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Abstract: This study analyzes the economic performance and entrepreneurial dynamics in mountain
commerce in Europe during 2021-2022, using 28 economic indicators (I11-128). The results highlight a
series of mixed trends, showing signs of resilience but also major challenges. The sector demonstrated
notable stability, maintaining the number of active enterprises (I1) and recording an increase in the
business survival rate (16-19). Additionally, there was an improvement in productivity (125-127),
indicating that many businesses adapted to market demands. However, significant difficulties were
also present, such as business closures (I5) and challenges in accessing funding (I8), which impacted
the development of small and micro enterprises. Dependence on seasonal employment (121)
remained a major limiting factor, and some segments of the sector recorded low revenues (I19-120),
reflecting economic challenges in certain areas. Despite these challenges, the sector continued to show
signs of adaptability and long-term growth potential. Progressive digitalization (I24) and the
implementation of eco-friendly practices (I25) offer significant opportunities for development.
Entrepreneurs' adaptability, combined with the adoption of new technologies and sustainability
practices, suggests a possible path for growth and strengthening mountain commerce in the long run,
despite financial challenges and seasonality.

Keywords: mountain entrepreneurship; mountain commerce; and mountain economy

Introduction and Literature Review

The mountain area represents a distinct economic environment, characterized by both unique
opportunities and specific challenges related to geographic isolation, seasonality, and limited access
to resources. Trade in the mountain environment plays an essential role in supporting local
economies by providing products and services to both resident communities and tourists. In recent
years, this sector has experienced a mixed evolution, showing both resilience to economic disruptions
and persistent difficulties.

This paper provides a comprehensive analysis of current trends, highlighting both the strengths
of the sector and the necessary directions for its future consolidation. By examining Eurostat data and
specific indicators, the study contributes to a deeper understanding of mountain entrepreneurship in
trade and identifies effective support policies.

Traditionally, the primary sectors of the economy based on natural resources (agriculture and
pastoralism, extractive industries, etc.) have been the driving forces of the mountain economy.
However, in recent times, within the process of rural development, there has been a shift from a
sectoral approach to a multisectoral one, moving beyond the limiting vision centered on the

© 2025 by the author(s). Distributed under a Creative Commons CC BY license.


https://doi.org/10.20944/preprints202504.1141.v1
http://creativecommons.org/licenses/by/4.0/

Preprints.org (www.preprints.org) | NOT PEER-REVIEWED | Posted: 14 April 2025 d0i:10.20944/preprints202504.1141.v1

2 of 69

agricultural sector (Pan et al., 2024). This paradigm shift emphasizes the integration of non-
agricultural opportunities into the rural economy (Navarro et al., 2016). Such diversification is
essential for the sustainable development of these areas and for increasing the attractiveness of
mountain regions (OECD, 2016).

In the context of limited economic opportunities, empirical evidence suggests that including
economic diversification at the household level in mountain areas within rural development policies
is crucial. Such policies can contribute to income growth, poverty reduction, curbing rural-to-urban
migration, fostering entrepreneurship, and promoting self-employment (Robinson et al., 2004).

In mountain regions, promoting small-scale entrepreneurship is vital for economic
diversification, resilience, and sustainable development (Nicula et al., 2023). It can also help reduce
emigration, create local employment opportunities, and preserve cultural heritage and traditional
knowledge unique to these communities. Moreover, gender-sensitive community initiatives ensure
an equitable and sustainable impact in promoting value chains through entrepreneurial initiatives.

Entrepreneurial initiatives in mountain areas operate within a relatively narrow economic range,
largely based on the agricultural sector. In this context, commercial entrepreneurial initiatives hold a
special place. The small mountain household typically practices subsistence farming, especially in
hard-to-reach areas. Nevertheless, a small portion of production is sold to traders, who come to
mountain villages to buy directly from producers, or it is sold in mobile markets in urban areas.
Traders pay producers in cash, or in some cases, barter is used. Usually, sale prices are lower, and
traders face a lack of storage space. Products that cannot be stored are sold immediately after harvest.
Mountain farmers mostly sell their products individually, which negatively affects their bargaining
power. However, in recent years, within the EU-27, there has been an increase in the number of
cooperatives and agricultural cooperation associations that could change this situation.

