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I. Objective of the Mapping Analyses in SARURE 
The path to a good monitoring and evaluation system is started with a sound mapping analysis.

Baseline information is necessary to understand the cause and/or effect of any project, study or policy implementation; however, mapping reports often don’t get the attention and effort they should, spoiling the possibility to see how far a project reached after implementation. To put it in simple words, mapping analyses measures key conditions before a project begins and provide a clear starting point to benchmark progress. Without something to measure new results against, it is difficult to assess results as positive, negative or otherwise.

Quantitative and qualitative data collected through the mapping analyses need to correlate with the end goal of the project. Thus, the scope of the analysis must be thoroughly defined, in order to request only strategic information serving the purpose of the analysis. Moreover, data to be collected should be those which can be tracked in the future in the same way, as baseline data are most useful when they can be compared to new data at a later date. 

In summary, a sound mapping analysis is that one providing a present photo of where we are today with regard to a topic, a snapshot of indicators and circumstances at a time; but also one serving for later benchmarking from which to measure progress. 

SARURE Advisory Lead Partner, the Chamber of Commerce of Teruel, has produced an ad hoc template for the partner regions in SARURE to produce Mapping Analyses of the state of the art of rural retail in their territories. Thus, the present template is accompanied by surveys to be launched to retailers and related stakeholders as well as to inhabitants/ consumers.
Some partners allocated budget for external support to draft the Mapping Analyses: these funds can serve to subcontract the launching and exploitation of the surveys and/or the support to write the report itself.  The partners with only internal resources to draft the Mapping Analyses can launch the surveys to a sample of retailers and consumers they are in direct contact with (through their internal data bases or through the stakeholders’ groups, for example), even if the number of addressees to make the sample valid and reliable is not observed. However, the surveys will provide some feedback worthwhile having.
As the Advisory Lead Partner will summarise and conclude the main hints behind all the analyses, it is kindly requested the structure and limitations of space in the following pages to be observed. Please include quantitative and qualitative information and the sources when necessary.
II. Concept of Rurality in force in THE REGION OF WESTERN MACEDONIA
Definition of rural areas is linked with the one of urban ones that contains population size and functionalities. For statistical purposes, rural areas and rural population are defined with criteria such as demographic density and population size. Employment in primary sector is not used as a criterion neither in Greece not by international organizations.  OECD (1994) definition defines three types of areas depending on values of rural density:

1. «Mainly rural» when over 50% of population leaves in rural communities

2.  «importantly rural» when percentage of population leaving in rural communities is between 15 and 50% and 

3.  «mainly urban», where less of 15% of population can be considered leaving in rural communities

There are some typologies on rurality as defined by European Commission and other international organizations: 

European Commission offered the first typology in 1988 in the study for “Future of Rural World” , when it was clear that over 80% of European territory was rural based on the criteria of population density. Therefore, by the new typology, rural areas include small cities that are the centers of rural areas. The definition is such that includes urban rural areas interactions and interdependences, protection of environment and a series of issues that call for a holistic yet focused intervention. We can distinguish between:
1. Rural areas in proximity with big cities

2. Declining rural areas (especially around Mediterranean) that face problems of development and economic differentiation

3. Isolated and difficult to reach areas where primary sector declines, there are lands abandoned or deserted and the economy differentiation is an extreme challenge.
In all cases, definitions and typologies proposed have purpose to formulate rural development policies. Different proposals for rural development are proposed for each type of rural areas. Protection of environment in the 1st case, economic differentiation on 2nd one and demographic stabilization policies in the 3rd one with the analogous combinations in all cases. 
III. Socioeconomic state-of-the-art in _____________________________
a. Sociodemographic aspects:
i.  Sociodemographic characterization of the territory
ii. Depopulation

iii. Demographic imbalances in the structure of the rural population

The Region of Western Macedonia is a territorial unit with a total area of ​​9,451 km2 (7,16% of the country) with a population of 282,120 inhabitants (2.5% of the country) (see Table), consisting of four Regional Units: Kozani, Grevena , Kastoria and Florina. 

The Region of Western Macedonia is located in the northwestern part of Greece and borders with Albania and North Macedonia. It consists of the Prefectures of Kozani, Grevena, Kastoria and Florina and is based in Kozani, which is also the capital of the homonymous Prefecture. It is a mountainous region, with 82% of its territory covered by mountainous and semi-mountainous land. The Region has significant natural resources such as energy minerals, minerals, forests (50% of its total area), pastures and 65% of the country's surface water resources. Finally, it is the region with the highest unemployment rate in Greece (30.7% in January 2015).

