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New transitional pathways in direct marketing of fo od:
Case study on farmers' markets in the Czech Republi ¢

Lukas Zagata, Katerina Boukalova

Annotation: The paper focuses on the phenomenon farmers' msaikethe Czech Republic.
Boom of the farmers’ markets is used as an illtistnafor ongoing transition process within agro-
food regime. The paper provides information abbetihcumbent regime (based on sale of food
via large retail chain store) and the alternativiidtive and its logic. The farmer’'s markets have
developed from previous marginal activities frantgdthe alternative food networks. Using the
secondary sources and empirical material (16 igess) there is in details described the
mechanisms of anchorage that enables the initidtvgain new position in the regime. The
analysis shows that the success of the initiatae theen conditioned by several factors that have
aligned and created a stable structure in the regim
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1 Introduction

Farmers' markets are seen as being representdtihe alternative food networks (AFNS)
that have been spreading all over the Europe dret abuntries (Renting and Marsden 2003).
As such, farmers' markets form a new network oflpoers, consumers and other actors that
exemplify an alternative to the conventional modefapd production, distribution and
consumption.

The general goal of the paper is to describe homdes' markets have evolved in the Czech
Republic. This question becomes particularly irgéng if we compare the development
of the initiative with examples from other Europeasuntries. The Czech initiative clearly
differs in several aspects. The farmers' market®ldped relatively quickly (in two years
the initiative gained national scope), in fairlydi@al form (the markets are organised
in accordance with formal rules that accentuatealarnative quality of food), based
on cooperation of different actors (it is rathee thon-governmental organisations (NGOSs)
and municipalities in the role of organisers, thha agricultural producers, as the name
of the markets would suggest). In this paper, vei@e that the farmers' market in this form
represents a clear departure from the "usual bssindringing about a radical change
in the existing food supply chains. We therefor& hBew this change has occurred, what
actors and driving forces have enabled the chamtpke place and what their outcomes are.

The ongoing changes are investigated by means ef diise study method, using
the concepts of transitional studies. The study jmrt of the FP7’s FarmPath research study
(Assessment of transition pathways to sustainapteewdture and social and technological
innovation needs), whicls focused on the transitional process in the pe@o agrarian sector.
Major parts of the paper draw on the national repbthe selected case study realised in the Czech
Republic by the authors.

2 Conceptual framework and methods

2.1 Key terms of the transitional perspective

The conceptual framework for the study is basedadmansitional perspective (Darnhofer
2011; Geels 2011). This perspective stems fromewdifft theoretical backgrounds, such
as the structuration theory, innovation studies@ralutionary economics.



Regarding the overall theoretical framework of thdarmPath project,

a multi-level perspective was applied, developedGeels and Schot (Darhofer 2011: 4),
which assumes that transitions represent a noaflipeocess, resulting from simultaneous
and mutually intertwined development at three amay levels: niches (representing

innovative initiative), socio-technical regime (thacludes a set of dominating practices) and
landscape factors (long-term aspects that influehe@ges in the given field).

Niches represent the radical innovations differédrdm existing practices embodied
by the regime. Niches are created by different gsoaf actors on a typically local level.
Elzen et al. (2008) regards niches as the seedgstématic changes, including the fact that
many of these "seeds" eventually perish.

Regime represents networks of actors, rules, kraydeand infrastructure that exist on a
meso level. Regimes include relatively stable paste(cognitive routines, favourable
institutional arrangements and regulations, bindiagtracts) and their structure represents a
lock-in. Many regimes can be divided into sub-reggmelated to different fields.

Landscape factors are present on a macro leveleapdess long-term trends affecting

development processes. Geels and Schot (2010:c2éyding to Darnhofer (2011) assume

that these trends cannot be influenced in the terrg by changes in the niche or the regime.
However, landscape factors can bring about dirkahges at regime as well as niche levels.
In this way, they can fortify the existing pattemisthe regime, or create a tension within a
regime, opening a window of opportunity for the assful development of a niche.

Such a theoretical framework enables the descrniimd analysis of the transitional process
and an understanding of not only what is being ghednbut also of how the change occurs,
what has enabled the change and what are the oagcofrthe change. The framework has
been applied in the case study research of farmeaskets in the Czech Republic. The
empirical application of the main terms is presdraethe beginning of the Results section.

