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Introduzione
L’Unione Europea ha subito grandi sfide negli ultimi anni, a causa di una grave crisi economica.
Nel tentativo di realizzare la strategia Europa 2020, l'UE sta cercando di concentrarsi su politiche
e iniziative che permettano di raggiungere la crescita, la prosperità economica e lo sviluppo
atteso. Fattore cruciale per le politiche summenzionate è la presenza e il ruolo delle Piccole e
Medie Imprese (PMI) nell'economia dell'UE.
In particolare, secondo diversi studi e relazioni, le PMI svolgono un ruolo fondamentale nel
quadro dell'economia europea, in quanto coprono quasi il 99% delle imprese europee. Si stima
che le PMI contribuiscano a oltre la metà del valore aggiunto totale e rappresentino quasi i due
terzi dei posti di lavoro nel settore privato. Di conseguenza, le PMI sono identificate come un
fattore significativo per l'economia dell'UE e possono fornire molteplici effetti positivi,
promuovendo la crescita e lo sviluppo nell'UE.
Scopo del progetto "SURVIVE" (Sopravvivere alla tempesta: identificare e collegare le capacità
interne alla continuità aziendale) è indagare sulla struttura aziendale e scambiare pratiche
relative alle PMI che sono riuscite a superare le sfide emergenti della crisi economica, hanno
registrato un successo significativo e tratto beneficio, principalmente nei paesi colpiti dalla crisi
come Grecia, Spagna e Portogallo. Queste PMI sono identificate come "Survivors" - sopravvissuti
- e il progetto mira a svelare le capacità e le iniziative necessarie che hanno fornito loro un futuro
migliore e una prosperità economica.
Inoltre, il progetto "Survive" persegue la promozione dello scambio di buone pratiche e la
creazione di un programma di formazione del personale per collegare i bisogni necessari delle
PMI. E infatti, i partecipanti al progetto identificheranno e documenteranno le buone pratiche
significative che hanno avuto luogo nel loro paese, allo scopo di raccogliere le migliori soluzioni
e iniziative.
Nel progetto, partecipano 7 partner di 6 paesi diversi e il loro obiettivo per questo documento
è quello di identificare e presentare tre (3) buone pratiche delle PMI per ciascun paese. Ogni
partner svolge un ruolo cruciale nel progetto e può fornire servizi di alta qualità utilizzando la
propria esperienza. I partner hanno fornito una breve descrizione di ciascuna azienda, hanno
evidenziato i problemi emersi e le iniziative adottate che hanno permesso a questa di registrare
il successo e superare ogni ostacolo. Inoltre, i partner hanno fornito informazioni e dettagli sulle
PMI presentando i criteri e i sotto-criteri utilizzati per selezionare le migliori pratiche aziendali.
Questo documento vuole fornire informazioni cruciali e pratiche importanti a PMI, stakeholder
e rappresentanti di PMI, dipendenti, datori di lavoro e dirigenti, nonché a responsabili politici,
istituzioni educative, camere di commercio e reti regionali e tematiche.
Le suddette informazioni e migliori pratiche metteranno in luce i fattori chiave per il successo
di un'azienda e come risultato tutte le parti interessate potranno conoscere gli strumenti
specifici di gestione e le azioni da attuare e ottenere le conoscenze appropriate al fine di
sviluppare la competitività e raggiungere gli obiettivi dell'UE.
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1ST GOOD PRACTICE: CALLCEN (BULGARIA)

1. Description the context, the problems and the best practice
Callcen Ltd. Is a company specialized in the information technology sector. It is based in Sofia,
the capital of Bulgaria. The company was established in 2004 as a small call center to tackle
with sales over the phone to customers in UK, Australia and New Zealand. Since then the
company developed significantly by shifting its core activities into software development and
high end IT services. The company structures its marketing strategy over a low cost, on
demand, and high value services related to development of software and other IT services. It
was very successful in taking contracts funded by the European Union. The success of the
company was a result of the compilation of strategic moves to include fast service, on demand
actions and low cost for high end IT services.
2.

Internet address of the company

http://www.callcen.biz
3. Strategic group(s) addressed
Information technology
4. Why is relevant this practice
Callcen Ltd. Was able to survive on the fast developing IT market in Bulgaria due to its mix of
services employing fast reaction, on demand services and low cost for high end IT services.
Currently the company is developing on of the most innovative and high clubs for developing
of children art skills.
5. Strength of the company
The strength of the company is the way it manages to motivate its staff to take fast actions on
customer demands, to care about its customer by providing 24/7 services and responding to
customer demands by solving 80% of the problems within 24 hours.
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6. Which criteria and sub-criteria determine it to be a best practice?

