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Introduction
B U C O L I C O

P R O J E C T

Building Community Resilience through Communication & Technology
Despite signs of stagnation from the EEA's two major economies, the latest available
Eurostat data showed that as late as December 2019 the unemployment rate in the EU
(6.5%) continued on the downward course it began at the start of the series (2000),
marginally and stably exceeding those of the US (4.2%) and Japan (2.4%). [Eurostat
(February 2020) Unemployment rates by country, December 2019 update].
These assumptions held true at the time the proposal was initiated (Jan 2020), but research
soon showed that a 4/5 of the global workforce was affected by the Coronavirus pandemic
in Q1 of 2020, and that large reduction of working hours may affect Europe (7.8%) in the
following Quarter.
A TRANSNATIONAL ISSUE Within the Union, inter-national and intra-national employment
rate differences are extreme and, at times, on the rise. One demographic segment in
particular, the young adults aged 15 to 29 epitomises the NEET phenomenon, one bearing
profoundly troubling consequences on the socio- economic fabric of some Southern and
Eastern countries.
To this end, BUCOLICO aims to address a structural problem, likely to be heightened by
the lockdown of the world economy, i.e. low labour force participation among marginal
groups and areas via social and local development interventions.

Bucolico project has been funded with support from the European Commission.

The consortium project is composed by the following patners:
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Panagiotis Passas
INTRODUCTION
Since he was a child, Panagiotis Passas (32 years old, from Agaliada, rural Greece) was
playing in the fields next to his father. He studied economics at the University of Athens, but
the lights of the city did not catch him at all. With a degree in hand, he decided to try to make
use of his father's land and property. Thus, with methodical and decisive steps, Panagiotis
made extended his father's 300 acres into 1,100 acres, investing deeply into product
standardization lines. The main product of the family business is watermelon, the production
of which reaches 5,500 tons per year, being 100% vertical. Panagiotis, along with his brother,
takes care of 200 acres of potatoes with a production of 1,200 tons per year, while
reinvesting since 2015 in innovative greenhouses, in which they grow both watermelons and
lettuce. The immediate goals of the company are the further increase of the land and its
products, along with the construction of more greenhouses, with the aim of increasing their
market in the domestic area, but also in those abroad, such as Italy, Germany and the
Netherlands. For this reason, the two businessmen, who will soon become three, once the
third brother graduates in agronomy, plan meticulously every single investment during every
production cycle, with a minimum of 250,000 euros per year.
INNOVATION AND SUSTAINABILITY
Today, Passas O.E. is still located in western Peloponnese and the main products are still
watermelons and potatoes, grown in the fertile fields in the land of Ilia. Although the
growing and harvesting processes are deeply traditional, the family brand embraced
innovation, through solid investments, for modern units and plants to process, select,
package and preserve fruits and vegetables.
From the time of replantation in the field, until the time of harvest, the fields are still
inspected on a daily basis by the three siblings, along with specialized agriculturalists.
During the production process, all the certified methods are adopted: the products are
then healthy for the customers, free of chemicals and rich in taste. Passas is therefore a
good example of the usefulness of private investments in order to expand family-based
brands and goods, being at the same time able to preserve the original core business
and working methods.
https://agrotistisxronias.gr/portfolio/panagiotis-passas/
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Agria Melissa
INTRODUCTION
In western Phthiotis of Central Greece, in the valley of Sperchios River, lies a small village
named Ptelea. Both the hometown and the business’s location of the founders. Back in
1970 Konstantinos Stefanis, a carpenter, and his wife Katina, in their many visits to the local
forests, quite often came across natural beehives in tree trunks. This was enough to intrigue
them to further engage themselves with beekeeping and to have the first beehives on their
own. The third of their children, fascinated by beekeeping, stayed in the village and helped
his father, especially with the task of carrying the beehives to nearby locations in order to
achieve better honey varieties and quality. It was finally in 1980 when the young son started
his small beekeeping business. Today, he owns more than 1000 beehives, which he carries
throughout the country, all year long. In that, he benefits for the rich and different varieties
of honey offered by the landscapes, with authentic flavors and an outstanding variety of
colors and scents. As the years passed, a new generation of the family now runs the
business and leads the company to the 21st century, respecting the traditional methods in
combination with a modern know-how, in order to produce and package the beekeeping
products exactly as nature offers them.
SUSTAINABILITY
The business still uses the traditional beekeeping methods of production of honey and
other bee products. In order to support and to extend the supply chain, focused on
honey, the 3rd generation developed and implemented other activities and products:
pollen, bees’ wax etc. The business is entirely local: honey is produced directly in the
rural areas of West Greece.
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TRADITION AND INNOVATION
Greece has a long history of bee-keeping and there are more beehives per acre in
Greece than any other country in Europe, so it comes as no surprise that Greek honey
is considered one among the best in the world. A wide biodiversity of flora combined
with the Aegean summer sun is what helps to produce the unique Agria Melissa’s
products. The business is now prosperous and well-known in Greece thanks to the
work of the 3rd generation of owners focused on innovation and on the differentiation
of products: along with honey, Agria Melissa expanded its core business through bees’
wax, pollen. A big step forward was the development of the e-commerce platform
(now Agria Melissa sells worldwide) and the ability to transform the traditional and
family-based know-how into another business activity: the 3rd generation produced
useful toolkits, especially in digital format, in order to teach how to deal with beehives
and bees’ products efficiently. This educative product directly addresses new farmers
who are moving their first steps in the field of the honey’s market.
https://en.agriamelissa.gr

