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“* = not existing/planned/under preparation/available (since

when)

The third aim was to form a representative organization with its own visual identity and
homepage to facilitate the solving of problems between the retailers of South-Estonia. That
representative organisation, the “Association of Small Retailers and Service Providers NGO”
(MTU VKTL), was established in 2006 and officially registered in March 2007. The association
will continue holding seminars and trainings to further the exchange of new experiences and

ideas.

City of Jakobstad/Pietarsaari, Finland
General Characteristics

Jakobstad (Pietarsaari) is a small city of approx. 20,000 inhabitants on the western coast of
Finland. The town’s economy is traditionally based on strong export industries, but it is also the

centre of a small region with a total population of approx. 48,000 people.

Local / Regional Characteristics Units
Population inhab. 19,600 (2006)
Area km? 87.2
Population Density p/ km? 221
Unemployment Rate % 8
GDP per Capita
27,700

Modal Split %

Public no info

Transport

Private no info

Transport

Bicycle no info

On Foot no info
Administrative Structure municipality
Other Characteristics no info

The City of Jakobstad / Pietarsaari

Source: City of Jakobstad




Retail Indicator Unit Entire| City Centre
Specific City
Data
1 Purchasing Power Index 145
2 City Centre Size ha 18
3 Other Main Retail Zones no. 3
Shopping Centres unit Entire| City Centre
City
a) Existing no. 1 no info
4 m’ 10,000
b) Planned no. no info no info
m2
Pedestrian Zone Length m 250 250
5 Shops no. 194 152
6 Vacancy Rate % 2,5
7 Gastronomy Establishments no. 26
8 Cars per Inhabitant no. 0.6
9 Modal Split unit Entire| City Centre
City
a) Public Transport % 2
b) Private Transport % 70
c) Bicycle % 20
d) On Foot % 8
10 Public Parking Places City Centre no. 1420
11 Distance Main Station - City Centre m 300 (bus)
12 Urban Development Plan/Concept ne/p/up/a* p(1997) up(2004)
13 City Centre Strategy/Concept ne/p/up/a* up(2004)
yes/no
since when
14 City Marketing/Management annual budget 180.000
organization’s Jakobstads Citygrupp
name
yes/no
since when 1999
annual budget
15 Retailers' Organization/Association organization’s Jakobstads Citygrupp
name
(including property owners) no. of members 139
% organised 91
16 City Centre Activities/Attractions text no info
17 Other Specific Indicator in the Local text or figures no info

Context

* = not existing/planned/under preparation/available (since when)

RENET Related Activities

The project covers the following aspects:

* Traffic and parking, parking eventually as larger underground parking facilities, streetscape
and public design improvements

* Possibilities to link the commercial district with the supermarkets, potentially by a traffic tunne
under the railway station area,

* New pedestrian streets (potentially)

* Developing of a distinct commercial profile for the town centre.

The output will be:




* Alocal/regional retail development strategy

* A common permanent forum for retail and service-related dialogue
* A concept for regional city-marketing

* An updated city development plan.

City of Jurmala, Latvia

General Characteristics

Jurmala is the second-largest city in Latvia by area and the fifth-largest by population. It is
situated within the Riga agglomeration, only 23 km from the Riga city centre. The Baltic health
resort town Jurmala, located on a narrow strip of land between the Gulf of Riga and the river
Lielupe, has developed as an extremely linear town.

The attraction of Jurmala lies in its 32.8 km long white sand beach, the large pine forests and the
natural border of the city, the river Lielupe. It has been known as a health resort since the 19th
century. Harmony of nature and culture environment already lost in many places in Europe is well
preserved in Jurmala. Jurmala construction shows one of the characteristic features of European
cultural history in the 19th and 20th century — the formation and development of the tradition of
'cure places' - summer recreation centres.

The vision of the city is: “Jurmala is a friendly city for inhabitants and city visitors, and in its
development it looks for sustainable development principles. Jurmala is one of the main Baltic
resorts, conference locations and recreational centres.” The existing urban planning documents
addresses the main housing, safety, ecological and cultural heritage questions, as well as public
participation in planning processes.