Innovation - originality: Callcen Ltd. promoted ICT use by offering fast service, on demand
services and high end IT solutions to its customers to win new contracts and take space in the
IT market.
Effectiveness-Efficiency: The design of the services offered by the company and way they are
implemented answers to real problems of the target group and to the specific challenges that
the country is facing, i.e. fast developing IT industry, growth of the IT sector, scarce availability
of quality staff.
Sustainability - Possibility of transferring & repeat: The group is trying to import its know-how
in the wheat grinding in Saudi Arabia but also in developing countries such as Angola.
Results, changes - impact on target groups: The practice fully covered the needs of the target
group.
GRAPHICS CONTENTS OF COMPANY:
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2ND GOOD PRACTICE: I STAR LTD. (BULGARIA)

1. Description the context, the problems and the best practice
I Star Ltd. is a company operating as a tourist services operator. The company was established
in 2017 by an already retired women – an engineer from Sofia. The owner of the company, a
former engineer, spotted out that there is a possibility for development of niche for ecotourism, i.e. offering low cost tourist trips to areas with high ecological value – natural
reserves, areas with rich biodiversity and also areas with endangered species. She used the
opportunity to enroll at the Erasmus for Young Entrepreneurs Programme and visited an NGO
in Serbia, whose focus was on preservation of biodiversity and promotion of ecologically
driven economy in the region. During her stay in Serbia the owner of I Star Ltd. learned not
only about the natural spots with high ecological value but also get to know the best practices
in tourism that involve organization of tours to areas with high natural value where tourists
can observe rich biodiversity or endangered species. When the owner returned to Bulgaria,
the company quickly started its operations and quickly gained new customers and now is very
successful on the market.
2.

Internet address of the company

http://cbtravel.eu
3. Strategic group(s) addressed
Tourism sector
4. Why is relevant this practice
I Star Ltd. was able to survive through its start up period due to the possibility to use EU
resources to learn and observe best practices in eco tourism and bio and nature preservation.
Thanks to the Erasmus for Young Entrepreneurs Programme the owner was also able to
exchange valuable experience with professionals from a foreign country, which helped her
understand the point of view of potential foreign tourists and also to learn management
techniques compliant with preservation of biodiversity and nature.
5. Strength of the company
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The strength of the company was the undertaken strategy to place its service in an untapped
area of eco tourism by offering low cost services for visits to eco areas and areas with rich
biodiversity and/or endangered species. The management of the company was able also to
gain knowledge on management practices from an experiences organization with ecological
focus and to learn about the interests and preferences of potential tourists from abroad.
6. Which criteria and sub-criteria determine it to be a best practice?

Innovation – originality: The company enrolled in a EU financed programme for support of
entrepreneurship and successfully acquired and utilized best practices from other countries.
Sustainability - Possibility of transferring & repeat: The practice may be a model for similar
actions in other geographical and / or organizational environment.
Effectiveness-Efficiency: The practice covered the needs of the target group.
Results, changes - impact on target groups: The practice achieved the mobilization of
appropriate stakeholders (a foreign NGO with focus on nature preservation and the support
of the Erasmus for Young Entrepreneurs Programme), which purposes and objectives match
with the intentions of the new entrepreneur.
GRAPHICS CONTENTS OF COMPANY:
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3rd GOOD PRACTICE: MAO 2 LTD. (BULGARIA)

1. Description the context, the problems and the best practice
Mao 2 Ltd. is a company producing chemicals for the construction sector. The company was
established in 2009 as a small workshop in a remote region of Bulgaria in Blagoevgrad Region.
After 2005 when Bulgaria was expecting to join the European Union, the development of new
buildings grew significantly not only in the Blagoevgrad Region, but also throughout Bulgaria.
This situation provided opportunities for the companies operating in the construction sector
to grow and prosper on the market.
Nevertheless, the competition was steep considering that at this time there was a high
saturation of small companies and workshops doing business in and with the companies from
the construction sector. During this period Mao 2 Ltd. Took part in a project implemented by
the Bulgarian Management Association with the support of the Swiss Development and
Cooperation Agency (SDCA).
The project aimed at introducing the Business Excellence Model of the European Foundation
for Quality Management to small and medium enterprises in Blagoevgrad Region. It also
provided help to small businesses to undertake self-evaluation on their business efficiency and
effectiveness and to follow the Business Excellence Model to improve these. Mao 2 Ltd.
Enrolled in the project and following its self-evaluation improved lately its efficiency and
effectiveness. This was followed by a taking competitive position on the market of chemicals
for the construction sector.
Today the company is an important player and supplier to the construction companies in the
Region of Blagoevgrad and other Bulgarian regions.
2.

Internet address of the company

http://nosvl.bg
3. Strategic group(s) addressed
Production of chemicals
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4. Why is relevant this practice
Mao 2 Ltd. was able to survive during the competitive period for development of the
construction sector in Bulgaria due to the fact that it used know-how and tools developed by
strategic European business support organization – the European Foundation for Quality
Management. By using these know-how and tools the organization was able to improve its
efficiency and effectiveness and outperform its competitors in the Blagoevgrad Region.
5. Strength of the company
The strength of the company was the dedication of its management to look for support from
the strategic EU business support organizations to improve its processes. In this way with
minimum financial resources the company achieved competitive position in Bulgaria
regardless of its remote location and the disadvantages it had being a small company with very
little financial and other business resources.
6. Which criteria and sub-criteria determine it to be a best practice?

