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Foreword by Juanan Gutiérrez

Europe's mountain areaae facing a constant
threat to their attractiveness, especially among
younger generations. In some regions, the
rural exodus of young mountain people and
the ageing of the population endanger the
demographic balance, social cohesion, and
economic appeabf our mountains. Yet, the
new generations are the future of our
territories. They are the ones who will shape
the sustainable development of Europe's
mountains and who will preserve our cultural
and natural heritage in the future.

As Euromontana celebrage its 25th
anniversary, the next European Mountain
Convention in October 2022 will aim to shape
the smart mountains of tomorrow, mountains
that are attractive and future oriented. The
place of young mountain people in this
reflection is essential and it iessential to
consult them and to understand and respond
to their needs.

This is why Euromontana launched a wide
European survey among young mountain
people in 2021, which enabled us to collect
1134 testimonies from young people living in
more than 20 Eunpean countries. | would like
to thank our members, the UNITA project and
the Educ'Alpes network, who participated in
the dissemination of our questionnaire, as well
as all the young people who took part in this
study and so contributed to its success.

The results of this survey are encouraging.
Young people want to stay in the mountains,
they enjoy both our quality of life and our

natural environment. This has not changed in
10 years, since our previous survey on
mountain youth.

Young people have many @sations for our

territories, they want to be entrepreneurs,
they want to take action against climate
change, and they want other young people to
come and settle in the mountains. Our report

1 EuromontanayYouth and mountainspreparatory
document for the VI1 European Mountain
Convention on Youth in Chambéry, 2012

also shows that the COVI crisis could have
beneficial demogaphic consequences if the
trend towards a "return to the countryside" is
to be confirmed, and provided we can avoid
the process turning into an urbanisation of
rural areas. Nevertheless, it will be necessary
to convert these hopes into reality by
supportirg young people, including
newcomers, in their projects for the
mountains. Young people are also drawing
attention to the lack of services and
opportunities in our regions. This calls for
political action to develop the means of
mobility, create sustainableand diversified
jobs, and improve access to education and
housing.

The messages conveyed by young mountain
people must now be echoed by European,
national, regional, and local policy makers. It is
by listening to young people and responding to
their expectations that mountain areas will
remain attractive and dynamic. At the
European level, the voice of young people in
mountain areas must be heard during this new
year 2022, designated as the European Year of
Youth, but also in the work and conclusions of
the Conference on the Future of Europe. The
tools deployed through the LorBerm Vision
for Rural Areas must also benefit young
people, leaving no territory behind, especially
the most remote.

In order to convey the messages of young
people and build the t&ractive mountains of
tomorrow, we are looking forward to seeing
many of you at the next European Mountain
Convention, on 226-27 October 2022 in the
Sila Natural Park and Biosphere Reserve in
Italy, where we will reflect on how to make
mountains smart ad future-oriented
territories.

JuanarGutiérrez - =
President of Euromontani‘f‘
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Introduction

This study was conducted by Euromontattae European Association of Mountain areas and its
members, in collaboration wittUNITAproject and 9 R dzO Q Wwifh Itd& &im of understanding the
needs and aspirations of young Europeans living in the mountains.

A first study on mountain youth was conducted by Euromontana in 2012 in the framework of the
European MountairConvention in Chambéifrrance)Thisstudyalso intended to capture the needs
of young people and to reflect on how to improve their quality of life innf@untains.

Today,10 years later, Euromontana givagaina voice to young mountain people to find out what
has changedwith a view to buildinggmartermountainsfor tomorrow at the nextturopean Mountain
Convention in 2022.

In a decade, new challengesdaopportunities have emerged in Europe, including in mountain areas.
Sectors and employment areas are constantly changing, with the development of the bioeconomy,
the circular economy or the renewed interest in regional value chains. Digitalisation ioéngs
opportunities forthe development ofSMEsthe provision ofpublic services or themergenceof
teleworkingapplied at a large scalespecially since the COVID crisis.

Climate change is increasinglisiblein the mountains In the Carpathianssummer temperatures
have increased by up to 2@between 1961 and 201@Gausing repeated droughts which are not
without consequences for mountain grasslands and pastordlismthe Alps, temperatures are
growing at twice the globaverageand if theyincreaseup to4C°by 2100in the Italian Alps, only 12%
of the current ski facilities would be still suitable for snow tourisnthe future®. At the same time,
environment protection has become a more visible issue in Europe, inethie media, in political
decisionswith the European Green Deat in local initiatives.

Someterritories have also changed, with some sinking into structural demographic declageing
while others have succeeded in reversing the trend through the implementation of territorial
attractiveness strategies.

All these changes invite us to question the place of young people in the mountains today and in the
future and to give them a voice iorder to understand together how to build the mountains of
tomorrow. This reportcan therefore serve as a basis for understanding the needs and aspirations of
young peoplein mountain areasto determine why they want to stay in the mountains or ndd
identify the types of jobs they are looking for in the mountaiasknow if they are satisfied with the
existing services and above all to grasp their vision of the ideal mountain for 2040.

This reportdescribes the main results of our survey at Europesallgs follow:

A Part 1:offers an overview of the profiles of respondents throughout Europe

A Part 2 explores the attractiveness of mountain areas afadails the assets and weaknesses
of mountainous regionamong the youth

A Part 3:outlines the aspirations and priorities of young people for the future of mountain areas

2 CARPATCLIM, CARP/\arpathCCFuture imperfect- climate change and adaptation in the Carpathians
synthesis report2014
3 LegambienteNevaliversg 2021
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Methddogy

The survey was carried out over a period of 3 months, between Junewnas®2021, among young
people aged between 18 and ¥8ars oldTo enable wider dissemination acrasmtinentalEurope,

the questionnaire was available in2 llanguages English, French, Spanish, Catalan, Basque
Portuguese, Italian, Slovenig@reek, Romanian, Polish and Norwegian.

The questionnaire was composed of a maximum of 25 questathrespondent depending on their
answers to the previous points, wagdirected to the most relevant questiongfor instance
respondentdivingin mountan areas did not answer to the questiam the reasons why they come
to the mountains which was limited to those not living in mountain argd facilitate the analysis
of the data while allowing young people to freely share their views, the questimnnais composed
of 21 tickthe-box questionsand4 openones.

To reach out a large amount of young people, Euromontana disseminated its survey through its
website and social media ancbllaboratedwith several partners (universities, trainingentres
eduation networks regions, local development agencies, mountain netwedqseciallyin the Alps,

the Pyrenees and th€arpathias) to further increase engagement witthe survey. In particular, the

66 Euromontana members all over Euromes well asthe UNITAproject, an alliance of six
comprehensive research universities from five countriaad 9 R dzO Q !afFtel$ch network
supporing education in the Alpsplayed a deisive role in the dissemination of the survey and the
collection ofthe 1134responsedrom 18 European countriesyhich is considered a good sample

To facilitate the dataanalysisall answersand quoteswere translatedinto one common language
(English) Euromontana members also helped to translate the answers to open que$tangheir
native language to Englishhis reportoutlinesthe main result®of the consolidated datat European
level The differences that maexist from one country to another will be specifigtien relevant but
the main data per country widllsobe available in the annexed country factsheatghe end of this
report.

Factsheets have beecompled only for countries for which we have recetyaminimumnumber of
responseslt ranges from22 in Norway to 798 in Franc®&ecause of theften-limited number of
responses, or because they are sometimes centralised in a particular regiomry factsheetsannot

of course be considered tepresent the voice of all young people in the mountai@s. the other
hand, these factsheets do offer some interesting food for thought about the desires of part of the
mountain youth. Above all, the particularities observed in each country reveal ttbatisire useful

for rethinking the attractiveness of the mountains for young peof@leuntry factsheets are available

at the end of the report for the following countrieStance Italy, Norway, Poland Romanisand Spain




Part IWho are our responde

Who are our respondents? What is their profile, their age, where do they ¢mme

and what jobs do they have or would like to have? This section provides a
portrait of the young people who responded to our survey, without omitting to st
light on the biases inherent in this type of approach.

By focusing on where they live and work, this section provi
the first elements of reflection on the future of Europe:
mountains and their potential attractiveness.



1. General portrait of our respondents

Our surveyaimed to collect the views of young mountain people aged between 18 ayg&@$ old

The definition of a similar age range to define all young people in Europe is already a choice in itself,
which may not be appropriate for all countries. We felt thasthias the most common age range for
European countries to target young people who are of tmenake their own choices in early
adulthood.In fact, the definition of young people at EU level is not always the same, depending on
the topic being addressedoFexample, Eurostat, the EU's statistics office, defines young people as
those aged between 15 and 29 years old; but when it seeks to calculate the percentage of young
people who are neither in employment, education or training, it uses th@24lage grop. The new

Youth Strategy of the EU also never defines the age of the young people condafimenl.it comes

to agriculture, a crucial sector in the mountains, the age of a young farmer goes beyond our definition.
The new Common Agricultural Policy for 282R7 leaves it up to the Member States to define it in
their CAP Strategic Plans but imposes an age limit of between 35 and 40 Meai@ge range can
therefore be very diverse, the one chosen by Euromont@i&29) isalso the samege groupthat
wasused for the previous Euromontana youth study in 2@h2 therefore it facilitates comparison
However, Euromontana is aware that the term "young" may be applied in some countries up to the
age of 25 or 3years old

Amongour 1134respondentsalmost half are aged between 21 andya&ars old a further quarter is
agedfrom 18 to 20 yearsld, andthe remainderagedfrom 26 to 29 years ol{Figure 1)There is also
aslightover representation of womewith 56% of our responghts (Figure 2), bubverall the sample
is demographically well balanced.