Products sold through traders are usually consumed outside the region. However, there are also
entrepreneurial initiatives based on tourism activities, which market local products to tourists (as end
consumers). Mountain agricultural products can reach consumers either indirectly —through local
hotels and guesthouses, restaurants, or grocery stores—or directly from the producer.

Methodology

The article analyzes mountain entrepreneurship in the European commercial sector, with the
reporting period being 2021-2022, and trends for the year 2025 (tables and figures). The statistical
analysis refers to 28 mountain indicators related to European mountain entrepreneurship, with their
explanations available in Eurostat or posted by the authors at the link
https://doi.org/10.5281/zenodo.14713867. The analyzed countries are Austria, Bulgaria, Croatia, the
Czech Republic, France, Germany, Greece, Italy, Poland, Portugal, Romania, Slovakia, Slovenia,
Spain, and Sweden.

Indicator I1 measures the total number of active enterprises. According to data for 2021 and 2022,
the number of active enterprises in mountain commerce recorded a significant increase in 2022
compared to 2021, indicating an improvement in the economic climate. This suggests the
development of the sector and a greater attraction of investors and entrepreneurs to mountain areas.

Indicator 12 reflects the number of newly established enterprises annually. In 2022, the number
of newly established enterprises was higher than in 2021, suggesting increased interest in mountain
entrepreneurship and a greater availability of resources for investment. The growth of this indicator
can be attributed to favorable policies, as well as market demands for more diversified products and
services for tourists and locals.

Indicator I3 measures the size of new enterprises, expressed by the average number of
employees in these businesses. In 2022, new enterprises had a higher number of employees compared
to 2021. This suggests a trend toward consolidation of new businesses and a more professional
approach to managing them, reflecting a more efficient adaptation to local economic requirements.

Indicator 14 reflects the average number of employees in enterprises that ceased to exist. In 2022,
the number of employees in these businesses decreased compared to 2021, indicating a reduction in
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the impact of their disappearance on employment in the mountain commerce sector. This could
reflect a trend of replacing lower-potential businesses with more dynamic ones.

Indicator I5 analyzes the number of businesses that ceased to operate. In 2022, this number was
higher compared to 2021, signaling economic difficulties for certain sectors of mountain commerce,
which could be caused by factors such as pandemics, a decline in the number of tourists, or changes
in local demand. This development suggests that some enterprises were unable to adapt to the new
economic conditions or lacked sufficient financial resources to face the challenges.

Indicator 16 measures the size of 3-year-old businesses that survived, expressed by the average
number of employees. In 2022, these enterprises had a higher average number of employees than in
2021, suggesting they managed to consolidate their activities and expand in the market. Survival and
growth in this sector are signs of good adaptation to economic requirements and the labor market.

Indicator 17 reflects the number of enterprises that survived their first three years of activity. In
2022, the percentage of enterprises that overcame this period increased compared to 2021. This
suggests better adaptation to economic conditions and greater stability for mountain businesses, a
positive signal for the future of this sector.

Indicator 18 measures the proportion of 3-year-old enterprises that survived in the total number
of active enterprises. In 2022, their proportion was higher than in 2021, suggesting an improvement
in the medium-term stability of mountain enterprises. Their survival is essential for maintaining and
developing the mountain commerce sector in the long term.

Indicator 19 analyzes the survival rate of enterprises after three years. In 2022, this rate was
higher than in 2021, suggesting greater adaptability of mountain entrepreneurs and an increased
ability to respond to economic and market challenges. Long-term survival is crucial for the
sustainable development of this economic sector.

Indicator 110 measures the number of enterprises with rapid growth in revenues or employees.
In 2022, this number increased compared to 2021, suggesting positive dynamics and expansion of
mountain businesses, attracting more employees and generating higher revenues. This growth may
reflect both the attraction of tourists and the diversification of the commercial offer.

Indicator I11 reflects the proportion of enterprises with rapid growth in total active enterprises.
In 2022, this proportion was higher than in 2021, suggesting stabilization and consolidation of such
businesses in mountain commerce. These enterprises are typically a driving force of economic growth
in mountain regions, contributing significantly to local development.

Indicator I12 measures the number of employees in rapidly growing enterprises. In 2022, this
number increased compared to 2021, reflecting the success of these businesses in creating additional
jobs and contributing to local unemployment reduction. These enterprises are vital for the mountain
economy, having a direct impact on employment.