Innovation – originality: The company successfully acquired and utilized the expertise and
experiences from other similar companies throughout Europe by using the Business Excellence
Model of EFQM.
Effectiveness-Efficiency: Following the Business Excellence Model of EFQM the company was
able to improve the efficiency and effectiveness of its business model and outperform its
competitors in the Blagoevgrad Region.
Sustainability - Possibility of transferring & repeat: There is a roadmap practice, since now
the Mao 2 Ltd. Can be a model to be followed by other regional companies.
Results, changes - impact on target groups: The results of the practice can be evaluated (e.g.
measurement survey of the beneficiaries).
GRAPHICS CONTENTS OF COMPANY:
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4TH GOOD PRACTICE: 18-24 (GREECE)

1. Description the context, the problems and the best practice
With the onset of the financial crisis in Greece, travel company 18-24, from an ordinary travel
agency, turns into a pioneering booking platform and starts to run. It raises the burden on
technological development, creating a different and innovative reservation system that
enables the customer to find what he is looking for through complete transport and
accommodation packages without waste of time in looking for separate services. It trains staff
on a different basis, grows, and besides generating technology, it creates a new trend in the
way of organizing trips and excursions.
Today, it offers the possibility of choosing integrated packages in 34 cities abroad, on three
continents, covering almost all Aegean islands from all the ports and airports of the country,
has collaborated with the biggest Greek coastal players and continues its expansion in foreign
markets.
2. Internet address of the company
www.18-24.gr
3. Strategic group(s) addressed
It is aimed at customers who are interested in finding integrated travel and accommodation
packages without waste of time in searching for separate services both for Greece and abroad.
At the beginning, the travel company was originally addressed to the target 18-24 group, but
then extended its services to the rest of the ages.
4. Why is relevant this practice
The particular pioneering advantage that the company offers in terms of participating in an
excursion, is that the price of the excursion is changing. When an excursion published to
www.18-24.gr, starts at a low starting price in order to attract customers to participate fairly
early, even two months before the policy of early booking. Over time the price of the trip
gradually increases as the departure date approaches. Shortly before the departure date, it
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stays at its final price for those who declare last minute. Two timers work on the tour page.
First indicates the remaining time to increase the existing price and second the total remaining
time for participation entries. It also tells to customers how much the price increase and which
will be the final price. 18-24 Travel has started to meet the needs and demand of a particular
age group and now has a strong presence in all ages, but most importantly it has become the
only online booking platform for holiday packages. The company is preparing its next step to
be its international presence. 18-24 Travel have focused on the technological evolution of the
platform which has created, investing in knowledge and waiting for results. It is no
coincidence that they employ more staff in the company's IT department than in sales. By
upgrading the site to the most up-to-date database bases and programming code, they seek
to make their product unique in Europe.
5. Strength of the company
The company has the following departments:
-Contacting department
-IT department
-Customers service & social media management
-Operation department
-Administration department
-Accounting department
-Media department
The strength of the company is 22 employees.
6. Which criteria and sub-criteria determine it to be a best practice?
Innovation - originality: New methods of design and implementation procedures were
introduced which have not been applied before in the country/region.
The innovation followed by this travel company was to create a tourism service platform that
would provide the customer with financial proposals for travel and accommodation. For this
reason, 18-24 is the first electronic travel agency in Greece. Customers have the option of
entering the platform by entering the personal information that they are asked to sign on to
any trip they are interested in. The pioneering thing is that the price of each tour is shifted.
When an excursion is published at www.18-24.gr it starts from a low starting price in order
to attract customers to participate fairly early, even two months before the policy of early
booking.
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Over time the price of the trip gradually increases as the departure date approaches. Shortly
before the departure date, it stays at its final price for those who declare last minute (last
minute). Two timers work on the tour page. One indicates the remaining time to increase the
existing price and the second the total remaining time for participation entries. It also tells
you how much price increase and the final price will be.
Innovation – originality: The practice incorporated / promoted ICT use.
The creation of innovation was based on the use of sophisticated IT systems, thus helping a
simple travel agency turn into an online travel platform that serves customers directly and
effectively. The company has invested heavily in the new IT systems and for this reason has
strengthened the IT department with 4 employees.
Effectiveness – Efficiency: The design and implementation of the practice answers to real
problems of the target group or specific challenges that the country is facing (nationally,
regionally, locally).
The creation of this e-travel agency helps save time for those who interested, as they have
the option of simultaneously choosing travel and accommodation packages without wasting
enough time. In addition, based on the logic of the service, they have the ability to find the
most economical option, saving in this way and money. Moreover, the time saving also serves
the very function of the service, as it can simultaneously serve many customers, without the
need for live meetings.
Sustainability - Possibility of transferring & repeat: The practice may be repeated in the same
or other geographical and / or sector level using the same methods.
The creation of an e-travel agency is an innovation that is to be repeated for the creation of a
corresponding platform without national borders. The goal of 18-24 is to create a pioneering
platform that will not only be limited to the Greek market.
GRAPHICS CONTENTS OF COMPANY:
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5TH GOOD PRACTICE: AMASIS (GREECE)

