenlandkreis
The graph illustrates the current development. The trend towards an aging society is not an unexpected development, but it became more obvious. The graph illustrates the development from 2012 to 2030.
 The black line marks the data for 2012 and the coloured lines represent the projected data. It can be seen, that the overall society of the Burgenlandkreis is currently facing two major challenges: declining and aging. It can be stated that this imbalance is even higher in rural areas, where less young people and less old people live. 
Gibt es Forecasts für Ländliche Gebiete – An der Finne Wethautal, Hohenmölsen?? 

b.  Economy and Employment:

i.  Business activity and proximity services in the territory

The GDP of the Burgenlandkreis was 4.411 million Euro in 2016. During the last five years the GDP grew by 16%. The GDP per capita was 24.000 Euro in 2016. In 2011 the GDP per capita was 20.000 and has grown 20% in these 5 years. Despite this growth, the GDP per capita is still only 90,6% of the average in Saxony-Anhalt.

Among the 100 largest companies in Saxony-Anhalt, there are only 4 located in the Burgenlandkreis. Tönnies Zerlegebetrieb GmbH, Weißenfels (2300 employees, Food Industry), Mitteldeutsche Erfrischungsgetränke GmbH & Co. KG, Weißenfels (1525 employees, Food Industry), MIBRAG Mitteldeutsche Braunkohlengesellschaft mbH, Zeitz (1446 employees, Lignite coal industry), Rotkäppchen Sektkellereien GmbH, Freyburg(702 employees, Food Industry)
 The majority of companies are mainly small and medium sized. 

The purchase power of the Burgenlandkreis values 913,7 million Euro in 2016 (334,9 food and 578,8 non food). This results in a purchase power of 4.963,6 Euro per capita. Compared to the level of the other districts of the IHK Halle-Dessau are Burgenlandkreis is slightly above the average with 101,5%. The following table shows the available purchase power for the different types of retail. For instance there are 1819,3 Euro available for food.  
	Category
	total in Mio. Euro
	per capita in Euro

	mostly short term demand
	424,5
	2306,1

	Food and Beverages
	334,9
	1819,3

	Health and Drugstore products
	66,7
	362,3

	Flowers, Plants and zoological needs
	22,9
	124,4

	mostly middle term demand
	154,8
	840,9

	Books and Toys
	43,1
	234,1

	Clothes, Shoes and Sportswear
	111,7
	606,8

	mostly long term demand
	334,4
	1816,6

	Electronics
	88,4
	480,2

	Furniture, Decoration and Interior
	99,7
	541,6

	Other Retail
	146,3
	794,8


Table 3: Purchase power in the Burgenlandkreis by categories 

Source: IHK Halle-Dessau ‘Handelsatlas’ 2016
The following map shows the food centrality index for the different districts of the Burgenlandkreis. It is measured by putting turnover of the food sector in relation to the available purchase power. It is clearly visible that inhabitants in rural areas only use a small share of their available money to spend in their district. Wethautal only spends 30%, An der Finne 72% and Hohenmölsen 85%. A large share of the purchase power is flowing the the central locations such as Zeitz (176%), Naumburg (133%) or Weißenfels (128%). The statistics for important shopping locations in Saxony such as Günthersdorf or Leipzig are not measured here. 
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Figure 3: Food centrality Index 

Source: Regionales Einzelhandelskonzept “Nahversorgung in den grundzentralen Verflechtungsräumen der Planungsregion Halle” (2014)
	Municipality
	Purchasing Power for Food in Mio. €
	Sales of Food in Mio. €
	Percentage

	Region without upper and middle centre(s)

	Hohenmölsen
	20,3
	17,3
	85%

	An der Finne
	23,6
	16,9
	72%

	Wethautal
	18,6
	5,5
	30%

	Upper and middle centre(s)