2.2 Methods

The study draws on the primary research that wadwaed in Winter 2011 and Spring 2012.
Data for the case study have been collected byeréift research techniques (semi-
standardised interviews with organisers of farmae’kets /INGOs, local authorities/; farmers
and policy makers). Additional empirical materialsre obtained through a document study.
Altogether, 16 interviews were conducted (5 farmersnarket organisers,
7 producers, 2 public administration bodies, 1 kdégrmant, 1 town council representative).
The relevant data were qualitatively coded (witbarel to the conceptual framework) and
analysed with the use of the NVivo software.

3 Results and Discussion

3.1 Description of the incumbent regime

Regarding the key conceptual terms, the main fafuthe study is the agro-food regime.
Food production, as the main focus of the regiraéyased on several intertwined actions —
agricultural production, processing and marketiagder which we also include marketing).
Those three areas represent the three subsystehessitidied regime (see Figure 1).

One can see that the dominant regime forms a velgtistable production vertical that
follows the same logic throughout all its subsysteffihe same holds for the alternative
vertical that stems from a specific form of agriauhl production methods, develops selected
areas of alternative food processing and continaéls a specific form of marketing and



consumption. The relations between the subsystachpassible combinations (showing how
the subsystems can be aligned) are shown in tigeasiabelow.

The dominant regime that draws on modern indusagailculture and the processing industry
is directly related to the distribution of food M@rge retail chain stores (supermarkets and
hypermarkets). This mode has been prevailing inGhech Republic since the early 1990s.
The penetration of the Czech market by transnatioogoorations was obviously related
to the fall of the communist regime in 1989. Durithg period of economic transformation
(liberalisation of prices, initiation of private &inesses, termination of state monopoly
on international trade), the existing network of gmall retail store was broken down. This
opportunity was seized by foreign businesses, whidught new forms of food marketing,
known from the developed Western European couningsthe Czech Republic.

Figure 1Agro-food regime and its structure

The historical view shows that the first supermaskas opened in summer 1991 under the
name of "Mana" by the Ahold company. Accordingtite advertisements of that time, the
store offered "smooth, fast and convenient sales€¢ambination with "good organisation,
quality control and a broad range of goods for farsinopping” (iDnes 2006). The success of
this new form was ensured, due to the fact thaerairthese aspects was present in retailing
before 1989 in the former Czechoslovakia. The nenes were extremely appealing to Czech
consumers. In 1998 the first hypermarket was opaneldhe retail sector increased its market
concentration. This process was followed with iasieg competition that later on resulted in
the market exit of some companies (e.g. CarrefadrRelvita, or the Delhainze Group). The
pace of the market concentration process can W&réited by the following figures: in 1993
the market share of the 10 largest companies wastat®, in 1999 it was one-third and
currently it is two-thirds of the retail market @& 2007: 13).

The large transnational companies (TNCs) also begafunction as important market
integrators. From the position of retailers, comearstepped "down" the production vertical
towards processing (e.g. in the meat industry). peoation between actors
in the incumbent regime was framed by industrigidoLarge stores were thus interested in
collaboration with large processing companies argd producers, who could most likely
supply their goods throughout the year in the neguguantity and quality. It was this trend
(in combination with consumer demand) that credteddominant position of the industrial



regime and that later started to shape all subsygstd the agro-food chain, leaving no room
for any alternative development (until about 2005).

Current data show that the Czech Republic is typafaa very high penetration of
hypermarkets (4 place among European countries). There are 26rmgskets per 1 million
inhabitants (268 altogether), whereas their netw@an a catchment area in which about
90% of the Czech population reside. Supermarketarés are not so dense, in comparison to
other European countries (10 large supermarketdl prillion inhabitants, and 116 smaller
supermarkets per 1 million inhabitants). Hypermtrkbave become the main place of
purchase for 43% of Czech households, supermageaténg 15% and discount stores 25%
(Incoma GfK 2011a). The vast majority of food puasks are therefore conducted in the
stores of the retail chains.

The high number of stores resulted in robust coitipetamong companies, who mostly
emphasise the low prices of their products. It appéhat the race for low prices has been
accompanied by the poor quality of products anadgssing. In recent years, the Czech media
have created several food scandals which haveasedethe sensitivity of consumers to food
quality (iDnes 2012). Due to the economic poweretdil chain stores, the high market
penetration and low price of the offered produttts,position of the dominant regime has
remained unchallenged in practice.