1. Description the context, the problems and the best practice
Amasis is a family-run ceramics business that deals with the manufacture of ceramic and
decorative vases. The owner of Amasis, Mr. Katsaras and Amassis's main inspiration, during
the period of economic crisis, tries through the quality of the products he manufactures to
resist the challenges of the market, using his knowledge, but also much to build quality
products and differentiation from the corresponding products of the market.
2. Internet address of the company
www.amasis-painter.gr
3. Strategic group(s) addressed
It is mainly aimed at a tourist who loves the Greek Tradition, but also small school pupils.
4. Why is relevant this practice
The distinction in this practice is that the owner of Amassis uses the technique used in Ancient
Greece to process and manufacture decorative ceramics and vases, thus distinguishing his
business for the quality of the products he produces
The entire process of the work is done exclusively by hand. Mr. Katsaras uses either thin
brushes for the red-figure and white-ground vases or thin needles to engrave the details for
the black-figure ones like Greek painters did in ancient times.
The result of all this is a feeling of excitement and pride that I take in continuing the tradition
of an art which appeared in the Mediterranean region thousands of years ago.
Amazis also organizes educational pottery seminars for young people.
5. Strength of the company
Family business
6. Which criteria and sub-criteria determine it to be a best practice?
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Innovation – originality: This particular small business took advantage of the construction of
ceramics in the same way they were manufactured in Ancient Greece, producing quality
products that make the difference in the market.
Results, changes - impact on target groups:
There is great acceptance for the products of the enterprise, mainly by tourists and school
students, whether they are copies of ancient pottery or educational services (eg seminars of
ceramics and painting)
Results, changes - impact on target groups:
This particular business located in Elefsina, Attica, often attracts travelers from all over the
world who admire the Greek tradition and also schools from all over Attica to attend pottery
training seminars and learn the secrets of ceramics construction with ancient Greek
philosophy.
GRAPHICS CONTENTS OF COMPANY:
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6TH GOOD PRACTICE: LIVE LIKE LOCAL(GREECE)

1. Description the context, the problems and the best practice
Live Like Local is a brand new and innovative destination management platform, which
provides unique experiences by inducting travelers to the real world of the locals and the local
lifestyle. LLL is founded on the principles of sustainable tourism and experiential tourism. The
cultural legacy, as it is inherent in every single moment of modern lifestyle, is the core of LLL
and the key characteristic of this entire project. LLL invite travelers to feel the
region’s vibrant character, live it, experience how tradition and mythology revive nowadays
and become part of it.
This project is implemented in Magnesia’s regional state, at the heart of Greece. More
specifically, it is running in the city of Volos, Mount Pelion and its coastal area. The timeless
character of the area as a destination and its multifaceted presence in cultural events from
ancient times until today are the elements that make it an ideal, memorable travel destination
choice.
2. Internet address of the company
www.livelikelocal.gr
3. Strategic group(s) addressed
This project aimed at travelers who like to visit Greece and live like locals. It addressed at
visitors who like to discover traditional and cultural Greek events and habits.
4. Why is relevant this practice
This practice promote the Greek cultural legacy, and invite travelers from all over the world
to feel the region’s vibrant character and become part of tradition and mythology of our
country.
The project includes activities such as Greek traditional dance courses, Greek language lessons
and Creative – Themed workshops.
5. Strength of the company
Family business
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6. Which criteria and sub-criteria determine it to be a best practice?
Innovation - originality: New methods of design and implementation procedures were
introduced which have not been applied before in the country/region.

It is an innovative tourist platform that invites travelers from all over the world to participate
in local activities, thus learning the cultural heritage of the region. Through alternative
activities, the visitor learns and experiences all local and traditional habits at the same time.
Sustainability - Possibility of transferring & repeat: The practice may be a model for similar
actions in other geographical and / or organizational environment

This practice is applied for the first time in the region of Magnesia. However, it can be a model
for creating similar practices in other parts of Greece in order to spread our cultural heritage
to visitors.
Results, changes - impact on target groups:
The changes brought about by the practice offered an added value to national, regional or local
level.
The implementation of this practice has helped to increase the tourist population of the wider

region, especially in the summer, where visitors from all over the world are in the area to see
and experience everyday Greek habits that revive from the past to the present.
GRAPHICS CONTENTS OF COMPANY:

17
SURVIVE: SURVIVING THE STORM -COMPILATION OF GOOD PRACTICES-

7TH GOOD PRACTICE: ALBINI GROUP (ITALY)

1. Description the context, the problems and the best practice.
The Albini group believes that sustainability is the most important thing in their activities. They
do not only try to support local communities by securing job opportunities, but they also
support cultural, social and training initiatives. Their plants in Egypt follow the Italian standards
for the quality of production but also for employment conditions. Their raw materials suppliers
are ensured with a secure and fair wages for their important contribution in the supply chain.
Qualities of each step of the supply chain and the conservation of their core values (Italian
manufacture expertise) have helped this company not only to survive but to become even more
competitive in their sector.
2. Internet address of the company
http://www.albinigroup.com
3. Strategic group(s) addressed
Textile industry, specifically dress shirt fabrics
4. Why is relevant this practices
The group is the leading European manufacturer for shirt fabrics; it serves the most famous
fashion brand of the world (Armani, Prada, Tom Ford, Inditex and etc.). They did not only survive
many crisis, but they've progressed.
5. Strength of the company
The Group has created a strong supply chain and built important international relationships
with the biggest fashion brands. The trust of these commercial relationships is based on the
quality of their products and the flexibility of their production.
6. Which criteria and sub-criteria determine it to be a best practice?
Results, changes - impact on target groups: The group started in 1876 as a simple textile
manufacturer and then extended its group by creating a vertical integrated structure. In order
to meet their energy-efficiency targets, they founded Albini Energia.
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Innovation: They are always investing in new stylistic innovation for their fabrics and products;
they implemented a strategic reorganization of the yarn division in 2016 that proved to be
successful (revenues went up by 13% that year).
Effectiveness – Efficiency: They implemented a geographical diversification strategy in order to
minimize the risk. They entered successfully the American market. They've also created five
brands to meet the requirements of five distinct markets (Albini 1876 focused on enhancing the
italian elegance; Albini Donna for women products, Thomas Mason to represent the British
Heritage characterized by quality, style and international elegance, David & John Anderson
focused on producing with the finest Egyptian cottons).