	Zeitz
	49,5
	87,2
	176%

	Naumburg
	65,3
	86,7
	133%

	Weißenfels
	78,3
	100,1
	128%


Table 4: Food Centrality Index Selected Areas of Burgenlandkreis 
Source: Regionales Einzelhandelskonzept “Nahversorgung in den grundzentralen Verflechtungsräumen der Planungsregion Halle” (2014)
ii. Employment

In recent years the big problems with unemployment in the Burgenlandkreis, which has suffered a lot from the transition after unification in the 1990s, have improved substantially. From May 2016 until May 2019 the unemployment rate decreased from 9,5% to 6,5%. This rate is slightly better than the unemployment rate of Saxony-Anhalt (7,1%). The positive economic development has resulted in the creation of new work places. From 2010 until 2017 this number has increased by 9,7%. This growth rate is twice as high compared to the rate of Saxony-Anhalt. 
	 
	Burgenlandkreis
	Saxony-Anhalt

	unemployment rate (May 2019)
	6.5%
	7.1%

	employment as of total workforce % (aged 15-65; 2017) 
	71,2
	74,9

	no. of employees (place of work, total, 2010)
	53.582
	761.308

	no. of employees (place of work, total, 2017)
	58.787
	792.591

	employment 2010-2017 % (place of work)
	9,7
	4,1


Table 5: Employment situation in Burgenlandkreis 

Source: Regional Statistical Office Saxony-Anhalt
The majority of the people work in the Service sector (51.000, 69,1%), but also the processing industry including construction is strong (21.000, 28,6%). Without construction there are 14.100 people in the procession industry, which represents 19,1% and shows the strong importance of industry in the Burgenlandkreis. Only 1.700 people work in the agriculture.    
iii. Analysis of the retail offer (exploitation of survey to rural retailers and stakeholders’ groups)

In 2016 there have been 302.925 sqm of retail space in the Burgenlandkreis (107.125 food and 195.800 sqm non-food), which is 1,65 sqm per inhabitant. Since 2012 the retail space only grew marginally (+0,6%). Nevertheless the large shops have grown (+10,8%) There are strong changes in the type of shops. Specialised shops have olst 40% of their selling area since 2006, whereas supermarkets have won 38%. Discounter have grown by 12,8% since 2016.
 
The retail offer in the Burgenlandkreis is mainly concentrated in the larger towns and to a limited extend also in the smaller towns. There are only very few shops in the rural areas outside the towns. 
The chamber of commerce Halle Dessau has recently implemented a research with local mayors in the Burgenlandkreis to collect information about the existing retail offer. The following table shows number of shops for the two areas “An der Finne” and “Wethautal”. The first column shows the number for all the municipality, the second column shows the number only for the rural area outside of the towns (Bad Bibra, Eckartsberga and Osterfeld) It is obvious that most of the shops are concentrated in these three towns. Bakeries and Butcher shops are more or less the only shops that can be found in the rural areas. An interesting result is the high number of mobile retail offers, which also cover the rural areas. It is also clear that there is a supermarket (often a discounter) in the smaller towns, where goods for daily needs can be bought. These answers combined also with the results of the retail demand, described in the next chapter, show that the inhabitants of rural areas have to go shopping to smaller or larger towns, as there is almost no offer nearby.  
	Category
	An der Finne
	Wethautal

