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ABSTRACT  
 
In a continuous changing environment where its major threats and opportunities derives 

from the severe competition, the ongoing biodiversity, the established competitive rivalry and 
the ‘intermediaries’ bargaining power, the agriculturally-based entrepreneurship viability 
depends mainly on its performance, flexibility, and adaptability to manage marketing 
competitive strategies and innovative practices. 

 
Taken under consideration that small producers and vendors, men and women, are 

important actors in rural and peri-urban agricultural activities, this paper aims to identify and 
propose innovative marketing practices both to promote agricultural product and to connect 
food processing/production with marketplace conditions. Based to relevant literature and 
empirical researches, we investigate the above-mentioned subject analyzing the entire 
spectrum of the food supply chain (F.S.C.).  

 
Key words: marketing of agriculture products, food supply chain, direct agricultural 
marketing, product branding  

1. Introduction: Farming in the new era – challenges and opportunities for family 
farms and collective action. 

In the postwar period, the growing demand for food led to intensive production systems and 
many small family-type farms were converted to large-scale enterprises. Eventually, food 
was shipped to Europe from all over the world. The new cultivation techniques and generally 
the evolution of technology replaced a large part of the labor force. This has also lead to the 
increase of farmland and of yields, while production costs were reduced. 
Nowadays, consumers, in western countries, choose from a variety of food at reasonable 
prices from all over the world (Pfeifer et al, 2009). However, the new model of agriculture in 
turn has created new problems and changed dramatically society’s actually expectations of 
agriculture. For some time now, it has been about more than simply meeting the objectives of 
Article 33 of the EC treaty, such as increasing productivity to ensure adequate food supplies 
at "reasonable" prices. Consumers increasingly wonder to what extent and how agriculture 
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affects the environment and their concern on the impact of food on health intensifies. Among 
these, they are willing to pay more for safe food and if they are convinced on animal health 
and well being as on controlled environmental impact (Seyfang, 2006; Saunders et al, 2006). 
Food markets are all the more identified by a new set of social criteria and farmers’ access to 
markets depends on the ability of their products to meet these criteria. 
 
Further, new challenges have emerged, such as biodiversity protection, broad-based cultural 
landscape preservation, rural development including the creation and safeguarding of jobs, 
and the notion of regional products as cultural assets. Moreover, the farming sector is also 
having to come to terms with the impact of climate change, and make due contributions to the 
storage of carbon dioxide. As a result of the global hunger crisis and the difficulties on the 
energy markets, other key remits of a locally based (i.e. regionally anchored) agricultural 
sector are increasingly coming to the fore, including food security and food sovereignty, and 
energy supply. Food security must be a basic and universal human right. While complete self-
sufficiency is not essential, the aim should be to attain the maximum possible level i.e. food 
sovereignty (EESC, 2010). 
Agricultural production frequently reflects an element of culture and regional identity, and 
foodstuffs may symbolise the distinctive historical realities of the countries and regions 
concerned. While food could in theory be imported, cultivated landscapes, biodiversity and 
the cultural dimension can only be maintained through a pro-active approach to agriculture 
run along traditional lines. These assets cannot be imported.  
The post-2013 CAP should not be driven by lowest-price, specialized production 
concentrated on specific regions and geared exclusively towards optimum economic output, 
but by the European agricultural model, which must be based on the principles of food 
sovereignty, sustainability and the real needs of farmers and consumers. Agriculture policy is, 
therefore, about more than allocating money. Farmers rightly expect to secure a fair income 
from the sale of their products on the market and as remuneration for the services they 
provide to society under the European agricultural model. (EU, 2008) 
 
Nevertheless, the assumption that farmers must either "get big or get out" is also being 
challenged by the emergence of innovative marketing competitive strategies and innovative 
practices. It is all the more argued that it is possible for innovative farmers to stay small or 
medium-sized and make a comfortable and successful living from agriculture. In that 
direction, adding value to local products, in particular by facilitating access to markets for 
small production units via collective actions is becoming increasingly important. 
More specifically, farmers, local food producers (micro-producers) and tourism organisations 
in local rural and peri urban markets are strongly encouraged by working closely together to 
develop their market position. Hence, the added value would remain and distributed mainly 
in the local community, strengthening the social fabric and fuelling capabilities to mobilize 
endogenous resources and development. The main idea of this is to develop the market 
position of the region by promoting the ‘region of pleasure’ for tourists and the ‘region of a 
series of high-quality products’.  
With input costs and market prices continuing to add pressure to farming operations, the 
ability to perform innovative marketing practices both to promote agricultural product and to 
connect food processing/production with marketplace is becoming increasingly important. 
 
