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Agenda
11h00 – 11h15 Setting the scene: what makes a product a good alternative 

to single-use plastic products (SUPs)?  

Pedro Fernández, SCP/RAC 

11h15 – 11h30 Process to develop alternatives and promote them in local 

communities  

Quentin Bodiguel, SMILO 

11h30 – 11h45 Guide on honest solutions and promotion towards the 

private sector 

Leticia Serramalera, “Plastic Free Balearics” project 

11h45 – 12h00 Other responses to plastic pollution by “The Switchers” 

Stefanos Kamperis, Staramaki 

12h00-12h30 Q&A and exchange within the community 

 



C a p i t a l i s at i o n  p r o c e s s

Setting the scene: 

What makes a product a good alternative 
to single-use plastic products (SUPs)? 

18th November 2021

Pedro Fernández, SCP/RAC
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Alternatives to SUPs

Necessity for the item in question?

• Single-use non-plastic (SUNPs)

• Multi-use options (MUs)

• “Bio-plastics”?

Upcoming
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Single-use non-plastic alternatives (SUNPs)

• Not plastic, but still single use 

• So, still get littered, but sometimes with less harmful impacts than plastic 

• May be more recyclable than SUPs  

• May have economic/ environmental benefits at outer points in the life cycle 
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Multi-use alternatives (MUs)

• Can be plastic 

• Higher quality and durability 

• Increased environmental and economic costs in manufacturing phase, however

• This performance improves the more they are reused

• They tend not to be littered 
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Bio-plastics, a credible alternative?
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Bio-plastics, a credible alternative?

• Irrespective of the material, these items are single-use

which implies impacts in terms of production and
littering.

• Infrastructure to manage bio-waste is needed, including
collection and end-of-life treatment (e.g. industrial
composting).

• The legal framework should require these items to be in
conformity with biodegradable standards (e.g. EN 13432)

• Citizens must be informed and aware to separate these
items at source, and yet, differentiation by the appearance
is difficult and labels can be ambiguous.

• In composting facilities, products’ size and format can be
a reason to be rejected as foreign material.
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How to assess alternatives?

• What are the objectives 

• Prevent/ reduce waste?

• Prevent/ reduce litter?

• Increase circularity?

• Are there environmental benefits?

 Production

 Use – e.g. transport/ washing?

 Disposal – infrastructure? 

 Litter 

• Are there economic benefits?

 To producers 

 To consumers – no. of  uses basis

 To waste managers

 To enforcers

• Are there any social benefits?

 Employment?

 Disability/ gender/ other?  

 Distribution impacts? 
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How to assess alternatives?

Life-cycle thinking is advised, considering national context

https://www.lifecycleinitiative.org/single-use-plastic-products-studies/

https://www.lifecycleinitiative.org/single-use-plastic-products-studies/
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Specific examples in the
Food&Beverage sector

http://www.cprac.org/es/archivo-de-
noticias/genericas/the-business-case-for-tackling-
plastic-packaging-is-now-available-down

http://www.cprac.org/es/archivo-de-noticias/genericas/the-business-case-for-tackling-plastic-packaging-is-now-available-down
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Increased employees' engagement and motivation

 Savings from single use cups 
reduction

 Suppliers reduced the use of  
secondary and tertiary plastic 
packaging 

 Customer retention

 Improved user experience

 Purpose-driven work

REUSE BUSINESS MODELS
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Which adjective(s) should we use for alternatives?

• Environmentally friendly?

• Ecological?

• Circular?

• Sound?

• Responsible?

• Honest?

• Local?

Information on collection and end-of-life is key!



THANK YOU
B e y o n d p l a s t i c m e d . o r g



Certification Plastic Free Balearics

Leticia Serramalera   
Plastic Free Balearics Project Developer/Save the Med

18 November 2021 – 5th Technical Meeting-Engagement of Private Sector and 
Alternatives to Single-Use Plastic Products

"Honest Solutions Guide & Promotion towards the Private Sector "



Guide: Honest 
Alternatives to Plastic

How to Identify Fake 
Solutions



Our Objectives

● Help the hospitality industry´s transition towards
a more zero waste & circular economy

● Reduce and eventually eliminate the impact of single-use
plastics in the Balearic Islands.