GRAPHICS CONTENTS OF COMPANY:
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8TH GOOD PRACTICE: GRUPPO CASILLO (ITALY)

1. Description the context, the problem and the best practice.
The Gruppo Casillo is one of the best reality in the South Italy; they have an high expertise in
the wheat grinding by utilizing the most innovative technologies in the sector. They are not
only innovative in their methods of production but they have also joined an important
European project to make wheat product Gluten-friendly. They have also been recognized as
a best practice for their welfare program. Innovation and the welfare have been the key points
for the survival and evolution of this company.
2.

Internet address of the company

http://www.casillogroup.com
3. Strategic group(s) addressed
Flour mills, wheat trading, grain silos and retail of wheat products
4. Why is relevant this practice
The Casillo Group is an Italian company operating in the wheat trading, its transformation and
marketing across the world starting from the 2006.
5. Strength of the company
The company has developed an high expertise in the selection of best grains across the whole
world; it has also developed innovative grinding technologies
6. Which criteria and sub-criteria determine it to be a best practice?
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Effectiveness – Efficiency: Casillo Group financial results have been positive and gained them
the “Industria Felix” Award in the 2015 and 2016 for their remarkable revenues.
Innovation: The Casillo Group has promoted a collaboration with a local university, Università
di Foggia, to develop a process able to detoxify gluten which will enable them to create a
product that is not gluten-free but contains non-toxic gluten.
Sustainability - Possibility of transferring & repeat: The group is trying to import its knowhow in the wheat grinding in Saudi Arabia but also in developing countries such as Angola.

GRAPHICS CONTENTS OF COMPANY:

21
SURVIVE: SURVIVING THE STORM -COMPILATION OF GOOD PRACTICES-

9TH GOOD PRACTICE: EATAWAY (POLAND)

1. Description the context, the problems and the best practice
Eataway is a worldwide community of local cooks offering great home-cooked meals.
Our world is changing. Eataway is creating a worldwide community of local cooks and people
looking for delicious home-cooked food.
So no longer do you only have a choice between eating at a restaurant or cooking for yourself.
Now with Eataway you can eat at a cook’s home in your neighbourhood - or get fresh homecooked food delivered from them to you.
Supporting home-made food brings our communities together, is gentler on the
environment, supports our local economies, and encourages healthy eating.
Food-sharing also has an important socio-economic element. Eataway believes that by
encouraging ecological and economical cooking, we can limit food waste in the long run and
also tackle the problem of the elderly isolated in our society.
2. Internet address of the company
www.eataway.com
3. Strategic group(s) addressed
Eataway is an online community where cooks can invite guests from all over the world to eat
with them at their homes. Cooks get paid for it!
Guest and cooks in 73 cities from 20 countries.
People are the most important here.
People that love of sharing healthy, home-cooked food.
People that are looking for innovative products and services.
People environment-oriented.
People that want to be a part of community.
People looking of local food made by locals.
4. Why is relevant this practice
It is human-centered startup.
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Offers person-oriented services.
Give an opportunity for integration and knowing new cultures.
Offers win-win deal: cooks get paid for it, guests review and rate the meals, Eataway take a
15% commission from each confirmed and paid booking.
Offers person-oriented services.
Give an opportunity for integration and knowing new cultures.
Adopt CSR policies: fighting against food waste
Make and promote sustainable local development.
Offer development of female small-scale businesses and entrepreneurship.
5. Strength of the company
The new video campaign slogan is:
Don’t be afraid of sharing!
Eataway is:
Better Value for Everyone: give to cooks a platform to earn with their skills;
Respecting our Environment: make a positive impact on the environment and stakeholders;
Quality first: home-cooked Freshness;
Strengthening our Communities; live local, think global.
6. Which criteria and sub-criteria determine it to be a best practice?
Innovation – originality
Sustainability - Possibility of transferring & repeat
Effectiveness – Efficiency
Results, changes - impact on target groups
Wide dissemination in many different stakeholders-extroversion action
GRAPHICS CONTENTS OF COMPANY:
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10th GOOD PRACTICE: BISTRO GOTUJEMY (POLAND)

1. Description the context, the problems and the best practice
Seasonal food prepared only from organic ingredients, deliver directly from the local,certified
farmers. Bistro GotuJemy was born next to the local organic market Targ Pietruszkowy.
They are built on the same values:


local and natural food,



direct distribution.