	
	total
	without city
	total
	without city

	Bakery
	4
	3
	3
	0

	Butcher's
	4
	2
	1
	0

	Drugstore
	1
	0
	0
	0

	Pharmacy
	2
	0
	1
	0

	Shop / Retail Trade
	10
	0
	2
	0

	Small supermarket
	2
	0
	0
	0

	Big supermarket
	1
	0
	0
	0

	Discounter
	3
	0
	1
	0

	SB warehouse
	0
	0
	0
	0

	Specialists
	1
	0
	0
	0

	Department store
	0
	0
	0
	0

	Mobile sales car
	14
	11
	9
	6

	Store at the gas station
	2
	0
	1
	0

	Other
	1
	1
	1
	1


Table 6: Retail offers in the selected entities of the Burgenlandkreis 

Source: IHK Halle-Dessau survey results
The following map shows the allocation of supermarkets (discounter) in the south of Saxony-Anhalt. It highlights the broad representation of supermarkets across the territory often concentrated in the smaller, mid-sized or larger towns but also relatively easy to reach from the rural areas. In the Burgenlandkreis there is now complete white spot, where the provision of foods and products for daily life is not ensured taking into account some mobility efforts. 
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Figure 4: Map of Supermarkets (food discounter) in the south of Saxony-Anhalt
Source: Regionales Einzelhandelskonzept “Nahversorgung in den grundzentralen Verflechtungsräumen der Planungsregion Halle” (2014)
Concerning the assessment regarding the changes in retail offer since the year 2014 the following answers have been given for the different sub-entities of the municipalities An der Finne and Wethauthal: 

	Answer
	An der Finne
	Wethautal

	Strong improvement
	0
	0

	Improvement
	0
	0

	No changes
	1
	4

	deterioration


	4
	1

	Strong deterioration


	1
	0

	No retail offer existed
	1
	0


Figure 5: Results of the answers for changes in retail offers 
Source: IHK Halle-Dessau survey results
In the last years the situation of retail offer has either stayed the same or the offer has been reduced. This shows the difficult framework condition and negative trends, which retail in rural areas is facing in the recent years. 
Furthermore, the mayors were asked how they asses the future development of retail offer in the next 10 years. The results show the sceptic opinion on future perspectives for retail shops in rural areas. Either there are no changes or the situation will even get worse. 
	Answer
	An der Finne
	Wethauthal

	Strong improvement
	0
	0

	Improvement
	0
	0

	No changes
	2
	3

	deterioration

	3
	0

	Strong deterioration

	1
	1

	No retail offer will exist
	1
	0


Table 7: Assessment of municipalities mayors 

Source: IHK Halle-Dessau survey results
In order to collect information from the local retailer in the selected rural area a questionnaire has been developed in cooperation with the lead partner. A google maps research for the three areas An der Finne, Wethautal and Hohenmölsen has resulted in a list of only 24 shops. Furthermore, there are seven supermarkets and also five petrol stations, which also sell food products. One result of the google research was, that almost no shop had a website and email contact details were provided. This shows the current status of digitalisation of retailers in rural areas. 

The questionnaire was published online on the website of the Burgenlandkreis and promoted on their facebook page. Only 11 companies have completed the questionnaire, which gives limited value to the evaluation of results. The allocation of nature of shops are: 3 food, 3 personal equipment, 2 technological equipment, leisure and 2 others. Most of the shops are older than 6 years the major part even older than 16 years. Most of the companies assess their current business situation as good or satisfied (1 very good, 3 good, 6 satisfied, 1 bad) 5 companies have an optimistic view towards future business development, 1 is hesitating and 3 are pessimistic. 

10 shops sell their products directly to the consumers, 5 shops mention they also sell online. In relation to changes to improve the current situation the following measures have been mentioned as most important: Increase the number of clients (6), Modernization: refurbishment and equipment (4) cooperation with other retailers (4) more use of advertisement and marketing (4). 

In relation to factors that influence the business in the future the following aspects have been assessed: 

· Increased online shopping of consumers (mainly negative)

· Electronic commerce and new technologies (mainly positive)

· New legislations (no influence to mainly negative)

· Competition to other locations in the centres (mostly neutral, some positive and some negative)

· Economic development of the region (some positive and some negative)

· Demographic change (mostly negative to very negative) 
Major competitiors are seen in the specialized chain stores (national and international brands, franchises), malls and stores as well as online commerce.