-

0 4

-

C A S E

S T U D Y

Convert Art
INTRODUCTION
Convert Art is the first upcycling company in Greece, manufacturing handmade
handbags, jewelry, accessories and other products for the everyday use, made exclusively
from used inner tubes, tires, electrical materials and recycled aluminium.
The company moved its first steps in 2012, when the creator Marina Griponisioti found
herself in a car garage. There were many fallen tires there, so she thought to experiment
with one of them. She borrowed the garage tools and made her first belt. In the same
period, she began to process an old portable speaker, the parts of which turned out as a
colourful and fantastic jewel.
This was how it started, by collecting inner tubes, tires and electrical equipment. As for
now, Convert Art has 60 different types of products and over 400 different designs.
Convert Art products have been exhibited at various exhibitions and markets, often
receiving relevant awards, such as: Papastratos StartUp Awards (2017), Athens Safary
Start Up (2017), Athens Fashion Trade Show (2016), Modern Creations (2016), The
Fashion Room service (2015).
SUSTAINABILITY
Upcycling means creative re-use. It is a special recycling process that aims not only
to reuse waste, but to treat waste products in new, higher-quality products.
Upcycling stands out as a process for its sustainable innovation by using materials in
its original form, saving resources and money, thus increasing the quality of the
product. The goal of upcycling is to avoid wasting potentially useful materials by
using existing ones. This reduces the consumption of new raw materials when
creating new products. Reducing the use of new raw materials can lead to a
reduction in energy use, air pollution, water pollution, and even greenhouse gases
emissions. Upcycling is the opposite of downcycling, which is the other half of
recycling. Downcycling involves the conversion of materials and products into new
materials of lower quality while recycling involves the conversion or extraction of
useful materials from an original powder product by creating a different product or
material from the beginning.
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The first recorded use of the term upcycling was by Reiner Pilz in 1994. The concept
was later incorporated by William McDonough and Michael Braungart in 2002 in their
Cradle-to-Cradle book: Rebuilding the way we do things. McDonough and Braungart
were pioneers in upcycling, claiming that we should all try to prolong the life of the
products. The tradition of re-use in art grew sporadically in the mid-20th century. An
exemplary upcycling example is the Watts Tower (1921-1954) in Los Angeles, which is
made of scrap, ceramic and broken glasses on a large scale and consists of 17 different
sculptural constructions, the highest being reaches a height of more than 30 meters.
Another recent example is the Orchestra de Instrumentos Reciclados de Cateura in
Paraguay, whose musical instruments are made of materials from the landfill site of
Cateura. Somehow that's how convert art began, turning old inner tubes into used
handbags and accessories, and -more- used electrical material into gorgeous jewelry
and decorative items.
TRADITION AND INNOVATION
All Convert Art creations are handmade and unique pieces. They are manufactured
from used raw materials, based on the Upcycling philosophy. They are vegan,
ecological and contain no animal derivatives. The inner tubes have 5 processing steps,
so they do not smell and do not lose their color. The material is waterproof, due to its
non-porous surface, very resistant to extreme weather conditions and easy to clean.
The business collects the used inner tubes and bicycle tires from partner companies or
bicycle shops. The employees and designers clean, process and organize the inner
tubes and tires in their workshop, and later on they begin designing the products. After
the production process begins, they add the zippers, buckles, and the latest touches.
Lastly the products go through quality control and are placed on the shelves for
distribution. The electrical equipment is collected from old televisions, computers and
other electrical appliances, whilst the other material is recyclable aluminum. Convert
Art products have 5 processing steps to keep them from smelling and discolor. They
are manufactured to be durable without needing special care. They are waterproof and
their non-porous surface helps clean them easily. You can clean your bag with a cloth
and some warm water and soap, or wash it in the dishwasher up to 40oC, using a mild
detergent. Do not put your bag in the dryer.
In very hot conditions (such as a locked car sitting in the sun for over 20 hours), you
may see a gray-white surface developing over your bag. The gray color that you might
see comes from the wax in the rubber composition. The wax is not harmful and your
bag will return to its natural color as soon as it is away from its long exposure to high
temperatures.
-
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SCALABILITY AND RESILIENCE
Due to the niche core business and its relevance in the field of sustainability, Convert
Art grew significantly year after year: In December 2013, the collection of jewelry made
of electrical materials and handmade inner tube bags won an award at the Greek
Design = Good Design contest, while in 2016 the Convert Art collection of polymorphic