Local organic food or slow food represent an innovative concept in Poland that has
proliferated in the market. But it is still difficult to bay local organic food in most of Polish
cities.
Bistro GotuJemy together with market Targ Pietruszkowy fill this gap.
Bistro GotuJemy is based on a community which strive for a new approach to cooking. They
choose unprocessed products, made in a traditional and also innovative way, and protect local
foods from oblivion.
They guarantee quality and freshness because their dishes are prepared from produce bought
directly from local producers at the local organic market Targ Pietruszkowy, Kraków. A
passion for organic, seasonal products along with a more natural lifestyle has created this
unique place – a fresh, new, tantalising spot on the foodie map of Kraków. Also available
online in Uber Eats.
2. Internet address of the company
https://bistrogotujemy.pl/en/bistro-gotujemy-en/
3. Strategic group(s) addressed
People/locals / families living in the big city,
People who appreciate wholesome cuisine and Slow Food culture,
People who appreciate more natural lifestyle.
4. Why is relevant this practice
Offers person-oriented services.
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Promote and support organic food production and agriculture.
Promotes local food and traditional cooking.
Promote an innovative concept of Slow Food gastronomy in the city.
Promote a new lifestyle in the city, more concentrated on people and their wellness.
Promote local small businesses in food and agricultural sector.
5. Strength of the company
Bistro Gotujemy goals of sustainable foods and promotion of local small businesses in the
sector organic food production and agriculture.
Better Value for Everyone: unprocessed products for clients, benefits for organic agricultures,
building a community;
Respecting our Environment: make a positive impact on the environment and stakeholders;
Quality first: only from local organic ingredients, direct distribution;
Strengthening our Communities; live local, live better.
6. Which criteria and sub-criteria determine it to be a best practice?
Innovation – originality
Sustainability - Possibility of transferring & repeat
Effectiveness – Efficiency
Results, changes - impact on target groups
GRAPHICS CONTENTS OF COMPANY:
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11TH GOOD PRACTICE: BRICELTA (PORTUGAL)

1. Description the context, the problems and the best practice
Bricelta, based in Arcos de Valdevez, is dedicated to the roasting process of coffee, which is
imported raw and is in the factory which is roasted, packaged and subsequently sold.
It was founded in 1969 by Darlindo Campo, a mature and visionary businessman who has
been working in this field for more than 50 years and says that the basis of the business has
always been good organization based on a solid family structure and exceptional cooperation.
Conscious of a world in constant evolution, it was always tried to adapt to the different
realities, which caused the company to overcome the crisis and later to grow, employing
currently 13 people. In 2014, after overcoming the crisis by always betting on quality, they
invested around 250,000 euros to make capsules for coffee machines, either coffee capsules
or tea capsules, thus introducing a new product.
Currently, set in 4000 m2 of land with 2000 m2 of built area, the company daily coffee roasting
that is distributed in various parts of the world such as Portugal, Spain, France, Switzerland,
Germany, America, and Canada, with a full product line which also include different teas.
Bricelta has become, in recent years, one of the most representative companies of Arcos de
Valdevez, crossing national borders, whose secret is hard work, humility and also teamwork.
They also define advertising as an essential element in the development of the company,
because without this vector it is very difficult for any business to develop. Companies must
publicize themselves, of appearing so that the market knows and recognizes them.
One of its missions is to offer adequate coffees to the consumer in conditions necessary for
the return of the investment, promoting the professional and personal development of the
employees, reason why it is always innovating and creating tendencies, soon absorbed by its
consumers.
Its commitment is to bring quality coffee to the four corners of the world and to the
Portuguese table.
2. Internet address of the company
http://www.bricelta.com
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3. Strategic group(s) addressed
The company and the community.
4. Why is relevant this practice
A company that has affirmed itself both in the domestic market and internationally, with
these adopted practices obtains excellent results both economic, sustainability and
recognition.
The business fabric has to be attentive to the new realities, has to be molding and betting on
the technology, has to make bets clearly defined in certain areas only so the customer feels
the desire to buy in the commerce and to grow the industry of the region, reason why felt the
need to invest in the production of coffee and tea capsules in order to overcome the loss of
sales in the main segment until then.
5. Strength of the company
A Bricelta exists for the country and for the world, they offer above all a quality product that
people trust, in three words they say they offer rigor, quality and trust.
Its concern is to satisfy its consumers more and more with high quality products, with a
refined, intense, striking and extremely pleasant aroma. Therefore, it bets on high technology
equipment that allows you to analyze samples of raw coffee, controlling the entire process of
industrialization of its products.
It has quality control and modern towers and packaging suitable for the product. The grains
acquired are already benefited and chosen for the formation of the blends characteristic of
the lots produced by Bricelta.
Reliability in delivery is one of the maximum points of Bricelta. A cadre of excellent
salespeople and technical assistance, visiting clients according to a rational itinerary, ensure
the best possible satisfaction of the client's needs. Bricelta coffee also has an excellent team
of agents and distributors to serve you in the best way possible. For over the years, they have
gained trustworthy agents around the world who understand the philosophy of the company.
6. Which criteria and sub-criteria determine it to be a best practice?
Sustainability:
The company has invested heavily in other markets using its strengths as distinctive factors.
Effectiveness – Efficiency:
The company proved to be efficient and effective, even during the period of crisis, which it
exceeded using its strengths as an asset.
Impact on target group:
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It began in 1969, in a small warehouse, and has become, in recent years, one of the most
representative companies of Arcos de Valdevez, crossing national borders.
GRAPHICS CONTENTS OF COMPANY:
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12TH GOOD PRACTICE: AFONSO (PORTUGAL)