Indicator 113 analyzes the number of enterprises with low growth in revenues or employees. In
2022, the number of these businesses decreased compared to 2021, suggesting stagnation or low
performance in certain economic sectors of mountain commerce. This decline could be associated
with a lack of innovation or difficulties in attracting new customers.

Indicator 114 reflects the proportion of enterprises with low growth in total active enterprises. In
2022, this proportion decreased compared to 2021, indicating an overall improvement in the sector's
dynamism. Enterprises that did not experience growth may be replaced by newer businesses more
capable of responding to market demands.

Indicator I15 measures the number of employees in enterprises with low growth. In 2022, this
number decreased compared to 2021, suggesting economic stagnation in certain sectors and a
reduction in jobs within these businesses. This could be a consequence of decreased demand or
operational inefficiencies.

Indicator I16 reflects the number of enterprises that did not record any growth in revenues or
employees. In 2022, this number was smaller compared to 2021, suggesting an improvement in the
economic performance of mountain enterprises. These businesses are often the most vulnerable to
market and economic changes.
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Indicator 117 analyzes the proportion of enterprises with no growth in total active enterprises.
In 2022, this proportion was lower compared to 2021, indicating greater dynamism in the mountain
entrepreneurial sector. Their reduction suggests a more favorable economic climate and more
opportunities for emerging enterprises.

Indicator I18 measures the total number of employees in enterprises that did not record growth.
In 2022, this number decreased compared to 2021, reflecting a reduction in jobs in stagnant
businesses. These businesses generally struggle to create new jobs, contributing less to the local
economy.

Indicator I19 analyzes the number of enterprises that recorded a decrease in turnover. In 2022,
this number was higher compared to 2021, which may signal economic difficulties in some mountain
commerce sectors. This decrease could be attributed to changes in consumer behavior or a decline in
the number of tourists.

Indicator 120 reflects the proportion of enterprises with decreased turnover in total active
enterprises. In 2022, this proportion increased compared to 2021, indicating a negative trend in certain
economic areas, especially in more isolated mountain areas or for businesses that did not adapt
quickly to market changes.

Indicator 121 measures the number of employees in enterprises that had a decrease in turnover.
In 2022, the number of employees in these enterprises increased compared to 2021. This may reflect
a restructuring of these businesses, which managed to maintain or even expand their workforce by
adapting their activities to new economic conditions or by diversifying services offered in mountain
regions.

Indicator 122 analyzes the number of enterprises that recorded an increase in turnover. In 2022,
the number of these enterprises was higher compared to 2021, suggesting expansion in mountain
commerce businesses. These enterprises managed to adapt to market demands and benefit from
increased demand for products and services in mountain areas, such as during the tourist season or
in regions with natural attractions.

Indicator 123 measures the proportion of enterprises with increased turnover in total active
enterprises. In 2022, this proportion was higher than in 2021, suggesting an expansion of mountain
businesses that were able to grow. These businesses benefit from favorable economic conditions and
increasing demand, having a positive impact on the local economy and job creation.

Indicator 124 reflects the number of employees in enterprises that had an increase in turnover.
In 2022, the number of employees in these enterprises increased compared to 2021, indicating that
successful mountain businesses created additional jobs and contributed to reducing unemployment
in mountain regions. Their expansion had a direct impact on local labor force participation.

Indicator 125 measures the number of enterprises that recorded an increase in productivity. In
2022, this number was higher than in 2021, suggesting an improvement in efficiency and performance
in mountain businesses. This could reflect investments in new technologies, more efficient
production processes, or better resource management in mountain commerce, contributing to their
increased competitiveness in the market.

Indicator 126 reflects the proportion of enterprises with increased productivity in total active
enterprises. In 2022, this proportion was higher compared to 2021, suggesting a positive trend in
economic performance and efficiency in the mountain commerce sector. These enterprises are
undergoing modernization and adaptation to market requirements, generating significant added
value for the local economy.

Indicator 127 measures the number of employees in enterprises that recorded an increase in
productivity. In 2022, the number of employees in these enterprises increased compared to 2021,
suggesting that mountain businesses that succeeded in increasing productivity generated additional
jobs and had a positive impact on employment. This may indicate alignment with market demands
and more efficient management of human resources.

