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Programme of the training

1) SFSCvs direct selling

2)  What shall | know about my territory?
3) Accessible value chains

4)  Who are the consumers of my SFSC?
5)  Producers and their products

6) How to open new dimesion in local food system?
1)  Defening the main objectives

2) Engagement of farmers
3) Selection of farmers and products (criterai)



Why must we
do?

GOOD PRACTICES FROM MY
EXPERIENCES




1. Direct selling vs SFSC
A little repetition

What is it? Please underline the correct answer

1. SFSC vs. direct selling
2. SFSC vs. direct selling
3. SFSC vs. direct selling
4. SFSC vs. direct selling
5. SFSC vs. direct selling



day programme (IT)

. Farm shop and open-

1



2. Biarritz farmers’ market (FR)



3. Boxes for companies (FR Toulouse-Airbus Aviation Company)




4. Breakfast with shop (AT)



5. Food processing together with consumers from farmers’ fresh
products (FR)
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2. What shall | know about my territory?




@ Geographical indicators

@ 1l Socio-demographic indicators

Territory @l Indicators of agricultural activity

@ Indicators of agrifood activity

@)

Indicators of distribution activity and consumption trends

Geographical reading

Socio-demographic reading

Agricultural activity
Agri-food activity
Distribution activity

Sub-trees

Source: ECOSYAL project, 2013.




SEGIRA - typology of NUTS 3 regions of the European Union

1. “Large European Cities”

2. “Semi-urban areas with land use pressure”

3. “Cities not aggregated with their surroundings”

4. “Balanced rural areas with declining manufacturing sector”
6. “Coastal and mountain areas”

7. “Eastern periphery — agriculturally dominated”
excluded region with strong agricultural dependence
excluded region with weak agricultural dependence
Excluded region with strong agricultural dependence with high environmental values
Developing region with strong agricultural dependence
Developing region with weak agricultural dependence

Developing region with strong agricultural dependence with high environmental values
8. "Strong" rural regions
9. “Central and North European industrial regions”
10.:“Rural Regions with significant Industry”
12. “Eastern periphery — industrialized”

13. “Rural areas with strong rural development”

1. Nagy eurdpai varosok

2. Varosi atmeneti térségek erds tajhasznalattal (Kecskemét)

3. Varosok és t6lik teljesen eltérd vidéki térségek (pl.: Héviz)

4. Kiegyensulyozott vidéki térségek hanyatlé iparral (Lago Como kornyéke)
6. Tengerparti és hegyvidéki térségek

7. Keleti periféria agrardominanciaval
Leszakado térség erds agrar figgbséggel
Leszakado térség gyenge agrar fligg6séggel
Leszakado térség erds agrar fligg6séggel, jelentGs kornyezeti értékekkel
Fejlédd térség erds agrar fliggbséggel
Fejlodd térség gyenge agrar figgbséggel

Fejlédd térség erBs agrar fuggGséggel, jelentGs kornyezeti értékekkel
8. Erds, fejlédé vidéki térség (féleg az j tagallamokban
9. Ipari régidk (Kdzép- és Eszak-Eurdpa)
10. Vidéki régiok jelentds iparral

12. (Kelelti periféria) iparosodott vidékkel

13. Vidéki térségek erés vidékfejlesztéssel (Toszkan vidék, szlovén alpesi tajak, Ausztria

agrarturizmus



Territorial value - TRADI-OVATION

“*Territory

“*Rural

“*Areas

“Development (through) These are the main components with which
“*Innovation the innovative process can be structured

*»QOrgaization . .. .
& Question: how is it possible to turn the words

to practical action as a new model of
“Agri-food systems territories management and promotion

“*Technology (user-friendly)

“*Valorization

“*ICT (sharing)
“*Online

“*Networking




3. Identify the accessible value e
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Characterestic of a good SFSC
(site selection criteria)

Pedestrian oriented Acces to near-by major roadway (DRIVE)
Community oriented Access for farmer’s vehicles

Variety of vendors Location visible and identifiable

Local flavor Easy to find

Ample farmers with plentiful supply Clean and attractive location

Easy destination for customer to get to Solid waste disposal

Simple parking Restroom for the public




Collection of CSA baskets
At the farm : f Picking'

\ At the farm

Markets (producer, open-air)

Collective point of sale

Collection point (CSA, baskét)

/ Internet (producer direct)
(
—
N

~ Direct sale (by producer) Sales t
ales tour

Company comittee

\ Out of the farm

Fairs and trade shows

Roadside

Short distribution
channels

|

\ Home delivery

\ Producer’s shop

Drive through farm shop

T

Grocery truck

Through restaurants (traditional, collective)

Drive-through farm shop

Indirect sale (through Grocery truck

intermediary)

Internet (pure play/distributors)

Shop direct (superstore/hypermarket, retailer)

National wholesale market (producers’ floor)

Sale of baskets or boxes: through association or cooperative intermediary




4. Who are the consumers of my SFSC?

Improving demand for strong farmers-consumers Who will be my consumer at local level:

relationship tourists? National or international
Citizens look for reliable products Inhabitants rural or town?

But just 7 % of the Hungarian people Transit traffic?

~

Household with higher income
A\

Higher education
level

7o
/O(AKI)

Szabé D., 2017.



Consumer
trends

Local labels
Healthy food
Hyper-local food:

In the UK and many other countries
now, there is a growing trend for
dishes created with ingredients
sourced within walking distance.

