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Abstract: This article discusses the differences between incentives and forms of 
farmers’ collaboration in agrarian, industrial and post-industrial economies and 
introduces collaboration examples based on the concept of a two-sided network 
as a new phenomenon appropriate for the post-industrial era. During the last 
decade the concept of a two-sided network (market) has been utilised predomi-
nantly by ICT businesses, however, the authors believe it has potential to become 
a general theoretical background for the revision of cooperative movement goals 
and means relevant to a post-industrial economy.
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Incentives and forms of farmers’ collaboration in agrarian, 
industrial and post-industrial societies 

The content, quality and intensity of collaboration all change as a result of com-
mon experiences and outcomes of the collaboration (Ploetner and Ehret, 2006). 
Research on business relationships suggests that the evolution of partnerships 
is a time-consuming process (Dwyer et al., 1987; Johnson and Selnes, 2004). 
However, the economic system has a significant influence on collaboration in-
centives and forms. Analysis of farmers’ collaboration showed that the methods 
used by agrarian and industrial societies differed. The most important economic 
resources in an agrarian society are land and labour. Farmers help each other in 
various types of agricultural work with the common aim of finishing cultivation 
work on time. Working together in sowing and harvesting of crops or in other 
agricultural work increased their collective labour productivity. In an industrial 
society, capital is the most important resource for economic development.

New incentives for the establishment or enlargement of farmers’ coopera-
tives have emerged since a certain degree of agricultural industrialization was 
reached. Small farmers were encouraged to cooperate with each other as a re-
sponse to changes that occurred on the market. Oligopoly or monopsony, with 
a large number of small farmers, but only a few or one agricultural product 
collector and processor, more frequently appeared on the market of agricultur-
al products as a result of expanded food processing companies. Oligopoly or 
monopsony also appeared more frequently on the labour market in some rural 
regions since the mechanization of agricultural production processes resulted 
in less employers being willing to employ agricultural workers. Oligopoly or 
monopsony also resulted in distortions of competition. Studies confirmed that 
these processes and other market distortions, along with increasing transac-
tional costs, were a considerable incentive for farmers to cooperate and take 
collective action (Milford, 2004; Novkovic, 2006 and 2008). A lack of capi-
tal encouraged the establishment of cooperatives as it was the most conven-
ient way of including a large number of farmers into the capital accumulation 
process. By consolidating their small physical and financial capital and estab-
lishing a formal united organization, members of the cooperative conceived 
a scale effect as market players and producers.

The rise of the post-industrial economy has created new possibilities and 
needs for joint economic activities. In the post-industrial economy the most 
essential economic resource is knowledge (this stage of the economic system 
evolution is often called “the knowledge economy”). Therefore, the collabora-
tion should be implemented in ways that lead to the creation and accumulation 
of knowledge. Thus, alongside traditional cooperatives, new forms of collabo-
ration, such as clusters, strategic alliances, networks of innovators, etc., were 
established. New forms of collaboration do not require the establishment of 
a formal organization; their management models are more flexible and more 
focused on the maximum use of knowledge. Unfortunately, cooperative stud-
ies still pay little attention to the influence of the post-industrial economy on 
the economic collaboration needs and forms. 
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A two-sided network as a key post-industrial  
collaboration model

The post-industrial society is often called a “network society”. According to 
Castells (2011), in the 21st century humanity has entered the era of network-
ing, where many functions and processes are implemented through networks. 
Networks become the main tool for management and public administration, 
which contributes to the achievement of new knowledge, exchange of infor-
mation, and experience. Networking theories ensure the smooth progress of 
these processes and results. The development of the network theory, espe-
cially the concept of the two-sided network, presents new opportunities for 
organizational forms and management of cooperative organizations. The two-
sided network (market) concept is rather novel: the first publications analys-
ing two-sided network effects in business management appeared in the first 
decade of the 21st century. A network with homogenous members is called 
a one-sided network, as opposed to a two-sided network which has two dis-
tinct groups – the so-called parties – whose respective members have different 
and sometimes contrary goals. In fact, a one-sided network can be described 
as a part of a two-sided network because two-sided networking also generates 
same-side network effects, although it concentrates on cross-side network ef-
fects (cross-side network effects mean that the strengths or weaknesses of one 
side have an impact on the growth of the other). 