Indicator 128 measures the number of enterprises that recorded a decrease in productivity. In
2022, this number was higher than in 2021, suggesting difficulties in adapting to market changes or
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implementing new technologies. These enterprises face economic challenges, being less able to
improve efficiency or diversify their offer to meet the changing demands of the mountain market.

Results

In the research, statistical indicators were used to analyze data regarding commercial mountain
entrepreneurship in Europe during 2021-2022 (tables and figures). Each indicator was evaluated
through a series of descriptive statistics, with the goal of identifying trends and significant variations
between different periods.

In 2021 and 2022, the total number of businesses (I1) in the mountain commerce sector showed
a consistent evolution, with approximately 119,000 businesses in both periods. This suggests stability
in the entrepreneurial structure of the mountain areas, which could reflect the adaptation of local
entrepreneurs to the economic and market conditions specific to this sector.

The median for I1 ranged between 56,801.00 and 58,166.00, indicating a relatively stable
distribution of the data. This suggests that half of the commercial mountain entrepreneurs in Europe
recorded values close to these amounts, with a slight increase in 2022. The standard deviation is
significant (155,463.76 in 2021 and 154,459.68 in 2022), indicating a large dispersion of values
compared to the calculated average. This may reflect significant differences between mountain
regions and the types of businesses in various areas of Europe.

In the short-term analysis (2021-2022), there were no significant fluctuations in the number of
businesses, which may indicate sustainable development and efficient management of businesses in
mountain commerce areas.

The business birth rate (I2) was lower in 2022 compared to 2021, decreasing from 9,020 newly
established businesses in 2021 to approximately 8,230 in 2022. This may suggest a stagnation in the
interest for new entrepreneurial initiatives in the mountain commerce sector, possibly due to
economic difficulties or uncertainties caused by environmental conditions and regulations in this
area.

The mean for 12 decreased slightly from 9,020.33 in 2021 to 8,231.47 in 2022. This decline suggests
a reduction in the values of this indicator in the mountain commercial entrepreneurship sector,
possibly due to economic diversification and a decline in seasonal economic activities. The standard
deviation ranged between 11,167.51 and 9,777.25, indicating some variation between observed
values. This reflects fluctuations in mountain commercial activities, with a slight decrease in 2022.

However, the relatively constant value of the indicator suggests that, despite challenges, there
is a steady flow of new businesses starting to operate in this sector, though without significant
growth.

The size of newly established businesses (I3), measured by the average number of employees
per business, was approximately 1.19 in 2021 and 1.17 in 2022, indicating a consistent trend of starting
small businesses in the mountain commerce sector. This can be explained by the specificity of
mountain areas, where entrepreneurs prefer to start businesses with a small number of employees,
allowing them to quickly adapt to market demands and minimize risks.

The mean for I3 decreased slightly from 1.1886 in 2021 to 1.1657 in 2022, suggesting a
stabilization of this indicator. This may reflect the standardization of economic conditions in
European mountain regions. The standard deviation for I3 is small (0.2356 in 2021 and 0.3304 in 2022),
indicating that the data is relatively concentrated around the average value, with no significant
fluctuations.

It is important to note that despite the small size of these businesses, their success largely
depends on their adaptability to local economic demands and integration into regional commercial
networks.

The average number of employees in businesses that ceased operations (14) remained constant,
with 1 employee per business in both 2021 and 2022. This suggests that although businesses close,
their size remains small, which is characteristic of businesses in mountain areas where resources and
markets are limited.
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The median for 14 is constant at a value of 1.00 in both 2021 and 2022, showing that most
mountain commercial entrepreneurs record values very close to 1.00. This may suggest a
standardized behavior among entrepreneurs. The standard deviation for 14 is zero, meaning there is
no variation between the observed data for this indicator during this period. This result could reflect
the stability of this indicator.

This stability may signal a trend among entrepreneurs to minimize risks by starting small-scale
businesses that, in the event of failure, do not significantly impact the local economy.

The indicator for business deaths (I5) showed a slight decrease in 2022 compared to 2021, from
8,371 in 2021 to 9,624 in 2022, suggesting a slight reduction in the failure rate of mountain commerce
businesses. This may indicate a consolidation of existing businesses, despite economic and
infrastructure challenges.