bags was awarded with the Top Design Award for 2016. In December of the same year,
Convert Art was selected to participate in the European Final of the StartUp Europe
Awards in Brussels. In December of 2014, Convert Art created a workshop on
processing, design and construction. There was also a Convert Art Lab store, where
apart from Convert Art products; the company also hosts a large collection of
handmade jewelry and accessories from Greeks designers. In January 2017 the
production unit was moved to Athens and Convert Art opened the official store in 2426 Pallados str, at Psirri Square in the center of Athens.
Up to now, Convert Art has over 35 points of sale in Greece, Cyprus and abroad.
Within the first five years, it has reused more than 20 tons of inner tubes, giving them
life again, while protecting the environment from the pollution.
https://convertart.gr/
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Diopas
INTRODUCTION
DIOPAS SA is a company specialized in the production of nets. In detail, it produces fish
farming nets, fishing nets, nets for sports venues, nets for playgrounds, shading nets and any
special construction based on the nets.
In the early ‘60 the nets used cotton yarn, resulting in great inconvenience for the fishermen:
they had to wash and dry their nets every day after the fishing session. However, with the
invention of nylon, thanks to the Japanese expertise, the fishermen could stop worry about
their expensive nets. That was an opportunity for the father of the current owner to introduce
in Greece the nylon nets from Japan. After the death of the father in 1982, their children
continued selling fishing nets and created a new company which grew significantly over the
years. In 1993 the company began manufacturing net cages for fish farming. In 2013 the
company expanded its activity by being involved in the construction of protection nets and
shading nets. Moreover, the company started to participate in several research programs that
are often aimed at promoting sustainable aquaculture in the country. The Company invested
in a special software through which it is possible to analyse, design and simulate the
behaviour of trawl nets in the sea with the ultimate aim of reducing the consumption of fuel by
20%.
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TRADITION, INNOVATION AND SUSTAINABILITY
The latest and the most relevant activity of DIOPAS is the ongoing ECONET project,
along with the Hellenic Centre for Marine Research and the University of Crete.
The ongoing decrease of fish stocks worldwide due to the increase of fishing pressure
makes it necessary to apply a series of measures in order to restore the stocks. Next to
a variety of EU coordinated measures, a variety of ideas have been generated aiming
at assisting the main policy towards sustainable fishery management. The use of stock
enhancement applications such as artificial reefs and fishery exclusion zones are the
most popular ones and have already been implemented providing promising results.
These methodologies aim at increasing fish populations densities, reduction of natural
mortality and improving growth, and feeding efficiency. The problem of these
interventions is the high cost for the establishment, monitoring, surveillance and
management of the installations.
The emerging idea to increase fish populations, through the reduction of natural
mortality in early stage of fish’s life, seems to promise a better result. The reproduction
capacity of fish is incredibly high, but a large portion of the population is lost on the
way because of ongoing natural and anthropogenic mortality. The most vulnerable
time in the life of fish is the egg to fry period. If we could provide survival opportunities
to juveniles when they have reached autonomous propelling abilities in settlement
areas, the impact on the fishable biomass should be great. Every gram of biomass that
has been saved in juvenile fish may provide one to ten kilograms of adult fish.
The aim of this Project is to meet these requirements in the most lucrative fishing
section of the Mediterranean, the demersal fishery. The objective of the project is to
provide to the fishing industry with simple and inexpensive means in order to establish
large scale protection programs. The innovative final products that will be developed
will be easy to deploy devices, constructed from nets and other inexpensive synthetic
materials. For experimental research purposes, different types of protecting devices
are expected to be built and tested both under controlled conditions in mesocosm
tanks as well as in the open sea. For this purpose, the project will deploy experimental
devices in the underwater science park of Hellenic Centre for Marine Research in Kato
Gouves of Heraklion.
https://www.diopas.com/index.php
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Calpak
INTRODUCTION
Calpak is a company originally founded in 1976 but nowadays, after a long process of
innovation, specialized in the field of renewable energy. Although the headquarters are
located in Athens, Calpak’s plants are located in several Greek rural areas. The company has
made a major investment in the application of “smart’ processing in the recent years, with
the partial introduction of new “smart” technologies which are integrated into the existing
infrastructure. For example, the gradual introduction of robotics arms for individual stages
of the production process result in the complete automation of the production line