Local / Regional Characteristics Units
Population inhab. 55,602 (2006)
Area km? 99.9
Population Density p/km? 556.6 (2006)
Unemployment Rate % 5.9 (2006)
GDP per Capita €
1,612.2 (2004)

Modal Split %

Public

Transport no info

Private

Transport no info

Bicycle no info

On Foot no info
Administrative Structure City of Jurmala
Other Characteristics no info




The City of Jurmala

Source: Jurmala City Council, Master Plan

Retail [Indicator Unit Entire City
Specific City Centre
Data
1 Purchasing Power Index no info
2 City Centre Size ha 158
3 Other Main Retail Zones no. 3
Shopping Centres unit Entire City
City Centre
a) Existing no. 4 0
4 m? no info
b) Planned no. 2 0
m? no info
Pedestrian Zone Length m 0 900
5 Shops no. ~70 ~12
6 Vacancy Rate % no info
7 Gastronomy Establishments no. 30
8 Cars per Inhabitant no. 0,43
9 Modal Split unit Entire City
City Centre
a) Public Transport % no info
b) Private Transport % no info
c) Bicycle % no info
d) On Foot % no info
10 Public Parking Places City Centre no 280
11 Distance Main Station - City Centre m 0
12 Urban Development Plan/Concept ne/p/up/a* since 1995
13 City Centre Strategy/Concept ne/p/up/a* not exist.
yes/no yes
since when From Soviet time/
more active from
1997
14 City Marketing/Management annual budget no info

organization’s
name

Jurmala City Council
tourism department

yes/no Yes
since when 2006
annual budget no info




15 Retailers' Organization/Association organization’s organization of

name Jurmala

entrepreneurs

no. of members no info

% organised no info

16 City Centre Activities/Attractions text cafes, summer music

festivals and street
(open) culture
activities - concerts,
carnivals, dancing
evenings, old car
festivals, flower
market, Christmas
market, street sales
and holiday markets,
casino activities

17 Other Specific Indicator in the Local text or figures in 2005 retail
Context activities: in 270
places; street and
beach cafes, bars:
110 places; culture
and recreational
events: 70; trade fairs
/holiday markets: 10

* = not existing/planned/under preparation/available (since when)

RENET Related Activities

The City of Jurmala has an observer status in the RENET project with the aim to learn and
exchange on retail issues relating to the competence network.

The Jurmala city development plan was adopted in 1995, and since that time it is the main
urban planning document in Jurmala. Building construction regulations according to the plan
were adopted in 1997. In 2005 and 2006 an update of the city development plan was realized
and all problems were discussed in the organised working groups.

During the RENET project meeting in February, 2006, the international partners had the
opportunity to learn more about and explore the heritage sites and settlement structure,
especially in terms of retail development.

2006: Discussion with public and retail organizations, in the framework of city
development plan discussions.
2006: Analysis of the current situation (objects, quality, activity), comparison of summer

retail activities with winter retail activities (seasonality of the city).

2006-2007: The RENET activities were continued in a thematic sub-group together with
Bastad, Sweden and Jakobstad, Finland. The main theme of this sub-group is
“retail and tourism”.

2007: Draft concept on the strategy for the new city development plan (2009-2021).

City of Daugavpils, Latvia

General Characteristics

Daugavpils City is the second-largest city in Latvia. The advantageous geographic position
makes the city an important industrial centre and transport hub in Eastern Latvia. The Economic
Development Department of the City Council is committed to develop Daugavpils as a city of
national and regional significance where people wish to live, companies choose to invest and
where there is equal access to the wealth, employment and other opportunities brought by its
regeneration. The strategic directions to achieve these objectives are economic development,




infrastructure development, service sector development and development of human resources

and the city environment.