A two-sided network must have a platform that creates a certain infrastructure 
and sets the rules for its cooperation to facilitate execution of transaction (Ei-
senmann et al., 2009). As in one-sided network, an important function of two-
sided network is to reduce transactional costs. According to Hagiu (2006), 
this can be implemented in two ways using two-sided platform: firstly, by 
reducing the costs of information search prior to the transaction, and secondly 
by reducing total indirect costs of transaction participants in the process of 
transaction.

Cooperative societies of the 20th century were organized as one-sided net-
works. A cooperative was usually defined as a group of homogenous members 
acting together to meet the common needs and aspirations of its members. 
This means that during the industrial stage of the economic system, the co-
operative organization traditionally joined homogenous members who were 
aiming for the same goals. 

In response to globalisation at the end of the 20th century, agricultural coop-
eratives in the United States and Western European countries were restruc-
tured, merged or started to apply new organizational models. Particular at-
tention was paid to operational changes, specifically to the extension of the 
processing and marketing process of agricultural products using cooperative 
efforts, thus obtaining greater value-added for the same amount of production 
(Cook, 1995; Ortmann and King, 2007). However, the changes were focused 
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on the accumulation of capital and as Chaddad and Cook (2004, p. 1) outline 
“alternative organizational models mainly differ in how ownership rights are 
defined and assigned to economic agents tied contractually to the firm – mem-
bers, patrons, and investors”.

In the 21st century, major shifts in dietary patterns are also occurring throughout 
the world. There are attempts by an increasing number of local food movements 
to fundamentally reform the global food system. As Marsden (1998, p. 110) 
states “Food markets are becoming more differentiated on the basis of a range 
of socially constructed food quality criteria”, resulting in the emergence of new 
quality-food markets in addition to (and superimposed on) existing anonymous 
mass food markets (Renting and Marsden, 2003, p. 393). At the time new mar-
kets are created, most attention is focused upon reconstructing the food supply 
chain, with the aim of minimising a number of chain elements that increase the 
distance between farmers and food consumers. A key characteristic of the new 
supply chain is its capacity to resocialise or respatialise food, thereby allowing 
the consumer to make new value judgments about the relative desirability of 
foods on the basis of their own knowledge, experience, or perceived imagery” 
(Renting and Marsden, 2003, p. 398). According to Woodhouse (2010) “for 
reform of the existing, large-scale “global” food system, in which much of the 
value chain of food is controlled outside agriculture itself, it would seem that 
more attention needs to focus on governance of the system, to discipline its 
drive to profit and accumulation by the effective introduction and imposition 
of social goals. As yet, steps in this direction have hinged on “consumer activ-
ism” (e.g. in “fair trade” campaigns) which have demonstrated the capacity of 
highly concentrated food marketing systems to implement broad, if incremen-
tal, change” (Woodhouse, 2010, p. 451).

Evolution does not deny the achievements of the previous period, therefore, 
one-sided networks do not lose their importance in certain functions and re-
main an important part of the economic system. However, in the post-industri-
al stage of development, objectives and methods of a one-sided network must 
be supplemented by a new important economic resource of the post-industrial 
stage – knowledge. The size and effect of networking in the post-industrial 
society depend upon the existing knowledge of network members and initia-
tives, and the ability to apply this knowledge in practice. Moreover, impor-
tance is placed on particular knowledge of the needs of consumers, illustrated 
by Ploetner and Ehret (2006, p. 5) in outlining that “collaboration between 
buyers and sellers becomes more intensive and contains new elements and 
processes that are subject to cooperation”. However, knowledge must be ap-
plied not only to the one-sided network model, but the two-sided network 
model as well. If the cooperation movement previously separated firstly farm-
ers’ cooperatives, seeking to accumulate capital in one organization, and sec-
ondly consumer cooperatives, whose purpose was to help members purchase 
necessary goods for a better price, then in the 21st century farmers and con-
sumers have to create a joint organization, utilizing the two-sided network 
model. Creation of this new type of cooperative organization is especially 
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important for small farmers as they can, as in the industrial stage of develop-
ment, become active advocates of this organizational innovation, encouraging 
collaborative efforts. 

In the next chapter, two short case studies are presented, with the aim of ex-
plaining the incentives and forms of collaboration, which provide the basis for 
an innovative collaboration approach; and main components of the two-sided 
network organizational model used for cooperation between farmers and food 
consumers. The first case study describes the two-sided network functioning 
at a regional level, and the second case presents an organizational model of 
the two-sided network established at a national level. The first network was 
established by farmers and the second by food consumers. 