292

—26% 324

=28%

= Between 18 and

20 years old
= Between 21 and = a man

25 years old = a woman
Between 26 and Other
29 years old

518

=46%

Figurel: How old are you? Figure2: Gender representation

2. Origin of respondents

Respondents refer to almost all European coig# in their responses to the survalemonstrating a

good representation across Eurageor instance, 798oung peopldive in France, 89 in Spain, 88 in
Romania, 60 in Italy, 36 in Poland, 22 in Norway, 18 in Slovenia, and a few in Austria, Belgium, Bulgaria,
Czech Republic, Croatia, Germany, Switzerland, the United Kingdom, Greece and Sweden.

Nonethelesswe must mentio an important bias in the balance of responses. Indegden asked
about their country 798 respondents70.4%) indicated theylive in France figure 3). This can be
explained by themportant role ofsome French members partnersof the Euromontananetwork,
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and in particular efforts by9 R dzO Qto fdik§&ndinate our surveyHowever, the overwhelming
majority of French young people cannot represent all young people in the mountains. Consequently,
the French responses will, where necessary, be analysearaefy so as not to distort the data
analysis.

The over representation of Frengleople among our respondentdso explains the strong presence
of French speakergigure4), as most respondenissedthe language of the country they live in. Yet,
some Frach speakers also come from Switzerland and Belgium for instsareover, among the
89 respondentsliving in Spain, 27 answered the survey in Basque and 1 in Catslach
demonstraes the importance ofregional languages for young peoplespecially in the Basque
country.
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Figure3: In which country do you currently live?
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Figure4: What is the language used by our respondents?



In this survey, we asked young people whether or not they live in the mountains. Depending on their
answer, respondents were then directed through different sections of the questionnaire and not all
young people answered theame sequence afuestions.This approach will allow us, in a following
chapter, to look in more detalt why young people do or do not want to live in the mountains

In total 77% of our respondents live in thmountains figure 5), either permanently (55%) or
occasionally (22%), fexampleto undertake seasonal work

The remaining 23% do not live in the mountains bate an interest in theseegions These young
people, even if they do not live in the mountains, visguntainousregionsseveral times a yedfigure
6). Most of than go there to enjoy mountain's nature and landsca#4- 248 occurrencesand to
enjoy summer outdoor sports likieiking or rock climbing20% - 223 occurrences Outdoor winter
sportssuch askiingare also an important reason for going to the mountagqisut not the main one
(14%- 159 occurrences¢ and we must underline thatpursuing generalvell-being is also well
positioned in this ranking (13%149 occurrences In spite of the fact that they dmot live in the
mountains, Euromontana wanted to hear the views of these young people in ordeutal out their
appetite for a life in the mountains, beyond their holidayhis segment of respondents wihkerefore
be analysed separateig our study

= No, | do NOT live in the mountains

= Yes, | live in the mountains occasionally (some d
per week / season)

= Yes, | live in the mountains permanently

Figure5. Do you live in the mountains?

300

m 9. Nature / landscapes

m 9. Hiking

250

200 m 9. Ski

9. Seeking well-being

248
223
159 149
150 m 9. Friends
100 m 9. Cultural heritage
100 90 79 m 9. famil
68 - family
m 9. Good food
50
m 9. Other
10
0 ]

Total

Figure6. If you do not live in a mountain area, for which reason(s) do you go to the mounta



3. Occupatiomd respondents

Our survey questioned young people o 3
their current status: student, worker or jok 3%
seeker for examplefigure 7). 56% of our
young respondents are students whi@%
are employed and 4% are seeking 415
employment and 3% do something else: 37%
either they areboth studying and working
(sandwich courses, PhpDsprofessional
retraining etc.) or they do not know yet
what they will do in the futureand do not 47

" 4%
currently hold a specific role.

= | am a student
| am looking for a job
| work

Other

Figure7: What do you do?

Theslight overrepresentation of students in our respondents may have different explanations. Firstly,
the share of young people in higher education, whether general or vocational, is increasing in the
European Unioh Secondlythis may also derive from thdissemination channels of our survey, which
was widely disseminated by mountain universities and research cerrireally, we also observe that
there is an overrepresentation of students among French respondémsshare of studentfalls to

30% if Frech residents are excluded, with in this case a majoritha$e in work(59%).

What does the status of tleeyoung peopleell us?If we look in more detaslat those who have a job
or are looking for one, their profile allows us to draw some conclusitmasit the current ambitions
and aspirations of young people in the mountains.

The majority ofyoung peoplenave specialised during their studies in a specific domain or sector in
which they work or seek to world4% of responsesxamples of these young people include IT
specialists, nurses, purchasing managers, lawyers, cooks and journ@listsnultiplicity of their
occupations demonstrates the diverse professional aspirations of young people in the moamadins
therefore indicatesthe diversity of professional opportunities to leund or have the potential to
existin mountainareas

Young peoplealso wantto have a job allowing them to telework from the mountai(®2% of
responses)Almost all of these young peoplare students or workers with a higher education degree,
be it a bachelor, master or doctorat&uch a high proportiors most likely linked to the COVID
pandemic and the widespread adoption of telework since 20Rtesepotential remote workers
mainly come from France (73%)ut this is mainly due to the over representation of French
respondents; if we look only at other countries, t@portion of these young people wishing to work
remotely is evenly distributed, whether in Romania, Spain, Italy owbBlprThe health crisis has
therefore openedup opportunitiesacross Europto work outside the cities for some professioiitie
provision of goodnternet connection and equipmends the existence dhird placeqe.g.,coworking
areas)to facilitate socialisation despite remote workingould therefore become an even more
important opportunity common to mountain regions in Europe.

a
Telecommunications must be working as i
were in a city in order to stay connected tc
the world and allow me to work remotely.

Young tranee in economics, district of
Coimbra, Portugal

4 Eurostat,Being young in Ewpe today- 2015 edition p. 116
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Asignificant proportion of our respondents stated that they wanted to start their own busingbe
mountains(18% ofresponses Someyoung peopleare, for example oriented towards engineering,
IT security, food chemistry, marketing, communication or medigisectorsindeed oftensuited to
selfentrepreneurship This trend is reminiscent of our 2012 study, in which young people also
expressed their attraction teelf-entrepreneurshipas a way twffset the job shortageBoth then and
now, young people tell us that setting up their own business may be the only wgst ®job in the
mountains, although it takes commitment anelquiressupport(e.g.,to obtain fundng, to be guided
through the administrative tasks and to promadfge company) In terms of entrepraeurship, nany
other sectors mentionedh our studyare alsorelated to more traditional mountain activitiesor at
least more associated withature-basedactivities This is especially the case fbose respondents
who said they wanted to set up a yoga and nature guide business in the mouxt&nesop a tourism
company work inheritage management or agriculture and forestry

Finally,only 12%of young respondentsiould like to2 OOdzLle ¢ KI i 6 S @oubtdirS R |
jobé What do we mean by this®e define thislassificatiorto include all the professions traditionally
carried out in the mountainsaf{thoughnot exclusively) and which aroften linked to theuse and
preservation of mountain landscapes or assets. This classifidatiomstanceincludesski instructos,
farmers, foresters, shepherds, mountain hut keepers, mountain gue&te. This relatively low
percentage can be explaiddy two factors. Firstly, these traditional professions do not represent the
majority ofthe workforce inmountain areasWhile there are exception& some regionsvhere the
population is highly specialised in wine production, tourismagriculture, mouatain areashost all
professions to maintain a balance of available goods and services. Seeanelplained earlier, our
survey was very widely distributed by mountain universities, and this may explain a certain bias in the
responses collectetbwardsparticular professional aspirations

These resultseflect our entire survey. If we look at thesponses by country, it is interesting to note
that there are great disparitiedn Romania for example f 88 total respondents44.®%6 of young
people saidhey want to create their own business in their mountaiea whileonly 11.4% want to
work in a typical mountain sector and the regishto telework or find gob in asector in whictthey
have specialisetbeew 2 Y | ycauhti® fictshee). On the contrary, among theSgdespondentdiving

in Spain37%seeka traditional mountain jobsuch asski instructor farmer or mountain guidésee
{LJ AYyQ&d O2dzy iNBE Tl OGaAKSSIH

KEY LESSONS | E/

A Although there are differences between countries, the young people interviewed mainly
to find a job in a sector in which they have specialised through their studies>a®tiences,
such as law, medicine, marketing or IT. This highlights the need to create more dive
jobs in mountain areas to attract these young people who might otherwise have to leav
region.

A significant proportion of young Europeans argatted by the possibility of teleworking i
the mountains. The COD crisis, combined with the improvement of digital tools, cre:
new employment opportunities in the mountainglountain territories will therefore need to

develop the necessary infrasittures (Internet access, amorking spaces, but also rural
urban transport) which will allow these young people to settle in more remote mountain a
while maintaining access to the main cities.

Entrepreneurship seems to be attractive to young peopléhwiery different profiles.
Mountain regions should therefore be able to develop appropriate support schemes for
entrepreneurship for young people, who represent the future for innovation, job creation
dynamism in the mountains.



Part2: Aremountains attractive for young pe

The future dynamism of the mountains depends on its population trends
whether or not young people want to stay or move there. The loss
attractiveness of a territory can initiate a sekérpetuating circle of demographi
decline and lower quality olife, in relation to the services available, furthe
reducing the appeal of the area.

In this survey, we asked the youth if they want:
to remain living in or move to the mountains ar
why in order to grasp their main motivations t
live in themountains.



4. Do young people want to live in the mountains?

Our surveyhas allowedus to analyse the reasorier why young peoplare attracted to living in
mountain areasFirstly,we considemwhether young peopleesident in the mountains wish to remain
there in the future.