(construction, configuration, assembly handling).
The introduction of “smart” manufacturing processing has significantly contributed to the
optimisation of the company’s production process, as well as to increasing productivity,
reducing workload, improving working conditions, the flexibility of the production process,
and even improving the promotion actions of products.
INNOVATION AND RESILIENCE
Despite shrinking markets in Europe, Greece’s collector and tank manufacturers have
increased their exports two times in a row. In 2015, the solar thermal industry
delivered 7% more collector area abroad. “The financial crisis in the country has made
our products even more competitive, meaning we were able to optimise our export
business,” explained Georgios Xanthopoulos, Export Area Sales Manager at Calpak.
Overall, Greek manufacturers have become increasingly confident about international
business, prompted by their accomplishments in the global marketplace. The key
success factors for last years’ growing exports had been competitive products and
flexible manufacturers earning a reputation as reliable suppliers.
https://www.calpak.gr/
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Phee
INTRODUCTION
This small company was founded in a rural area of Greece and is currently harnessing
quantities of seaweed washed along the coastlines, producing daily products such as mobile
cases, boxes, clothing and single rackets. The one and only resource used is seagrass. A new
raw material is developed by restoring the natural balance through innovation, promoting the
principles of “green” entrepreneurship and upcycling natural resources. This seaweed,
Posidonia Oceanica, is one of the oldest living organisms on Earth and is annually washed up
in abundance on the Mediterranean shores and is disposed as waste. The company’s goal is to
expand the use to more products such as office supplies, agendas, wallets, jewellery and to
further promote environmental and social responsibility throughout its value chain.
TRADITION, INNOVATION AND SUSTAINABILITY
PHEE whishes to create products that could be competitive in the market, also having a
positive impact on the planet’s ecosystem. Phee is committed to work alongside the
relevant authorities, industry leaders, and consumers so that sustainable materials
regain their market trust from their toxic counterparts.
One of the first products developed by Phee is a mobile phone case entirely made from
the dead leaves of the algae Posidonia Oceanica, found in abundance on the Greek
coasts. The mobile phone case is 100% recyclable and has a unique natural design. Phee
recently developed a series of sunglasses.
Every product is unique and customizable as the sea grass is placed in a distinctive way
in each and every panel. Environmentally friendly and distinguished in global
competitions Phee, based in Patras, is moreover a clear example of how impactful an
efficient e-commerce platform could be for young and innovative businesses. The recent
launch of the products granted to Phee’s founders several awards, such as: Startup
Greece Award, BlueGrowth, CleanTech Open.
https://phee.gr
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Anassa Organic
INTRODUCTION
Anassa, “queen” in ancient Greek, was also the title bestowed upon someone unique, a title of
great honor. Anassa Organics selects several Greek products of fine quality, always coming
from organic farming, using traditional farming practices with the utmost respect to the land.
The business deals with organic products in order to produce mainly teas and infusions
which are distributed in Greece and in Europe.
A group of young entrepreneurs had the idea to offer organic herbs to various consumers:
their purpose was to ensure product quality at all stages, from proper cultivation of herbs to
the final result in the cup. Growing conditions, harvesting methods, and product quality are
also taken into meticulous account while granting respect to the environment and to the
land.
TRADITION, INNOVATION AND SUSTAINABILITY
The collection of herbs is hand-picked and every single step is done manually. The herbs
are dried in the most appropriate conditions so that their colour remains vivid, almost
like when it was first picked. Abundant sunshine and rich soil composition add even
more to these products, free of chemicals and delivered with environmentally friendly
methods of production. Besides, the innovative way of serving offers the opportunity to
enjoy this taste everywhere. The purpose is to make the consumer part of the process
as a substantial quality break from their daily routine. Specifically, consumers are
invited after buying the package to select leaves and fruits and to fill the bag by
themselves, to prepare their personal drink.
One of the key aspects of Anassa Organics is the network of collaborations which
helped the original business to develop their high quality product: Anassa collaborated
with the Aristotle University of Thessaloniki (agriculturists, chemists, agronomists) in
order to provide valuable information and guidelines for herbs, blends but also for the
selection of local suppliers (mainly small enterprises and family businesses located in
the rural areas of Greece) and to build up a proper and competitive market research.
The main aspect of innovation lies on the interactive packaging and on and the
significant use of the online platforms to distribute the products in Europe.
