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Empirical evidence on LFSs  

CONVERGE: Rethinking Globalisation in the light of 

Contractions and CONVERGEnce 

 How communities contribute to and how policies 

integrate global equity + ecological sustainability 

 

FAAN: Facilitating Alternative Agro-Food Networks 

(AAFNs): stakeholder perspectives on research needs 

 How policies and stakeholder strategies strengthen 

Local Food Systems 



Policy context 

 Constitution of Rural Hungary: Ag&RD Strategy 2020 
has opened a window of opportunity for bottom up 
initiatives  

 policies turned for support of LFSs:  exemptions and 
flexibility rules were successfully introduced favouring 
LFSs 

 EU policy drivers 
 Rural Review Issue 12 - Local Food and Short Supply Chains - July 

2012. How RDPs are contributing to the promotion of local food 
production and short supply chains. 

 Kneafsey, M et al. Short Food Supply Chains and Local Food 
Systems in the EU. A State of Play of their Socio-Economic 
Characteristics. JRC Report 25911., 6/2013 



 

Constituencies of LF networks 



 

  

Network of civic food networks 



Case study focus 

 case studies - initiated by nonfarmers 

 promote or enact sustainable food supply 

 research from 2010 within local food communities 

 mixed methods - key informants, farmer-consumer 

surveys, group discussions with local stakeholders 

 



Local Food Council, Gödöllő 

Characteristics of the locality:  

30 km NE of Budapest (suburbia) with population of 33,575;  

lost agrarian character, home for a highly mobile growing population 

 

Organisation: 

- Green civic groups: awareness raising, education, home delivery 

- Researchers: professional programs, facilitation  

- Entrepreneurs: Solier Café, engine of activities 

- Social Enterprise - local community groups, culture of voluntarism 

- Gödöllő Agribusiness Centre Public Benefit Company  

 

WGs:  

- Consumers and producers, produce and quality,  

- Communication, marketing and event organisation,  

- Public food procurement 

 

Activities: 

-  Promotion of environmentally friendly, regional, organic, vegetarian food 

- database of local food producers - match seasonal produce and local consumers’ needs 

- UFS development 



Trajectory 

 
Social-political vision:  
- healthy and sustainable lifestyle 
- facilitate direct relations of local producers and 
consumers  

- festivals, local food markets, gastronomic events and 
cookery schools 

- CSA, buying groups, local food infrastructure, 
distribution, community gardening projects 
 

Human infrastructure to reconnect producers and 

consumers, bring stakeholders to the table 

 

 



Consumer survey (2010 April) 

 Product origin is crucial (90 %) - motivations: 

healthy choice, environmental concerns, animal 

welfare 

 Concern: fair price for local products - „I cannot 

afford what I would like to eat”, „Organic prices are 

unreal” 



Science Cafe events 

 



Food festival 2010, 2011, 2013 

 



Canteen competition 2012  

 



Local farmers market 2012 

 



Taste education 



Urban food strategy 

 shape the eco-town concept adopted in 2006  

 integrate local food in urban policy and planning  

 stakeholder engagement to develop sustainable UFS 



Specificity and challenge 

 new generation of civic-led LFSs  

 complex local food agendas in urban settings  

 extended collaborative networks of producers-
consumers and stakeholders 

 organised through collective efforts, by reaction to 
unfair and unsustainable practices 

 focus on proximate, trust-based, personal relations 

 intermediary role: organisational and communicational 
skills, interface with the consumers, organising direct 
sales, shaping the regulatory context 

 

 

 



Lessons: paradoxes 

 Alternative as a notion is rejected. Positive socio-political 
visions, mainstream aspirations. Alternative values present in 
the production, procession, commerce and consumption -- 
viability is first but cultural value is more desirable 
 

 Local promotion: festivals, talks, dinners. Campaigns 
emphasize difference as benefits where vocabulary of  the 
local used (~heritage, product, community, knowledge) without 
oppositional, critical meaning 
 

 celebrates and diffuses traditional knowledge and also 
reorganises this local heritage to better satisfy consumers’ 
demand (commodification) 
 



Lessons: paradoxes 

 
 obstacles call for intermediaries: collaboration with the local 

community, develop professional skills for handling regulations, 
obtaining grants, work on translation/interfaces with consumers, 
use alternative marketing methods for reaching consumers -- 
led by urban intellectuals not farmers, entrepreneurs 
 

 Reconnections: LFSs are socially, spatially, culturally quite 
clearly delineated. Enhancing self-organisation, autonomy but 
at the same time shaping new inequalities (markets, consumers) 
 

 Post-socialist contexts: difficulties of rebuilding cooperative 

strategies, despite favorable institutional context, 

marginalization of the initiatives 
 

 



Researcher critical role 

 huge variability and only a few systematic review, 
quantifiable evidence 

 facilitate translation process and knowledge sharing: 
cooperation of actors (producers, consumers, manufacturers, 
importeurs, retailers, politicians)  

 identify and bridge to intermediaries who define standards 
(criteria, advertising, logos, labels, trademarks) 

 combine and integrate local-lay + expert-scientific; 
legal+production+management+commerce 

 facilitate bids for state or community support 
 explore consumers’ willingness and the role of food 

champions 
 create new knowledge: generalizable ‘toolbox’ methodology 
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