● Position businesses as leaders at the forefront of the
● protection and regeneration of our islands and seas.
● Catalyse a discussion and synergies between

all the relevant stakeholders in order to work together
for declaring the Balearic islands as plastic-free islands.
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the best waste is the one that has 
not been produced

HORECA generates lots of waste but 
also can turn the tide of plastic 

contamination



Why a guide

● An Urgent need to Replace single-use plastic
products with alternatives that have less
impact on the environment.

● Market has been flooded with Ϣ˙ak˘ϣ solutions
that are not actually better for the environment
than the problem they replace

● Confusion for the consumers, the general
public and hospitality industry which products
to choose

Guide on Honest Alternatives



Content

1. Honest Alternative vs Fake Alternatives
2. Methodology: Use of H.A.P.I (Honest Alternatives

to Plastic Index)
3. List of 23 Categories of Products and their

alternatives
4. Recommendations for Decision Making
5. Case Studies -Best Practices

Guide on Honest Alternatives



Businesses can...

● Consult it before placing orders with 
suppliers.

● Follow the Honest Alternatives guidelines  
to replace single-use plastics.

● Communicate the transition to single-
use plastic-free best practices to 
suppliers & customers. 

● Share this guide with colleagues, 
suppliers, and other stakeholders in the 
HORECA value chain. 

Guide on Honest Alternatives



HONEST ALTERNATIVES
OUR GUIDELINES

1. Remove what is unnecessary
2. Replace with processes, not products
3. Replace with reusable products or reusable packaging 

systems
1. Replace with materials that can break down and 

be integrated naturally in the environment
1. Replace with materials that can be recycled effectively
2. R˘˖y˖˟˘ ˧˛˘ ˣ˟˔˦˧˜˖ ˪˛˔˧ ˖˔ˡ’˧ ˕˘ ˥˘ˠˢ˩˘˗ ˢ˥ 

replaced
Always choose local and bulk options



CRITERIA

Waste 

Prevention

H.A.P.I. 
(Honest Alternatives to Plastic Index)

Compliance 

with  the 

Laws

Reusability Packaging 

Size & 

Format

Recyclability 



FLAGS
Products and packaging categorised according to flags:

Marine Litter

Local products

H.A.P.I. 
Honest Alternatives to Plastic Index
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weight -compare - improve
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#BreakFreeFrom Plastic



Workshop on Alternatives 

PRODUCERS

SMALL AND LARGE 
PRODUCERS 

SUPPLIERS

LONG AND SHORT 
DISTRIBUTION CHAINS

HORECA

INTERNAL 
LOGISTICS

WASTE MANAGEMENT

environmental approach to the impact of the consumption

HORECA VALUE CHAIN



Vestibulum nec 

congue tempus

02

01

Workshop on Alternatives

HORECA

Supply Chain Authorities/Academia

Innovation



Myrto Pispini and Tupa Rangel: Plastic Free Balearics Coordinators

September 9, 2021 –Mediterranean Islands: Lands of Solutions against Plastic Pollution

Merci - Thank you 

Gracias-ΕυχαριıĲώ

www.plasticfreebalearics.org



Z e r o  P l a s t i c o n t h e H y è r e s I s l a n d s ,  Fr a n c e ,
a n d  r e p l i c at i o n i n  K e r ke n n a h ,  Tu n i s i a

Development and experimentation
of  local alternatives to SUPs

Quentin Bodiguel, Project Officer in SMILO

November 18, 2021 – Engagement of  private sector and alternatives to SUPs

q.bodiguel@smilo-program.org

mailto:q.bodiguel@smilo-program.org


2D e v e l o p m e n t a n d  e x p e r i m e n t a t i o n o f  l o c a l  a l t e r n a t i v e s t o  S U P s

1. The diagnostic

• Identification of  plastic items and businesses on
the islands

• Inform the business-owners about the Project and 
a kick-off  meeting

• Surveys & benchmarking (wishes, alternatives, 
suppliers, stocks…)

• Restitution of  survey results

On the Hyères islands: lots of  businesses were motivated and  

already used alternatives to SUPs, but not sustainable

On Kerkennah: ongoing process

• No exhaustive list of  businesses  80% sample



3D e v e l o p m e n t a n d  e x p e r i m e n t a t i o n o f  l o c a l  a l t e r n a t i v e s t o  S U P s

2. Research and development

• Find the raw material

• Hyères islands: giant reed and the waste in music instrument
industry

• Kerkennah: date palm tree and food and fisheries industry (traps), and 
meeting with local authorities and prospection to identify and collect
the waste ; Research phase on the raw material with labs and local 
University.