Anassa Organics is a good example of businesses based on local resources which,
thanks to innovative approaches and market strategies, are extremely appealing for
demanding individuals and customers.
http://www.anassaorganics.com/home-anassa.html
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Konva Sa
INTRODUCTION
Fishing has been the lifeblood of many a Greek family for generations. By embracing the
values of sustainability, quality and great taste, KONVA’s line of products have been a staple
of the country’s seafood diet for almost a century. With its extensive coastline and numerous
islands, Greece’s geography has allowed it to support intensive fishing activity for hundreds of
years. Located in Kilkis, Northern Greece, KONVA’s factory comprises of a large production
unit, storage, packaging and technical facilities, and a quality control division. It is from this
location that the company also houses its accounting, procurement, marketing and export
departments, while its sales department operates out of its Athens office, which also boasts a
second storage unit to provide faster service to customers located in the region.
TRADITION, INNOVATION AND SUSTAINABILITY
Possessing over 90 years of family business activity, KONVA SA is a purely Greek
company engaged in the processing, canning and distribution of fish products. “By
combining our business activities, we have managed to expand our business spectrum
into the production of chilled and frozen fish products,” states Gianna Tzika, Managing
Director of KONVA. “We have successfully established the TRATA and FLOKOS brands in
the marketplace and today we have the richest line of fish products available, including
sardines, anchovies, tuna, squid, octopus and herring, each sourced in a sustainable
manner.” KONVA’s main production line is responsible for its much loved TRATA
sardines and anchovies. “Like all of our products, our TRATA sardines and anchovies are
renowned for their unique appearance and quality,” Gianna explains. “Light and tender,
with flavorful flesh minus scales, our products benefit from the unique conditions and
biodiversity of the Aegean Sea. Accompanied with select ingredients, such as Greek
olive oil, tomato and oregano, our end products are always of exceptional taste. This
has now been extended to our TRATA smoked tuna, the only product of its kind that is
smoked in a real wood fire oven, adding a new twist for lovers of this fish.”
“KONVA has a long history of making considerable investments in our infrastructure and
the technological equipment we utilise,” Gianna explains. “Examples of this investment
can be found in the first robotized line for sardine production, the mechanised
production line we use for our tuna salads, calamari and octopus, and the
developments we have made in improving our flexibility when it comes to packaging
our end products. As a result of these actions we have been able to ensure continued
high quality, and achieve higher production volumes and lower production costs, while
still meeting our client’s needs concerning usage, packaging and taste.”
-
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SUSTAINABILITY AND RESILIENCE
While the country’s economy has experienced, what can perhaps be described as,
choppy waters in the last decade, its fishing industry has managed to weather the
storm. In 2012, financial consulting firm McKinsey projected that Greek fishing had the
potential to create revenues of nearly one billion euros over the next decade,
supporting thousands of jobs. Like the waters of the Aegean Sea, the market in which
KONVA operates is constantly moving and shifting, and as such it is essential that it is
monitored as closely as possible. “As with any company, there will always be challenges
that we have to face, but we believe we possess all the tools needed to overcome what
can be incredibly varied circumstances,” Gianna enthuses. “A recent example of such a
challenge was in fact created due to the severe conditions caused by the El Niño
phenomenon, which resulted in a significant drop in the supply of Californian squid,
one of the FLOKOS brands’ most successful products. In response to this we identified
a gap in the Greek market that we believed could be filled by utilising a different
species of squid, so essentially we turned what was a challenge into an opportunity.”
Creating and capitalising on new opportunities will be essential for KONVA as it looks
to achieve its medium to long terms goals. “Our main strategic vision moving forward
is to export our products to as many countries throughout Europe as possible, thus
expanding awareness of our brand,” Gianna concludes. “This is an ambitious target but
it is one that we feel we are very well placed to achieve. After all, it is 100 per cent
correct when we say, we love our job and we certainly love our fish.”
https://www.konva.gr/
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Palaplast
INTRODUCTION
In 1980, three siblings opened a small factory for plastic components for irrigation systems in
the northern rural area of Greece. Years later they began to produce pipes and irrigation
fittings, expanding the original business into the industries of water supply, heating and fiber
optic cable protection, always aiming at offering customers a complete and customized
solution of irrigation, water supply and heating. The technological development and the
integration