Since marketing is one of the pre-requisites for income generation, this article has two major 
objectives. The first of these is to indicate some marketing aspects of agriculture production 
to other areas. The second objective is to improve marketing environment within the rural 
areas.  
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In what follows the investigation endeavour is divided into two areas of analysis. 
In the first area, i.e. of food processing & production, the paper focuses on: 

�food production cost volatility 
�product differentiation-that is, the introduction of differential features, quality, styles 

in the agricultural commodity brands as a basis for commanding a premium 
�product branding. The cornerstone of this endeavour is the product branding with 

emphasis in the name, term, symbols, special characteristics etc intending to differentiate the 
product of the end-users from those of the competitors.  
In the second area of analysis, i.e. of food distribution channels (FDC) and marketplace 
conditions, the following issues are investigated: 

�The F.D.C. should be chosen according to their efficiency and adaptability such as a 
fair value between agricultural producer price and consumer price, be able to obtaining. The 
agricultural product from ‘farm’ or ‘stable’ until it comes to the final consumer’s ‘plate’ or 
‘fork’, passes through alternatives marketing channels (from zero-level-direct marketing to 
N-level  marketing channels). The strategy is to choose that channel which minimizes the 
discrepancy between producer and consumer prices at a specified length of a channel.  

Toward this direction new techniques and institutions are proposed as far as FDS is 
concerned such as : a.) Direct marketing channels: e-shops, farmers’ market  b) Agro tourism 
and Gastronomy c) Collaborating to strengthen local and regional food systems. d) 
Community-Supported Agriculture e) contract farming.  
 
The above mentioned areas of research are briefly discussed in the following sections. 
 

2. Issues on agricultural products, food production and processing  
 
As regards markets and pricing, at least three different types of problems should be 
considered and solved:  
− increasingly volatile markets and a trend towards falling producer prices; 
A major factor determining the volume of the food production, supply and demand are the 
prevailing market prices. In line with free-market thinking, the market alone currently 
determines the key issue of who gets what share of the value chain.  
 
− the ever-growing market power of the processing and marketing sector vis-à-vis producers; 

and 
The large food retail chains and major processors demand ever more uniform, virtually 
standardised, cheap primary products. This leaves little room for regional and product 
diversity. However, the production and marketing of premium products to reflect the specific 
character of a particular region and the diversity of rural areas in the EU is a key task in 
maintaining the European agricultural model. This aspect therefore needs to be given much 
more solid support. Shortening distribution routes and giving farmers or amalgamated 
producers more direct access to consumers can help boost the competitiveness of smaller, 
more labour-intensive farms in particular. 
 
− problems in the marketing of local, regional and premium products. Specific legislation is 

in force but needs to be applied efficiently in order to benefit local and regional markets 
 
The identification of agricultural products and foods as Protected Destination Origin and 
Protected Geographical Indication on the one hand enables producers, in particular those of 
disadvantageous and remote areas, to promote products presenting special characteristics 
more easily, improving in this way their income with better prices in the market and on the 
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other hand enables consumers to buy high quality products with warranties for their 
production, processing and geographical origin. Much greater attention needs to be paid to 
geographic indications and differences in production techniques than has been the case in the 
past. These must be seen as an "intellectual property right" and protected accordingly. Such 
information can tie specific agricultural products to specific regions, so that, in other words, 
the products concerned not only have a "definite" place of origin, but also specific "quality" 
features that have become apparent over time. Thus, on the one hand it is important to have a 
clear definition of what is meant by regional products, and on the other producers should 
even opt for a stricter application and monitoring of the relevant protocols. Market 
transparency and consumer information (such as origin labelling) need to be improved and 
monitored.  
 