4.1. Young people want to stay imtwntainqyut the life cycle must be

considered

As previously explained7% of our respondentsurrently live in the mountainsfigure 5), either
permanently (55%) or occasiona({B2%) for examplefor seasonalwork. We therefore specifically
asked them whether they would like to continue living there in the futiResponses areeally
encouraging. Indeed6% of young residents would like to stay in the mountéiigsire 8).

Avery positiveelement is that this ratés equally distributed we did not observe any country where
young people are predominantly willing to leave, althoughréhare differencesPolandfor example
records thehighest rate of young people wanting teave (29%)but it is similar to the European
averageand Romania the lowest (1%).

= | would like to leave for a short time (education, travel
but would like to return in the future

No, | would like to leave
573
=66%

=5% Yes, | want to continue living in the mountains

Figure8: Do you want to stay living in tmountains (for those already living there)?

Only 5% categorically answered that they would like to le®t.why do they want to leave®/e
observe that 53% of them are engaged in a specialised academic or professional career, such as law,
psychologymedicine,or engineering, and none of them wish to pursue a "traditional” mountain job.

It is therefore very likely that it is the educationaldaemployment opportunities that make them
want to leave the mountainsThis reinforces the need for the diversification of economic activities
and jobs in mountain area§.he discrepancyamong countriesseems tovalidate this hypothesis
Indeed the counties where young people are the least willing to leave the mountaia$pain and
Romania, where only 2% and 1% of respondessgpectively would like to leav&pain and Romania

are also the countries where, gseviouslyexplained, young people are mairinterested in working

in traditional mountain sectors or in starting their own business. Job security could therefore explain
this greater willingness to live in the mountains.

Finally, &airly largeproportion (29%) also want to leave for a while, for example to study or travel,
and then return to the mountain®lthough we did not explicitly ask the reasons for wanting to leave
for a while, we could again find an explanation in their academic anfégsimnal backgroundindeed,
78% are currently studyingnd 43% of them are engaged in a specfiiofessionaltrajectory, ina
sector inwhich they would like to work and most of the time they are or have been students at
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university with a Bachelor or Méer level.For the vast majority of these young people, we can easily
estimate that they have to leave a mountain village for a while to study a specific branch of law or
medicine for example in a university towAmong the29% of young people who want teave for a
period of time, only 7% declare that they want to do acadled "traditional” job in the mountains,
such as ski instructor, mountain guide or farmer. In this case, these young peophocamoften

easily find in their mountain region the ecational programme that will enable them to access these
jobs. This may therefore explain why a smaller proportion of this segment of young people wish to
leave for a time and it might confirm the hypothesis that studies push young mountain people to leave
their region for a time before returning.

4.2. Potential newcomers, including in connection witl® COVID

What aboutthe 23% ofall our youngrespondentswho do not live in a mountain areéut often go
there for spending holidays, visiting family, or enjoying natbesed activitie® Are they interested
in movng in the mountain® Once againanswers are encouraginégl1% of these respondents
answered this question positiveffigure9). Among thema very large majority of these youpgople
have obviously been thinking about it for a long time (46®)t we also wanted to evaluate the
possible impact of the COMIIM criss on possible moves to the mountains. We observe tfioatc%
of young peoplethe influence of the health crisis has encouraged thencdasider the optionThe
majority of this 5%are youngpeople who would like to be able to telework in the mountaif8%)or
find a job in the professional branch in which they have specialised (B&#ever, it should also be
noted that the arrival of new inhabitants, especially from urban areas, can coeaticts in the
mountains. The territories concerned will therefore have to ensure the social integration of
newcomers and deploy mediation mechanisms if necessary.

14
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Currently, mountains welcome many newcomers (since the CIO\disis) who, for many, do not wis
to adapt to the mountains, but that THBWapt to them (less noise, less disturbing smells...) it cres
unnecessary conflicts that impact the wedling of everyone.

Young agricultural engineer in thelautesAlpes Countyregion Provenc\lpesCote d'Azur, France

37%of those who currently do not live in the mo%taiaﬁe undecidedbout living here in the future
and 12%state that theydo not wish to live in the mountain3hus, even without taking into account
the 37% of young people who are undecided on this questiorfingdehat a majority of young people
who do not live in the mountains wddilike to move there, whicdemonstrates the attractiveness of
our territories to young people.

13
=5% = No
Perhaps
122 o
—46% Yes, | have wanted to live in the

=37% mountains for a long-time

Yes the Covid-19 crisis has
influenced my desire to live in th
mountains

Figure9: Do you want to live in mountain areas (if you do not currently live there)?
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KEY LESSONS LE/

A Mountains are attractive for young people: a majority of young people want to live and \
in a mountain area in the future.

A Many young people wish to leave the mountains temporarily, for example to study elsew
and then return to the mountains afteravds. Mountain territories must therefore develo
territorial attractiveness strategies that take into account their life cycle. In particular,
means supporting the creation of qualified jobs but also the installation of infrastruct
useful for young workers (access to housing, childcare facilities).

The coming years will tell whether mountain territories have attracted more young peop
a result of the COVHDO. So far, it is difficult to identify the territories that could benefit fro
a "retum to the countryside" and there is a risk that parban territories will capture most
of this positive demographic change than more remote ar#asill therefore be necessan
to check in the future if the COWI® crisis has a concrete impact on thdtleeent of
newcomers in mountain areas. In this respect, the EU Rural Observatory, whose creati
been announced for 2022 in the EU Communication on the-Ieng Vision for Rural Area:
will have to help in providing data on peSDVIBELY populationmovements and in analysin
which territories benefit from them.

5. Reasons why young people stay or leave

5.1. Life close to nature and quality:stidegestissets of mountaneas

Whether they already live in the mountains or not, a majority of pyoung respondents expressed
their wish to stay or settle theraBut what are their motivations? Whalbesattract young people to
the mountains?

We asked them to choose 4 main reasons for staying in the mountaihsome have chosen mare

In order to faditate the data analysis, we favoured a list of defined options, while being aware of the
influence that multiple choice questions can haMewever, we left it open for respondents to specify
any other reasonRespondents were able to choosem the folowing list of options

University / School / training programme
Employment opportunities

Friends

Family

Leisure activities

Life close to nature / environment

Quiality of life

Human values (solidarity, being part of a community)
Sense oplace/attachment to area

Other

v DD DD

1058 persons (out of the 1134 respondents) answered this questioatwo options for staying that
were mostselectedby respondents were living close to nat#2%- 940o0ccurrenceyand the quality
of life (19% 814 occurencey, followed bythe leisure activitiemavailable(16%- 686 occurrenceyand
their attachment to areg14%- 613 occurrence}(figure 10). Human values, family and friends are
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alsowell placed in the ranking of reasons why young people wastdyg andare also related to the
wider attachment to the area.

Interestingly, it should be noted that employment, study and training opportunities are the reasons
least emphasised by young pae. However, he next sections of our report will show that these
topics are oktronginterest for young people and remaifecisive to stay or leavie somemountain
areas

What about thosewho mentioned another main reason for staying in the mountainsfact, most of

the examples they gave relate to tle@vironment and theguality of life in general: they particularly
enjoy being close to nature, mountain flora and fauna, they like the specific mountain landscapes,
they appreciate the low population desity and the quietness of mountain villages, and they value the
more peaceful life they can offer to young children.

1000 940 m Life close to nature / environment

900 814 m Quality of life
800 . .
686 Leisure activities
700 613
Sense of place/attachment to area
600
500 m Family
400 386 380 ® Human v_all)Jes (solidarity, being part of &
community
300 270 m Friends
200 131 m Employment opportunities
100 66 A .
. 26 m University / School / training programme
0 N

]
Total Other

FigurelQ: If you want to live in the mountains, why=b¢those already living and willing to stay and for thos#ing to
settlein mountain areas)

These elements tell us that, since our last study in 2012, the main motivations for young people to live
in the mountains have not changed. Back then, the qualftjife, together with the proximity to
nature, were evidenced ashe main assetof mountain areagor young people

5.2. Lack of dynamism and emplqoynaémfactors feaving or not settling

It is interesting to highlight the attractive features of the mountains for young people, but it is also
important to look at the reasons why some do not want to settle th@teough amultiple response
guestion we questionedhe 76 young peoplevho dedared theydo not want tolive in the mountains
orwant to leave their are@ order to understand theeasonsRespondents were able to choose from
the following list of options

Education opportunities you would like to pursue elsewhere in otbeations
Lack ofwork

Lack of employment opportunities adapted to your studies/ambitions
Attraction of lifestyle in another environment or urban area

My friends do not live there

My family does not live there

Scarcity of services

Lack of accessibilitynpbility)

pip I I i I A 'S
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Lack of good Internet connection

Cost of living in a mountain area

Difficulty in finding accommodation

Lack of dynamism (ex: cultural offer, social and associative activities)
Other

> > > D> D>

Among these possibilitiethe onethat came up the most in the young peo@aesponsesvastheir
attraction forthe lifestyle in another plackke urban areaswhich was quoted 34 timgd2%of the
reasons givemw figure 1. The matter of attraction to another lifestyle remains relatively subjective,
and hence it is interesting to look at the other main reasons mentiotiee lack of dynamism of
mountain areas, such asultural offer, sociabhnd associative activitie@uoted 32 times meaning
11.5% of the reasorjsfollowed equally by the laasf mobility offer and oemployment opportunities
adapted to their diplomdgquoted 30 times eaghmeaningl0.8% each These findings echo our 2012
study, in which the lack of jobs and dynamism were already the main obstacles for young people to
settle in the mountains.