	Region
	Permanent Population
	Men
	Females
	Πυκνότητα SQKM

	Region of Western Macedonia
	282.120
	141.260
	140.860
	29,85


	Regional Unit of Kozani
	149.270
	74.610
	74.660
	42,46

	Municipality of Kozani
	70.420
	35.340
	35.080
	65,74

	Municipality of Voio
	18.510
	9.220
	9.290
	18,37

	Municipality of Eordea
	45.450
	22.620
	22.830
	64,12

	Municipality of Serbia - Velvento
	14.890
	7.430
	7.460
	20,45

	Regional Unit of Grevena
	31490
	16.270
	15.220
	13,75

	Municipality of Grevena
	25.620
	13.330
	12.290
	13,78

	Municipality OF Deskati
	5.870
	2.940
	2.930
	13,6

	Regional Unit of Kastoria
	50280
	25.120
	25.160
	29,23

	Municipality of Kastoria
	35.830
	17.840
	17.990
	46,94

	Municipality of Nestorion
	2.630
	1.350
	1.280
	4,27

	Municipality of Orestidos
	11.820
	5.930
	5.890
	34,69

	Regional Unit of Florina
	51.080
	25.260
	25.820
	26,54

	Municipality of Florina
	32.620
	15.910
	16.710
	39,8

	Municipality of Amyntaio
	16.890
	8.570
	8.320
	28,66

	Municipality of Prespes
	1.570
	7800
	7900
	3,05


With regard to the demographic data of the RWM, according to the 2015-2019 (Strategic Planning) Operational Program, since the last census of 2011 it is concluded that the main demographic trend is population aging and shrinking. The RWM population is the third smallest figure after the Ionian islands and the islands of the North Aegean and is concentrated by 50% in the Regional Unit of Kozani, while higher rates are found in non-productive age groups (aging population) and small percentages in the most productive ages groups. Another important element is the distribution of the population to the level of education. According to the same study, the RWM lags behind the question of the level of education of the population in relation to the data on a national level.
Also, because of the current situation, there is a special reason for employment, ranking the first time on unemployment rate, according to Eurostat. Specifically, in 2015, the rate reached 30.7%, with 18% in the North Aegean (Unemployment rate by NUTS 2 regions, EUROSTAT).

All these elements combined with the expected decrease in the population force, which is a generalized phenomenon and due to the increasing immigration outflow, make the need to enhance employability, entrepreneurship and thus the regional development of the Region.

On the other hand, the key role of the RWM, as the gateway of Greece and the EU in the Western Balkans, strengthens its formation in a single Balkan area of cooperation and development and, more generally, its communication, energy and business position. Strengthening co-operation and exchanges with the Balkan region, highlight the new environment as an important option for the region's development perspective, while new dynamics are being developed in trade, investment and business networks.

Regarding the basic characteristics of the Region by sector of economic activity, the Region's productive model has traditionally been characterized by the emphasis on the primary sector and the exploitation of some of its natural advantages, and over time has evolved into the development of powerful mono-activities (such as circuits lignite-energy and fur), with spatial specificities of economic activity in specific enclaves (RIS3 2014-2020).

According to the most recent study on the competitiveness of EU regions, in all 262 EU-27 regions, the RWM, like all Greek regions, is particularly low in all indicators (with the exception of the Attica Region).

More specifically, based on our competitiveness indicators, we have:

In the main pillars, the RWM is placed very low in the quality of the institutions (last rank in the Greek regions along with the regions of Central Macedonia and Thessaly) and infrastructure in 6th place out of the 13 Greek Regions. In the health index, almost all of the Greek regions are in a better position to rank at the European level, with RWM being at 4th place on the level of Greece.

In the efficacy pillars, in the indicator for higher education and lifelong learning, RWM stands at 9th place out of 13, 10th in labor market efficiency and 6th in market size. In all three indicators of the efficiency pillar, Greek regions are very low in the ranking of European regions.

In the innovation pillars and the technological readiness index, the RWM is in 5th place with the Regions of Macedonia - Thrace, Central Macedonia, Thessaly and Epirus, while in the innovation index it is in 6th place.

It is remarkable that the position of the RWM in the business culture index, which occupies the last position in the Greek regions and two positions before the end in the European regions (260th place out of the 262 regions).