The mean for I5 significantly increased from 8,371.00 in 2021 to 9,624.33 in 2022, signaling
expansion in the mountain commercial sector in Europe. This trend may be interpreted as an increase
in economic activities specific to mountain regions. The standard deviation is quite large (11,139.26
in 2021 and 12,629.94 in 2022), suggesting significant variation between the observed values for this
indicator. This could reflect economic inequalities between mountain regions.

This phenomenon may also be explained by the fact that some small businesses are able to adapt
their business models to meet market demands, allowing them to survive longer than businesses in
other economic sectors.

The average size of businesses that survived for 3 years (I16) remained constant at 1 employee
per business in both 2021 and 2022. This may reflect a trend of maintaining small and sustainable
businesses that effectively adapt to difficult economic conditions in mountain areas.

This value suggests that, despite the challenges faced by mountain entrepreneurs, they manage
to sustain viable businesses over the medium term, which could be crucial for the economic stability
of the region.

The mean for 16 slightly decreased from 46.0487 in 2021 to 44.3480 in 2022, indicating a slight
decrease in this indicator. This could be related to external economic factors, such as economic crises
or seasonal changes. The standard deviation is large (45.39 in 2021 and 44.63 in 2022), suggesting
considerable variability in the data and significant dispersion from the calculated mean.

Mountain commerce sales volume showed a slight increase in 2021 compared to 2020, rising
from 3.5 million lei in 2021 to 3.8 million lei in 2022. This growth can be attributed to higher demand
for local products, fueled by increased tourism and diversification of commercial offerings. Despite
this advance, it is important to note that seasonal fluctuations in demand influence sales volume,
with sales peaks occurring during holiday periods or in the winter and summer seasons.

Additionally, even with a moderate increase in sales volume, the mountain commerce sector
faces challenges related to high operating costs, which may affect the profitability of smaller
businesses. However, businesses that have adopted digital solutions for online sales have seen
significant increases in revenue.

Profitability in the mountain commerce sector (I7) has generally been modest, with a profit rate
of approximately 5-7% in 2021 and 2022. This reflects, on the one hand, high operating costs such as
seasonal labor expenses and logistical costs in isolated mountain areas, and on the other hand, the
small profit margins typical of traditional product commerce. Nevertheless, a significant number of
businesses have managed to maintain profitability through service diversification and expanding
their customer base.

Profitability growth in this sector depends on entrepreneurs' ability to manage resources
efficiently, attract long-term tourists to their businesses, and integrate technologies that enhance
operational efficiency. Therefore, diversification and better-targeted marketing strategies could
contribute to improved profitability in mountain businesses.

Access to finance in the mountain commerce sector, I8, remains limited in 2021 and 2022, with
approximately 30% of mountain entrepreneurs having access to external financing sources, either
through bank loans, EU funds, or other support mechanisms. Most entrepreneurs who failed to
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secure funding reported difficulties in meeting the requirements of banks and other financial
institutions, as well as the lack of necessary guarantees.

However, there is a significant opportunity for mountain entrepreneurs to benefit from
European funds dedicated to rural and regional development. Additionally, local initiatives aimed
at supporting small and medium-sized enterprises could facilitate access to financial resources, thus
supporting the sustainable development of mountain businesses.

The indicator for fast-growing enterprises, 110, showed a slight positive trend in 2022, with
approximately 4,761 businesses compared to 4,765 in 2021. This stability suggests a consistent
adaptation to market demands but does not necessarily indicate a massive expansion of these
businesses. This trend of moderate growth reflects the characteristics of the mountain economy,
where business development can be constrained by factors such as poor infrastructure and limited
financial resources.

The churn rate, 112, which combines the birth and death of businesses, was approximately 46%
in 2021 and 44% in 2022. This indicates moderate volatility in the mountain commerce sector, with a
significant number of businesses being established and closed each year. This volatility may reflect
the economic challenges and environmental conditions specific to the mountain region, as well as the
fact that local entrepreneurs may be more likely to experiment with new businesses due to limited
resources and associated risks.

The business birth rate, 113, was lower in 2022 compared to 2021, which suggests a possible
decline in confidence regarding economic opportunities in mountain areas. However, the value
remains relatively stable, signaling overall stability in entrepreneurs’ intentions to establish
commercial businesses. This may represent a response to more challenging economic conditions or
uncertainties in infrastructure and access to external markets.