40 ) )
m Attraction of lifestyle
35 34 32 m Lack of dynamism
30 30 Lack of employment opportunities
30 27 27 i
Mobility
24 ;
25 B Education
m Lack of work
20 18 . .
16 W Scarcity of services
15 12 12 " m My friends do not live there
m My family does do not live there
10 L .
6 m Cost of living in a mountain area
5 B Internet connection
I Difficulty in finding accommodation
0

m Other
Total

Figurell: If you do NOT want to &vn the mountains, why?

Difficulties with accessind cost ofhousingand surprisinglyaccess to good Internet conaion are

the reasonghe leastmentioned by young peoplén the specific case d¢iiternet access, & must
stress that significant progress has been made over the last 10 years in terms of rural broddband.
2012, 83.2%o0f rural households in th&uropean Union had access to fixeddmtband,which has
risen to 89.7% in 2P (compared to 974% of total European householdsf) broadband coverage
levels in rural regions remain lower than total national coverage, the gap has narrowed in the last
decade, especially for MeGeneration Accestechnologiesonly 12.3% of rural residents had such
access in 2012 compared to 8% in 2019Although there is still investment to be made to further
reduce this gap, especially in white areas, the efforts deployed no longer make sxtesanetwork

as much of a burden on the attractiveness of the mountajnkis is particularly important in the
digital age and for the potential of remote workibgt also forauto-entrepreneurs and more broadly

for the digitalisation of SME#n addition, our respondentsontributed though an online surveyand

5 European CommissioByoadband coverage in Europe in 202013
6 European CommissioByoadband coverage in Europe inr2202021
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therefore have access to the Interndherefore, it seemdogical thatit is less of a problem for them
than forother segmentf the population.

Once again, the analysis per countvill bring valuable nuances. For example, eleserve that in
Poland employment is the main reason that hinders young people from moving to the mourftzas
t 2t VYRQ& O2)YzyGNBE Tl OGakKkSSi

KEY LESSONASRNE

A The natural environment and quality of life to be found in mountains are the major drive
the attractiveness of the mountains for young people: landscapes, open spaces, easi
better life are assets for territories and should be emphasise territorial development
strategies targeting youth, including through ambassadors who could promote the key &
of mountain regions.

The lack of employment and education opportunities remain the primary factor behinc
lack of attractiveness ofhe mountains among young people, whether they live in t
mountains all year round or not. These barriers have not changed in 10 years and shc
addressed by public authorities concerned with the efficiency of job creation policies.
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Part 3: How to build the ideal motortdne future?

The analysis of the collected responses indicates that the mountains re
mostly attractive for young people. For respondents, this is mainly related tc
proximity to nature and the good quality of life, although the lack of so
cultural dyramism and the scarcity of employment and education opportunit
are still weaknesses for mountainous regions.

The future of mountain areas depends on
population and the aspirations of local
communities. We therefore asked your
people to tell us about their ideal mountair
the initiatives they would like to set
implemented and the services they wou
like to see improved.
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6. Whaneeds$o be developedmeet the needshdyoutl?

6.1 Mobility, educatjamdhousing servigest satisfying enough

In our survey, we asked young people living in the mountains to assess the differeices that form

part of therr quality of life on a daily basis, such as transport, access to the Internet, culture, health
care or communication platforms to exchange with local communities or to share job offers. Young
people@ feedback on these seres can help to identify sectors where efforts still need to be made
to improve the quality of life of mountain people and increase the attractiveness of mountain areas,
including among the younger generation.

For some of the services, the satisfactiaterof young respondents igery encouragingAbove all,
access to the Internetwith which 75% of young peoplare satisfied or very satisfieffigure 12).
Likewise, access to healthcare facilitfigure 13) does not seem to be an issue for a vast majority of
respondents (73%re satisfied or very satisfigdThis is not really a surprise knowing that generally
young people are not thsegmentof the populationwith regular need oflarge and diversified
healthcare servicesountry levelanalyses are interesting in that they reveal significant differences.

In Romania, for example, the rate of young people satisfied or very satisfied with available health care
drops to50%(seew 2 Y | ycauht® gactsheek

33 | don't know | don't know
39 68
6%
= Not satisfied = Not satisfied
14 L 7 i
1% Satisfied 1% Satisfied
Service not Service not
579 ; 545 .
available available
52% 49%
= Very satisfied = Very satisfied
Figurel3: Are you satiséd with the Internet access Figure12: Are you satisfied with your access to heal
in your mountain area? care services in your mountain area?

Surprisingly, 65% ddll participants say they are satisfied with the cultural offer in their region,
whereas, as we will see in the next section, culture is one of the main demands of young pebele in t
mountains.

For other services, however, opinions are more mix&ten it comes to public transport for example,
52% of young respondentsel thatthe offer iseither unsatisfactory onon-existent(figure 14). It is
interesting to note that youngeople are more satisfied with alternatives to public transport, such as
cycling or car sharing.

This may be attributed to the fact that the lack of investment in public transport in some regions has
encouraged the development of alternatives sirengthened the solidarity of local communities
through car sharing or hitchhiking for example.

a
[We need] much more public transport (frequer
and cheap) to move easily between valleys,
villages and not feel dependent on our car for
small daily trips
Young animator in a social centre in the Vercors
region AuvergneRhoéneAlpes, France
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Likewisethere is no great consensus on educatigmalgrammesn the mountains, as there is on the

access tdnternet or healtttare 35% of young peopledeed consider theffer to beunsatisfactory

or non-existentwhile 46% areglobally happy with the offeffigure 15). This same divergence of

opinion can also be observed on the issue of access to housing (only 53% satisteyl satisfiell

Country factsheetprovide more analysis on the territorial asp@étservices satisfactiqfor example

in Spain, where housing seems to be more problematic than in other coufgeeSpa v Q& 02 dzy (i NJ
factshee).

64 66 124

- 205
7% 6% 6% I don't know g9 1% 199 I don't know
Not satisfied 9% Not satisfied
Satisfied Satisfied
408 505 Service not available 291 Service not available
45% 26%
36% . Very satisfied ciel . Very satisfied
35%
Figurel5: Are you satisfied with the access to pub Figurel4: Are you satisfied with your access to educati
transport in yourmountain area? programmes in your mountain area?

For other services on which we questioned them, a large proportion of young people declared that
they did not know (such as community platforms, job search and sharing services or childcare
facilities).We believe that the large number of students among thspondents may explain the fact

that they have not yet used these servicEsirthermore, it should be kept in mind that these results
only concern young people and do not reflect the quality of services in the mountains as a whole. The
overall satisfagon of young people with the available healthcare infrastructures or cultural offer does
not mean that these services are widely available in the mountains; another age group, such as people
in their forties or retired adults mightave a different levelfosatisfactionwith the same offer.

6.2Young people top 5 priorities for the future of mountain areas
¢2 dzy RSNAUGI YR @& Hrdhé Hiturkds thdidhdbirdain ardel e ki@ sfioned them about
the initiatives they would like to see more in the regitey live inc or visit the most for those who
do not live in a mountain areaDur questionnaire gavall respondentghe opportunity to choose
priorities from the following listThe choices offered have been deliberatédfinedto better explain
what is meant by general concepts suchdasltural activities, cwildernes§ 2 NJ a RAIA Gl f | yR
AYY2Q0I00 8XKSaeF2tf2gAy3a 2LWA2ya 6SNBE OK=@depgh (2 06S
mountain youthand, after reflection with partners, to reflect the different needs that young people
may have. An open question at the end of the questionnaire also gave respondents the opportunity
to address any other specific needs not mentionedun list

A Participatory democracy to involve young people in local decisions

A Lifelong education and vocational learning to upgrade skills and capacities and make them fit
for a fastchanging world

A More support to create my own business such as youth gméeeurship programme, young
entrepreneur fairs, apprenticeships, miebnisiness projects

A Using more digital solutions and social innovations to find adequate responses to my needs
(for instance to provide transport servicestetemedicing
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A Promote more hkehavioural change throughenvironmentally friendlyinitiatives such as
sustainable transport or recycling systems

A Encourage more initiatives to tackle climate change adaptation and mitigation

A Support the integration of newcomers including migrants in mountain areas (reinforcing links
0S06SSYy a2t Ré | yR dagesrie XYRNbYGBRYXGA k IAGBS

A {dzLILI2 NI F2NJ Y2NB Odzf (GdzZNF £ ASNIBAOSa O0O0AYySYl I

A Support for moe social activities for young people (associations, places to meet, leisure
activities)

A More intergenerational links to increase solidarity but also to share cultural heritage

A Encourage more wilderness in our mountaiegg(NSE F 2 NBadl A2y > f AYA(G Kdz

1 4

1103 persons answeredi KS ljdzSadAz2y agKI A
would you like to see more in your mountain
| NB&nd picked up their options from the
proposed list. tl results that encouraging more
wildernessand environmentalbehaviourchange

Mountains are places where water and many othe
natural resources exist, drtherefore must be
protected. People who live there understand the
world differently, thanks to their connection with

are the most frequently mentioned preferences nature.
by respondentgrespectively mentioned 562 and young environmental engineer from the Province «
559 times by respondents, representidg@% of Alava, Spain

total response®achg figure 16.