In the sub-class indexes, the RWM is in the last positions of the European regions while in the Greek regions it is 8th in the main pillars, 13th in the pillars of efficiency and 12th in the pillars of innovation.

The RWM is ranked low in relation to the European averages in all indicators related to ICT, both at the level of public services to the citizen and at the level of enterprises. Greece, compared to the rest of the Member States, continues to be low on all Digital Agenda Scoreboard 2012 indicators. Of the few indicators available, it seems that the 2011 RWM is lagging considerably in relation to the European average of frequent use of the Internet (44%, EU27 68%) and online shopping (15%, EU27 45%). Despite the rapid growth in both categories in the last 2 years (to 54%, and 23% in 2013 respectively) the deviation from the European average remains.

The innovative image of the Region of Western Macedonia is reflected in the Regional Innovation Scoreboard 2016. Specifically, the RWM belongs to the third innovation class, moderate innovation, while its innovative performance declined significantly (-12%) compared to the last two years.

Below is the mapping of the geographical distribution of the enterprises of the region of Macedonia.

	Enterprises of Western Macedonia 2016
	Prefecture
	Number of Businesses
	Rate

	
	Kozani
	10.955
	51,86%

	
	Florina
	2.789
	13,20%

	
	Kastoria
	5.183
	24,53%

	
	Grevena
	2.198
	10,40%

	
	Total
	21.125
	100%


b.  Economy and Employment:
i.  Business activity and proximity services in the territory
The productive model of the Region of Western Macedonia is traditionally characterized by its emphasis on the primary sector and the exploitation of some of its natural advantages. Its economy faces significant structural weaknesses and a lack of competitiveness as it is characterized by limited sectoral specialization, significant dependence on conventional sectors, very small size of enterprises and lack of investments, especially in R&D, which is limited to 0.1% of the Region's GDP. As a result of the aforementioned are the volatility of its macroeconomic aspects, the negative trade balance and, in particular, the high unemployment. Entrepreneurial inhibitors include bureaucracy, lack of access to finance, political instability, the tax system, inadequate infrastructure, corruption, restrictive labour regulations, poorly trained workforce and hindrance to innovation.
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The primary sector, although having undergone a significant contraction over time, has the potential to exploit unused stocks, both natural and human resources. By increasing the production, standardization and marketing of agricultural and livestock products of high quality and of local importance, it can increase participation in the Region's GDP and contribute to improving nutritional adequacy, reducing the trade deficit and increasing employment, both at regional and national level.

The secondary sector is characterized by the development of some powerful activities with broader spatial specificities of economic activity such as the lignite-energy circuit and the predominantly productive and exporting fur industry. The region of Western Macedonia is primarily based on electricity generation and lignite mining, maintaining the character of an industrial region. However, in recent years there has been a decline in economic activity in these sectors, while a new direction may be the processing of quality agricultural products.
Regarding the tertiary sector, it is worth mentioning that the Region of Western Macedonia is characterized by a remarkable natural environment and a rich cultural heritage, which gives it significant opportunities for tourist exploitation in the area. This sector has so far not been sufficiently exploited, with the result that the Region of Western Macedonia is the least attractive tourist destination in the whole country. In the light of declining demand, a tendency worsened by the general economic crisis, combined interventions are needed to upgrade the tourist profile of the region while seeking new markets.
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ii. Employment

[image: image4.png]Region of Western Macedonia - 2017

Non active

Unemployed

Employed

0 20 40 60 80 100 120

Thousands

140






[image: image5.png]60,00

50,00

40,00

30,00

20,00

10,00

0,00

Region of We:

29,1
] .