1. Description the context, the problems and the best practice
Afonso started its activity in 1987 - managed and directed by Germans - which contributed to
the development of clear technical skills and also values such as rigor, quality and excellence
that still guide their performance today.
In 2004 the company changed hands, in the eminence of a major crisis, and became 100%
Portuguese - capital, management and technical organization.
Afonso always carefully selected its orders, struggling to maintain a market segment with a
high level of quality and demand, which made it possible to overcome the crisis that has
shaken the company heavily, management. For this he invested heavily in his own brand
"AFONSO".
2. Internet address of the company
https://www.afonsovestuario.pt
3. Strategic group(s) addressed
The company and the community.
4. Why is relevant this practice
A company that contributes heavily to the wealth of the local economy and employs more
than a hundred women, since it is managed and made up of women, contributing to their
greater independence. After the crisis of bad are that shook the same and after the command
of the new administrator almost tripled the billing (1.3 million euros).
5. Strength of the company
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Afonso specializes in the production of high quality men's shirts, such as: men's shirts (by size,
formal and sporting); women's blouses; pajamas and boxers.
It has:
●

a CAD - LECTRA system, prepared to meet the current challenges of creation and
modeling, with specific software to respond to the tailor - made segment;

• a modern LECTRA automatic cutting system,
• specific presses for forming the collars and cuffs in the preparation phase;
• ROAN press for sleeves;
• VEIT press to ensure a perfect finish of the cuffs and collars;
• a Kannegiesser press to ensure excellence in the finish of men's shirts.
6. Which criteria and sub-criteria determine it to be a best practice?
Sustainability: The company has bet heavily on reaching new markets, always betting on
QUALITY, investing in your own brand.
Effectiveness - Efficiency: The company proved to be efficient and effective, even during the
period of crisis, which it exceeded using its strengths, namely quality and determination, as a
trump card, and succeeded in imposing itself as a successful company.
Impact on target group: Has succeeded in imposing itself as a successful enterprise and
contributing strongly to the creation of job maintenance, mostly filled by women who have
seen their financial independence threatened and have to return to the rudimentary work of
agriculture and poorly paid, as before.
GRAPHICS CONTENTS OF COMPANY:
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13TH GOOD PRACTICE: WAVE APPLICATION (SPAIN)

1. Description the context, the problems and the best practice
Wave Application
Wave Application is a startup tech based in Madrid and focused on the development of
technologies for locating and contacting people. Wave App allows the user to place their
contacts on a private map for a limited period of time, always with mutual consent.
The philosophy of the company is based on intelligent work (Work Smarter), which involves
the application of methods, techniques and strategies that produce a productivity is much
more effective.
Work Smarter is a better time management, but they are also better processes, a commercial
proposal closer to the target audience, a better treatment of the client portfolio, a greater
knowledge of the business or an optimal customer experience. Work Smarter is, in short, a
way to oppose Work Harder.
Working harder, more hours and with more pressure does not always guarantee having better
results or retaining the best talent. On the other hand, working with focus and knowledge
does allow us to make the right decisions and optimize times.
2. Internet address of the company
https://www.waveapplication.com/
3. Strategic group(s) addressed
Workers of the company
2. Why is relevant this practice
There is a more simplified way to obtain excellent results.
Resources are saved (time, money, materials, etc.)
There are great options to consolidate a process, for example a business, research.
It creates a good work climate with predetermined objectives in advance and without stress.
3. Strength of the company
Global market (users around the world: more than 80 countries)
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Exponential growth
Product for free and easily use
Important stakeholders (Forbes, Netted, Bdaily, CrowfoundInsider, El Mundo…)
The company won in 2018 the award “Emprendedor XXI”
4. Which criteria and sub-criteria determine it to be a best practice?
Efficiency: This is exactly the main goal that best practice wants to improve. Following a
methodology of work, the company establish a procedure of work that prioritizes efficient
work.
Impact on target group: This kind of company are really small in terms of staff. So is really
important that the team internalize the work methodology and apply it in their day to day.
Sustainability: This good practice really get results as a mid term. The company manages to
implement the methodology in its team and this has been applied for a long time. This
methodology can be transferred to different Spanish and international companies. Although
this good practice is widespread in other countries, in Spain it is considered as an innovation
practice.
GRAPHICS CONTENTS OF COMPANY:
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14TH GOOD PRACTICE: NORDIC BASQUE (SPAIN)

1. Description the context, the problems and the best practice
There are cities that are aware that the return of talent is good for the economy, positive
socially, and causes changes. Cities that take the initiative and serve as an example for this
new public policy to be implemented every time in more territories and more migrants can
access these opportunities.
The history of Barakaldo is deeply linked to emigration. The workers from all corners of the
country who came to the Left Bank to leave their skin in Altos Hornos de Vizcaya. In recent
years, there have been many Barakaldarras who have had to leave their home to seek life
abroad.
The local government seeks to apply policies for the return of young talents and has reached
an agreement with Nordic Basque, a Basque entity to carry out the task of prospecting and
contacting local companies, as well as the development of the Meeting on Opportunities for
Return.
Return of talents is the opposite of “Brain Drain” phenomenon. During the last economical
crisis at the beginning of the century, a high percentage of high qualified people (specially
young people) leave Spain to looking for more opportunities of work and better salary in other
parts of Europe and America. Now some local governments starts to implement programmes
of return of talents to recover this high qualified resource to the local companies. Most of
these policies have the support of companies that prospecting and put in contact the local
companies and Spanish in foreign countries that want to come back.
2. Internet address of the company
http://nordicbasque.com/
3. Strategic group(s) addressed
Spanish people who maybe are interested in come back
4. Why is relevant this practice
Return of talents and specifically, the hiring of Spanish talent abroad means great benefits at
different levels. At a general level, it means the recovery of investment in education. At the
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local level, it assumes that local companies hire people with high qualifications. On a personal
level, these people can return to their country of origin with a job commensurate with their
training.
5. Strength of the company
Nordic Basque role in the development of the GP is the intermediator and prospector
between the local companies and the Spanish people in the foreign countries.
International Scope
Huge agenda of contacts: Nordic companies and Basque companies
Close collaboration with different institutions
Multidisciplinar company.
6. Which criteria and sub-criteria determine it to be a best practice?
Wide dissemination: Part of the success of this policy lies in the diffusion of itself. The ability
of the company to contact other countries to reach Spaniards who wish to return is a key
element of the process.
Possibility of transferring: This practice is perfectly transferable as long as the actors have the
necessary resources. Moreover, this policy has begun to be applied in other territories. + Info:
https://volvemos.org/
Results and impact on the target group: As we said before, this good practice is relevant
specially for the great impact at different levels. For the target group it means come back to
the origin country with a contract of work.
GRAPHICS CONTENTS OF COMPANY:
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15th GOOD PRACTICE: COMPAÑÍA LOGISTICA DE
HIDROCARBUROS (SPAIN)