 3. Marketing Tools  
 
To market agricultural products successfully, there are several basic tools available to 
farmers. These include: 
 
3.1. Product policy and Product mix policy.1  
 
This includes all activities centred around the product offered and should thus be the key 
point of farmer marketing. Only a good product will ensure success. For this reason the 
product policy deals with both new and existing products.  
It is essential to the agriculturally-based entrepreneurship pursue the production of high-
quality products. This, because it represents one of the main reasons why people who buy 
agricultural products are willing to spend more money and go through the trouble of 
obtaining the products, rather than opting for goods from the supermarket. 
Compared to conventional food products, which are marketed both nationally and globally, – 
and are therefore sold in countless supermarkets – products from micro-producers offer 
several benefits such as:  
Processing 
As mentioned before, handmade workmanship is highly popular today. Consumers are 
showing great interest in traditional workmanship. For this reason it is advisable to provide 
the customers with details on the processing methods used.  
Diversity 
When shopping for food, consumers generally like to be able to choose from a wide range of 
goods. As the products are made in small amounts, micro producer have the opportunity to 
try out some unusual combinations of products. Just think of possible ways of producing 
different variations of jams or juices. This diversity will attract customers’ attention and 
potential customers, such as, those looking for exotic or authentic tastes, or people with a 
passion for cooking.  
 
Transparency 
Unlike products sold in supermarkets, micro producer products are made from resources that 
were home-grown and processed. Thus, the consumer knows what he or she is getting. This 
information is highly appreciated by customers. However, many farmers are unaware of it. 

                                                 
1 For more complete discussion of this point see :Dr. Andrea Grimm, Dr. Astin Malschinger,  
‘Agricultural product Module 2 Marketing Plan’  
Available at :  (http://www.mikromarkt.eu/pdfs/uk_modul_2_2.pdf) [Accessed Aug. 2th,2011] 
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For example, when a customer buys tomatoes that are imported from a distant country - a 
country in which different regulations on cultivation may apply – he or she has no way of 
knowing what kind of substances the tomatoes contain. In contrast, this is not the case when 
the customer buys from local farmer.  
Regionality 
Applying a regional concept for agricultural products seems sensible as farmer grow, process 
and sell them close to his farm. This presents yet another advantage compared to industrially 
manufactured goods. What is more, people are increasingly becoming aware of local 
products, a trend which farmer can profit from when promoting his products.  
“ Niche” products 
Industrially manufactured food items are only profitable for companies when a minimum 
number of units are sold. From an economic point of view, it is not worthwile to produce on a 
small scale or to make products of little demand, since it would be too costly to find 
customers for these products. Farmers can specialize in manufacturing and marketing 
products based foe example on mare’s milk or goods made from ancient grains. Thus farmer 
can meet their customers’ needs. His products may therefore not need expensive advertising 
because customers already show great interest in these goods. Simply the main concern is to 
let them know they’re there. 
 
3.2. Quality differentiation 
Most of the food products we consume are processed. This is the main reason why many 
customers appreciate home grown food products from farmers. In addition, agricultural 
products offer better quality and often use rare resources. Customers also appreciate it when 
farmers do without chemical supplements found in processed food.  
Consumers are generally willing to spend more money on products of high quality. Therefore 
farmers should always base their marketing activities on the fact that consumers buy 
agricultural products mainly for their high quality.  
However, the customer does not see quality at first glance, which means the farmer will need 
to find a way to draw attention to products’ quality. A set of pull strategies must be used: 
The most effective pull strategy to do this is through the packaging, which can also be fully 
or partly handmade. This will give to the agricultural product a further competitive edge. 
Another option would be to place signs (printed or handwritten) in local shop with 
information on the products. 
 
3.3. Communication policy 
 
This includes all decisions made on a farmers’ market communication. Again there are 
several tools available, such as billboard advertising, advertisements in local newspapers and 
direct mail, e-shop. Important decisions include the communication goal and the target group. 
The main concern of the communication strategy is: How is the contact with customers 
maintained? 
 
3.4 The image of farmers 
The image of a farmer is always reflected in his or her products. When buying from the farm 
or at farmers’ markets, customers can get to know the farmer in person – and his or her 
products. Both farmer and product image stand for fresh produce and high quality. This is 
important as many consumers lack the skills to clearly identify high-quality products à la 
Jamie Oliver (e.g. Pancakes a la Jamie Oliver) 
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3.5 Direct sales: “He knows his clients” 
As producer sells his products mainly directly from his farm or at the market, he sees his 
customers frequently and thus know why they choose to buy from him, what their favourite 
products are, what they use them for, how often they shop at his local farm store, etc.  
 