Local / Regional Characteristics Units
Population inhab. 108,260 (2006)
Area km? 72,5
Population Density p/ km? 1,509
Unemployment Rate % 7.9 (2005)
GDP per Capita € 2,578
Modal Split %
Public no info
Transport
Private no info
Transport
Bicycle no info
On Foot no info
Administrative Structure no info
Other Characteristics no info
City of Daugavpils in Latvia
RUSSIA
BELARUS
© Th egjoral I il Cree for Connal and Exeen burope
Source: Archive of the Daugavpils City Council
Retail Indicator Unit Entire City
Specific City Centre
Data
1 Purchasing Power Index no info
2 City Centre Size ha no info
3 Other Main Retail Zones no. no info
Shopping Centres unit Entire City
City Centre
a) Existing no. 16 10




4 m” 68,160 52,260
b) Planned no 2 2
m’ 1,500 1,500
Pedestrian Zone Length m no info no info
5 Shops no. 322 201
6 Vacancy Rate % 154 35
7 Gastronomy Establishments no. 32 19
8 Cars per Inhabitant no. 0.27
9 Modal Split unit Entire City
City Centre
a) Public Transport % 48
b) Private Transport % 30
c) Bicycle % 2
d) On Foot % 20
10 Public Parking Places City Centre no. 18
11 Distance Main Station - City Centre m 5,960
12 Urban Development Plan/Concept ne/p/up/a* a since 2005
13 City Centre Strategy/Concept ne/p/up/a* a since 2006
yes/no no
since when
14 City Marketing/Management annual budget
organization’s
name
yes/no no
since when
annual budget
15 Retailers' Organization/Association organization’s
name
no. of members
%
organisedorganised
16 City Centre Activities/Attractions text no info
17 Other Specific Indicator in the Local text or figures no info
Context

* = not existing/planned/under preparation/available (since when)

RENET Related Activities

In May 2006 the students of Daugavpils University carried out a survey of city population and
entrepreneurs (90 people and 27 entrepreneurs took part), with the aim to find out their views on
the development of Riga Street, as well as to define the existing problems more clearly.

Results:

* More than half of the respondents come to Riga Street every day while going to work, having
a walk, going to shop or a café.

* Most of the respondents would like Riga Street to be a historical pedestrian street with
modern design elements (sculptures, fountains etc.).

e The present number of cafes (especially outdoor cafes), benches and parking places is
insufficient.

* A negative impression is created by empty premises on the ground level.



* The current image of the green street created by chestnut-trees and lime-trees should be
preserved.

* More than 30% of the respondents would like the interesting paving to be retained.

Evaluating the competition between Riga Street and the modern shopping places in the city
centre, people stress the positive emotions they have while having a walk along an enjoyable
pedestrian street. However, two shopping centres built near Riga Street make it less
popular/less visited.

Creating and maintaining the image of Riga Street is a task to be performed by the Daugavpils
City Council in cooperation with the city population.

City of Siauliai, Lithuania
General Characteristics

Siauliai is a Lithuanian city with hundreds of years of history, and has been mentioned in
historical sources dating back to the thirteenth century. Today, Siauliai is the biggest industrial
centre in Northern Lithuania. The city is situated in a convenient geographical location. Siauliai
is famous for its well-developed transport infrastructure — the city is crossed by the international
Via Hanseatica Transport Corridor and the Rail Baltica Trans-European Railway Route.

Siauliai’'s strategic goal is to become a regional centre of attraction and to foster the
development of industry and services. The city began to implement its major development
project — an industrial park, which will be located in Zokniai, with a territory of 150 ha. The park
will be established next to the major transport arteries. A favourable investment environment
and greenfield investment sites with fully developed infrastructure will be created there. The
preliminary value of the project exceeds €43 million.

Local / Regional Characteristics Units
Population inhab. 130,000
Area km? 81.1
Population Density p/ km? 1,605.2
Unemployment Rate % 2.5
GDP per Capita € 2,030
Modal Split %
Public 36.8
Transport
Private 25.8
Transport
Bicycle 7.8
On Foot 29.6
Administrative Structure Independent Municipalitvy - Affiliated to
Siauliai County
Other Characteristics no info




Draft retail development plan, City of Siauliai

Source: URBANISTIKA

Retail Indicator Unit Entire City
Specific City Centre
Data
1 Purchasing Power Index
2 City Centre Size ha
3 Other Main Retail Zones no. 0
Shopping Centres unit Entire City
City Centre
a) Existing no. 3 2
4 m’ 28,000 7,000
b) Planned no. 5 0
m* 130,000
Pedestrian Zone Length m no info 740
5 Shops no. 1,864 160
6 Vacancy Rate %
7 Gastronomy Establishments no.
8 Cars per Inhabitant no. 0.42
9 Modal Split unit Entire
City
a) Public Transport % 36.8
b) Private Transport % 25.8
c) Bicycle % 7.8
d) On Foot % 29.6
10 Public Parking Places City Centre | no.