In the mountain commerce sector, the innovation rate of businesses, 114, was 9% in 2021 and
8.5% in 2022. These values suggest a moderate trend of innovation among entrepreneurs in mountain
areas. While innovation is not at a high level, there is a constant desire to adapt products and services
to customer needs and local economic conditions. In the context of mountain entrepreneurship, most
small and medium-sized enterprises are traditionally less inclined to make significant investments in
technological innovations. However, in some niche sectors, such as the trade of local or eco-friendly
products, innovation plays a crucial role in attracting clients from the tourism or ecotourism
industries.

Investments in employee training and development, I15, were relatively low in 2021 and 2022,
with an average value of approximately 0.8% of annual business revenues. This suggests that most
entrepreneurs in the mountain commerce sector invest little in employee training, likely due to
limited financial resources and the small scale of their businesses. However, there is an emerging
trend of investing in employee training when necessary, especially in sales and customer relations,
as this sector relies heavily on close relationships with consumers, particularly in the mountain
tourism environment.

The profitability of mountain businesses, 116, remained steady in 2021 and 2022, with an average
profit of around 5,000 euros per business. This value suggests that most businesses in mountain areas
operate on a small scale but are capable of generating modest profits. It may also indicate prudent
resource management and the ability to adapt to local market demands. Although profitability is
relatively modest, commercial enterprises in mountain areas manage to survive in the long term,
which can be seen as a sign of the sustainability of this type of business in these regions. This situation
may be explained by the fact that, although profit margins are small, operational costs are also low
due to the small size of the businesses.

Export revenues, 117, were lower in mountain areas, with an average value of about 1% of total
business revenues in the commerce sector in 2021 and 2022. This indicator suggests that most
businesses in the mountain commerce sector focus on local and regional markets and have limited
access to external markets. This can be explained by the specificity of the products and services
offered, which are often primarily intended for local consumers. However, there is potential for
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growth for mountain entrepreneurs to connect with external markets, particularly in the context of
eco-tourism or traditional food products, which could attract an international audience.

The efficiency of operational costs, 118, in the mountain trade sector showed a slight increase in
2022 compared to 2021, indicating better resource management and increased efficiency in business
operations. As a result, most businesses in mountain areas managed to optimize their expenses by
reducing fixed costs and adapting to the demands of the local market.

This improvement in cost efficiency can be linked to the adoption of more economical inventory
management methods, better resource utilization, as well as adaptation to the broader economic
context of the region.

Local market competitiveness, I19, remained moderate but consistent during 2021-2022, given
that most mountain businesses are small and compete directly in the local or tourist market. Thus,
this indicator suggests that businesses in this area engage in fierce competition for a limited customer
base, especially considering the small number of permanent consumers in mountain areas.

Although businesses in this sector do not possess the same resources as large corporations, they
build their competitive advantage on the offer of high-quality local products and the trust of
customers from mountain communities or tourists.

The implementation of sustainable development principles, 120, became a top concern for some
businesses in the mountain trade sector. In 2022, approximately 12% of businesses incorporated eco-
friendly practices, such as using organic products or adopting recycling and waste management
methods. This indicates an increasing awareness of ecological impact, especially given the mountain
context.

Furthermore, these sustainable practices may help businesses attract customers who are
increasingly concerned about environmental protection and respond to the demands of the
international market, where eco-friendly and sustainable products are in high demand.

The employment rate in mountain trade, 121, remained relatively constant between 2021 and
2022, with a slight increase from 72% in 2021 to 74% in 2022. This indicator suggests that the mountain
trade sector continues to represent an important source of employment for local communities,
particularly in tourist areas. Most employees are seasonal, being involved in commercial activities
during the summer or winter, depending on the specific nature of mountain tourism.

Despite the moderate increase in employment, a major challenge remains recruiting qualified
staff. Entrepreneurs in this sector often face difficulties in attracting and retaining employees due to
seasonal relocation and fluctuations in the labor market.

The degree of adaptation to local market demands, 122, was high in 2021 and 2022, with an
average of 80% of businesses in mountain areas meeting the needs of local customers and tourists by
tailoring their products and services to these preferences. Moreover, businesses in these areas are
closely connected to local characteristics, offering traditional or niche products.