The following two organizational models describe the main components of 
the two-sided network:
• Characteristics of both sides of one-sided and two-sided networks. 
• Main instruments of the network platform which creates channels for new 

product circulation between producer and consumer.
• Evidence on effects of one-sided and two-sided networks. 

Case study of the two-sided network “Vivasol”

The creation of the two-sided network “Vivasol” was initiated by an innovative 
farmer. The initiator of this two-sided network, Valdas Kavaliauskas, decided 
to escape the “rat race” lifestyle. He moved from the capital city to Darguziai 
village, situated 60 km far from Vilnius, and became a farmer. However, he 
did not want to be an ordinary small farmer and decided to raise goats and to 
produce goat milk cheeses based on French recipes.

Fresh and matured goat milk cheese was an innovative product for the 
Lithuanian market, with consumers being prepared to pay a higher price as 
compared to cheeses produced in the industrial way and imported from other 
countries. The biggest problem for Kavaliauskas was to find a market for 
these products. A small farm could not take advantage of traditional food sup-
ply channels, as in Lithuania about 90% of the food market is concentrated in 
large shopping centres which require large quantities of product. This form of 
trade requires high costs of advertising a product with the aim to make your 
product recognizable among many similar products. Kavaliauskas offered his 
innovative product to the market but traditional advertising methods were not 
sufficient to promote it. In order for consumers to purchase the new product, 
it was necessary to offer tastings to have the opportunity of talking about 
the method of production, the uniqueness of the product, and its nutritional 
characteristics.
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Characteristics of both sides (members) in this network

Valdas Kavaliauskas did not want to rely solely on random sales in the farm-
ers’ market and started to bring together consumers of his products and es-
tablished a group of “goat cheese lovers”. Food gourmets who supported the 
concept of local food and slow food became members of this group. This 
group agreed to organize weekly meetings at a particular meeting place so it 
was possible to plan production quantities and assortment in advance.

Regular communication with consumers increases the understanding of their 
needs and helps the business thrive in offering a wider range of products. 
A wider assortment of products has been proposed not by expanding their 
own production capacity, but offering other farmers of Darguziai village and 
nearby areas the opportunity of producing different kinds of cheese and coop-
erating at the sales stage. The farmers cooperate in providing their production 
to the permanent consumer group with the principle that a new farmer can be-
come a member of this network under the condition that he/she produces a dif-
ferent product than the existing members. Thus “Vivasol” can offer consum-
ers not only several types of goat milk cheese, but also a wide range of cows’ 
milk cheese produced on farms that have important features for customers: 
a fresh, natural and unique taste. In addition to dairy products, consumers can 
purchase honey, vegetable and fruit products. The network members – farm-
ers put forward another important factor – the desire to be closer to nature and 
enjoy a feeling of freedom. Most of them are former city residents, and these 
needs are effectively met by the pattern of their life in the countryside where 
they practise small farming.

This project of innovative cooperation, developed in 2008, became a two-
sided network in 2016. It consists of a network platform with basic tools and 
two types of members: 12 farmers of Darguziai village and farmers from 
neighbouring areas, and of Vilnius cheese lovers (about 400 persons) (see 
Figure 1). The members of the consumer group are open-minded and active 
in various innovative ways of cooperation, quality of food, and environment. 
A number of consumers actively participate in events organized by “Vivasol” 
as celebrations of public holidays, community volunteering, open door days 
and discussions. Consumers who are willing to learn about the farming and 
cheese-making process also have an opportunity to be invited as volunteers in 
the cooperative’s activities.

Main tools of the network platform

There are two main platform tools used by two-sided network “Vivasol”: (i) 
Cheese Farm Market – Discussion Club in one of Vilnius cafés; and (ii) the 
Cheese House in Darguziai village. They help establish a close link between 
rural and urban areas. The Cheese Farm Market every Saturday invites con-
sumers to participate not only in purchasing cheese. The cooperative “Viva-
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sol” has more general objectives. Each week in the Cheese Farm Market and 
during organised events, the members discuss possible ways of improving 
quality of living in rural areas. With this aim, the network assists the survival 
and establishment of small farms by inviting urban citizens to come to the 
village and join activities organised in rural areas, festivals, and farm work. 
Consumers have the opportunity to express their opinion on the cheese fla-
vour, recipes or make suggestions for new products they would like to pur-
chase. Therefore, the continuation of the cheese-making process has started to 
achieve producer and consumer co-production.