 
3.6. Sales policy. (How are the products offered and what kind of delivery service is 
provided?) 
Mainly, is targeted on how decisions are made on the channels to be used for selling the 
products to the customers and how producer wants to transport and store the products, as 
previously mentioned.  
In other words, sales policy can define the appropriate channels that connect production with 
consumption in such a way that products reach customers at a high quality with the best cost 
at the same time. 
The channels should be chosen according to their efficiency and adaptability such as a fair 
value between agricultural producer price and consumer price, be able to obtaining. The 
agricultural product from ‘farm’ or ‘stable’  until it comes to final consumer ‘plate’ or ‘fork’, 
passing through alternatives marketing channels (from zero-level-direct marketing to N-level  
marketing channels). The strategy is to choose the channel in such a way that minimizes the 
discrepancy between producer and consumer prices at a specified length of a channel.  
 
3.7. Product Quality  
Basically, product qualities derive from the following elements: Consistency (firm, powdery, 
fluid), surface quality (rough, coarse-grained, smooth), Size, Weight, Shape.  
For food products the sensory perception of smell, taste, appearance and sound have a strong 
effect on consumers when they are thinking about buying a product.  
The central elements of product quality reside in:  

• product characteristics, 
• packaging and labelling. 
• product branding  

Their combination is perceived and understood by the consumer as product quality. However, 
in practice, these elements very often do not necessarily correspond to the consumer’s 
understanding of quality. This conundrum is known in marketing as ‘the integrated effect’. 
Products have a so-named “objective” and ‘subjective’ reality.  
 

4. Enhancing the Farmers market position via collective actions: 

 
4.1 Horizontal Coordination and Vertical Integration 
 
Among others, there are two important aspects to the marketing of agricultural products. The 
first deals with the physical process that brings products from producers to consumers: the 
fundamental stages of this process are the collection, packaging, transport, processing, 
storage and lastly the retail sale of agricultural products.  
The second aspect, which is addressed here, involves the market pricing mechanism. 
Emphasis will therefore be placed on the market mechanisms that contribute to the pricing of 
agricultural products and on the way that producers can obtain acceptable prices for their 
crops. 
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Understanding the pricing mechanism according to the law of demand and supply –as it is 
above mentioned a multitude of small farmers are faced with a limited number of buyers. Ιt is 
hard for them to influence prices and they often just accept the price that is offered to them.  
Demand originates from the end users or consumers and is supplied by dealers or 
intermediaries. End user demand is influenced by product quality and price.  
 
Analysing the production cost curve behaviour, the micro producer due to the limited amount 
of output produced, is unable to hit the bottom of the U-shaped average total cost. Therefore, 
he will be obliged to offer the product to the high price segment.  
A high-price strategy can be achieved only if consumers see the micro farmer product as 
distinctly superior to the other products offered by the competitors.  
The consumers are willing to pay more for higher product quality. 
In comparison, with a low-price strategy, he needs to have a greater turnover to make a viable 
‘earned value’. The greater turnover, the greater the productions lots, the lower the average 
production cost. The fruitfulness of the low-price strategy depends on the collective actions 
among all the food distribution channels practitioners: farmers, food manufactures, 
wholesalers, retailers, dealers, customers. 
In any case the collaboration among all the agri food chain stakeholders can take the form 
either the vertical integration or the horizontal integration. 
�Vertical integration is the process in which several steps in the production and/or 
distribution of a product or service are controlled by a single company or entity, in order to 
increase that company’s or entity’s power in the marketplace. 
More specific, the main Farmers, local food producers and tourism organisations in local 
rural and peri urban markets are strongly encouraged by working closely together to develop 
their market position. 
For example, bottles makers, wine producers, wine stores, vineyards tour operators, local 
taverns and restaurants may form a vertical integration scheme which  tries to get more things 
under its reign and to gain more control over the earned value the product / service delivers.   
�Horizontal integration (also known as lateral integration) simply means a strategy to 
increase the market share by taking over a similar company. This take over / merger / buyout 
can be done in the same geography or probably in other countries to increase the reach. 
For example, a main wine store acquires (take over / merger / buyout) one or more 
competitors. 
 
4.2 Local Food systems 

 
The hallmark of local food systems is the development of direct marketing efforts (Hinrichs, 
2000). In Europe and the USA, alternative food institutions (AFIs) such as farmers’ markets, 
farm-to-school programs, local label schemes and Community Supported Agriculture (CSA) 
are central strategies of those working to develop local food systems. All of these are growing 
rapidly. For example, in the USA in 1990, the number of CSAs was estimated at 50, and has 
since grown to over 2500; the number increased by more than 500 in 2008 and another 300 in 
the first months of 2009 (Local Harvest). In 1994, there were 1755 farmers markets nation 
wide; in 2011, this number had increased to 7175 (Agricultural Marketing Service, 2011). 
Buy local campaigns are also gaining in strength and popularity. The first American “buy 
local” campaign was started in 1990 and in 2009 there were 74 buy local campaign chapters 
(FoodRoutes, 2009). Furthermore, eating locally is a central feature of the rapidly growing 
international Slow Food Movement. Yet a prevalent viewpoint within local food movements 
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is that a sustainable and equitable agri-food economy can and should be based upon a family-
farm structure (Allen and Hinrichs, 2007; Guthman et al., 2006). 
 