% of unemployment

M Greek total

stern Macedonia - 2017

51,80

% of labor force

HRegion of Western Macedonia




iii. Analysis of the retail offer (exploitation of survey to rural retailers and stakeholders’ groups)
Based on the analysis of the questionnaires regarding the situation of the rural retailers in the remote areas of the Region of Western Macedonia (RWM) there is a need for reformations and improvements in order to ameliorate the current problematic conditions. Below we explain the major important findings of the survey.
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Regarding the survey demographics of the retailers 43% were Females and 57% Males and the majority of them were on the age range between 40 to 60 years old. There is not much young population that stays in these remote areas to start or keep a business. Most of the major activities in the remote areas in the Region of Western Macedonia are, bars, restaurants and accommodations, fresh food shops, bakeries, butcher shops, fish markets, grocery shops and personal equipment, dress and shoes and accessory shops. There is not much variety of activities and businesses in such areas. 
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Currently there is a dichotomy of the businesses’ situation between regular and bad with most of the retailers to be of the opinion that their situation will change through a modernization, rennovation and new equipment for their business. As we can see the use of e-commerce is of low importance for an improvement. It is worth mentioning that the majority of the retailers feel pessimistic or careful about the level of confidence for the future of their busness over the next five years. In addition, the main competitors of the retailers are other retail outlets in their area rather than the electronic commerce. In regard to the aspects that will affect the future of the business, most of the retailers think that the economic situation, the regulations and legislations regarding retail will affect the future of their business. The negative attitude derives mostly from the high taxation and the economic crisis. 
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The majority of the retailers’ customers buy from the local stores because of the location benefits and to support the local economy. Price and quality are also among the factors that customers choose to buy from these local shops. However, retailers have not done much to enhance their electronic presence besides using the social media services and promoting their business through some media.   
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Finally, in order to improve the local retail sector in these areas the most significant initiatives to be taken according to the retailers are tax reliefs, promoting of the villages, direct grants and promotional campaigns.  
The tables below show the relations between the field of activity and the situation of the respective business from the retailers’ side as well as the level of confidence about the future of their businesses over the next five years in relation to the operational years of their business.
	 Current situation of your business:

	Field of Activity:
	Bad
	Good
	Regular
	Sum total

	Bar, restaurants and accommodations
	12,93%
	2,59%
	12,93%
	28,45%

	Fresh food, bakeries, butcher shop, fish market, grocery shop
	4,31%
	5,17%
	10,34%
	19,83%

	Home furnishing
	0,86%
	
	0,86%
	1,72%

	Other
	0,86%
	0,86%
	5,17%
	6,90%

	Personal equipment, dress and shoes, accessory
	15,52%
	1,72%
	2,59%
	19,83%

	Preserved foods
	4,31%
	2,59%
	7,76%
	14,66%

	Recreation, toys, books, newspapers, gifts
	1,72%
	2,59%
	4,31%
	8,62%

	Sum total
	40,52%
	15,52%
	43,97%
	100,00%


	Confidence about the future of your business over the next 5 years?

	Years of business operation:
	Careful
	Optimistic
	Pessimistic
	Very Pessimistic

	From 0 to 2 years
	0,86%
	4,31%
	0,86%
	

	From 11 to 15 years
	5,17%
	3,45%
	4,31%
	0,86%

	From 16 to 20 years
	4,31%
	0,86%
	7,76%
	

	From 21 to 25 years
	3,45%
	0,86%
	6,03%
	

	From 26 to 30 years
	0,86%
	2,59%
	2,59%
	

	From 3 to 5 years
	7,76%
	2,59%
	6,03%
	

	From 6 to 10 years
	7,76%
	5,17%
	10,34%
	0,86%

	More than 30 years
	1,72%
	1,72%
	6,03%
	0,86%

	Suma total
	31,90%
	21,55%
	43,97%
	2,59%


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

The analysis of the questionnaires of this section concerns the situation of the retail demand in the remote areas of the Region of Western Macedonia (RWM) based on a survey to the inhabitants-consumers of these areas. Below we explain the major important findings of the survey.
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Regarding the demographics of the survey’s consumers 52% were Females and 48% Males and the majority of them were on the age range between 25-30, 40-50 and 50 to 65 years old. Most of the annual consumers’ income is less than 15.000€ which reflects the situation of the general trend in the Region of Western Macedonia. 
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As the survey shows consumers tend to buy their commodities and use the services in their local area exept for things like computing, electronics, home appliances, leisure and travel services for which they use mostly shops in the capital city of their district or travel to other major cities as the graph below shows. 
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The most significant aspects that local consumers value the most when buying outside their place of residence are the correlation between price and quality as well as accessibility and minimum time.
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As the survey showed there is a need for more shops in the sector of information technology, electronics, telephony and food shops which these types of shops mostly are located in bigger cities with higher population and demand. 
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The table below shows the average age of the inhabitants/consumers of the current survey in the different regions.
	Place of residence:
	Average age:

	Agios Germanos
	49

	Argos Orestiko
	47

	Deskati
	47

	Krystallopigi
	48

	Laimos
	53

	Leykonas
	42

	Mikrolimni
	38

	Psarades
	42

	Serbia
	45

	Siatista
	46


IV. Rural Development Policies (Plans & Programmes) in force in the territory

There is no holistic initiative on rural areas development in the region of western Macedonia, despite the fact that rural areas are the majority of regional territory. The Regional Operational Programme 2014 – 2020 has not been structured in a way that will support rural areas in a holistic way. Despite the fact, that projects such as SARURE, but also other, identify and underline the challenges in rural areas, the ROP 2014-2020 revision failed to address them. However, during planning for the next, 2021 – 2027 all lessons learned and didagmas will be used for creating a coherent framework of interventions in rural areas. 
The European Initiative on Coal Regions in Transition will further enhance the re- orientation in approach towards the rural areas in development:

https://ec.europa.eu/energy/en/topics/oil-gas-and-coal/coal-regions-in-transition

Region of Western Macedonia is a leading and pilot region among the 41 European ones in 12 EU countries that face a big challenge in the dawn of post coal era (lignite in our case). Strengthening the entrepreneurship –which seems the most promising alternative-, brings rural areas in the scene and call for integrative, holistic approach. The initiative is in progress and within 2020 is expected to be detailed concerning the initiatives and projects that will be the catalyst for the transformation of economy (and subsequent society) in these regions. 
The Leader CLLD initiative is also in place in the region of western Macedonia, coordinated by the Development Agencies in the region. However, its implementation does not offer an integrative approach to rural areas development and remains at the level of isolated investments / interventions that cannot offer permanent benefits to rural areas – as the SARURE survey also indicated-. Even though the development agencies fully understand, the need for holistic approach in rural areas does not have the autonomy to plan and act accordingly, as n national government has full –official and unofficial- control of it leaving space for limited interventions. The situation may change soon after the newly elected government, yet this is something to be proven. 
The Regional Operational Programme of the Region of Western Macedonia 2014 – 2020 does not focus at rural areas, addressing the whole territory in the same way! Specific axes and measures address also businesses in rural areas but there is no differentiation and specialization according to special socio economic characteristics of rural areas. Even action plans of other Interreg Europe projects that have been already approved –as the one of BRIDGES- fail to distinguish on special needs of businesses in rural areas- as there is no such distinction made by the Managing Authority of ROP 2014-2020 of the Region of Western Macedonia. 

There also exists a rural development programme at national level, that in theory includes actions that refer to specific Greek regions among which the region of western Macedonia.  https://ec.europa.eu/agriculture/rural-development-2014-2020_en

However, as rural areas have not been studies in detail, to understand their complexity and potential the interventions remained general, unfocused and with no significant impact in rural areas. Still, the autonomy each region must have to act (alone or in cooperation with neighbouring regions) does not exist. It is difficult to change the situation in the remaining implementation period of funds from 2014 -2020 European Supporting Framework as most of them have been committed (and will be spend until 2023), yet specific measures can pave the ground for a very different perception of rural areas in the 2021 -2027 period. 
Finally, isolated projects financed by various sources (interreg ones, Research and Innovation national schemes, Horizon 2020 etc.) produce added value for specific sectors in the Region of Western Macedonia but fail to create synergies, due to absence of a policy framework that would allow and force such synergies and integrations. Rural areas would have only benefits if such approach had been embedded in regional strategies and policies. 

V. SWOT Analysis of the Rural Environment studied

SWOT analysis presented below is a synthesis derived from various reports regarding development challenges faced and steps to be made by the Region of Western Macedonia in the years to come:

STRENGTHS 
· Agro food sector of high quality that can support businesses in the secondary sector (process of primary products) and develop and provide focused high added value products and services addressing clients of high income and influence
· Presence of tourism resources, natural ecosystems and cultural monuments that can be combined in development plans and activities
· Large University of Western Macedonia with many related to rural areas development activities
WEAKNESSES

· Main entrepreneurship’s activities and investments are located in a limited area of the region  
· ICT, research and innovation are not spread among businesses in rural areas (and the whole region)
· Low expresses interest in entrepreneurship. Very small enterprises with lack of modern perception on management and new technologies. Absence of skilled personnel

· Entrepreneurship support structures do not effectively interact with businesses 
·  No direct foreign investments in the region / financing of entrepreneurship is very low
·  Very few businesses use website, software for e-commerce or e-learning 
· Limited differentiation of economic activities / limited connection with University
· Rural areas transportation network and connections are limited and do not serve needs
· Logistic centers and combined transportation networks are absent
· High percentage of unemployment in rural areas due to complex reasoning that is not addresses and lead to depopulation. 
· Absence of social services and infrastructures in rural areas as well as ICT systems that would allow on line provision of services to people in rural areas. 
· Absence of regional system to regularly evaluate needs of rural areas and plan focused interventions
OPPORTUNITIES