Moreover, the main retail chain stores in the CZeepublic have innovated their strategies
and also directed their focus on more conscientamsumers (offering organic food,
premium food brands, promotions, special labeloh@zech products and an emphasis

on freshness) (Incoma GfK 20012b). Such trendsestgginor changes in the regime as

a result of the inner tensions and exogenous pres$isat can be related to the known "quality
turn®.

In order to understand the mechanisms of the regime important to describe its guiding
principles and the institutions ruling the regirfrethe past, the activities of large retail chain
stores were relatively sparsely regulated. Theiolifgration was seen as a result
of increasing material wealth (in contrast to tleenmunist regime) and therefore they were
welcomed by the authorities and citizens. Theuatéittowards chain stores started to change
in the late 1990s. At first, criticism was articidld by the anti-globalisation movement.
With the growth of the civic society in Czechiagtd were increasingly more examples
of citizens who opposed the construction of newestoThe discussion on the sustainability
of large retail chain stores has been mostly reéldte environmental aspects and urban
planning. Questions of the impacts on agricultypedducers and processors have been
neglected.

Just recently, the Czech government started impiénge new rules to limit the powers
of retail chain stores by applying tAet on significant market power and its ab385/2009
Coll.). One of the goals of this legislature wasréaluce the pressure of the chain store
companies on processors and producers. The TNGs ¢raicised this law and lobbied
for its change. Proposals for new legislation aiteb®ing discussed.

In the past year, a debate on food quality has bpened. Comparison of Czech stores with
their foreign branches has suggested that thetgualifood sold in the Czech Republic is

lower (and at the same time more expensive) thad swold in foreign branches of the same
retailers (IHNED 2011). This finding proves thatetiNCs in the Czech Republic are
counting on the relatively low conscientiousnessCakech consumers in comparison with
other countries. This discussion has recently cho$icial authorities to step in to increase
controls in food stores. The State Food InspecAathority is currently preparing a new

information portal to present the results of itsitcol and to share this information with

consumers.



One of the key questions related to the changiggme is the sustainability of the system.
Discussion on the un-(sustainability) of the dominaegime has been supported by the
activities of the Agrarian Chamber. One can findesal notices pointing out suspicious
practices of large retail chain stores. Howevee, ¢ntire discussion is focused mainly on
economic aspects. Environmental and social issares been neglected in this issue.

The economic sustainability of the regime is relate the pressure that is put on suppliers
and producers. The Agrarian Chamber recently lodgederal complaints, saying that
retailers receive a 30% margin on food (ZR 2010). The Chamber thus proposes
to put limits on the retailer margins that are ¢andy increasing, despite the fact that
producers cannot increase their pric€$q4 2012).

3.2 Pressures from the socio-technical landscape

The agro-food regime has been faced by many diftdemdscape factors, creating tensions
or opportunities in inner parts of the regime.sltimportant to note that tensions as well as
opportunities can emerge within the incumbent regias well as within a niche (for more see
Elzen et al. 2008: 7).

1) Robust competition among retail chain storésansnational companies often use their
economic power to increase their competitive adwgst One of the implications is
the pressure put on suppliers (Nazemi 2012). Friame to time, information is published
about conflicts between stores and suppliers (lyswale or other large company, such as
Danone, Ferrero Rocher or Coca-cola). Economic pasnaften abused in price negotiations.
In order to maintain profits, suppliers are inctin® decrease prices, which is then reflected
in the product quality. Many consumers find thituation problematic, creating a tension
within the regime.

2) Quality turn. The current decrease in the quality of some fodf$stdue to economic
pressure (see above) has led to product diffeteortizand new marketing strategies for
different consumers. This approach can be seerpag af the "quality turn" that follows the
known trends from Western European countries (Z2agatl2). Consumers are starting to
recognise process-based food qualities (wherentesofrom, how it is produced, what the
impacts are of its production on the environmentjety, etc.). This attitude of consumers has
been proved by many statements by the farmers'enamganisers. This trend led to the
launch of a Facebook movement: "We want farmerskets in Prague”. The aim of this
group was to convince local authorities to fadiétthe organisation of farmers' markets.

The above-mentioned "quality turn" is also followbkg supermarkets that change their
marketing strategies and try to improve their puldhage, for example, by increasing the
offer of regional products (Incoma 2011).