1 Distance Main Station - City Centre [m 500

12 Urban Development Plan/Concept | ne/p/up/a® up up
13 City Centre Strategy/Concept ne/p/up/a* ne ne
yes/no no
since when no info
14 City Marketing/Management annual budget 83,000
organization’s Siauliai city municipality
name and Siauliai tourism
information centre
yes/no
since when
annual budget
15 Retailers' Organization/Association |organization’s Association of Lithuanian
name Retailers
no. of members 43

% organised

16 City Centre Activities/Attractions text Organised Christmas
competition for shop
windows, open air
painting exhibition,
different events of Siauliai
Days festival, different
fairs.

17 Other Specific Indicator in the text or figures no info
Local Context

* = not existing/planned/under preparation/available (since when)
RENET Related Activities

In Siauliai, as well as in all Lithuania, the retail market has changed, particularly over the last ten
years, with major increases in overall consumer expenditure. During these years the spatial
development of retail outlets was relatively spontaneous and not always sustainable.

Within RENET Siauliai city aims at facilitating a competitive and healthy environment for the
retail industry of the future, while reinforcing the sustainable development of the city centre.

In order to reach these goals, Siauliai city plans to analyse best practices in partner cities, to find
out the main problems retailers are faced with and to prepare a retail development plan. At the
end of 2005 an external expert analysed the retail situation in Siauliai city. In the analysis two
main problems were singled out:

* Concentration of retail in shopping centres. Retailers are moving out of Vilnius street, the
central pedestrian street.

* Traffic and parking problems.

The output of the project will be increased competence and know-how of urban planning, with a
focus on retail and the prepared retail development plan.

City of Sztum, Poland
General Characteristics

Sztum is a small city in north Poland, 75 km south of Gdansk. Sztum is located on the pass
between two lakes. The lakes used to be connected, and together with the forests nearby they
form a unique complex of nature and landscape. The commune is an attractive area which is
conducive to active holidays, rest and recreation. In the middle of the commune, near Sztum,
there are several lakes: Sztumskie, Barlewickie, Parleta and Biate.




The commune of Sztum is an agricultural one. However, there are also some industrial plants
producing metals, animal feed, furniture, mineral andleather goods. There are 1007 economic
units in the commune in the area of trade, services and production.

Local / Regional Characteristics Units
Population inhab. 18,391 (2007)
Area km? 181
Population Density p/ km? 103
Unemployment Rate % 29
GDP per Capita € 417.9
Modal Split %
Public no info
Transport
Private no info
Transport
Bicycle no info
On Foot no info
Administrative Structure 1 town with 18 country districts
Other Characteristics no info

Source:City Council of Sztum

Retail Indicator Unit Entire City
Specific City Centre
Data
1 Purchasing Power Index no info
2 City Centre Size ha
3 Other Main Retail Zones no. no info
Shopping Centres unit Entire City
City Centre
a) Existing no. 3 2
4 m* noinfo|  noinfo
b) Planned no. 0 0




m2
Pedestrian Zone Length m no info no info
5 Shops no. 1302 50
6 Vacancy Rate % no info
7 Gastronomy Establishments no. no info
8 Cars per Inhabitant no. no info
9 Modal Split unit Entire City
City Centre
a) Public Transport % no info
b) Private Transport % no info
c) Bicycle % no info
d) On Foot % no info
10 Public Parking Places City Centre no 2
1 Distance Main Station - City Centre m. 2.000
12 Urban Development Plan/Concept ne/p/up/a* ne/ up
13 City Centre Strategy/Concept ne/p/up/a* a/ 2001
yes/no no
since when
14 City Marketing/Management annual budget
organization’s
name
yes/no no
since when
annual budget
15 Retailers' Organization/Association organization’s
name
no of members
% organized
16 City Centre Activities/Attractions text The Teutonic castle
from the 18" century
is the most attractive
object in the commune
of Sztum. It is one of
the Gothic castles on
the famous touristic
"Polish Gothic Castles
Route".
17 Other Specific Indicator in the Local text or figures no info

Context

* = not existing/planned/under preparation/available (since when)

RENET Related Activities

The commune of Sztum intends, within the RENET project, to prepare the local spatial plan for
the city centre and the local plan of revitalization for the entire town. The local spatial plan for the
city centre will provide guidelines for carrying out the local plan of revitalization. Because the
centre of Sztum is an area included in the register of protected monuments, the process of
investment in such a place should be well considered and planned.