Many urban people are visiting the village as customers of the Cheese House 
or the participants of festivals, lectures, discussions, and farmers’ meetings 
with urban consumers, where tasting of new products and knowledge of how 
to improve recipes is provided. Rural people are also encouraged to visit the 
city, to learn about city life, the activities of urban people, and to understand 
what people distanced from the natural environment think. 

In addition, by developing activities of the network, a “cheese school” was 
established for farmers of other regions who want to start a business of cheese 
production. Here also various ferments for cheese production and equipment 
for small processors are sold. Both consumers and farmers are actively en-
gaged in Slow Market project events, when educational events and various 
festivals organized by farmers provide an opportunity for consumers to learn 
not only what they eat, but also how it becomes a product on their table, and 
why they should care about it.

This platform also serves as a distribution channel, for example, selling chees-
es at social events, in small ecological food shops in cities, etc., arranged by 
network members – consumers. 

Figure 1. Structure of two-sided network “Vivasol”.
Source: composed by authors.
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Evidence of one-sided and two-sided effects  
between members of “Vivasol” network

The network was successful in creating one-sided and two-sided effects 
among the members of “Vivasol”. At the outset, network members were suc-
cessful in creating a strong one-sided effect among the farmers focusing on 
production of cheese. When the market for these new products was created 
and the large two-sided network was functioning very effectively, two-sided 
effects increased as well. 

The farmers participating in the “Vivasol” activities receive a one-sided ef-
fect at the stage of formulating assortment of cheeses as they specialise by 
producing only particular types of products, which reduces production costs 
and achieves better use of their time and equipment. The one-sided effect is 
also received at the stage of production and logistics. As network members 
they achieve a scale effect because products produced on individual farms are 
transported and sold together.

The two-sided effect occurs as a result of the pre-order system that exists with-
in the network. As a result, transactional costs are significantly reduced for 
both farmers and consumers. Farmers who have stable buyers can collect and 
continually update their knowledge about the needs of users. Farmers com-
municating with end users without intermediaries achieve a better price for 
their cheese, resulting in higher revenues. On the other hand, consumers can 
negotiate the price with the farmer and optimize their benefits. The pre-order 
system reduces storage costs and avoids losses of unrealized production due 
to spoilage. Pre-orders, and the opportunity to cooperate with other farmers 
to deliver cheese to one specific place and quickly distribute it to consumers, 
save farmers’ time compared to the trade at the market only. In addition, farm-
ers can attend product weighing and packing operations at a time convenient 
for them, or employ others; thus making efficient use of working hours. The 
network allows long-term relationships to be established with consumers and 
to derive stable income flows, ensuring farming stability and security. 

Recently, leaders of the network have made efforts to increase the one-sided 
effect to the other side of the network – for consumers. The one-sided effect 
for consumers of cheese is a result of the opportunity to purchase exclusive 
products without preservatives, which are responsibly produced by farmers 
with similar values and worldview. Although consumers have been able to 
purchase cheese every week at the time of meetings, not all members are able 
to come at a particular time. Therefore, more places for selling cheese have 
been created, and a delivery system based on pre-orders has been developed. 
Cheese lovers also have a positive impact on these initiatives by exploiting 
their personal contacts to organize cheese tasting events, cheese sales in or-
ganic food shops, or at various leisure or work events. 
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The two-sided network of consumers and farmers  
“Village to your home” 

Creation of the two-sided network of consumers and farmers in Lithuania was 
stimulated by the increased demand of local food produced by farmers. Large 
numbers of Lithuanian people are no longer satisfied with making yes or no 
decisions on what food processing enterprises offer. However, the majority 
of the urban population in Lithuania has to accept traditional food marketing 
channels because they do not have time to find direct contacts with farmers 
and to organize the supply of fresh, locally produced products to their house-
hold. Therefore, the two-sided network of consumers and farmers was estab-
lished by consumers who aimed to create an innovative marketing instrument, 
for the convenience of organizing direct purchases; thus enabling both farmers 
and consumers to benefit from the short supply chain.

The initiative of encouraging cooperation between farmers and consumers, 
using an innovative interactive communication platform for the creation of 
a network, was initiated by researchers of the Lithuanian Institute of Agrar-
ian Economics (hereafter – Institute). The idea originated from employees 
of the Institute who had been purchasing food baskets directly from farmers 
for many years and were actively promoting such food as being aligned with 
healthy diet principles. They already had a stable network of suppliers of fresh 
and high-quality fruit and vegetables and were convinced of the benefits both 
to consumers and farmers of the supply of food products in this way. However, 
the operating system had some limitations. Firstly, employees of the Institute 
wanted to increase the range of products produced on farms, but the network 
of farmers was growing slowly, mainly as a result of random contacts. In ad-
dition, the work involved in providing a full basket of products demanded a lot 
of time. Employees were using the simplest tools of information technology 
to communicate with existing suppliers in ordering baskets of products and 
co-ordinating delivery by e-mails or phone.