3) Influence of public policiesThe activities of public administration bodies (uding state
and local authorities) have created many importgyortunities for successful anchorage
of the alternative initiative. One of them was thalogue between local politicians and the
Facebook community in 2010. The positive attitufiehe local authorities was most likely
framed by the upcoming elections in fall 2011 ameréfore the motivation of politicians to
increase their public popularity. Incidentally, tMayor of the Prague district where the
markets were organised for the first time was amedi Minister of the Environment a year
later.

The Ministry of Environment set up a grant scheme2011, which has become a key
opportunity for development of the initiative ansl @anchorage in the regime.



3.3 Description of the niche

The farmers' market is one of the oldest and mad¢spread forms of direct food marketing
(Gale 2011). However, the tradition of this form safle was significantly challenged after
1989, when the new industrial system of productiod consumption was being established.
The farmers' markets that are described here lavedrigins in the year 2009. The evolution
of the initiative has gathered a very rapid momemtwhich included a radical break in the
regime that could be explained with regard to theer tensions and opportunities that
emerged in 2010.

In 2011, there were more than 200 locations witm&s' markets. The total turnover
of farmers' markets in 2010 reached CZK 1 billiod,ain 2011, it was CZK 1,5 billion (1
euro = 25 CZK), which is still very low in companis to the financial power of the retail
chain store (see the description of the regime).

Technical and technological changes are not crémidgransition, however they provide some
important innovations in the area of (1) hygienites for selling food and (2) communication
with customers.

The niche keeps a critical stance towards food ihatoduced on an industrial basis within
the "hygienic—bureaucratic mode" with its own stamid of quality (Marsden 2006: 203). The
organisers of farmers' markets point out a new fqadlity which challenges the above-
mentioned perspective. Due to this fact, theretisng disagreement about the hygienic
framework for food sales. What prevail are the bpgi standards that are taken from
the industrial regime and applied universally.

The second factor to be considered in the teclgicdbaspect is related to communication.
The incumbent regime is based on long supply chamdsanonymous relations. In contrast to
these, the organisers of farmers' markets aregngrprovide enough information about the
market as well as about the farmers (this aspest evadent in many interviews). For this

purpose, social networks and informal word-of-mocdmmunication among customers are
often used. Most farmers publish information abdlir activities on websites. The

information provided is intended to strengthenlatr@nship of trust.

The initiative is not too large from the market+ghgerspective, but it introduces an

important leap in the minds of people. In this wiye initiative has selected the societal
aspects of the regime. Consumers have discoveeetbshe of food quality with regards to

product- and process-based qualities. There iseat gghift in the relationship between

producers and consumers, between rural and urkeas.amfhis change was enabled by a
radical departure from the previous mode of mankgtin order to anchorage the initiative, a
change in the farmers' attitudes must occur. Osgasiof the first farmers' markets related
how they needed to convince farmers to cooperdtethvem:

“Farmers did not believe that... with some difficultye got together about 35
producers who agreed to arrive. Everyone was thigkt 'OK, let’s try it and we
will see, we are not confident about its future cess'.” (organisers of the
farmers' markets)

The current situation is very different. Succes$fuimers can choose from different farmers'
markets. Organisers visit farms and invite farnmerarrive at "their" markets.

An important aspect of cooperation is the collaborabetween organisers. They often share
a list of farmers and information about them. Tim&rmal control helps to maintain the
necessary quality. It is interesting that farmelso ashare information about the market
organisers and their approaches. The most popalarsain the initiative can freely choose
with whom they want to cooperate.



Main network anchorage was based on the actiwatie¢sutsiders”, actors who originally did
not belong to the regime sector. However, they hadlose relationship to gastronomy
(conferences, competitions, exhibitions) and sofrth@m were engaged in experiments with
different AFNs and SFSC (such as box schemes, omgrsgroups, etc.). The organisation
of the farmers' market was in this way a contiraratdf the previous efforts that reflected
a (presumed) societal demand.

In the beginning, the market organisers had faalgse relationships and shared their

experience. This situation changed later on, whersector grew and competition among the
organisers increased (due to a limited number wélsle producers). This aspect is obvious
in Prague, where the market potential is very tdagt where "organisers perceive each other
as competitors and do not cooperate at all" (Prdgueers' market (FM) organisers). This

competitive relationship undermines the potentalifstitutional anchorage. Organisers from

different towns are more open to collaboration. &tbgr they have created a "black list" of

unreliable producers, which helps to ensure theketsirquality.