The companies assessed the reasons of clients to come to their shops. The most important are the following:

· Personalized attention (8)

· Professionalism, knowledge and advice (6)

· Location short distance (5)

Companies use mainly modern forms of communication such as phone, email and internet to contact their suppliers.

Several companies also use Internet and Facebook to promote their business. This reflects the fact that companies answered the questionnaire via a Facebook link. Only 2 companies want to extent their online activities, the rest is hesitating.  Main barriers is the required time and that the online channel is not matching to the particular retail business. 

The following aspects received a high assessment for the importance for improvement of local retail business: Image campaigns, organisation of fairs, improved professionalism modernisation of shops, improvement of local infrastructure, improving prestige of local retails, cooperation between small retailers, better connection to other sectors such as tourism and leisure. 

In relation to the mobility there are many people, who walk to the shops as well as they use the car. The accessibility with public transport is evaluated rather negative. About 50% of the shops ask for better connection to the public transport the other 50% don’t see a necessity in this respect. 
T

iv. Analysis of the retail demand (exploitation of survey to inhabitants-consumers)

Based on the common SARURE questionnaire, an online survey was implemented in Mai 2019. The consumers were asked about their assessment of the current situation of the retail in their rural area: where they buy which kind of things. Which framework conditions are important and what should be improved to do more shopping in rural retail shops. Final also questions concerning the mobility situation in relation to retail were raised. 126 participants took part in the survey. About 60% were fully and about 90% were mostly completed. 30% of the participants were male and about 53% were female. The other 17% didn’t give an answer or cancelled the survey. Most of the participants were middle-aged as the figure below illustrates.
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Figure 6: Age groups of the participants
Question B1: Which Shopping Location do you choose for buying of different goods
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Figure 7: Shopping location preferred by the participants
The results show that especially products for the daily live are bought at stores in the municipality or nearby smaller towns (Food: 65% / 29%, Health and Drugstore: 52% / 42%) Clothes are mostly bought online (30%) and show for the rest a very balanced distribution between local shops big shops. Furniture is mostly bought in shopping malls outside the municipality or is stores in larger cities (35% / 22%). Electric and electronic devices (52%) as well as gifts and toys (57%) are mainly bought online but a smaller share also is bought in local shops. Also for books and stationary, online platforms are used (34%) but a larger share is also sold in shops in the municipality and smaller towns (33% / 25%) 
Question B2: How content are you in relation to the shopping possibilities under consideration of offer and accessibility (5 fully satisfied, 1 not satisfied at all) 

The following table shows a general good satisfaction in relation to the shopping possibilities. Food and health and drugstore products are ranked 1st with a mark of 4,0 and 3,9 (mostly satisfied).  Also books and stationary are rated good 3,5. The consumers evaluate clothes, furniture, electric and electronic devices as well as books and stationary with average grades between 2,7 to 3. 
	
	Average Sastisfaction

	Food
	4,0

	Health and drugstore products
	3,9

	Books and stationery
	3,5

	Gifts and toys
	3,0

	Clothes, shoes and accessoires
	2,7

	Furniture, domestice aplliances and decoration
	2,7

	Electric and electronic devices
	2,7


Table 8: Satisfaction for shopping possibilities 
Question B3: Which aspects for shopping outside do you value most? 

	
	Avergage Importance

	Simplicity and comfort of the purchasing process
	4,4

	Quality / price
	4,3

	Quality and trust in the product
	4,3

	Availability and time required
	4,2

	Adapting the offer to my needs
	4,1

	Professionalism, experience and advice
	3,9

	Knowledge of the product / advice
	3,7

	Possibility of access to various shops
	3,7

	Ethics and social responsibility
	3,3

	Personal attention
	3,3

	Active online presence
	3,0

	Prestige of the shop and marketed goods
	2,6

	Loyalty and advertising cards
	2,1


Table 9: Important aspecto for shopping outside
The table shows the importance of the several aspects are very important such as:  Availability and time required, quality/price, Simplicity and comfort of the purchasing process, Adapting the offer to my needs, Professionalism, experience and advice, Quality and trust in the product. But also the other aspects were evaluated partially important or mostly important. Only loyalty and advertising cards or the prestige of shop and marked goods were assed less important. 
Questions B4: Which of the following aspects are important to go shopping in local shops.  
	