of

innovative

production

methods

contribute

to

PALAPLAST’s

green

entrepreneurship. Palaplast's productive activity is dedicated to the development of
applications for sustainable water use. The company seeks to offer solutions for the
conservation, treatment and use of water.
SUSTAINABILITY
Enhancing the protection of natural resources, energy conservation, the search and
utilization of renewable energy sources and minimizing adverse effects on the
environment are current values and objectives. In particular, PALAPLAST have installed
a photovoltaic system of rated power 800 kW, contributing to the evolution of the Green
Development. Besides, investing in local communities, they seek to implement actions
and programs that give a contribute for the empowerment of social welfare. With their
contribution to university activities and student organizations, they also take care to
enhance the education program and with the participation of the employees in social
activities, the company whishes to strengthen the bonds of trust between the
employees, promoting a more socially organized and sensitized working and living
environment.
https://palaplast.gr
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Little Rocks
INTRODUCTION
“Little Rocks” is an ecological brand active since 2013 technically based in Athens, Greece,
although operating online, both in Greece and in Europe. The eco-brand was founded by
Petroula Krigkou, illustrator, thanks to a detailed desire: to create something new and
unusual, yet competitive in the local clothing industry, also working around the following
keywords: reduce, reuse, recycle. Petroula, along with her sister Mari and their partners
Dimitri and Reamonn, founded a renewed and “traditional” family business.
INNOVATION AND SUSTAINABILITY
The products (mostly bags, clothes, accessories) are made from recycled or “upcycled”
materials. The aim was to work with recycled resources but also to create unique and
customizable design, taking advantage from the online resources and channels for
promotion and local distribution. Each cloth is therefore unique, made with organic
cotton, tensel or bamboo.
A big step forward for this small family business was to join a wider network for a
sustainable garment production: Fair Wear Foundation, a no profit organization
founded in 1999 when the FNV, a Dutch trade union, and the Clean Clothes Campaign,
an advocacy group for garment workers, got together to improve labour conditions in
the garment industry. Starting with pilot projects at four Dutch companies, this small
partnership eventually grew into what is now Fair Wear Foundation, which gathers and
collaborates with more than 130 eco-brands worldwide, Little Rocks included.
https://www.littlerocksdesigns.com
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