The main institutional actors related to the agrodf regime started to pay attention
to the initiative after the concept of the farmarsarket appeared to be successful (i.e.
in 2010). The Ministry of Environment created arportant opportunity for the proliferation
of the initiative by its grant scheme. The Ministify Agriculture (which is more influential
in the sector) initiated a discussion group amomg main organisers with the goal of
codifying the concept of farmers' markets. Partioig in the discussions told us that the
Ministry was not willing to play a more active raed, due to this, did not gain much respect
from the niche actors.

The initiative tried to challenge some of the unsat rules of food quality which are
embedded in the industrial regime. They did notsad in this. Each organiser is obliged to
have a formalised market order that must be in raecwe with the legislature of the
municipality. This document must also be approvedhe State Veterinary Office and State
Food Inspection Authority. When the initiative s¢al to grow rapidly in 2010, the Ministry
of Agriculture initiated a round-table discussioithwepresentatives of these authorities and
the organisers. The main purpose was to createlexdor farmers' markets. The Codex was
issued, but it never became obligatory for farmaratket organisers and some competing
organisers do not respect the Codex.

In 2011, the Ministry of Environment stepped in testablish a grant scheme
for NGOs and municipalities that were interestedciaating a new farmers' market. The
number of applications greatly exceeded the alemtétinds, so they needed to be increased
repeatedly till the final limit of CZK 10 millionThe requirements of the applications were
not too strict (acceptance rate was 90%). Due i® gtipport, the number of locations with
farmers' markets in the Czech Republic very quickdybled (from 100 to 200).

Another disputed point in the institutional anclggaof the initiative is the foundation
of the Association to bring together farmers' markanisers. One group of organisers
agrees with establishing an Association to become fammal representation
of the initiative. One of the main tasks of the d@ation should be the creation of a stricter
codex and certification systems for the marketguarantee the authenticity of the sellers and
producers. A specific goal of the Association shdag the promotion of the initiative and the
lobbying for changes in legislature to facilitatganisation of the markets and sales of some
products. Other groups of organisers (also veryongly are convinced that
the Association is not needed, because the cufoemial framework enables the effective
organisation of farmers' markets. These organmserslso worried that the new codification
of rules would enhance standardisation of the nmsarke&hich would then resemble the
industrial regime.



Looking at the new learning opportunities for fargjeone can see that farmers are gaining
new competencies in the methods of selling theadpce directly to consumers. Even after
the successful anchorage of the markets in theatapty, they were quite sceptical about

farmers' markets in other towns. Later they redlibat these doubts were unfounded.

Some farmers who are active in the niche still kaepouch with the regime. These
relationships are based on pragmatic (economicdorea For example, large farms still
cooperate with industrial processing companies,aptrt of their produce is intended for
their own processing on the farm and for direct kataing. On a farm with a small milk
processing facility and a very successful farmestdiey process 95% of their produce on
their own, the remaining 5% is sold to an industgeocessor, just to keep the contract
between them valid. The main advantage of direcketig for them is the fact that they do
not have to negotiate the price or conditions efshpply. Low economic power often meant
that they had not been able to succeed in negwigtvith a strong partner.

It appeared that many farmers combine differentnfoof direct marketing that they have

gradually developed. Besides farmers' markets,ightrbe a farmers' store, on-farm sales,
delivery service or restaurants. For many prodydbesfarmers' markets have become (when
they developed into new channels) a small addibatheir activities.

It clearly appears that the learning process atsuirtues on the part of the organisers. They
put a lot of effort into shaping their own concepthe market to make sure that it is a place
for purchasing and for the meeting of people, alé agea place that complies with the formal
requirements (legislative requirements).

Concerning the impacts of policies and their effemt the niche development, one can see
that there were two important opportunities. Fysiti was the fact that 2010 was an election
year, so local politicians were relatively more ope entering into dialogue with the public.
Many politicians also "promised" citizens to opearnfiers’ markets in their towns,

if elected.

Secondly, it was the grant scheme administered gy Ministry of Environment.
The financial support for the market was focusely on the opening in the year 2011. Since
these were 1-year projects, there is the questiaimedr sustainability. Exact data are not
available to show how many farmers' markets actuat being held in 2012.

Thirdly, the last important aspect of the instuil anchorage is the decision about
establishing the Association. The Ministry of Agiitire supports it, but is not actually active
in deed in setting up the Association. The maimassrelated to the Association are the
questions of financing and its competencies.