Fermented food
Smart shopping
Home delivery innovation

Sustainability spotlighted

Foodnavigator, 2018



5. Producers and their products

Zalanka, 2018.

Helyi termelok,
helyi termékek
a rendezvényeken

Kisokos kistermeldknek

és rendezvényszervezdknek

Orientation technico-économique de la commune
Céréales et oléoprotéagineux B Viticulture
Autres grandes cultures B Fruits et autres cultures permanentes
I Légumes et champignons
Fleurs et horticulture diverse

Il Bovins lait
I Bovins viande
Bovins mixtes
I Ovins, caprins
Polyélevage d'hervibores

Il Aviculture
Autre polyéievage
Polyculture dominante

I Polyélevage dominant
Polyculture et polyélevage

[7>, Exploitations non classées

[] Sans exploitation

Source : Agreste - Racensemeant agncole 2010
GEOFLAR Copysght « XON - Puss - 2010 » Ragroduchon infeedin

INRA, 2014.



Defening the Engagement of
main objectives farmers

How to open
new dimesion
in local food

system? :
Y ldentify a market Q- ction of
farmers and

manager products (criterai)




A market/SFSCs’ manager is responsable for:

lité » Grand Sud > Tam ot Gaesaine » Momtauha

_ _ ; cet” Jean-Louis Denegre 22 ans de presud'ence
Actlng as main contact person ot ,market Association des producteurs des marchés de détail

Overseeing day-to-day market operations
Collecting user fees

Obtaining proper permits and insurance
Enforcing rules and regulations
Recruiting farmers

Controlling farmers and product mix

Handling complaints and disputes o oo “:_.:i{.‘.' ety e sl g
Working with markets'/SFSCs’ boare s S R e
E Sta bl iS h i n g St rO n g CO m m U n ity CO nta CtS :‘3:':‘:(':|.’oruldom de 'association depuis 22 ans maintenant. Comment a debuts cette

Check with local authority for required permits and rules

,After hard work from the beginning (from 2004) on the quality, tracability, today our farmers’ market has found its idintity and it has become
aknowledged by our consumers.”



ldentify and recruit farmers

1. What is your main objective?

Solidarity, profitability, competitiveness....?

Local economic development

Local food system establishement

2. step: Attendance

Which products (raw materials, processed food) — which producers?
... what if two meat producers work together?

Distance from market place (in Hungary 52/2010 decree, 852/2014 EU regulation)

3. step Mobilyzing farmers for collaboration

Not an easy task in our region

Meetings 3-4 times and possibilities for discussion

Show good practices

It’s a psychological, historical question B

What do you propose for farmers? }

b
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DIRECT FROM FARMERS
o Seasonal Fruits & Veggies

o Milk, Cream & Yoghun

o Eggs, Cheese & Tolu

s Meat, Wild & Fish

* Bread, Pasta & Noodles
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L0 tareners, 640 tamsly @ restaucan!

HEALTHY - NATURAL - ORGANIC

FoodMub by sctively manages the aggtegation, jwo-

% packaging-labeling heting and sales of
somce-identified food products fram local farmers
wod distribute for wban farmer markets, online snd
for conventional food retatlers and restausants

Value
proposition by
Foodhub




o

= WEOHLIN

4. step: Requirements

Check required permits and rules
with all the farmers -

Check equipments and utensils
require proper sanitation

Check packaging and labeling

Own product?




Charte for engagement

ﬁ 2 - Compte-rendu NOS
de visite d’agrément positive |
‘ = . PRODUCTEURS

& Lettretype 5“?6""9

Gt o . FERMIERS

La commission d'agrément qui s'est déplacée sur votre farme le J)/MM/AAAA, 3 émisun ’ -
avis favorable 3 votre demande d'adhésion dans le réseau “Slenvenue 2 la Ferme” pour s e n g a g e n t a
votre/vos activité/s de

Pour nous confirmer votre agrément, nous vous remercions de nous retourner la charte

éthique ainsi que le/s cahier/s des charges signéds. RQSDEC[QT leu‘. tefFOll'.

Par votre adhésion au réseau “Bi 3 la ferme®, vous vous engagez a:

informer le relals de tous d\a\n_mnu qul ont une iIncidence sur les prestation CU ltivef leU f tel’re '
valoriser la marque "Bi; eala hrmo'.', ten app lelogo sur vos 7
N s pap e _Produire et élever sur leur ferme,

souscrire une assurance couvrant tous les risques (responsabilité civile, sccident du

o) y L Transformer leur production,

se conformer aux textes législatifs et régl es en vigueur v
Commercialiser en direct leurs
produits

Accueillir sur leur ferme,

Conseiller et prendre plaisir a
présenter le fruit de leur travail.

étre actif dans la vie du réseau en participant auxrd et animati ' | e

- Approach of small farmer el oy oo A
- Engagement social '

. Votre adhésion vous permet de paraitre w.ur I site Imvnnmhjmxmm:h
- E n ga ge m e nt et h I Ca | :Iounrouv:::'n,“: “"‘"'“ ;w‘of'l‘:'”"'."_'k:,:::"b;.vi‘:?;ommnndodn outils de

d.

pour mettre an valeur

promotion “Bienvenue 3 la Ferme” 1 n'hé pasdenc

- N etWO rki n g votre appartenante au réseau.
_ Pa rti Ci p at i 0 n at e d u Catio n Je vous prie d'agrder, Modame, Monsieur, |'expression de mes meilloures salutations.
- Practice agro-ecology

Le Président,
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Hvala na pozornosti!