	Average

	Higher product variety
	4,1

	Better opening hours
	3,6

	Improved payment options (EC card, VISA, pay by mobile phone)
	3,5

	Improved connection between customers and companies
	3,4

	Improvement of personal advice
	3,3

	Low prices
	3,1

	Improved social engagement of companies
	3,0

	Modernization of business equipment
	2,9

	Improved online presence and online shopping of local shops
	2,8


Table 10: Important aspects for shopping localy

The most important aspect for improving local shops are higher product variety (4,1), better opening hours (3,6) and improved payment options (3,5) and improved connections between customer and companies (3,4) . All other aspects have been evaluated are partially important. Interestingly also the demand for low prices has not been ranked higher, which is often mentioned in public discussions. 
Question B5: Which additional services would be helpful to increase attractiveness of local shops in your neighbourhood? 

	
	Average

	Regional products
	4,2

	Nearby offers from other services such as hairdressing etc.
	3,2

	Postal services, package delivery and acceptance, mailbox
	3,0

	Tourist information
	3,0

	Common room as a social meeting place
	3,0

	Obvious offers of other services like physiotherapy
	2,9

	Banking services (withdrawal, deposit of money)
	2,8

	Free WIFI
	2,7

	Snack and drinks
	2,5

	Newspapers, magazines
	2,3

	Lottery games
	1,7


Table 11: additional services for attractiveness of local shops
Consumers give the highest importance to the availability of regional products, when it comes to the question on how to improve attractiveness of local shops. Many other services were ranked as partially important such as the availability of other services such as physiotherapy but also common rooms for social meetings. Less important are services such as lottery games and also newspapers.  

B6 Which kind of additional shops would you like to have in your local environment?

	
	Average

	Clothes, shoes and accessories
	3,6

	Health and drugstore products
	3,2

	Gifts and toys
	3,2

	Furniture, domestic appliances and decoration
	3,2

	Books and stationery
	3,1

	Food
	3,0

	Electric and electronic devices
	2,9


Table 12: Preferation of addtional local shops

The consumer articulated balanced wishes for additional local shops from different groups. Highest ranking was given to clothes and shoes with 3,6. 
Questions C1-3 Mobility patterns for shopping

More than 90% of the participants of the survey have an own car. Which is consequently the most prominent means of transport to go shopping. 10% of the participants can rely on the supports of friends and families that have a car and take them to the shops. Only 7% use public transport for shopping. 4% use the bicycle. 
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Figure 8: Mobility patterns
The upper chart shows how often the participants go shopping outside of their living place. 14% leave their town every day and 24% every week. The remaining share has a much lower frequency from 21% once a month up to 8% never. These data show that there is a majority that is mainly using retail offers in their municipality. 

Question C4-5: Assessment of Public Transport
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Figure 9: Assessement of public transport
The participants of the survey evaluate the usability of the public transport with an average grade of 3,5 as rather unsatisfying. Almost the half assesses the public transport as very bad or bad. 29% give average grade 3. Only 15% give good and 6% very good assessment. 
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Figure 10: Connection of public transport with retail stores
If the connection of public transport to the local retail shops would improve 10% would use it very often, 18% often and 28 from time to time. Nevertheless 33% would not use it at all and 10% only in a very limited way. These results have to be reflected with the fact that the majority of participants has an own car and not many older people that rely on public transport have participated in the survey

Question C7: To which location outside of your place to live do you drive normally for shopping? 