· Exploitation of post coal era for the region of western Macedonia to reorient productive activities in the direction of rural  areas revitalization 
· Establishment of a certification structure for agro food sector products in the region of western Macedonia
· Combination of natural beauties, cultural monuments with tourism and local market strengthening activities 
· Elaboration of a focused training / employment enforcement programme based on special / specific characteristics of rural areas
· Reinforcement of structures and services in small towns that are centers of rural areas, including social services. 
·  Efforts to link training / skills needs in businesses with offered education / training lessons/ courses in University of Western Macedonia
· Trends of young population returning to rural areas to work on tourism and agro food sectors due to economic crises.
THREATS

· Inability to improve entrepreneurship support framework due to limited potential to introduce research, innovation and ICT 
· Deep recession and long duration of economic crises makes any effort to improve the situation difficult to succeed
· Slow progress on improvements of transportation and logistics network
· Brain drain of skillful people to big Greek cities and abroad
· Absence of knowledge, skills and experience among rural areas work force  
Complex framework to open / launch businesses   

VI. Conclusions

The conclusions that have been drawn after the completion of mapping analysis are complementary to other surveys made in the rural area of region of western Macedonia in the framework of other European projects (i.e. SKILLS+. BRIDGES) or national surveys. We present them below: 

· There is a disproportion between young population and middle-aged or elderly population, which creates difficulties in opening new businesses or in succession of the existing ones (The challenge of next business generation). 
· The deep economic crises in Greece and its long duration (over 10 years) has created an unfriendly environment for entrepreneurs (existing or potential) and the new investments must find a foreign company / partner in order to have chances in the international markets (in most cases). 
· The incentives and opportunities on have young people return to rural areas –from the big cities- to open businesses in the agro-food sector, where not as positive as most people believed and the hidden difficulties (need for high initial capital, bureaucracy, absence of Greek state support, high taxation etc) left very few successful examples that could not change the employment / development situation in rural areas.  
· There is not a diversity of activities and businesses in rural areas that could potentially attract investments or entrepreneurial opportunities (i.e. tourism is not well developed in combination with agro food sector to seek for extra clients / new markets). 
· There is absence of young workers in rural areas with willingness to work and learn even when offered working conditions are much better that the usual ones offered by businesses. It seems that rural areas –with few exceptions- follow the trend noticed in whole Greek economy / society: the absence of a culture to work and learn by young people that prefer either to try become public servants (very difficult with the crises) or do some black market jobs that in combination with economic support from home (difficult also) and some state benefits will allow them no to actually work. 
· From the side of retailers, the situation so far does not look promising for an improved future unless interventions will be made in rural areas by regional authorities in a rural areas development framework (meaning: infrastructures / incentives to attract investments, joint sectors initiatives, cooperation with neighboring regions etc). 
· Technology is not being used to its fullest potential for the enhancement of the retail sector. It is a new business model that retailers are not used to and there is no support in 
technology use by chambers of commerce, development agencies and other supportive agencies.
· Tax reliefs, promotional campaigns and governmental aid are among the important factors for the boosting of the retail in these areas.
· Consumers/inhabitants do prefer to support their local economy and try to make use of all the available services if they have access to what they need nearby. Especially, remoter places they wanted more access to services like information technology but also food supplies accessibility and commodities such as clothes. These reflect the essentials that a consumer wants and does not reflect the holistic market needs and the full potentials of the local economy.
· Consumers will choose to buy online from other shops outside their area if the prices and offers match their expectations and if it is more affordable. 
· The lack of young population from the consumer‘s side also plays a role on the type of market demand that we could have in rural areas in the future.
· The survey that have been organized in the framework of different initiatives are not repeated in order to map the situation at regular intervals. Together with absence of an initiative for rural areas sustainability and development allow only isolated efforts that cannot make a difference. 
To summarize, there is absolute need for a special development framework for rural areas that will study the complex economic and social environment, provide a holistic view and a guide for focused interventions that will create synergies with other initiatives/ players. Isolated efforts are not able to change the situation and provide solutions for short time periods with limited benefits. Therefore, we must look in Best Practices also for successful models of rural areas development Europe wide, besides the best practices of successful local examples. 
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