3.4 Interactions between the niche and the regime

The specific form of the farmers' market is basedhe organisers' ideas. The first farmers'
markets (concept 2010) have become an inspiratiastiter organisers, who have modified
this concept and adjusted it to local conditionsarkét organisers also have very different
views on collaboration with actors from the regime.

One group of organisers emphasises the specifitseaharkets, the renewal of tradition and
public spaces in towns, enhancing the communitye@spof the municipality, educating
people about food quality and support of local piads, as one can see from the following
extract from an interview in Pilsen:

“To us, quality food does not mean that it looke@d@nd tastes good, but we are
also interested in how it was produced and proadSséfarmers’ market
organisers)



This excerpt represents one type of organiser whows its own values, which are reflected
in the organisation of the market. Usually theseganisers are not interested
in organising markets which do not correspond whikir values (i.e. emphasising process-
based qualities of food). For them, cooperationhwéctors of the regime, such as
supermarkets, is forbidden. The farmers' marke#s tmve been opened in collaboration
with supermarkets in unsuitable sites (such asperswarket's parking lot) are what they
oppose. They see this as a threat to the initiative

Besides those, there is another group of organigdrsh utilises the positives of the
globalisation process and is more integrated ite tlominant regime. To them, the
organisation of farmers' markets together with smaekets is not seen as a problem.
Contrary to the process-based quality of food, teephasise the quality aspects related to
taste (gourmets) and new experience. Farmers' tsagke seen as a form of "business" that
can be deliberately organised. In the interviewey thresented several arguments defending
collaboration with supermarkets: convenient pureldsr consumers, easy transport, enough
space, use of cars, better infrastructure (watdredectricity) that helps to meet the hygienic
requirements. These organisers also argue that smwmms do not have suitable public spaces
and in those cases it is necessary to find a spaaed this can be even at a supermarket.
However, they admit that it is another opporturidy the retail chain store. This study was
not focused on consumer attitudes towards farmeaskets, but we could see that even this
type of farmers' market could prove popular witlstomers.

In this way, one can consider two types of actoes,hybrid actors. They include those who
enter the hybrid forum (Elzen et al. 2008) from tegime and enter into cooperation with
actors in the niche. Due to their activities, thiative is being changed, gaining a new focus
from "oppositional” alternative towards collabooati with the regime, when retail chain

stores are asking market organisers to hold a mankeheir premises. The second group
includes the actors who are originally from the heic however, who are active in

collaboration with the regime.

Hybrid actors from the regimare typically represented by the retail chain stdhat "order a
farmers' market for themselves" (interview with o&lgl Their interest stems from
the economic opportunity that the 2011 FM conceptalered. The economic potential
of the initiative doubled during the years 2010 20d1 and the retail chain stores obviously
wanted to profit from it. Representatives of th&itechain stores claimed that the farmers'
markets are so small that they do not threatem guesition. Their idea is to attract customers
who buy some fresh foodstuff on the farmers' madseat then the rest in the conventional
store. Some people are referring to this situaBsna "Macdonaldisation of the farmers'
market". This process was visible right from thgibaing of the initiative. In 2010, this was
apparent only in Prague, but later was also sehardowns.

Hybrid actors from the nichare represented by organisers who extend theaiitaeg and
who enter into collaboration with regime actorsotigh networks. The decision of a
successful market organiser in Prague, who helpedpen another farmers' market in
Moravia for a selected supermarket, represents aa ggxample of this process. This is
mentioned in the following extract:

“[...] they gave them the complete know-how, createchgrapselected farmers.
Now they continue on their own with the use of aumahthat was prepared for
them.” (farmers' market organisers)

Collaboration like this significantly helps in spoéng the initiative all over the country
(anchorage in the regime), however, the integratigdhe regime has brought about inevitable
changes to the initiative.



Different types of organisation also affect theigienn of farmers about participation. The
primary criterion for them is the question of remenHowever, some of them mentioned that
they would not participate in markets held at so@gkets, because they did not agree with
them.

Successful anchorage of the initiative is also seethe development of the new forms
of direct marketing. In particular, those producernso have been successful at farmers’
markets have discovered the potential for a sulesgcgrowth in direct marketing. These new
forms mainly include a method of farm shops to khkesosome contradictions
about farmers' markets (a shop can be open eveyyidas possible to delegate sales
activities; hygienic and other requirements canareasily be met; it is possible to cooperate
with other farmers and create a shop with a spefmtius, etc.).