Since the Burgenlandkreis is a rural region, it was assumed that most consumers are buying goods outside of their own municipality, either because there is no alternative or because of other reason. Therefore, it was asked where the participants are buying their goods regularly. The participants were asked to answer the question with three main locations and put them in an order, where “Location 1” is the most important. The results are shown in the figure below.
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Figure 11: Preferation of shopping locations
It can be seen that especially Leipzig and Günthersdorf/Nova Eventis
 are frequented mostly, but also Naumburg as administrative capital of the Burgenlandkreis. An interesting fact is that some participants state, that they are visiting cities in Thuringia as their second and third favourites. As a result, it can be seen that many consumers of the Burgenlandkreis use the larger areas in the neighbouring states of Saxony and Thuringia. The Nova Eventis / Günthersdorf assumes a special role because of its established position as a supraregional reference point for shopping of various kinds. Larger cities of the district or Saxony-Anhalt (for example Halle) are much less frequented.
IV. Rural Development Policies (Plans & Programmes) in force in the territory

Directive for the development of rural areas (RELE) 2014-2020
The directive for development of rural areas of the state of Saxony-Anhalt (RELE) was published in March 2016
. This funding serves the preservation and design of the village character and the improvement of the living conditions of the village population. The aim is to preserve the rural regions and their villages as independent living, working, social and cultural areas.

Another objective is to support infrastructure projects that are adapted to the needs of rural areas and which serve the development of tourism development potentials or complement the tourism priorities of the country. Rural or forest roads can also be supported through RELE, as well as sports facilities and land consolidation procedures.

This directive can be used also to support small village retail infrastructures. Section D of the directive is focused on village renewal an development including tourism infrastructure. 

Following topics can be funded: 

a) the improvement of local traffic conditions including the design of village squares, roads, paths, open spaces and localities,

b) the creation, maintenance and development of village-like community facilities, 

c) Multifunction houses

d) the preservation and design of landmark buildings including the interior design to the shell and the associated court, garden and green areas,

e) the creation, maintenance, improvement and development of recreational and recreational facilities,

f) Measures of agricultural and forestry enterprises to reuse their buildings,

g) the conversion of village buildings,

h) the demolition or partial demolition of building fabric in the interior, the unsealing of broken fallen surfaces and the disposal of the resulting demolition materials,

i) Improvement and development of publicly used tourist infrastructure.

Retail shops must be smaller than 400 sqm. Municipalities and also private persons and companies can receive the funding. The municipalities should be smaller than 10.000 inhabitants. Public entities receive up to 65% funding maximum 350.000 Euro. Private persons receive only 35% maximum 50.000 Euro. Applications must be submitted until 15 November every year to the Ministry of Environment, Agriculture and Energy Saxony-Anhalt. 

Regional Funding Directive “Demopgrahy- Shaping Change” 
The funding programme demography of Saxony-Anhalt pursues the goal of supporting the shaping of demographic change, ensuring sustainable services of general interest and ensuring the long-term quality of life in the population and structurally weak areas of the state
.
With the help of the funding directive "Demography - Shaping change", especially municipal and social actors are supported in the implementation of projects. It should be help for self-help, activate civic engagement and stimulate creative project ideas.

The directive is focused on municipal districts, municipalities, municipal special purpose associations, associations non-profit companies, state recognized religious or religious communities, public-law and charitable private-law foundations and public companies.
The directive supports projects for shaping the demographic change such as:

· The preparation of regional and local adaptation strategies as well as planning measures for the shaping of the demographic change as well as their implementation and projects on alternative supply forms in rural areas, which contribute to the preservation of the quality of life and securing of general interest. This includes: 

· The support of moderation measures (for example, coaching projects to raise public awareness and social actors for demographic change processes).

· The development of strategy and action concepts including coordinating support. 

· The development of concepts and projects, for example, to adapt the infrastructure and services offered by the withdrawal of private or public providers, or to improve civic engagement and networking or family and social cohesion of the generations.

· The initiation and support of inter-communal and public-private networks and forms of organization for securing public services.