Also of high importance ithe desire for more action tdackle climate g1ange adaptation and
mitigation(quoted 506 times 11% of responsedRounding out the top five priority demands of young
people arethe desire for more places dedicated to social and cultural actiyitsh both received
10% of response@uoted 460 and 453 times respectively)

This ranking of young peop@wiorities clearly reveals that concern for environmental issues holds a
major place in the minds of young mountain people, occupyingdhe3 priorties. Thisis in line with

a more general tendency towards awareness about the importance of environmental and climate
issuesin the European Union, the lagbexial Eurobarometeon dimate changerevealed that nore

than nine in ten Europeans (93%) be#ehat climate change is a serious probleand a second one
showed that young Europeans put the protection of the environment and the fight against climate
change (67%) at the top of their priorities for Eurbpkt also particularly echoesecent youth
movements such as Youth4Climate which have made more visible the importance of the fight against
climate change and the role of young people for the future of the plahkis is also consistent with

the recent investigation conducted in 16wuries ando be published inThe Lancet Planetary Health
journal. The researchers showed that three quarters of young people ag@® H8e affected by eco
anxiety and worried about their future because of climate chdnge

In addition, the desire for nte places to meet and go out is clearly an element that emerges from
this survey, and which probably also echdes lack of dynamism of mountain regiopsinted out
earlier.

" European Commissiogpecial Eurobarometer 5:&limate Change2021

8 European CommissioRlash Eurobarometer 47Z8ow do we build a stronger, more united Europe? The views

of young people2019

9 Marks, Elizabeth and Hickman, Careliand Pihkala, Panu and Clayton, Susan and Lewandowski, Eric R. and
Mayall, Elouise E. and Wray, Britt and Mellor, Catriona and van Susteren, Lise, Young People's Voices on Climate
Anxiety, Government Betrayal and Moral Injury: A Global Phenomendkvaildble at:
http://dx.doi.org/10.2139/ssrn.3918955
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The other options given all score fairly equally. It would seem that they boé stme importance to

young people in the mountains, but none of them is an emerging priootya disliked option

However, it is interesting to note that digital and social innovation comes last in this ranking. There

are several possible explanatiofer this. Firstly, as we have already said, our questionnaire was

widely disseminated to young people who already have access to digital tools. Secondly, as mentioned
before, digital coverage in the mountains and related tools have made great stridess last decade

and the digital divide has narrowed, witliso the development of Smart Villages and with some
regionsbecoming pioneers ininnovatidnA { S I f £ S@& R QIFmhallyj ikis possiblditiat SY SR A
the "social innovation" facet of ouquestion is a term that is still not widely used in society and that

does not resonate with young people's daily lives.

600

562 559 m 15. Wilderness
506 m 15. Behavioural change
500
460 453 15. Climate Change
15. Social activities
400 375 367 s i iviti
329 m 15. Cultural services
311
300 272 m 15. Intergenerational links
m 15. Participatory democracy
200 m 15. Lifelong education and
vocational learning
m 15. New comers
100 m 15. Create my own business
36
- m 15. Digital solutions and social
0 innovations
Total W 15.0ther

Figurel6: What would you like to see moireyour mountain regioh

Interestingly,the ranking of prioritiess very different if we remove the French respondents, who
represent70% of the participantd.ooking at the responses from all countries together, expect France,
the main priority for young mountain people is the development of support scheimesgouth
entrepreneurship(quoted 160 times11.4% of responsedigure 17. Thetop 3is completed bynore
opportunitiesfor social activitiegquoted151 times 10.8% of responsgandmore efforts to promote
behavioural changand environmentally friendly initiativegquoted 144 times10.3% of responsgs

Then we find almost in equal positidhe need for more lifelong or vocational training programmes
and more participatory democracy (mentioned 133 and 132 respecti®eho of esponsel There

are therefore strong differences with the previous responses, with a clear call for the development of
education opportunities. The importance given to the environment and social activities nevertheless
remains high in all the countries sieyed.
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180 .
m 15. Wilderness

160
160 151 m 15. Behavioural change
144
140 132 133 15. Climate Change
124 125 : _—
120 15. Social activities
109 105 104
m 15. Cultural services
100 95
m 15. Intergenerational links
80 m 15. Participatory democracy
60 m 15. Lifelong education and
vocational learning
40 m 15. New comers
m 15. Create my own business
20 13
. m 15. Digital solutions and social
0 innovations
Total m 15.0ther

Figurel7: What would you like to see more in your mountain region? (all countries except France)

7.What vision for the future?

7.1 A mountain committed to sustainability

As part of our survey, we gave young people the opportunity to desuritbetheir own wordstheir
ideal vision of the mountains for 2040. Their contributions were analysed on ebgasese basis in
the country profiles, in order to better understand te@pectations of young people for the next two
decades.What we can learn from our study sased onthe great diversity of visions between
countries, and even between regions. Young pedpiesams diverge greatly depending on the
specific context of theauntry.

The issue of tourism is central in several of the countries a
studied. Although the concerns vary from one country toA mountain that is open to all, but also to
another, the desire of young people in the mountains is Population that lives there all year round,
unanimously focused on more sustainable tourigmthe ~ @nd that not all is designed for tourism,
case of France andaly, where the majority of young Pecause this leads to desertification and
respondents live in the Alps, we find that their ideal SOC"?‘I fragility of those who live there._

L . . Young jobseeker from Barcelonette, regio
mountain is no longer mostly tourism oriented A

. . . ProvenceAlpesCote France

Moreover, h both countries, gung peoplealsocomplain
about the impact of tourism on the rising cost of living, C’X
especially for housing.

In particularin Franceyoung people imagine a mountain that does not rely on a 100% ski model, and
where resorts are managed in a more sustainable way, with less construction and land artificialisation,
and more diversification o#ctivities throughout the yearln lItaly, in addition to environmental
concerns, young peoplexpress concernshat an overly tourisrroriented economy doesffer
insufficientprofessional opportunities for young people in other economic sectors.

Young peple in Romania also dream of sustainable tourism. They imagine a mountain in 2040 where
this sector would be more developed than it is now, by enhancing the natural and cultural heritage of
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the mountains, including handicrafts and agricultural products itleal tourism described by the
youth should be sustainable, in environmen&tpnomicand social terms. Young people in Romania
envisage a tourism model based on small local businesses.

Sustainability, environment, and ecology are at the heart of tieali vision of the mountain in each
country, with specific issues. The vision described by the youth is a life in harmony with mountain
nature. In particular, they want a less polluted mountain and more protected areas. We also observe
that young people a very keen to welcome newcomers to their region, but they would like all
inhabitants and tourists to be better informed about mountain nature and more aware of how to
respect it.

This vision focused on the respect of nature does not mean that young people in European mountains
are against any economic development. On the contrary, they imagine vibrant and dynamic
mountains, wheredifferent economic sectors could sustain the population. Their ideal mountain
would also provide more services and infrastructures to the local populdoneover, they do not
necessarily expect basic services to be located precisely in their village, e accessible within a
reasonable distanceln this sense, mountain youth reflect under the prism of functional space
whether it is a whole valley or an area within the radius of a small t6lwrachieve thismobility
howeverremains an elementary axis. This is one of the main pillars of young people's demands in this
survey.

14 14

a a
Those who live in the mountains are more The ideal mountain area has
conscious and aware of the importance o decentralized infrastructures and is thu
conserving our nature. more connected to the valley.
Young rature guide and yoga teacher from Young sudent in natural sciences from
Asturias, Spain Slovenia
14 14
N Y

If we aggregate the contributions from all the countries, we find that what young peoptéreaening

about for 2040s ultimately a balance to be amtained between the development of infrastructures

and services for the population, available all year round and not only during the tourism season, and
the preservation of the mountain environment, of which they are aware of the great value.

7.2 A willingrss to attract new inhabitants

Demographic change is a crucial issue for the future of Europe's mountains. Today, the ageing of the
population, the abandonment of agricultural land, the attraction of young generations for urban areas
linked to the lack ofob offers in the mountains weigh on the demographic structure of mountain
villages.Many mountain regions are already considered as being sparsely populated, as in Spain or
Greece, and demographic declindaseseento affect other mountain areas in theifure, as in the

Massif Central (France) or in the Romanian CarpatHians

These demographic changes create a vicious circle regarding the attractiveness of mountain territories
which, due to a lack of resources, can less and less provide the servicesatkaup the quality of

life of mountain communities and help to keep the area attractlmeaddition, depopulatiorg, or at

least demographic decline impactsthe dynamism of a region; and, as explained above, this is an
element that has been identifiebly young people as a weakness of mountain territories.

ESPON ESCAPBal reporf 2020
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For this reason, we askedll young people about their
views on the demographic future of the mountains. ('x
0 . .
Q\(erall, 68%f the 1134young respo_ndentts belleve.that it My ideal mountain area is a lively place ar
is important to attract more people in their mountain area wellpopulated community of people

interviewees, repopulation strategies musthowever specialised in organic agriculture
maintain a certain balance so as not to bring in too many engineering, looking for a job
newcomers.Almost one third of respondents (32%) feel ,

that their area is already too ewded and do not want to 0

seemore people settle.

Yet, trere are disparities among the different countries.Spainfor instance,86%o0f young people

are in favour of repopulating their areand in Italy the rate reaches5%.In some countries, like
France, opiniondiverge morewith 42% of respondents feeling that their arisaalready too crowded

and that there issevere pressure ohousing due to tourism and second residen¢eseCNJ vy O0S Qa
country factsheey.

= | agree 100%!

=| R2 yd&yiee my mountain area is
already too crowded, it must remain
wild

= | would like to have more inhabitants,
but maintained a balance (not too ma
newcomers)

Figurel8: Do you think it is important to attract more inhabitants in your mountain area?