• Design the alternative items

• Hyères islands: call for projects to find a designer; meeting with local 
businessmen and analysis of  the survey result; different tries to 
produce relevant items

• Kerkennah: in the future, with the assistance of  the French designer
(local design expertise)



4D e v e l o p m e n t a n d  e x p e r i m e n t a t i o n o f  l o c a l  a l t e r n a t i v e s t o  S U P s

3. From research to production

Giant reed-made alternative design

• Contact with Crafts and Artisans Chamber and other industries 
to test different ideas  ‘’canne à couverts’’

• Purchase of  materials > subcontractor

• Straws in low diameter rods

• Ice-cream spoons in defective reeds

Large-scale production

• New call for offers to find a producer

• Cooperation to code the most effective and 
productive programme



5D e v e l o p m e n t a n d  e x p e r i m e n t a t i o n o f  l o c a l  a l t e r n a t i v e s t o  S U P s

4. Making it a long-term solution

• Collect feedbacks from business-owners

• General motivation: 11/12 interviewed business-owners want to keep proposing the products

Main challenge: to optimise the production cost in order to compete the imported alternatives

• Involve more producers to scale-up the production and generate a competition and lower the prices

• Organisation of  a meeting between the producers to find solutions (16/11)



THANKS!

For more details:

Domitille LE HUEDE, SMILO

d.lehuede@smilo-program.org

Souhail BAABAA, AJSK

souhailbaabaa@gmail.com

November 18, 2021 – Engagement of  private sector and alternatives to SUPs

mailto:d.lehuede@smilo-program.org
mailto:souhailbaabaa@Gmail.com




DRINKING STRAWS
FROM NATURAL
WHEAT STEMS

K I L K I S  -  G R E E C E  
e s t . ڎ 0 ڍ 9



PLASTIC 
POLLUTION

ENVIRONMENTAL
DEGRADATION

SOCIAL &
ECONOMIC

Identi¤yin¥ so~ietal ~hallen¥es

 BILLION ڎړڍڎ  ڎ %%

*THE NUMBER OF
rLASTIC STRAWS

CONSUMED EVERY
YEAR IN GREECE

 *THE rERCENTAGE OF
LAND CRITICALLY

AFFECTED BY
DESERTIFICATION IN

KILKIS AREA
 

 *THE UNEMrLOYMENT
RATE IN GREECE ܠFAR

HIGHER THAN THE EU
AVERAGEܡ

 



"

STARAMAKI PROMISES TO 
 BRING ENVIRONMENTALLY
FRIENDLY HABITS TO OUR
DAILY LIFE AND TO PROVE
THAT ENTREPRENEURSHIP 
 CAN ALIGN WITH
INNOVATION AND SOLIDARITY 



"

AS STARAMAKI EXEMPLIFIES;
CREATIVE, LOCAL AND
SUSTAINABLE SOLUTIONS CAN
BE FOUND FOR EVERYTHING IF
WE WORK TOGETHER – EVEN
FOR THE NOTORIOUS SINGLE
USE STRAW. 



BIOECONOMY SOCIAL 
ECONOMY

Identi¤yin¥ So~ial and
Enľiąonmental Solutions

Staramaki utilises the 
}Ņ-produ~t o¤ lo~al Ŀheat

~ultiľation to produ~e a
natural  straĿ ¤rom Ŀheat

stems 

Staramaki is }ased in Kilkis, an
a¥ri~ultural rural re¥ion o¤ north

Gree~e. It ~reates emploŅment
opportunities and promotes so~ial

~ohesion, as Ŀell as lo~al and re¥ional
deľelopment

The ~ir~ular e~onomŅ }usiness
model o¤ Staramaki ¥oes eľen
¤urther as the straĿ is not onlŅ

sold, }ut also traded Ŀith
~o¤¤ee residue 

ܡBarter Bioe~onomŅ sŅstemܠ

SOCIAL
INNOVATION



BARTER BIOECONOMY

At the moment used
~o¤¤ee ¥rounds are

mińed Ŀith
produ~tion Ŀaste ܠ
straĿ ܡ in order to

pilot a natural
¤ertilizer

that Ŀill }e used }Ņ
staramakiܹs ¤armers. 