The revitalization of the city centre will enable the following:

in retail and services,

the creation of social and infrastructure conditions for SMEs to conduct business, particularly




* the re-organisation of the old urban tissue by suitable utilization of vacancies in harmony
with the environment,

* the renovation of buildings according to their architectural value and historic importance, and
their adaptation for economic purposes.

Urban areas where a revitalization measure is foreseen have to be assigned to revitalization in
the local plan, and a local spatial plan for the city centre is the basis for this.

City of Bastad, Sweden
General Characteristics

Bastad Tourism is a non-profit economic association consisting of about 175 members of
companies, organisations and Bastad’s municipality. The city of Bastad is a strong tourist
destination in summertime. Around 15,000 live there in wintertime, while in summertime the
population increases to 40,000 - counting visitors the number reaches 75,000-100,000 people. It
is located 180 km south of Gothenburg and 100 km north of Malmd on the Swedish west coast.

Local / Regional Characteristics Units
Population inhab. 15,000/ winter, 40,000/summer
Area km? 218
Population Density p/ km? 65
Unemployment Rate % 4 (2005)
GDP per Capita € 24,666
Modal Split %
Public
Transport 10
Private
Transport 80
Bicycle 5
On Foot 5
Administrative Structure 1 kommun, 30 local municipalities
Other Characteristics no info

The City of Bastad

Bastads Kommun




Retail Indicator Unit Entire City
Specific City Centre
Data
1 Purchasing Power Index 65
2 City Centre Size ha 15,000
3 Other Main Retail Zones no. no info
Shopping Centres unit Entire City
City Centre
a) Existing no. 5 1
4 m’ 55,000 20,000
b) Planned no. no info no info
m’ 5,000 1,000
Pedestrian Zone Length m no info no info
5 Shops no. 200 80
6 Vacancy Rate % 15
7 Gastronomy Establishments no. 25
8 Cars per Inhabitant no. 657/1,000
9 Modal Split unit Entire City
City Centre
a) Public Transport % 10
b) Private Transport % 80
c) Bicycle % 5
d) On Foot % 5
10 Public Parking Places City Centre no. 6
1 Distance Main Station - City Centre m 800
12 Urban Development Plan/Concept ne/p/up/a* 1
13 City Centre Strategy/Concept ne/p/up/a* 1
yes/no yes
since when 2007
14 City Marketing/Management annual budget 11,000
organization’s Cooperation no name
name
yes/no yes
since when 1995
annual budget 1,091.3
15 Retailers' Organization/Association organization’s Svensk Handel
name Bastad
no of members 28
% organised
16 City Centre Activities/Attractions text tennis, harbour,
museum, restaurants,
disco, beach
17 Other Specific Indicator in the Local text or figures no info

Context

* = not existing/planned/under preparation/available (since when)

RENET Related Activities
Purpose of joining the project:

* Through a SWOT analysis and investigations to find out best practices in different areas in
Sweden and partner areas.




* To set up a process within the retail organisations and official authorities at Bastad. To
create new visions and goals, organise better retail management and conduct some example
actions.

With the purpose to bring the ideas to a more concrete level, the 100-year anniversary of an
attraction has been used as an example to bring stakeholders together. After a workshop with
retailers, city planners, architects, real estate owners over an anniversary theme, the group
came up with ideas of how to celebrate.

Outputs of the projects so far:

* A common trademark for the city and its surroundings is created.

* A retail study has been made for the area.

* A street and city plan of the area has been made.

* Aninitial informal city management group is activated and organised.