To further investigate this, we also asked the 68% of young people who support the arrival of
newcomers what profiles of people they would likewelcome in their villagéigure 19) By far, thg

would much prefer to welcome other young people or familiespectively 31% and 27&6th 230

and 199 occurrences profiles that are highly associated withitality. On the contrary, few young
people would like to see more older adults settling in the mountéfswith 59 occurrences as this

is a segment of the population already significantly represeirtedany mountain areas, in particular

in Southern countries®.

a
I am not against the arrival of new inhabitants, but against the need to attract them. The
mountains are alreadgverpopulated, and the transport axes (roads and small train lines) are
adapted to the volume of our population. So first improve the quality of life of those who live
mountains, and then ask whether there is a need to attract new inhabitants.
Young cameraman and editor in the audigsual sector from Hauté&avoie region Auvergne
RhoneAlpes, France

14
11 EuromontanaAgeing in mountain areasContributions of Euromontana for the Green Paper on Ageing
March 2021
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Apart from these crigria, which are more related to the age of the newcomers, young people do not
have any particular preference regarding their origin. Indeed, they do not make disthction
between newcomers from the same country, from the European Union or from thirdtdes.

250
B Young people
230 g peop
200 m Families
m Retired persons
150
People with the same nationality
100
100
71 70 m EU people
59
50 . )
m Third country nationals (e.g. not EU
migrants, refugees, asylum seekers
10
0 [ m Other

Total

Figurel9: If you would like to have more newcomers in your mountain area, which kind of categories can contribute the
best to the life of your community?

7.3 A European future

As theon-goingConference on the Future of Europe questions citizens about their feelings towards
the European Union, we asked young people about their sense of belompngountains create a
distinctive identity? Do theyelp people to get closer to each othegenemte social bonds and
communitie® Do crosshorder areas, which are very often mountainous in Europe, create new spaces
of citizenship for young people?

It would seem that life in the mountains does indeed contribute to shaping a mountain idemitky

83% of respondents stating that they feel a difference between people living in the mountains and
others (figure20). It also appears that this mountain identity brings communities closer together,
beyond national bordersas 59% of young people feel @oso anotherinhabitant of a mountain area

in Europe tharthose residing in nomountainous areas of the same counffigure 21).

a
[Mountain people] are used to a closer social network and that
everyone knows everyone, whitteans that they function differently
socially, and perhaps are more open to new people.
Young worker in spatial planning, Norway

1 4

a
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m a citizen from your
nationality, no
matter where he

= No or she lives

= Yes = a foreign person
living in a
mountain area just
like you

Figure 20 Do you perceive any difference Figure21: Who would you feel closer to?
between people living in the mountains and tt
others?

However, when questioned about tterossborder factor of their identity, young people are neo
mixedin their views Only 41% of them feel that living in a crdmsder area has an influence on ihe
perception of the European spaéigure 2). Even when looking at the results per country, there is
no mountainous country where young people paweghemselves to belong more tBurope through
exchanges and cro$mrder life.This is surprising, but it does not mean that young people do not feel
part of the European area, simply that the crdwsder factor is not significant.

This may be due to the fact that today's¢P®-yearolds are a generation that has grown up witketh
development of European exchanges and that they have always known, for example, the freedom of
movement within the Schengen area, whose agreements date back to 1985.

= No

= Yes

Figure22: Would you say that living in a crelssrder mountain area (near or on the border with another country)
influences your sense of belonging to a European space?

a

The nationrstates still divide Europe too much. The Savoie area @ffdudom
the Valle d'Aosta and the Valais, whereas | feel closer to these neighbot

populations and living in the same environment than Breton and other
people, whom | also appreciate a lot but whom | know less than my mour
Y SA 3KO0 2 dzNE dnecoXtbe United SiakeSof Afterica, | would like

see the 'United Cantons of Europe' come to life.
Young gology student at the University of Savoie Mont Blanc, region
AuvergneRhéneAlpes France

1 4

N
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KEY LESSONS | E/

A The ideal mountain described by youpepple is a place where they can fulfil their potenti
They picture a mountain in 2040 where they can study, work and commute easily. This
guestions about the infrastructure and services currently available in the mountains
provides ideas foimproving the development of educational or professional opportunit
or raising awareness about existing services.

The ideal mountain of young Europeans is resolutely sustainable. This is one of the
messages of this survey: in all the countries ®dd the preservation of mountair
environments and the fight against climate change are at the heart of young pec

concerns. By 2040, they envisage mountain areas where habitats would be better prott
where tourism would be redirected towards prams that are more respectful of thi
environment and local populations, and where more grassroots initiatives woulc
undertaken to protect nature.

Young Europeans would like to see the mountains repopulated by 2040. They dreatr
more dynamicmountain, where young people and families live, and where repopula
brings territorial development.

27



Conclusion

What can we learn from this report? First of all, European mountains are attractive to young people.
They want to live there, ark there, meet their friends and spend their leisure time there. This is a
strong message that young people are giving us through this report and that should encourage
mountain actors and policy makers to keep these regions attractive for current ande futu
generations.

Young people also want to contribute to shaping the mountains of tomorrow. They want to bring their
ideas, their priorities and be heard by both decision makers and local communities. The ideal mountain
for 2040 as described by young mouimtgeople must leave room for more sustainability and more
balance between territorial development and nature preservation.

In addition, this report sends another strong message about access to mountain services and in
particular mobility, education, andneployment, which are constant across all the countries studied.

If young people do not find in the mountaipgcedo learn,opportunities forwork orefficient means

of transport thenmanymountain regions are at risk of continueépopulationand ageing Through

this survey, theyouth suggest possible approaches, such as supporting economic diversification to
create new jobs and developing innovative and less expensive modes of transport.

This report aimed to understand what it mesato be youn@nd livein a mountain area in 2@ Our
survey across 18 countries showed the difficulties that young people face in their dailydtivesver,
this reportalsodemonstrates that young people are proud of their identity as mountain peapte
that they have plans to achieve the ideal mountain of 20ABey want to preserve their traditions,
but at the same time bringbout new life. They want to put their priorities on the agenda while
proposing solutions, and above all they want to asgediality of life with the protection of natural
areas.

It is now up to policy makers to take up these messages and take action in response to the demands
of young peopleEuropean, national, regional and local decisioakers must work hand in hand to
maintain the attractiveness of mountain territories in the future, including by improving access to
education and employment and by pursuing greater sustainability.
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Being young in a mountain area

France



. | a student — ~
Gd Kzadns
= | am looking for a

job

Un50GdLndDA+ Uz GS

Of all the countries studied in our mountain youth
survey, France was the one where we collected the
most contributions, with 798juestionnaires filled by 24
young people. As explained in our report, this can b&”
attributed to the important efforts of some French
members of the Euromontana network, and the key
NREfS LXF@SR o0& 9RdzOQ! f LJISEurar® WhR gdo Ho@dS?¥erkwers frmSrrangedzNJ & dzN

= | work

The distribution of our@rvey in Franc®y universitieslso explains the fact that\aerylarge majority
(69%)of our respondents are studen¢Bgure23). This is well above other European countries, where
the majority of young people surveyed were workers: 67%, 65% and 33¥#cteely in Romania,
Spain and Italy for only 28% in France.

French mountains are attractive for the youth

The French mountairereattractive to young people. When asked whether young people living in the
mountains would like to stay there, a majority of th€&8%)answer positivelyfigure 24)Due to the
weight of France in the total number of respondents in our study, these esnd very similar to
those obtained at the European levé6%).Moreover, young people who want to stay in the
mountains give the same reasons as those presented in our report; they value first and foremost life
close to nature and the quality of life ihe mountains.

= | would like to leave for a short time (educatior
travel) but would like to return in the future

= No, | would like to leave

\29 = Yes, | want to continue living in the mountains

=5%

Figure23: Do you want to stay in the mountains? Answers from Fra

Likewise, young people who do not live in the mountains (but go there for landscapes, hiking and

skiing in France) are ratharclined to move to the mountains (52%gure 25.
5
=3%__

= No

= Perhaps

= Yes, | have wanted to live in the mountains for a
long-time

Yes the Covid-19 crisis has influenced my desire
to live in the mountains

Figure24: If you don't live in a mountain area, would you like to live there? Answers from France
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Access to services welcomed but progress needed on mobility

We asked young people living in France about their perception of the services available in their
mountain area. France stands dubm the other countries of our survey because no service appears

to be highlyproblematic. While in some countries it is sometimes access to health care thighlg
criticised and sometimes access to housing, no specific issues emerge in Franceed hist dnean

that young people are 100% satisfied with services, nor that certain services are not a concern at a
more regional or local level, these are national results.

For some services, the results obtained in France are very similar to the Eurayerage: 76% of
young people in France are satisfied with access to the Internet (compared to 75% in Europe), 77%
with the provision of health care (77% in Europe) and 55% with the housing offer (compared to 53%
at European level)lhe youth also seem toebsatisfied with the cultural offer in French mountains, at
68% (for 65% at European scale).

. . . 37

The particularity of France lies in the fact that -, 105

. . . . 5% 14% | don't know
we observe higer satisfaction rates with 21% o
services than in other countrieRegarding the Not satisfied
provision of educational programmes in the s Satisfied
mountains, for example, only7% of young 298 2206 Service not available
people in France are dissatisfi¢figure ), 38% Very satisfied
compared to 35% at the European level, 52%
in ItaIy and up to 73% in Romania. Figure26: satisfaction with education programmes

Answers from France

In terms of employment services, France does o5
slightly better than the European average. 3%
21% of young people consider the afte be 86& 238 | don't know
unsatisfactory or -nomxstent (figure 27), - 31% Not satisfied
compared to 24% in Europe and up to 77% in satisfied
Romanialt should be noted that there was a -~ _ _
large proportion of I'don’'t know" responses oo 133 service ”Ot available
(31%) probably due to the large proportion of 18% Very satisfied

students among respondésin France, who

. . Figure27: satisfaction with employment service:
may not yet have used this type of service. g Py

Answers from France

In these matters, even if the provision of services seems to be somewhat better than in other
countries, there is still room for improvement, as sometimes up to 20 per cent of young peopl@remai
dissatisfied with the offer.