A SYMBOLIC PERCENTAGE OF STRAWS ARE EXCHANGED WITH CAFÉ
OWNERS FOR USED COFFEE GROUNDS. IN THIS WAY, TWO SOURCES OF
ܸWASTEܹ ܠONE AGRICULTURAL AND ONE URBANܡ ARE REPURPOSED BACK
INTO THE ECONOMY AS USEFUL ܸINPUTSܹ RATHER THAN DISCARDED AS
THE END ܸOUTPUTSܹ OF A LINEAR ECONOMY.



STRAWFEED

MIX IS PRODUCED IN ڏ X 5000-LITER
CONTAINERS WITH AIR CIRCULATION
THE MATERIALS USED .ܡAEROBIC CONDITIONܠ
ARE SCG, AND WHEAT STRAW ܠTRITICALEܡ. 

COFFEE GROUNDS CONTAIN MORE N AND K THAN COMMON ORGANIC
MATERIALS SUCH AS COW MANURE AND CHICKEN MANURE ܠPANDEY
ET AL., 000ڎ; KASONGO ET AL., ܡڍڍ0ڎ. 
THESE RESULTS SUGGEST THAT COFFEE GROUNDS HAVE THE
POTENTIAL TO USE FOR ENERGY AND AGRICULTURE



FIELD EVALUATION OF SPENT COFFEE GROUNDS
APPLICATION FOR CROP GROWTH ENHANCEMENT,
WEED CONTROL, AND SOIL IMPROVEMENT.

STRAWFEED



STRAWFEED

THE EXPERIMENTS ARE TAKING PLACE AT THE
EXPERIMENTAL FARM OF STARAMAKI SCE IN KILKIS,
GREECE.



 
CONSUMER UNDERSTANDING
OF WHAT A TRULY ECOLOGICAL

PRODUCT MEANS, IN TERMS
OF ITS ENVIRONMENTAL

FOOTPRINT, IS STILL LIMITED
AND OFTEN CONSUMERS ARE
CONFUSED BY FALSE CLAIMS

AND LABELS.
 



STARAMAKI IS THE RIGHT
CHOICE FOR A SUSTAINABLE 
 ALTERNATIVE TO SINGLE 
 USE PLASTIC STRAW "

PUBLICATIONS

Featuąed in



Matuąe ¤oąests must }e
destąoyed to haąľest Ŀood ¤oą
the pulp needed to make papeą,
Ŀhi~h then has to }e heaľily
pąo~essed }e¤oąe }e~omin¥ a
papeą stąaĿ

*THE NUMBER OF
MINUTES IT TAKES 

FOR PAPER STRAWS 
TO GO SOGGY IN COFFEE

 

0ڎ
PAPER STRAWS

*THE NUMBER OF
MINUTES IT TAKES 

 FOR STARAMAKI
 TO GO SOGGY

∞ Staąamaki, ~omin¥ ¤ąom an
a¥ąi~ultuąal output,
ąeĄuiąes no eneą¥y and, as
a plant, it seizes COڎ
duąin¥ the stem elon¥ation
phase, plus, it ąeĄuiąes no
~hemi~als duąin¥
manu¤a~tuąin¥. 

Competitiľe Adľanta¥e



ړڐڎ+
BIOPLASTIC STRAWS

The COڎ ¤ootpąint o¤ }ioplasti~
stąaĿs is hi¥h due to Ŀastes 
 duąin¥ manu¤a~tuąin¥. In
addition, in many ~ases
}ioplasti~s don’t }ąeak doĿn
any ¤asteą than ąe¥ulaą plasti~. 

*THE NUMBER OF GRAMS
OF COڎ EMITTED DURING

EXTRUSION OF ڍKG OF
BIOPLASTIC STRAWS  

 

*THE NUMBER OF GRAMS
OF COڎ ABSORBED

PER WHEAT PLANT
DURING ELONGATION

The uniĄue point o¤
staąamaki is that eaąth
is the ma~hine
pąodu~in¥ it. It is ڌڌڍ%
natuąal pąodu~t that
Ŀill natuąally }ąeak
doĿn. 

Competitiľe Adľanta¥e

ڍڍ-



*THE NUMBER 
OF EUROPEAN

COMPANIES
TRADING ASIAN

WHEAT STRAWS  
 

0ڐ When assessin¥ enľironmental
impa~ts, tra~in¥ produ~t ori¥in is
important, as impa~ts ~an ľarŅ
¥reatlŅ dependin¥ on
produ~tion ~ountries

Tąanspoąt a~~ounted ¤oą appąoń.
o¤ the ~aą}on ¤ootpąint %ڌ7 -ڌڐ
o¤ impoąted plant pąodu~ts
tąanspoąted }y ship and/oą tąu~k.