Several improvements for the standard of the city have been made and realised through a new
cooperation between retailers and the city council. A test of bringing more service and shopping
and attractiveness into the harbour area has been successful. A touchscreen survey was
conducted on the quality of life in the Bastad area. The result was over 4,000 answers. The
topics where most room for improvement was seen were:

* street cleaning,
* lack of parking places,
* the traffic situation in general.

Karlstad Region, Sweden
General Characteristics

Karlstad region is situated in the county of Varmland. It is 310 km to Stockholm, 240 km to
Gothenburg and 210 km to Oslo. The region provides its citizens with the opportunity to choose
between living in a city or in the countryside, whilst at the same time residents have easy access
to the whole region. There is a feeling of living in a small town when in Forshaga, or Grums. On
Hammard, it is like living in an archipelago, while Karlstad can offer both city life and rural areas.
Kristinehamn is a mix of everything - archipelago, rural areas and small town feeling. The
Karlstad region is a voluntary cooperation without formal organisation, with the aim to encourage
the municipalities to cooperate to strengthen the economy and structural characteristics.

Local / Regional Characteristics Units
Population inhab. 142,282 (2007)
Area km? 2.705
Population Density p/ km? 83
Unemployment Rate % 4 (2007)
GDP per Capita € 25,400, County of Varmland
Modal Split %
Public 4
Transport
Private 67
Transport
Bicycle 14
On Foot 15
Administrative Structure Karlstad region is part of the County of
Véarmland




5 local municipalities (Forshaga,
Grums, Hammaro, Karlstad and
Kristinehamn),,1 chamber of

commerce
Other Characteristics no info
The Karlstad Region
B.f{J?N [EQRG
2 Bakgrundskarior Lantmiteried, dnr 108-2004/133 T ‘1\‘/
Source: City of Karlstad, 2005
The following retail specific data refers only to the city of Karlstad.
Retail Indicator Unit Entire City
Specific City Centre
Data
1 Purchasing Power Index 143
2 City Centre Size ha 12
3 Other Main Retail Zones no 4
Shopping Centres unit Entire City
City Centre
a) Existing no. 6 4
4 m’ 126,500 32,500
b) Planned no. 1 0
m* 70,000
Pedestrian Zone Length m 1,100 1,100
5 Shops no. 200 100
6 Vacancy Rate % 5
7 Gastronomy Establishments no. 48
8 Cars per Inhabitant no. 0.46
9 Modal Split unit Entire City
City Centre
a) Public Transport % 4
b) Private Transport % 67
c) Bicycle % 14




d) On Foot % 15
10 Public Parking Places City Centre no. 4,800
11 Distance Main Station - City Centre m 200
12 Urban Development Plan/Concept ne/p/up/a* a (2006) ne
13 City Centre Strategy/Concept ne/p/up/a* ne ne
yes/no Yes
since when 1984
14 City Marketing/Management annual budget no info
organization’s Centrum Karlstad
name
yes/no Yes
since when 1908
annual budget no info
15 Retailers' Organization/Association |organization’s Svensk Handel
name
no. of members 150
% organised 60
16 City Centre Activities/Attractions text culture activities like
dance, music and art
event
17 Other Specific Indicator in the Local |text or figures no info
Context

* = not existing/planned/under preparation/available (since when)
RENET Related Activities

In Karlstad region the RENET project contributed to a balanced and sustainable retail
development in the region.

] Regional retail concept

The aim of a regional retail concept in Karlstad region is to create a common point of view on
the topic of retail development in the municipalities in the region. In June 2007 the draft of a
regional retail concept was delivered as a report entitled “Retail development in the Karlstad
region”.

The concept is a result of knowledge transfer from other regions in Sweden and from RENET
partners, an analysis of the retail situation in the Karlstad region, a SWOT analysis and a series
of consultations with leading politicians in the region.

The draft report gives some recommendations for future measures:
* Establish a continuous dialogue between the municipalities concerning retail issues.
* Build a shared database of knowledge and information.

* Strengthen monitoring of global issues through shared effort in competence development
and exchange of experience.

* Increase awareness of conditions for retail in small towns.

* Make a survey — together with retailers and other affected parties — of training opportunities
in the region.

* Stimulate development of ideas and innovation supported by studies (at different levels) and
development of ideas among different target groups.