It should however be pointed out that, as in all the countries surveyed, the provision of public
transport remains a problem for young people in French mountains. Almost half of them (49%) tell us
that the transport offer isinsatisfactory or nofexistent in their regiorgfigure B).
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In fact, mobility seems to be a point of attention to fc 47 47
39 | don't know

the attractiveness of French mountains. When v 6% 6%
surveyed the 12% of young people who would not li 5%
to settle in a mountain area in France, mobility was tl
secondjustification given (23 occurrense 11.8% of

= Not satisfied

. . = Satisfied
responseg;, figure 29). The twoother main reasonsire anste
similar to the ong presented in our report: attraction Service not
for another way of life and lack of dynamism of tr available

mountains.However,France is the only country in ou
surveywhere mobility playsuch an important role in

the opt-out from life in the mountais. Figure28: Satisfaction with public transport.
Answers from France

= Very satisfied

30
m Attraction of lifestyle
- 24 m Lack of dynamism
22 23 m Lack of employment opportunities
- Mobility
20 B Education
15 15 m Lack of work
15 13 13 12 m Scarcity of services
10 i m My friends do not live there
10 m My family does do not live there
5 m Cost of living in a mountain area
> B Internet connection
I Difficulty in finding accommodation
0 m Other

Total
Figure28: If you don't want to live in a mountain area, why? Answers from France

The ideal mountain for 2040: wilder, lessotoemtstd, lessbanised

What is the ideal mountain in 2040 for young people in France? We gave mountain youth the
opportunity to describe it to us in a free contribution. Their ideal mountain is based on-aalaticed
village life, with no mass tourism, with more pected areas and public transport.

France is the country with the highest demand for wilderness, protected areas and waste reduction.
Overall, most of the contributions call for mountain areas with limited construction and a higher
protection level for natural areas. Many young people in France, and this is a specificity compared to
other countries in our survey, call for strictly proted areas to preserve the environment and leave

it untouched.

14

a

As wild as possible, and above\IITHOUT ANXfbanisation and with the return of all the
animal species that have suddenly disappeared over the last few decades (especially bil
Young jobseeker from the county éfaute-Savoie, region AuvergnrhodneAlpes, France

14

a
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In the ideal mountain of 2040 described by young people, the transition of the tourism sector has a
central place. In their written contributions, we find a stragtiglikeof tourist facilities, particularlyski
resorts. In the words of young people, ski resorts are very much associated with the artificialisation of
mountain soils and habitats, whether it be for the slopes or ski lifts, but also due to all the other related
services that are bli nearby (restaurants, hotels, car parks etc.).

However, some young people propose solutidnanove away from mass winter or summer tourism
and to limit the demographic and environmental impacts of tourike thedevelopment of all year
round activities. r

a
A mountain focused ongeason tourism,
where you can reach ski resorts with shuttle
from the valleys.
Young sudent of geology from the county of
Savoie, Auvergn&khoneAlpes region, France

Rewilding, limiting urbanism, the tourism
flow, and the environmental damages cause
by luxurytourismX
Young @gineer in population and natural
habitats management from the County of
Haute Savoie, region AuvergnhoneAlpes,
France ’

a
LY CN}yOSs é&2dziKkQa ONRGAOAAY 2F (2dzNRAayY A& &did Nz
of tourismA Yy F NI & (0 NHzO (i dzNé@ndrondefit antidatmiSdaped ghd 6n the other hand the
tension caused by tourism on local demographipung people are concerned about the impact of
tourism on the housing offeand in general on the cost of living in the moun&Theyresentthe fact
that there are too many second homes occupied for a few weeks of the year when they are struggling
to buy a property. The housing issue in France is particularly focused on purchasing property, not
necessary access to rental.

14

a

There are more and more second homes in the mountains; beautiful houses that unfortun
are bought by people who do not work here, with high incomes and who live here maximi
months in the year andf some houses 2 weeks in the year! And we cannot find
accommodation.
Young jobseeker from region ProvengédpesCote d'Azur, France

14

The impact that tourism and the number of second homes can have on mountain communities has a
inevitable influence on the way young people in France perceive newcomhis.is a French
peculiarity: young people in the mountains are rather opposed to the arrival of newcomers in their
region. 42% of them believe that their region is already too crowdigdre 30), compared to 32% in
Europeand 14% in Spairin fact, theystate that their villages are mostly overcrowded during the
tourist season, with the arrival of visitors and secondary residents.

= | agree 100%)!

= | R2 ydyige my mountain area is already too
crowded,it mustremainwild

407
=51%

| would like to have more inhabitants, but
maintained a balance (not too many newcomers)

Figure 30: Would you like to welcome newcomers in your area? Answers from France
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Mobility is also a recurring theme in young ,

people's descriptions of an ideal mountain 0

in 2040. They dream of a territory with aThe cable car has a grefatture as a public transport in

more developed transport offer,with the mountains: less construction than for rail, few are:
buses several times a day and all year !0 be destroyed, flies over steep areas so straight

round. Some even suggest innovative ideas trajectory and time saved, runs on electricity.
which are already implemented in some Young sudent in neuroscience, from the county of

regions, such as cable car transportrail Haute Savoie, AuvergrBhoneAlpes region, France

freight to limit truck traffic in the A
mountains.

However, this ideal mountain described by young people in Fraeftects different territorial
realities. It is interesting to note that some young people recalled in their contributions that one
mountain region differs from another, sometimes even one valley from anotheour survey, we
mainly collected responsesoin young people living in the French Alps.

a

There are great disparities bee&n regions. | spent most of my life in the Pyrenees and have
studying in the Alps for the last 3 years. The two massifs are incomparable. The Pyrenee
much wilder, more enclosed. They offer few possibilities once you leave aside agriculfisre,
and the (para)medical sector. It is an ageing population, not very dynamic. Public transpc

non-existent (2 buses a day in winter, only 1 the rest of the yeeXie Alps have the
advantage of being in constant movement, more job opportunitiesore diverse sectors. Eas

of movement. But careful with the abuse (more and more people).
Young sudent in sports and sciencom HautesPyrenéesstudying in Savoie, France

14

a

A Young people are attracted by mountain life in France. The youth values the proxim
nature and mountain landscapes as well as the quality of life offered in the mountai
compari®n to other areas.

Services in the French mountains seem to better satisfy young people than in other
countries. Yet, mobility is still a challenge and remains an obstacle for young people to
settle in the mountains. They need improved public transporthwwiore frequent services

and better connections with the main lines.

Young people in Frandeve a clear vision of the mountains of tomorrow, which they wi
to be more natural. They are opposed to the construction of new large tourist complex
the mountains and reject thartificializationof land. The youth in French mountains rai
the issie of the impact of tourism on the environment but also on the local demography
the quality of life of mountain people.
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Within the course of our European survey, we collected the contributions of 60 young mountain
people living in Italy. For this group of respondents, there is an overall balaepegsentation of

males and females. Respondents from Italy are older than our European average: 97% afetzdm

years old and overcompared to 72% at European level. There are only 2 respondents aged between
18 and 20 years old.

Among these 60 young people, there is a slight aepresentation of workers (62%), an important
proportion who arestudents (34%) and few job seekers (4%hat\kind of jobs do young people in

the mountains have or want to have in Italyf’general, thee is a high consistency with the European
average. Many young respondents from Italy have specialised in a specific field. However, we can note
a higher share of young people in Italy who want to work in-ealed traditional mountain profession

(16 occurences,22% figure 3), such as farmer or mountain guide, compared to the European
average(12%)

m | have specialized in a certain field an

30 | would like to find a job related to this
26 specialisation
25 )
m telework from a mountain area
20
16 .
m start my own company in the
15 14 mountains
11
10 traditional mountain jobs (e.g ski
6 instructor, guardian of mountain hut,
5 mountain guide, shepherd, farmer,
F2NB &G SNXO
m Other
0

Total
Figure29: What kind of job are you doing or looking for? Answers from Italy

Italy: attractive mountains for young peau@lgsgince COND

In the case of ltaly, there is an interestin
singularitywhen it comes to young people
who currently donot live in mountain areas
There is a significant proportion of youn
people surveyed who live permanently in th
mountains 65% (figure32), which is higher
than at European level (55%). Howewesty

few live there only occasionally, such &
seasonal workers foexample they only

represent 5% of young people in Italy
compared to 22% at European scal
Moreover, 30% of respondents in the Italia
case do not live at all in mountain area
compared ta23% fa Europe.

= No, | do NOT live in
the mountains

= Yes, | live in the
mountains

occasionally (some
days per week /
3 season)
=5%

= Yes, | live in the
mountains
permanently

Figure 30: Do respondents live in mountain area:
Answers from Italy
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It is therefore interesting to take a closer look at these profiles. If we look at the young people who
already live in the mountains, the vast majority wish to stay there, a few would like to leave for a while
and then return, and very few watd leave for good. In this respect, the Italian results are very similar
to the percentages obtained at the European lewalhy do most of them want to stay in the
mountains? Again, the answers are similar to those obtained at European scale: theyrgalofedfi

the proximity to nature and the quality of life in the mountains. There is therefore no real specificity
in this respect.

The patrticularity of the Italian case lies rather in the attractiveness of the mountains for young people
who do not yet live there, th80%of young peopldrom Italyvisible orfigure 32. When asked whether

they would like to live in thenountains, the share of young people who answer categorically "no" or
who are undecided is relatively close to the figures reported for Eurggspectively 16% and 39%
(figure 33) in Italy compared to respectively 12% and 37% for Eurbpese who say ndo so for the

same reasons as their European neighbours: they point to the lack of dynamism in the mountains,
their attraction for a more urban lifestyle and the lack of employment in the mountains.