The proliferation of farmers' markets (FM conced@12) has also created pressure
on the original values of the initiative. Similatly other movements, the dilemma of growth
has arisen, showing a mass growth of the initiatiale be achieved without modification of
its original values.

One of the issues is related to the question whétineign goods should be sold on farmers'
markets. Some organisers emphasise the localndhe gbods sold, allowing only products
from the Czech Republic on the markets. Other asgas argue that the markets should offer
products from any geographic region around the KZRepublic. This issue tackles the
question whether e.g. to sell sea fish. Some osgasii in order to complete the range of
products, are offering sea fish, however it mednas they must cooperate with a common
supplier who also delivers fish to retail chainreto

The proliferation of farmers' markets was followmdgreat media attention. In the first stage,
farmers' markets were positively accepted. Lateg, dpinion of the markets became more
critical. This included a few articles with a clganegative evaluation of the phenomenon.
Market organisers confirmed to us that informationthe media significantly shapes the
discussion about authenticity. There were a fewecas markets, where sellers were not
"genuine” producers, but merchants who had boughptoducts and were offering them on
the markets as their own. In the interviews, somgamisers speculated that this information
could be spread by supermarkets that want their keharshares back. Despite

the fact that media attention (positive in the bagig but, later, occasionally negative) plays
a crucial role in the development of the initiafiitas not included in the overall figure of the

anchorage process due to its complexity.

Looking at the policies and programmes which helgrexdproliferation of farmers' markets,
one can see that the initiative has been suppartathly through the state and local
administration. The success of the first farmerarkat concept in 2010 opened up a great
opportunity for future development. The Ministry Bhvironment clearly responded to this
opportunity by establishing a grant scheme for feawers' markets.

The support was drawn from the revolving fund. Thaximum contribution was CZK
150,000 (1 euro = 25 CZK) and the duration of thgget was 6 months. Projects under this
support were realised in 2011. The support wasdthbyy specific points related to healthy
lifestyles and support for new organisers (farmames not mentioned in this context). Most
projects were prepared by municipalities. Applisanbuld use the support for purchasing
technical equipment or securing the necessarystntreture).

Other support for the initiative often came frone thmunicipalities themselves. Town, city
districts and regional councils often transferreahey for starting a farmers' market in their
area. The subsidies were typically included inghpport for cultural events and/or free time.
This was obvious especially in 2010 when the edestitook place. One can assume that
political parties wanted to gain some support fituie public through this. Another (however



minor) source of support were specific foundatidosused mostly on environment-related
projects.

The initiative improves the quality of life of faers. This is related to the economic aspects
(higher profit), but also to social aspects (pwsitieedback from customers, creating new
relationships with consumers). A direct form of keting rediscovers a marketing channel
that enables a farmer to sell his produce withote tmiddle man, typical

in conventional food networks. Farmers' marketdsadecal producers and, in this way,
generate revenue for regional economies.

Overall, there is no consensus about the locadisatf the markets and their purpose.
Currently there is ongoing discussion about thénenticity of the markets: What is a real
farmers' market? Who should be selling there anatwhould they be selling? The contested
nature of this question is weakening the potemdialinstitutional anchorage. A specific result
of this situation is the fact that the actors & thitiative have not so far been able to establish
the necessary Association.

3.5 Characterisation of the emergent transition

One may distinguish different types of anchorage&lvbo-evolve to lead to a transition.

Firstly, it is technological anchorag&hich includes the "concept" of the farmers' megke
that has gradually developed over two years. Tleeess of the first markets founded a basis
for new coalitions between the actors. Organisatbrthe market has in this way been
transformed into a marketing concept that can &esterred or sold as a know-how to other
partners.

The potential for creating an alternative chanraal been growing for a long time. Before the
initiative took off in 2010, there were some exaegpbf the AFNs. This type of engagement
later created a relatively stable network of actawko, together with others created a
Facebook community entitled: "We want farmers' retgkn Prague". Representatives of this
movement entered into dialogue with the local cdur@ne can assume that the closer
cooperation with citizens was conditioned by theaming elections in fall 2010. Local
authorities decided to support the organisers mnéas’ markets in Prague (since, at that time,
it appeared to be quite an uncertain businessppeded the first farmers' markets in March
2010 (concept FM 2010). Other large cities followedy. Pilsen opened a market in May
2010. The concept appeared to be extremely suctessfe to the very high demand by
consumers.

