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· What is the Territorial Quality Mark?

See attached document.

· Types of territories involved in the partnership
· Type I:
Territories with a development strategy that includes strengthening the collective identity and enhancement of their products and services, that want to build their own Territorial Mark.

· Type II:
Territories immersed in developing their Territorial Mark, featuring instruments, but not yet implemented in companies and entities.

· Type III:
Territories with Territorial Mark and implementation in companies and entities which also belong to the Association of European Territorial Quality Mark.

· The territorial levels of partnership.
· A:

Territorial or individual. Only those actions that affect the territory for development, implementation and consolidation of the Mark, and do not imply involvement of other territories for their implementation.

· B:

Intraregional. Actions that are performed only among areas within the same region (NUTS 2).
· C:

Interregional or national. Actions that take place among areas of different regions (NUTS 2) within the same country.

· D:

Transnational. Actions being undertaken with the participation of territories from different countries.
· Types of cooperation.
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· Which entities can cooperate on this project?

· Local Action Groups that meet the profile of Leader approach, either managing rural development funds or not.

· Other entities owning, promoting or managing Territorial Marks.

Funding for the actions of the project will be carried out especially in the framework of EAFRD, but that does not rule out the involvement of entities that finance them with their own funds or funds proceeding from other financial sources.

· Aims of the project
1. Increment the critical mass, extending the European Territorial Quality Mark to new rural territories.
2. Consolidate and extend the implementation of each Territorial Mark in companies and entities.
3. Make the rural territories competitive economically, socially and environmentally.
4. Achieve the official recognition of the European Territorial Quality Mark.
· The proposed actions (a summarized approach)
1.-  About building each Territorial Mark.

It is essential to have the mark and the tools rule, encourage and protect it. The territory that doesn’t have it yet should devote the time necessary to build it; those having the mark should not forget the importance of enhancing, improving and extending it.
The most significant actions have to do with:

· The need to strengthen the political decision of the strategy of the territory around the Territorial Mark.

· The development of tools of that Territorial Mark:

· Logo, registration and graphical charter.

· Regulations (general y specific).

· Bodies of management and control.

2.- The implementation of the Territorial Mark in companies and entities.

Both in the productive as in non-productive sectors of the territory. It is a universal Mark which may affect both the private and public sector, based on the values of social responsibility (economical, social and environmental quality).

The implementation is an opportunity for each sector to define what quality means in its products or services, joint marketing actions, distribution and promotion.

Implementation is a measure that affects all kinds of territories.

3.-  Training of the bearers of the Territorial Mark.
To ensure that they are the true ambassadors of the Mark in terms of the values and principles it represents. Training should cover therefore the areas of economical, social and environmental product or the service itself.
4.- Communication and people awareness plan on the values and principles of the Territorial Mark.

The territorial quality is only possible if the maximum of the populations shares its values and principles. For this reason, generic communication plans should be made directed to the population, as well as specific plans for special groups (youth, women, elderly, children…) or on specific values of TQM (equal opportunities, environmental sustainability, energy and water saving, identity, …)
The communication plans must be carried out in each territory, and also in partnership in order to get to extraterritorial areas.

5.- Commercial promotion of the European Territorial Quality Mark.

TQM competes in the market and therefore must announce itself to consumers of products or services, inside and outside the territory. To this, an ambitious and sustainable promotion plan must be set, to ensure knowledge of consumers, with particular emphasis on values and principles that represent the label.
Involves actions inside the territory (website, media campaigns, catalogues of companies, exhibition stands, product distribution,).

Also includes, in the field of partnership, actions that aim out of each territory (presence in fairs, campaigns on radio, newspapers and television, joint catalogues,).

6.- Intercooperation among TQM companies and entities.

There should be established actions in order to mobilize the key players involved in territorial quality. The aim is to create synergies that have an impact on increased economical competitiveness of the territories, thereby increasing the added value that remains in them. These actions must not only be confined to the private sector but should also commit the private sector as well.

There will be intercooperation within the territory (joint marketing and distribution, collective tourism networks,), and with other territories (franchise shops, client loyalty formulas,).
7.- The evolution of the development of the European Territorial Quality Mark.

There has to be a partnership work in order to define the landscape’s quality indicators and thus improve the territorial environmental quality.
Better knowledge of consumers’ demands must be achieved as well as devise systems that will strengthen the relationship between rural and urban territories in a strategic alliance for the future. Such an alliance should be based on quality, transparency and partnership.
8.- The official recognition of the European Territorial Quality Mark.

The ETQM and each of the Territorial Marks that comprise it are subject to rigorous controls to ensure compliance with its quality parameters. It’s also an innovative Mark that reflects the principles and values that have been the support of the LEADER approach of the European Union, incorporated as a value-added element in a label that goes to market. As happened in the past with the eco-label, it is considered that it is also worthy of official recognition and, in the future, could get ruled by an EU Regulation.
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