· The support of projects of regional and local welcome cultures of internationalization and cosmopolitanism.
· The co-financing of model projects of the federal and state governments on issues of demographic change.
The funding will take the form of a subsidy of up to 80% of the eligible expenditure, up to a maximum of € 80,000. Personnel costs for permanent staff are not eligible. Applications have to be submitted to the Development Bank Saxony-Anhalt. Every year the 31st of March is the deadline. The Ministry for Regional Development and Transports decides about the funding. In the framework of this programme also projects to promote small retail shops in rural areas have been founded
. 

Funding Programme Village Community Shops

In 2019 the Ministry for Environment, Agriculture and Energy of Saxony-Anhalt has started  a call to allocate funding for “Village Community Shops”
. These shops are an important contribution to integrated rural development. The aim is to preserve the rural regions and their villages as independent living, working, social and cultural areas.

With the help of village community shops, the quality of life in the countryside can be increased:

· They are social pivotal points of village community life.

· They serve the supply of food and other goods.

· They offer ideal conditions for mutual exchange and thus for the community in the village.

· They offer services (postal acceptance, etc.).

· They contribute to the preservation and design of the village character.

Institutions, initiatives or villagers from villages with less than 2,500 inhabitants in Saxony-Anhalt are invited to participate in the model program "Village Community Shop" in Saxony-Anhalt. Together with their community, they should establish a village community shop as a lively village center.

It is about local supply, services and about bringing a social meeting place for living together in the village to life in order to promote cohesion in the village.

The Ministry of Environment, Agriculture and Energy has allocated 300.000 Euro for the call "Village Community Shop" in 2019 to give support for the expansion or further development of existing facilities, as well as for market analyzes and preparatory concepts for new community village shops. The funding can be used for investments with up to 200.000 Euro and non-investive activities up to 30.000 Euro. The funding rate is 90%. 

First applications have been submitted in May 2019 and the funding decision will be taken in June 2019. The Burgenlandkreis has promoted the application of the village Schleberoda for a concept of a village community shop. It is planned develop this shop under usage of experiences from the SARURE partners. The mayor of Schleberoda participated in the SARURE Workshop in Greece in March 2019. The partner meeting in Burgenlandkreis in June 2019 will also visit the village. 

V. SWOT Analysis of the Rural Environment studied

	Strengths

Good Infrastructure and geographic location in the centre of Metropolitan Region Central Germany (Leipzig-Halle)

Vital community life in rural areas 

Solid economic development

Attractive Tourism destination (wine, world cultural heritage) 

Relatively well established retail offer for mobile inhabitants mostly concentrated in towns
	Weaknesses

Demographic burden (shrinking and aging population) 

Public services in small communities (e.g. public transport in rural areas) 

Insufficient supply of broadband internet

Low purchase power – which flows from rural areas to the centres

Little retail offer in rural areas for people with restricted mobility (elderly, no car) 

	Opportunities

Support of young families and returning ex-pats (provide attractive place to live and work)

Strengthening Regional identity

Funding opportunities for coal regions in transition (promote innovation and new value chains)

Developing local initiatives for community shops / multifunctional houses in villages

Retailer develop digital solutions to better connect to local customers

Organising flexible small-scale public transport solutions for elderly people with restricted mobility 


	Threaths

Closure of coal mines – economic transformation process, loss of highly- qualified and well-paid industry jobs and added value for the regional economy 

Worsening of demographic change (young and educated people leave to the centres)

Managing integration of migrants

Shortage of labour for many professions endangers economic growth

Shrinking public (financial) resources will restrict rooms of manoeuvre for economic promotion policies

Trend to buy online and go shopping to the centres – pressure on economic situation of rural retail shops