In order to set up the market, several elementsdeteeto be aligned: organisation

of the collective action, willingness of the loalithority and an experienced network of
people who had previous experience of different AFRhe first market event was attended
by 15,000 people, with some farmers already runrong of produce by 10 am. This

experiment proved the great potential of directfamarketing. This potential could only have
been guessed at before that. The first evidences dawm Prague due to this event, which
created a real opportunity for other actors.

The opportunity was taken up by the Ministry of Eamment who launched support
for new farmers' markets all over the country. @Gis basis, a new mass model for farmers'
markets (FM concept 2011) was established. This ceyun could already use
the experience from the previous year. At this etathe institutional anchorage
of the initiative was still not too strong, becaudee Codex was not obligatory, but
the demand of consumers ensured its success. @yridie FM concept 2011 is translated
into new forms of direct marketing, such as thankens' shops. This process is supported
by a combination of network anchorage that has hmeated in a parallel way. A good



example of such a network is the Internet portad)ok, which shares information about
producers, communicates with consumers and providEsmation to farmers’ market

organisers. Nalok virtually operates as "the eyethe market" and represents a strongly
anchored element in the social dimension

Actors in the niche were in opposition to the cartianal regime. Keeping up the differences

between the alternative and industrial product W@skey to the initial success. Later, the

original concept of the markets was modified (drepEM concept 2011) and one version of

it counted on the cooperation of large retail chsiores. However, these cases are only
known in large cities. Due to the inner tensiontleé regime, people accepted the markets
even in their controversial form.

Despite the mass proliferation of the markets,rtherket share remains very low. The main
reason is that conventional marketing and consumptis so strongly anchored
in the agro-food regime that it cannot be so rapididermined. The disadvantages of the
farmers' market are higher prices, limited timenfeavork for purchases (typically once a
week) and localisation in towns or cities.

Due to the institutional anchorage, the initiativ@s gained an influential position - it has
become a partner of the Czech ministries. The dpgtortunity was linked to the round-table
discussions organised by the Ministry of AgricutuAnother set of discussions - towards
official Associations - was unsuccessful. One ca&sume that this step (institutional
anchorage) could become a safeguard for the ingiab enable it to gain a clear status in the
agro-food regime and for its goals to be clearlfmel. This step has not yet been achieved.
Current policy is indifferent to the initiative.

A very important step in the institutional ancharagas represented by the grant scheme
of the Ministry of Environment, by which new farrsemarkets were supported. Since the
support was provided by another Ministry (differ&oim the Ministry where the first network
was established), the project did not have to ecetlee previous discussion and requirements
set out by the Codex. The new markets (concept)2bilts had more lax rules, which went
hand in hand with the mainstreaming of the inwiati

4 Conclusions

The emergence of farmers' markets in the Czech lRiepsignifies the changes in the food
networks that have been observed in different aasitn Europe. The initiative as such has
resulted in four major outcomes:

1) De-routinisation. Regarding the agro-food regiene important shift in the approaches of
farmers has appeared. The FM concept has provieel ¥able. On this basis, a range of new
approaches became visible. The farmers' marketepbntas been translated into a new
network of farmers' shops (such @asky grunt/Czech basis). Successful producers fram
market have become more independent and have oftate the effort to open up new
marketing channels, such as web-shops and othes tyfpcollaboration.

2) Shift in power relations. The initiative strehghs the negotiating power of producers in
the vertical chain. Some of them have managed toidj®f them completely, some of them
have decided not to (yet). Some producers haventdke opportunity to invest in new
processing technologies (e.g. a fruit produceha Rilsen region that has newly focused on
must production and dried apples). This new pasitbproducers depends on the nature of
production, type of commodity and also the sizéheffarm. This description also sheds light
on how the links between the subsystems are created



3) Localisation. The FMs' concept and new formslicéct food marketing are disembedding
producers from transnational relations. One can afste that the concept of the FMs was
originally created in contrast to the actors of thgime, who are not authentic producers.
Some markets do not allow the sale of foreign petsjubut there is no agreement about this
rule.

4) New model of food governance. Anchorage of th#ative has been successful in the
technological and social (networking) dimensionke Tinstitutional dimension (creating a
new mechanism of coordination) has not yet beeriemetl. This is obvious from the
experience with the Association, the non-obligatoagure of the Codex, and not initiating
new financial support for the market organisershe Drganisers in Pilsen have opened a
farmers' shop and are currently starting a newdatveme combined with a web-shop.
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