IMPORTED STRAWS

*THE NUMBER
OF COMPANIES

PRODUCING
WHEAT STRAWS

IN GREECE 
 

ڍ Staąamaki aims to ąedu~e
the enľiąonmental
¤ootpąint o¤ EU tąade }y
pąodu~in¥ lo~ally 

Fąom ¤ield to pa~ka¥in¥,
staąamaki is one o¤ the ¤eĿ
EU }ased Ŀheat stąaĿ
manu¤a~tuąeąs. 

Competitiľe Adľanta¥e



THE MOVE MAY EVEN HELP
LIFT THE ECONOMY OF A
REGION STRUCK BY THE
FINANCIAL CRISIS

Featuąed in

STARAMAKI ILLUSTRATES
ANOTHER, INNOVATIVE WAY
IN WHICH CEREAL STRAW
CAN CONTRIBUTE TO THE
BIOECONOMY.

STARAMAKI STRAW AS A BIO-
BASED ANSWER TO
DIVERSIFY RURAL REGIONS
IN GREECE"

HORIZON 0ڎ0ڎ PROJECTS

WHAT ATTRACTED ME THE MOST WAS
THE COMMUNICATION WITH
STARAMAKI AS WE WERE PRESENTED
WITH AN INNOVATION OF HOLISTIC
APPROACH, BRINGING US IN CONTACT
WITH A PERSPECTIVE SO IMPORTANT
AND NECESSARY NOWADAYS



*THE NUMBER OF OUR
FOLLOWERS ON SOCIAL

MEDIA rLATFORMS  

kڒڏ

*THE NUMBER OF VIEWS
OF OUR NON rAID

rROMO VIDEO, 
IN MILLIONS. 

ru}li~ityړ.ڎ
IT HAS BEEN OBSERVED THAT
PARTICULARLY SUCCESSFUL
PROJECTS ARE BUILT ON
GENERAL SUPPORT FROM
SOCIETY 

"



Suppoąt & BąeakdoĿn
EĄuipment

%5ڎ

Staątup Cost
%ڐڎ

Tąaľel, rąomo
%ڒ

Salaąies
%ڏڎ

Rent, El, Wateą
%ڒ

ra~ka¥in¥
5%

Tąanspoąt
%ڐ

RaĿ Mateąial
%ڍ

0kڐڍ
*THE TOTAL AMOUNT IN EUROS 

 RECEIVED TO DATE AS FINANCIAL
SUrrORT

5 ڌ K  A S  L O A N  F R O M  B E N E F I C I A L
R E T U R N S

7 ڌ K  A S  G R A N T  F R O M  C H O O S E  L O V E
,  G L O B A L  W H O L E  B E I N G  F U N D  &

H E L r  R E F U G E E S  
ڎ ڌ K  A S  W I N N E R  O F  T H E  V E N T U R E

I M r A C T  A W A R D



9ڍڌڎ ڌڎڌڎ ڍڎڌڎ ڎڎڌڎ

 ڌڌڌ,ڌڌڍ

 ڌڌڌ,75

 ڌڌڌ,ڌ5

 ڌڌڌ,5ڎ

 ڌ

Aąea o¤ Wheat Fields 

00kڎ m² o¤ land proľides }etĿeen 000ڍ
to 00ڐk  Ŀheat stems

Α¥ąi~ultuąal pąodu~tion Ŀill eľentually
}e takin¥ pla~e in moąe  than one 
 points, stąate¥i~ally lo~ated, in oądeą to
se~uąe  supply o¤ ąaĿ mateąial a¥ainst
eńtąeme  Ŀeatheą ~onditions in one aąea.



ڌڎڌڎ ڍڎڌڎ ڎڎڌڎ ڏڎڌڎ

 %ڌڎ

 %5ڍ

 %ڌڍ

5% 

 %ڌ

RaĿ to rąodu~t Ratio

Sele~ted ¥enotypes aąe eľaluated ¤oą
suita}ility and supeąioą ones aąe
tested in the pąodu~tion line. 