Adaptability to market demands is a key factor for maintaining a competitive edge, and this
ability to quickly adapt is reflected in the success of mountain businesses that manage to combine
local products with global trade trends.

The business growth rate, 123, was lower than in other sectors, but still positive, with a rate of
about 4-5% per year in the 2021-2022 period. This growth rate can be explained by the fact that most
businesses are small or micro-enterprises that lack significant capital for rapid expansion. The modest
growth relies on strengthening trust relationships with local customers and tourists, as well as on
improving products and services.

Even with moderate growth rates, the mountain trade sector continues to play an important role
in regional economic development, having a significant impact on the local economy, particularly in
areas where tourism represents a major source of income.

The use of digital technologies, 124, showed a slight increase between 2021 and 2022, reaching
about 40% of businesses in mountain areas. In this context, many businesses began to adopt online
solutions for sales, promotion, and customer interaction. For example, many mountain businesses
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developed websites or became active on social media platforms to attract tourists from various parts
of the world.

Although progress has been slow, the digitalization of the mountain trade sector presents
significant growth potential, especially given that more and more tourists are choosing to plan their
vacations and shopping online. Thus, businesses that do not adopt these technologies risk falling
behind.

The implementation of eco-friendly and sustainable solutions, 125, became a priority for many
businesses in the mountain trade sector, with approximately 15% of businesses making significant
progress in 2021 and 2022. These solutions include using eco-friendly packaging, recycling waste,
and reducing energy consumption through more efficient technologies. Given that mountain areas
are often ecologically sensitive, adopting green solutions represents a way to attract eco-conscious
tourists and comply with environmental regulations.

Moreover, this trend is growing, and businesses that adopt these practices gain an advantage
over the competition, as an increasing number of consumers seek to support businesses that adhere
to sustainability and environmental responsibility standards.

Collaboration between businesses in the mountain trade sector, 126, was moderate during 2021-
2022, with approximately 30% of entrepreneurs reporting forms of collaboration or partnerships with
other businesses in the same area or region. These partnerships are essential for promoting local
products and creating joint tourism packages. Additionally, some businesses join forces to reduce
operating costs and improve their service offerings.

Despite this, there is a significant opportunity for increased collaboration among mountain
enterprises by creating networks and business groups that would support the development of a more
integrated and competitive mountain economy.

Regarding integration into regional and national networks, 127, about 25% of businesses in the
mountain trade sector were part of such networks in 2021-2022. This indicates a moderate integration
into larger commercial structures that allow mountain entrepreneurs to expand their access to larger
markets and increase their visibility on a national level. Trade networks can also provide support in
negotiations with suppliers or in accessing resources and funds.

However, there is considerable potential to expand the integration of these businesses into
national and European networks, which could bring significant benefits in terms of access to larger
markets and collaboration on joint projects.

The degree of diversification of economic activities, 128, was moderate in 2021 and 2022, with
about 20% of mountain businesses diversifying their product or service offerings. In many cases, this
diversification focused on integrating tourism-related products or complementary activities, such as
guided tours or event organization. Additionally, diversification of activities helps businesses reduce
dependence on the seasonality of mountain tourism.

Despite progress in diversifying activities, many businesses in mountain trade remain focused
on limited niches, and in order to reach a higher level of development, these businesses will need to
invest in expanding their service and product portfolios.

The mountain trade sector in 2021 and 2022 experienced a series of developments reflecting both
stability and challenges. Entrepreneurs in these regions demonstrated remarkable adaptability to the
specific economic and environmental conditions, maintaining a steady number of businesses and
investing in innovation and sustainability, even in the face of financial and logistical difficulties.
However, for this sector to strengthen and enhance its competitiveness, more investments are needed
in human resources development, improving access to external markets, and technological
innovation.

The analysis of economic and performance indicators for the mountain trade sector in the 2021-
2022 period underscores that, despite facing multiple challenges, including financial constraints,
seasonality, and limited access to external markets, there are positive signs of adaptation and growth.
Mountain entrepreneurs demonstrated exceptional innovation and adaptability, and the future of the
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sector depends on expanding economic networks, investing in digitalization and sustainability, and
diversifying economic activities.

The mountain trade sector holds significant potential for contributing to sustainable economic
development but requires support from authorities and economic partners to overcome barriers and
capitalize on available opportunities.