1. Description the context, the problems and the best practice
CLH is a Spanish company dedicated to the storage and transport of hydrocarbons products.
Fundamentally because of sector, to which it belongs, has had a low percentage of women
working in their template.
In the year 2001, women represented just over 10% of the total its professionals and
practically none of they were in management positions. However, in recent years, CLH has
adopted an explicit commitment to reinforce gender diversity within its workforce with the
purpose of increasing the number of women, both in positions of normal activity as in
positions of responsibility. Online With this goal, CLH included in its "Plan Director of
corporate social responsibility 2012-2016 ", the goal of increasing until the 25% the number
of women.
CLH has put in March a series of measures that favor and guarantee equal opportunities for
women and men, both in their incorporation to the company as in its development
professional towards positions of responsibility.
Some of these measures:
• Deploy planned actions and policies in equality plans.
• Creation of Technical Commissions of Equality.
• Imparting training on equality staff of the departments of Training, Selection and
Development; Communication and Labor Relations, as well as to the people who are part of
The commissions.
• Review of the language in the offers of job.
• Implementation of measures that favor co-responsibility, such as Parent School or Days
without Cole.
• Establishment of a large battery of measures to promote personal and familiar conciliation.
2. Internet address of the company
http://www.clh.es/index.cfm?lang=sp
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3. Strategic group(s) addressed
All the staff of the company
4. Why is relevant this practice
This practice is relevant specially because there are some sectors that has had a low
percentage of women working in their template. For this reason the promotion of the
diversity of genre in this kind of sectors promote gender equality and opportunities in the
workplace.
5. Strength of the company
Constant activity growth. Ends each financial year with profit
Collaboration with different institutions (University, Council etc)
International activities
Promotes social and cultural activities
6. Which criteria and sub-criteria determine it to be a best practice?
Possibility of transferring and repeat: The Diversity of genre in this kind of sectors is really
important to promote the equality of opportunities. This practice can develop different
measures to achieve this goal. There are not complicated measures and most of the
companies of the sector can implement.
Impact of target group: The implementation of the practice reach the objective established
by the company and suppose an impact in the target group (all the staff), but not also a
focused

impact

in

the

company

but

a

social

impact

(http://www.elmundo.es/yodona/2016/03/08/56d7169646163fe9338b45cd.html ).
Innovation: Maybe this kind of equality measures are more common in other sectors, but in
this traditional sectors where have a low percentage of women working in their template,
those measures are really innovative take into account the context.
GRAPHICS CONTENTS OF COMPANY:
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Social media:
Survive Web site: http://surviving.eu/survive/

Facebook: https://www.facebook.com/SURVIVEproject/

Partners:
GODESK SRL
Via della tecnica, 18 - 85100 Potenza (Italy)
website: www.godesk.it
Email: hello@godesk.it
EPRALIMA
R. Dr. António Pimenta Ribeiro - Ap 102
4970 - 455 Arcos de Valdevez (Portugal)
Tel.: 258 520 327 | 258 520 320
website: www.epralima.com
Email: info@epralima.pt
SHARING EUROPE FIRENZE
Via G. M. Cecchi, 21b 50126
Florence (Italy)
Website: www.sharingeurope.eu
Email: info@sharingeurope.eu
BMN
Blagoevgrad (Bulgary)
Tel: +359 877 628768 Fax: + 1-213-867-2410, 20 4040 4040
Email:: info@bgma.eu
Website: www.bgma.eu
FUNDACION DE TRABAJADORES DE LA SIDERURGIA INTEGRAL
C/Economía nº 36, 48902, Barakaldo (Spain)
Tel: 94 418 07 71
Email: ftsi@ftsi.es
Website: www.ftsi.es
EUROIDEA
ul. Podłącze 16.30-218 Kraków, woj. Małopolskie (Poland)
Tel.:792750075
Website: https://euroidea.wordpress.com/
EEO GROUP
Mavrokordatou 1-3, Atenas (Greece)
+ 30-210-9769560
Email: info@eeogroup.gr
Website: http://www.eeogroup.gr/
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The information and views set out in this publication are those of the author(s) and
do not necessarily reflect the official opinion of the European Union. Neither the
European Union institutions and bodies nor any person acting on their behalf may be
held responsible for the use which may be made of the information contained
therein.
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