VI. Table 13: SWOT-Analyses

VII. Conclusions

The Burgenlandkreis is a municipal district in the center of the European Metropolitan Region Central Germany, which is facing several challenges for its rural areas. Impacted from the social and economic transition after the unification, today the planned closure of coal mining will cause a new transformation process. The Burgenlandkreis has lost many inhabitants in the past years and this trend will continue in the future. The demographic change with shrinking and aging population will especially be a challenge for the rural areas, which loose part of their population to the urban centres. The economic development of the Burgenlandkreis in the past years has been positive, which has resulted in growing GDP and a clear reduction of unemployment. Nevertheless, the demographic challenge, which leads to a shortage of qualified labour and general trends such as digitalization and globalization can endanger economic growth in the future. The closure of coal mining especially hits the Burgenlandkreis, where the mining company Mibrag is located, which still operates a large mining field and provides well-paid jobs to many inhabitants.  The recent political decision to facilitate the closure process until 2038 with considerable amount of public funding needs to be used wisely in order to develop new value chains which provide high-quality employment in the region. For people living in rural areas, the availability of jobs in the nearby area, which is realistically reachable for commuting with a car, is vital to stay in the region. Especially young people and ex-pats have to be attracted to stay or come back to their home region. The Burgenlandkreis can offer good living condition with a beautiful nature, attractive tourism locations, affordable prices for living and nearby urban centres such as Leipzig and Halle.

The retail offer in rural areas in the Burgenlandkreis has experienced a decline in the past years. Today the retail offer in rural areas is only limited to mainly bakery and butcher shops. More shops are located in the smaller towns with sizes from 2000 inhabitants onwards. In these basic urban centres there is also a good network of supermarkets, which ensure a sufficient provision of goods for the daily live. This situation leads to the fact that the available purchase power from the rural area flows to the smaller, mid-sized or larger towns. It seems likely that this trend of shrinking retail offer in rural areas and concentration of shops in the centres will continue in the future. 

Nevertheless a few shops still operate also in rural areas and need to adopt to the existing challenges.  The feel the pressure from the growing online platforms, the demographic change and competition to the attractive shopping possibilities in the centres. They see their advantage in the personal attention and the professional knowledge and advise, they can offer to their clients at a close distance. The small retailers so fare are not using fully the chances of digitalization and e-commerce. The visibility and marketing in the internet and the offer of services also via digital challenges will be crucial in the future, where more and more people will use these ways for communication and buying all sorts of products. The main advantage of close location to the rural population can be supported by better connection to the public transport. This will help especially older people, who don’t own a car, to reach the shops and continue to be a stable group of clients. 

The people, who live in rural areas, have adopted to the existing retail offer and are more or less content. They manage to do their daily shopping mainly with the car in the nearby supermarkets. Larger items such as furniture or electronics are bought in the urban centers. Of course online shopping is an important element. Simplicity and comfort of the purchasing process, the quality / price relation and the quality and trust to the product are the most important aspects to go shopping outside of their home village or town. For do the shopping in local shops they require a higher product variety, better opening hours and improved payment options. Surprisingly, lower prices is not the most important request. From local shops the people think that the availability of regional products can contribute to higher attractiveness. The mobility pattern for shopping show a clear dominance of the car. A large share of the inhabitants go shopping outside their municipality but there is also another large share that stays mostly in nearby shops. The public transport does not receive a good evaluation for its usage to reach local shops. Some people request a better connection. The recent initiative of the Burgenlandkreis to establish small-scale transport offer for rural areas with the “Service Bus” should be used for this purpose. 

The Land Saxony-Anhalt offers several programmes that support the development of small retail infrastructures in rural areas. The main funding programme RELE offers funding for investments and non-investive measures. The funding directive “Demography” supports the development of small village shops. The Ministry of Environment, Agriculture and Energy has recently started a pilot call on village community shops. The Burgenlandkreis has promoted the participation of an application of the village of Schleberoda for this call. Experiences from the SARURE project should be used for the further development of the concept. 

Figure 2: geographical location of Burgenlandkreis 
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