Italy is singular when looking at those who want to ma@ehe mountains, and especiallyhen
looking at how long they have wanted to live theré/hile fewer young people have been thinking
about moving to the mountains for a long time than the European ave{28# in Italy against 46%
in Europe) Italy record the highest rate of young people wanting to move to the mountains in
response to the COVAD® crisig(17% in Italy against only 5% in Eurq@dthough this percentage is
also high in Romanid3%).

= NO
=17%

Perhaps

Yes, | have wanted to live in the

2‘:’30/ mountains for a long-time
=238%
7 Yes the Covid-19 crisis has influenced
=39% my desire to live in the mountains

Figure31: Do you want tdive in mountain areas? Answers from Italy

Internet access, public transport provision and cultural offer disapprov

Regarding theappreciation of the serviceavailablein mountain areasjtaly differsa lot from its
European neighbours in terms of énhet accesdtaly records the highest level of dissatisfaction with
Internet access of all the countries in our survey. On a European scale, 75% of young people are
satisfied or very satisfied with their connection, 74% in Spain and even 79% in Rdramaer, in

Italy, only 54% of the young people surveyed told us that they were happy with their Internet access
(figure 34).
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3

3 I ]
3 5% = | don't know 3 5% 5% = | don't know
5% 5% ——
= Not satisfied = Not satisfied
= Satisfied = Satisfied
Service not Service not
available available
= Very satisfied = Very satisfied
Figure32: Satisfaction with the Internet Access. Figure33: Satisfaction with public transport.
Answers from ltaly Answers from ltaly

Mobility also seems to be a problem for young people in the mountains in Italy. 67% of them tell us
that they are dissatisfied with the public transport offer in theirioeg or even that the offer is nen
existent (figure 35). In general, in none of the countries surveyed did young people say they were
satisfiedby transport in the mountains (on a European scale, 52% of young people said they were
dissatisfied or reportedhat the offer was norexistent).However,ltaly is the country where young
people are most dissatisfied with mobility.

Where ltaly also stands out in terms of access to services is on the matter of culture. Of all the services
on which we questioned yognpeople, this is the one on which there are the greatest differences
between countries. In Europe, on average, 65% of young people in mountainous areas say they are
satisfied or very satisfied with access to culture. The record is set in Norway withr8[Téty, on the

other hand, only 35% of young people are happy with the cultural fitgure 36).

1
2%

= | don't know
= Not satisfied
= Satisfied
Service not available

= Very satisfied

Figure36: Satisfaction with cultural offers. Answers from Italy

Finally, this is not a peculiarity as the same phenomenon carbberved in other countries studied,
young people living in the Italian mountains are mostly dissatisfied with both the educational offer
and the employment servicegor 52% of young people, educational opportunities in the mountains

of Italy are either tsappointing or norexistent(figure 37). Although the dissatisfaction rate does not

reach that of Romania (73%), it is well above the European average (35%). It is very close to the opinion
of young people living in Spain (53% dissatisfi€tle same isrtie for employment servicegven
thoughltaly is not the country where young people are least satisfied, 41% are dissatisfied and 16%
cannot accesservicesat all (figure 38), which is well above the European average (24% of young
Europeans living the mmtains are not satisfied with employment services and these are -no
existent for 11% of people).
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= | don't know = | don't know
3% 2%

= Not satisfied = Not satisfied

= Satisfied = Satisfied
Service not Service not
available available

= Very satisfied = Very satisfied

Figure34: Satisfaction with Education programmes. Figure35: Satisfaction with services to share job opportunitie
Answers from Italy Answers from Italy

The ideal mountain for 2@46nomic and social diversification at the
heart of the concerns

In this survey, we have left the youth the possibilityfteely describe their ideal mountain for the
future in a written contribution.In the case of Italy, the ideal mountain for young people could be
summed up in this word: diversificatiolm their description of the mountain of 2040, all the demands

of young people living in Italy come back to this idea of diversification: they want more-caltival
dynamism and a mix of cultures, and they also aspire to an economic diversification of their territory.

The statements of young people are a call for moreigoultural mix in the mountains, and, in
particular,a mix of generations anttheir respectivecultures Young people want to continue living in
the mountains and to a large extent (95%) they want to see their regions repopulated @@jures
in all the other countries in our survey, they want to see mainly other young people and fesetties

= | agree 100%!

=L R2yQid F3aINBSY Y& Yz2dzy
crowded, it must remain wild

= | would like to have more inhabitants, but
maintained a balance (not too many newcomers)

3
=5%

Figure36: Would you like to see more inhabitants in your mountain? Answers from ltaly

14

a
I would like to live in a clean mountain, but above all a repopulated one
Young farmer from Piedmont region, Italy

14

B
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a
Inclusive villages that make cultural diversity a value; overcoming mountain culture in the <
of respect for ancient traditions towards a new, mooatemporary culture, in which the positiv
aspects of ancient culture are preserved but to which new values of inclusion of open cultur
artistic expression are added
Young researcher from Lombardy region, Italy

1 4

a

Mountain youth in Italy wants to stay and wantssee others settle tobut theyregret thatmountain
people are not opemminded enough, nor completely open to new ideas. As a matter of fact, young
people say thait is difficult to find their place inexistingltalian mountain communitiesThey aspire

to renew the mountain culture, while preserving the traditions.

A a
A mountaininhabited by people who are open . \LVhs_:e tPe codmmunlt_yt( offers sk?:ual sp.acefs 0 r:j'.Stf”?[al
minded, cooperative and aware of technological n ?, ants atn ntew ¢l |z'§.ns, twljm an ?Erlvs_t_rom f!; anl
progress and environmental issues. countries or cities, transmitting the oral tradition of the plac

Young esearcher from Lombardy region, Italy (e.g: the dialect, local traditions, legends).
’ Young $udent in Italian literature, Piedmont region, Italy

Q ,
a

At the same time, we observe that mountain youth from lItaly is also callingeé@nomic

diversification.They regret not being able to easily find a job in the mountains that is compatible with

their degreeand deplore the fact that most of the economy and employment is based on tourism.

a
In the mountains there is a need for "stable" life and not just waves of tourism. Man
professions and job opportunities have disappeared because the territorial managemnr
chains have been cut off (forestry production, livestock farming and mountain agricult
related services, professional training)
Young forester from Tuscany region, Italy

14
n

14

Overall, young people are nagainstourism in _ _a _
itself but rather criticizing a mountain economy ! believe that mountain villages that now depend
only oriented towards tourisrmeglecting other heavily, almost exclusively, on a tourist economy i

sectors of the economy, both traditional an%I not Ian erl:feftlvel solution, in my opln!onr\]/ve shou_:f
new professions and decreasing the evelop the local economy as it was !nt e past.
. way there would be less depopulation and more

attractiveness of the area. oF them, the . . .
di ficati £ th i . tattentlon to the different problems that arise over

lversitication o .e mountain economy. IS NOLipe years. A population that lives permanently in
only related to their own employment. Itis alsojace js more capable of taking care of its territor
connected to the demographic andocic because it knows it better
economidmpact of tourism, which many young Youngpizzaiola, unknown region, Italy
people criticise.
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The desire to be heard and to find their place in ,

the life of mountain communities is also reflected a

in the priorities expressed by young people from A mountain where young people can stag
Italian mountains. Indeed, the demand for morelistened to and helped to realise their aspiratior
participatory democracy to involve young people ~ Young sudent in law and management of

in local deision making isa top priority (30 protected areas, Piedmont region, ltaly
occurrenceg; 11.4% of responses, figud®). It is ’
the only country in our survey to put democracy a

above all other priorities.

Equally high on the list is the need for more social activities for young people in theamsiit also
correlateswith their desire to see more young people and families s€fk occurrencesg 9.5% of
responses)Respect for the mountain environment through behavioural change and more initiatives
to combat climate change, which is reflectedthe young peopledree contributions, are also tied

for second place in their ranking of prioriti@soth 26 occurrenceg 9.9% of responsesPf similar
importance andon equal termsarethe desire to welcome newcomers and the need for more support
in setting up a businegboth 25 occurrenceg 9.5% of responses).
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Figure40: What would you like to see more in your mountain area? Answers from Italy

In the words of the young people living in the Italian mountains, through their answers to our
guestions or their open contributions, we can perceive a need to be heard, to be able to participate
in the life of mountain communitiesgndto take part in thedecisionmaking process to build their
society of tomorrow. What emerges is a desire to bring into the public debate the issues that affect
young people, such as climate change and the lack of jobs.
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KEY LESSONS LE/

A ltalian mountain areaare attractive for young people. In Italy, the CO¥BDcrisis seems tc
play a particularly important role in the attractiveness of the mountains, with many yc
people now eager to move there. Among the countries covered by our survey, Italy
one that could benefit most from an urban exodus.

Young people's dissatisfaction with the accessibility of services is strong in Italy. In part
they identified the greatest issues as a low access to the Internet, a poor availability of

transport and a lack of cultural activities. The lack of employment and educational provi
as in most other countries, is also problematic. This is a key issue for the attractiven
the mountains. Young people who want to stay in the mountains, and the ranger of

those who want to move there, must be able to find a job, transport and a reliable inte
connection. For their personal development, they should also find a good-cultimal offer

and educational programmes, otherwise they might not stay.

In terms of employment and economic development, young people in Italy would like tc
the mountains move away from the 100% tourism model. They negatively perceivi
demographic effects of mass tourism on the mountains, but also the lack of divejsiiied
due to an economy mainly focused on one sector.

Italy is the country in our survey where we observe the greatest demand from young p
in the mountains to be heard and to participate in local life. They want to be involve
decisions, to renewhe culture of mountain communities and to bring their ideas into t
debate.

42



Being young In a mountain area





























