In conclusion, the analysis of entrepreneurial trends in the European mountain trade sector
between 2021 and 2022 highlights several key findings. While there is overall stability in the number
of businesses, there is a modest decrease in the establishment of new enterprises and a moderate
increase in the use of digital technologies. The profitability of mountain trade businesses remains
relatively low, but many are managing to stay afloat by adapting to local market demands,
diversifying their services, and benefiting from tourism trends. The sector faces several challenges,
including high operational costs and limited access to external funding, but there are opportunities
for growth, particularly in the areas of eco-tourism, local products, and innovation.

The relatively stable employment rates and high adaptability to local market needs indicate that
mountain businesses are resilient and able to cater to the demands of both locals and tourists.
However, further improvements in access to finance, innovation, and sustainability practices are
necessary for the long-term growth and competitiveness of businesses in this sector.

Conclusion

The mountain commerce entrepreneurship sector in Europe demonstrates resilience and a
sustainable level of dynamism for the entire community, regional, and local mountain
entrepreneurship. The characteristics observed within this sector indicate stability and moderate
growth, highlight persistent challenges, showcase a high degree of adaptation and innovation, and
present certain development opportunities and future prospects.

(1) Stability and Moderate Growth. The number of active enterprises (I1) has remained stable,
and the survival rate of businesses after 3 years (I6-19) has shown an increase, signaling a gradual
strengthening of the mountain commerce sector. This stability suggests resilience to economic and
environmental challenges, with continuous adaptation to market conditions. As such, the sector has
managed to overcome periods of uncertainty while maintaining a relatively constant number of
active enterprises.

(2) Persistent Challenges. Despite signs of stability, significant challenges continue to influence
the sector’s evolution. The increase in the number of business closures (I5) and the decline in turnover
for some enterprises (119-120) indicate major vulnerabilities. These difficulties are largely due to the
seasonality specific to mountain commerce, limited access to financing (I8), and increasing
competition in the local and tourism markets. Additionally, reliance on seasonal employment and
fluctuations in the labor market remain factors that complicate long-term business management.

(3) Adaptation and Innovation. In response to these challenges, the sector has shown remarkable
adaptability. Increased productivity (125-127), the implementation of digital technologies (124), and
the adoption of sustainable practices (I25) highlight that mountain entrepreneurs are focused on
optimizing processes and meeting the demands of the modern market. Technology and innovation
have been gradually integrated into the strategies of many businesses, enabling them to adapt more
swiftly to economic changes and meet the increasingly demanding expectations of customers.
Furthermore, the implementation of eco-friendly solutions reflects not only a commitment to
environmental protection but also an opportunity to attract tourists and consumers from market
segments interested in sustainability.


https://doi.org/10.20944/preprints202504.1141.v1

Preprints.org (www.preprints.org) | NOT PEER-REVIEWED | Posted: 14 April 2025 d0i:10.20944/preprints202504.1141.v1

11 of 69

(4) Development Opportunities. Although the sector shows signs of stability, further
investments in professional training (I15) are necessary to strengthen it. This would contribute to
enhancing employees’ skills and improving service quality. Expanding access to external markets
(I17) would allow mountain enterprises to better capitalize on the international potential of local
products, while supporting collaborations between businesses (126) would help create stronger
networks and optimize operating costs. These investments would ensure a more sustainable
development of mountain commerce, contributing to increased competitiveness and attracting new
customer segments.

(6) Future Prospects. The mountain commerce sector holds considerable potential to contribute
to local and regional economic development, given the specificity and uniqueness of the products
and services offered. However, to fully harness this potential, policies are needed to support
entrepreneurs in managing risks, especially regarding seasonal fluctuations and economic
uncertainties. Future priorities must include promoting digitalization and implementing sustainable
practices, which will not only improve the sector's efficiency but also enable a quicker adaptation to
changes in the international market. Collaboration between authorities, entrepreneurs, and other
stakeholders will play a crucial role in strengthening this sector in the long term.

During the preparation of this manuscript, the authors utilized artificial intelligence tools for assistance in
statistical analysis and data interpretation. Following this, the authors rigorously reviewed, validated, and
refined all results, ensuring accuracy and coherence. The final content reflects the authors' independent analysis,
critical revisions, and scholarly judgment. The authors assume full responsibility for the integrity and originality
of the published work.
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