Main tools of the platform

At the time of searching for more efficient ways to organize purchases and to 
communicate with farmers, researchers had the idea of applying the theory of 
a two-sided network for the creation of an interactive communication platform 
between consumers and farmers. This allowed an exchange of information 
about the supply and demand of products and the selling process to be organ-
ized in a more convenient way. The main goal of the two-sided network plat-
form was a fundamental change in the character of the relationships between 
producers and users of their products; i.e. the relationship between seller-buy-
er and the network members, interacting as service providers-customers. 

The experience of the Institute researchers has shown that the success of coop-
eration with farmers depends on the ability to organize a food basket of suffi-
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cient size for the farmer, therefore, by reducing product transportation costs per 
unit. This result was achieved by a number of consumers pre-ordering a food 
basket together. This principle was applied in the interactive communication 
platform. Initiators of the platform suggested that consumers organize them-
selves into communities, as this way of collaboration, based on the experience 
of the institute’s researchers, helped to increase the possibilities of creating 
a food basket of sufficient size for the farmer, in that it would be worthwhile for 
them to travel to the city, even from remote rural areas. This would also reduce 
the risk of products not being collected or paid for. It was expected that mem-
bers of the communities would communicate with each other not only virtually, 
but also help each other in the purchasing process. In the process of creating 
this platform, particular attention was given to community development activi-
ties, for example a communication board was designed so that any member of 
the community could initiate a purchase process, write a review for a product, 
suggest a new service provider, or propose other offers.

A simple and user-friendly tool was installed in the interactive communication 
platform for creation of an aggregate food basket for the farmer that integrated 
choices of all community members. Firstly, one of the community members 
initiates the purchase of products from a particular farmer. Secondly, each 
community member receives an email inviting them to join in the purchase. 
Based on their needs, members add information of what kind of products they 
want to purchase from the assortment offered by the farmer. Finally, all re-
quests of community members go to the common ‘shopping basket’ of this 
community and the farmer receives an email outlining the list of purchasers 
and the products they wish to purchase. At the time of initiating a purchase, 
delivery time and place are adjusted accordingly. A product evaluation system 
was integrated in the platform with the aim of preventing low quality products 
and poor service, which allows each participant to assess the quality of prod-
ucts and the delivery service.

Another benefit of the two-sided network is that farmers have the possibil-
ity of introducing their farms and products to the communication platform 
since they are selling directly from their farm, without any intermediaries. 
The platform enables farmers to continuously update information about the 
assortment and prices of products, respond to the seasonality of production, 
provide production quality certificates, react immediately to consumer orders, 
create and sustain relationships with regular consumers, and create consumer 
communities for purchasing farm products. 

Considering that the success of a network requires a certain number of mem-
bers, referred to as ‘critical mass’, it is conceived that the communication 
platform needs to operate at a national level, as Lithuania is a small country. 
The platform ‘Village to your home’ as a two-sided network represents the 
public interest and aims to encourage advanced nutrition, based on the short 
food supply chain model.
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Characteristics of both sides (members) in this network

The two-sided network “Village to your home” is a national network join-
ing communities of local food consumers and farmers of different regions 
of Lithuania. More than 300 communities participate in the network. They 
are located throughout the territory of Lithuania, however, the biggest part of 
communities has been created in major cities, where there is a tendency for 
higher income, consumers are more educated, and are interested in a healthy 
lifestyle. Communities of local food consumers are created by co-workers, 
neighbours, friends or relatives. Community development can be initiated by 
any person registered on the platform and by sending an invitation to join. 
The community can also invite friends by taking advantage of a Facebook 
account. Communities can be either open – that is, for anyone who wants to 
join – or closed; accepting new members only on the recommendation of the 
existing community members.

The other side of this two-sided network are the food producers who deliver 
food baskets to communities. The number of producers introducing their prod-
ucts to the platform has reached 200 in the past year. In addition to the farmers 
who offer products produced on their farms, other network members are ru-
ral communities and farmers’ cooperatives. Rural communities offer products 
processed from agricultural raw materials purchased from local farmers. Con-
sumers have the opportunity to purchase more than 900 different food products 
in the platform: meat, dairy products, bakery products, fish, fruit and vegetables.