* Extend analysis of opportunities and safeguard access to consumable goods for households
without cars.

* Extend the analysis of the environmental effects of increased retail trade.
* In autumn 2007 the regional retail concept will be finalised.



. Strengthen local centres and retailers

It is important to put effort in the revitalisation and development of local centres within a
municipality or region to strengthen the polycentric structure. Five different town centre
development groups (Forshaga, Grums, Hammard, Kristinehamn and Molkom) have been
formed in the Karlstad region project. Each group includes retailers, property owners and
municipality officers.

The local groups have conducted

e a SWOT analysis of each centre,

* an expert analysis of each centre with suggestions for future measures,

» strengthening of the work on the local level (the good dialogue has increased trust and
makes it easier for future common actions)

¢ pilot investments in revitalisation of rural centres.

An action plan for each centre has been developed as a result of the RENET project. To further
increase the attractiveness of local centres and strengthen the work of local retailers, a skills
development programme has been offered to the local retailers. The retailers have the
possibility to join a couple of seminars on essential subjects for their development.

Sustainable Retail Development: Guide of Good Practices




Contact Information

Estonia

Estonian Association of Small and
Medium-Sized Enterprises (EVEA)
www.evea.ee

Tea Tassa

Phone: +372 742 8000
tea.tassa@nort.ee

Jiiri Jarviste

Phone: +372 509 1398

mailto:renet@evea.ee

Finland

City of fakobstad/ Pietarsaari
www.jakobstad.fi

Ilmari Heinonen

Phone: +358 44 7851230
ilmari.beinonen@jakobstad.fi

Germany

City of Osterholz-Scharmbeck
www.osterholz-scharmbeck.de
Stefan Tietjen

Phone: +49 4791 17 244

Fax: +49 4791 17 44244
tietjen@osterholz-scharmbeck.de

Bremen region
www.kommunalverbund.de
Jutta Diekmann

Phone: +49 4221 166 96
info@kommunalverbund.de
www.bauumwelt.bremen.de
Detlef Schobef§

Phone: +49 421 361 65 18
detlef.schobess@bau.bremen.de

Berlin
www.stadtentwicklung.berlin.de

www.stadtentwicklung.berlin.de/planen/mittendrin

www.mittendrin-berlin.de
Thorsten Tonndorf
Phone: +49 30 9025 1327

thorsten.tonndorf@senstadt.verwalt-berlin.de

Elke Plate
Phone: +49 30 9025 1328
elke.plate@senstadt.verwalt-berlin.de

Latvia

City of Jurmala
www.jurmala.lv

Gunta Uspele

Phone: +371 29214868
guntau@jpd.gov.lv
Mara Kalvane

Phone: +371 7751940
Mobile: +371 9406509

marakalvane@inbox.lv

City of Daugavpils
www.daugavpils.lv
Oksana Jacmenova
Phone: +371 5404 391
oksana@daugavpils.lv
Inga Goldberga

Phone: +371 5404 322
goldberga@dangavpils.lv

Lithuania

City of Siauliai
www.siauliai.lt

Ieva Kascionyte

Phone: +370 41 596269
Fax: +370 41 524115
i.kascionyte@siauliai.lt

Poland

City of Sztum
www.sztum.pl

Alicja Podlewska

Phone: +48 55 64063 02
Fax: +48 55 64063 00
alicja.podlewska@sztum.pl

Sweden

City of Bdstad
www.bastad.com

Peter Lundqvist

Phone: +46 431 753 06
Mobile: +46 708 84 22 82
peter.lundquist@bastad.com




Karlistad region
www.karistad.se

Lena Thorin

Phone: +46 5429 51 94
lena.thorin@karlistad.se
Marcus Ekholm

Phone: +46 54 29 50 28
marcus.ekbolm@karlistad.se

External project management
www.rem-consult.eu

Markus Lang, Hamburg, Germany
Phone: +49 40 657 903 76

Fax: +49 40 657 903 77

Mobile: +49 179 529 72 69

lang@rem-consult.en

www.location3.de

Petra Potz, Berlin, Germany
Phone: +49 30 3974 2603
Fax: +49 30 3974 2603
Mobile: +49 174 34 14 390
potz@location3.de
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