Impąoľement o¤ Ŀheat ¤aąmin¥
pąa~ti~es Ŀill in~ąease the e¤¤i~ien~y
o¤ the pąodu~tion pąo~ess so that
moąe mateąial is utilised

Not all stems ~an }e~ome straĿs.
Ea~h holloĿ stem has di¤¤erent
len¥th, diameter, num}er and
positionin¥ o¤ solid nodes.

A¥ąi~ultuąal pąa~ti~es that Ŀill
impąoľe plant ~haąa~teąisti~s
asso~iated Ŀith the pąodu~tion o¤ a
Ąuality stąaĿ, su~h as plant hei¥ht,
stem stąen¥th, ~ulm Ŀall thi~kness,
pith diameteą, and stem diameteą,
aąe eńtensiľely studied. 

Ra
Ŀ

 m
at

eą
ia

l u
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at
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n 

ąa
te



ڌڎڌڎ ڍڎڌڎ ڎڎڌڎ ڏڎڌڎ

 ڌڌڌ,ڌڌ5,ڎڍ

 ڌڌڌ,ڌڌڌ,ڌڍ

 ڌڌڌ,ڌڌ7,5

 ڌڌڌ,ڌڌڌ,5

 ڌڌڌ,ڌڌ5,ڎ

 ڌ

rąodu~tion Output & Cost
IN UNITS IN € PER UNIT

Gąadually automatin¥ all
pąodu~tion sta¥es Ŀill 
 in~ąease annual output
~apa~ity, impąoľe Ąuality and
ąelia}ility, utilize ¤looą spa~e,
ąedu~e Ŀaste and in~idental
~osts

ڌڎڌڎ ڍڎڌڎ ڎڎڌڎ ڏڎڌڎ

 5ڍ.ڌ

 ڍ.ڌ

 5ڌ.ڌ

 ڌ



Su~~ess¤ully ~ommuni~atin¥ the
so~ial ľalue o¤ staąamaki Ŀhile
e¤¤i~iently ąedu~in¥ its ~ost
thąou¥h  stąon¥ and lastin¥
syneą¥ies Ŀith key ~ompanies
Ŀill alloĿ ¤oą a steady in~ąease in
sales ľolume.

A Ŀideą pąodu~t ąan¥e is to }e
intąodu~ed a¤teą the se~ond hal¤
o¤ ڎڎڌڎ

Sales 
IN UNITS

V I V A R T I A
S K L A V E N I T I S

I K E A
A E G E A N  A I R W A Y S

G R E G O R Y ' S  
H O T E L S

S C H O O L S  
H O S r I T A L S

ڍ ڎ ڌ K  T O  N E S T L E
ڍ ڌ ڌ K  T O  V I C H Y

ڏ 5 K  T O  K A F S I M O
ڎ 5 ڌ K  T O  W H O L E S A L E  &  R E T A I L

r R O S r E C T I V E
C L I E N T E L

ڌڎڌڎ ڍڎڌڎ ڎڎڌڎ ڏڎڌڎ

 ڌڌڌ,ڌڌ5,ڎڍ

 ڌڌڌ,ڌڌڌ,ڌڍ

 ڌڌڌ,ڌڌ7,5

 ڌڌڌ,ڌڌڌ,5

 ڌڌڌ,ڌڌ5,ڎ

 ڌ

500k
*THE NUMBER OF STRAWS

SOLD TO DATE 



"

STARAMAKI REFLECTS THE PRINCIPALS
THAT MEET NESCAFE'S OBJECTIVE
TOWARDS SUSTAINABLE
DEVELOPMENT: INNOVATION,
POSITIVE SOCIAL IMPACT AS WELL AS
AN ECO-FRIENDLY PRODUCT COMING
UP TO NESTLÉ'S HIGH QUALITY
STANDARDS.



THE RECENT ECONOMIC DEPRESSION, THE GLOBAL
PANDEMIC AND SOCIAL CRISIS HAS MADE THE NEED
FOR INNOVATION TO ADDRESS SOCIAL CHALLENGES

EVEN MORE APPARENT AND ACUTE. .
WE WANT TO DEMONSTRATE THAT THERE IS ROOM
FOR INNOVATIVE THOUGHT IN PERIPHERAL GREECE,

AND THAT BIOECONOMY CAN BECOME A FERTILE FIELD
FOR SUCH INNOVATIVE ACTIONS.





 
*MORE THAN NUMBERS