Figure 2. Structure of the two-sided network “Village to your home”
Source: composed by authors.
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Evidence of one-sided and two-sided effects  
between network members 

The rapidly growing number of communities of local food consumers indi-
cates that the network has helped to create a strong one-sided effect among 
consumers. Consumers involved in the network gain the one-sided effect be-
cause of relatively lower product prices, compared to the prices of excep-
tional, fresh products in other marketing places. Products are delivered to 
the community in a convenient location at a time agreed in advance, so that 
consumers do not waste time going to a shop or a farm. Members of the com-
munity share information with each other about the taste of new products and 
provide recommendations of new products that the community can start pur-
chasing. The product quality evaluation system installed in the communica-
tion platform helps reduce the risk of a farmer providing low quality products 
to the consumer.

While farmers as members of the communication platform introduce their 
products individually, some tendencies of cooperation among producers be-
gan to emerge. Increasingly, farmers are interested in tasting or purchasing 
products produced on neighbouring farms. It is hoped that in the near future, 
the efforts of farmers in one village or region to cooperate in delivering prod-
ucts to communities will increase, allowing the one-sided effect for farmers 
participating in the network to increase as well. The platform provides an 
opportunity for farmers to develop their own territorial networks, thereby ex-
panding the assortment of products and reducing the cost of logistics.

The two-sided effect is firstly measured by the benefit for the Lithuanian na-
tional interest, in growth of the local food market. This type of effect can also 
be measured by the benefits provided to each network member. The benefit is 
initially provided by reduced transactional costs for both farmers and consum-
ers, due to their participation in the network. However, there are other benefits 
as well. The network allows farmers to establish long-term relationships with 
consumers and to derive stable farm income, ensuring farming sustainabil-
ity. Like other systems based on the pre-order principle, the platform helps 
farmers to plan production quantities and assortment of products, avoiding 
unrealized losses of production. Direct contact with consumers allows farm-
ers to collect information about their needs, provide tastings of the products, 
and provides guidance on how to adjust the production process to increase 
demand for their product. In addition, farmers communicating directly with 
end users, i.e. without intermediaries, achieve a better price for their products, 
resulting in higher revenues. Consumers also derive benefits as they are able 
to purchase products according to their needs and can negotiate price with the 
farmer, thus reducing their spending on food.
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Conclusions

The two-sided network theory is still under-developed. Cooperative organiza-
tions, willing to apply this innovative form of cooperation, create and organ-
ize their activities by using a method of trial and error. However, the analysis 
of organizational models shows that the initiators of the two-sided networks 
(farmers and consumers) had a clear understanding of the main differences be-
tween industrial and post-industrial stages. That is, the forces driving consum-
ers and their suppliers to intensified levels of collaboration, which eventually 
leads to a two-sided networking model. They wanted to establish an organi-
zational network where two sides with different goals interact with the aim of 
creating new business and consumption opportunities in a volatile environ-
ment under constant flux. Therefore, the main goals of the two-sided network 
initiators were the following:
1. To use the network for innovative product promotion in the local market.
2. To include as many elements as possible of the service economy into the 

farmers’ activities; instead of a relationship as “seller-buyer”, network 
members are seeking to interact as “service providers-consumers”.

3. To propose a means of value co-creation that brings farmers and food con-
sumers together, in order to produce an outcome of mutual value.

Another way to develop farmers’ cooperative movement is to involve more 
groups of actors as homogenous sides of the network and to organize their net-
working on the basis of multi-sided network theory. An established two-sided 
network of cooperative organizations can be developed to the three or four 
sided network by involving suppliers of agri-resources, local governments, 
NGOs, etc. with the aim to gain more network effects and chances for innova-
tion in knowledge-based post-industrial economy.

The theoretical development of the structure and design of the two(multi)- 
-sided network, based on the analysis of individual successful projects, opens 
new possibilities for cooperative movement and promotes organizational and 
product innovations in all modern economic sectors. In the opinion of the 
authors, the creation of a new type of cooperative organizations is particularly 
important to small farmers who want to sell their products to local consumers 
and thus obtain a higher added value. The farmers, as well as in the industrial 
stage of development, could become active creators and implementers of or-
ganizational innovations in the cooperative movement, reforming the existing 
large-scale “global” food system on the basis of “consumer activism”.
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