4.3 Community Supported Agriculture (CSA) - "food with the farmer's face on it" 
 
It is a recent institution in agriculture for sustainable and cooperative farming. The concept 
combines ecological farming with bringing the consumer closer to the farmer and the farm. 
Called "seikatsus" in Japan, this approach to agriculture describes a system of providing 
"food with the farmer's face on it". 
In a CSA organization, the farmer and a group of committed consumers share both the bounty 
and the risks of farm production (Martinez, Steve et. al., 2010). During the winter marketing 
phase, a CSA operator develops a budget, divides these costs into shares, and offers shares to 
consumers.  
Consumers purchase shares (providing financial support for the farm) and receive fresh 
produce and other products weekly from the farm (Brown and Miller, 2008). The farmer can 
then focus on production during the growing season without the added effort and stress 
required for marketing (Jeffrey K. O’Hara, 2011).   
 
4.4 AgriTourism:  “small businesses, agricultural events, and regional promotion.” 
 
Today farmers throughout Europe are increasingly offering tourist attractions. For example, 
spending a holiday on a farm has become highly popular for people living in urban areas. 
Families with children typically spend their holidays at a farm. There are three types of agri 
tourism operations: small businesses, agricultural events, and regional promotions. Local 
authorities try to promote agri-tourism activities by lumping direct-marketing methods such 
as Community Supported Agricultures, as well as farm sales of such specialty crops as 
flowers, garlic, pears etc  
Local community through agri-tourism2 initiatives must work to expand existing businesses, 
create new festivals and farm markets, and tie this all together regionally to attract visitors.  
 
4.5 Institutional Purchasing 
 
In addition, there are economic spaces that can potentially improve the efficiency of direct 
marketing, even within existing market structures. The institutional food market, which 
includes elementary schools, universities, hospitals etc., may be one of these. Institutional 
purchasing involves linking local farmers with public institutions that purchase large volumes 
of food, such as schools, university departments, hospitals, etc.. This market is growing 
rapidly, and was a $36.5 billion industry in 2011 in the USA (US Department of Agriculture - 
Economic Research Service Briefing Room 2010).  
 
 
5. Conclusions: Marketing agricultural specialities.  
 

                                                 
2 There are several types of agricultural tourism, these include: a) Family Attractions. Vacation on a farm with 
day care, playground, petting zoos, pony rides, etc., b) Active Attractions. Guests participate in harvest, e.g. 
vintage. c) Adventure Attractions. Hiking, horseback riding, mountain biking, golf, hunting, Nordic Walking, 
canoeing etc. d) Pleasure Attractions. This is a combination of different gastronomy choices, e.g. cooking 
classes, cooking with herbs, seminars on local specialities such as wine, cheese or spirits. e) Culture 
Attractions. Seminars on various customs and traditions f) Creativity Attractions. Painting, pottery or 
photography classes g) Wellness Attractions. Choice of sauna, massages, swimming pond, etc. 
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Quality is about meeting consumer expectations. The agricultural product qualities addressed 
here are the product characteristics, such as farming methods used, place of farming, etc., that 
a farmer wants to be better known and a consumer wants to know. Quality is an issue for 
every farmer and every buyer, whether they are dealing with commodities produced to 
baseline standards or with the high-end quality products in which Europe excels. 
The demands of the market are diverse and multiplying. The most significant issues in the EU 
are hygiene and food safety (a ‘non-negotiable must’), health and nutritional value, and 
societal demands. Moreover, consumers increasingly pay attention to the contribution made 
by farming on sustainability, climate change, food security and development, biodiversity, 
animal welfare, and water scarcity. It is thus, of no surprise that more and more consumers 
tend to buy products of organic farming and of fair trade or firms which have adopted eco-
friendly processes, creating a more responsible feeling socially when they consume certain 
kinds of products.   
As the pre-eminent user of land, farming is a key factor in the territorial development of 
regions, landscapes and valuable environmental areas. Last but not least, consumers with 
growing disposable income – in many parts of the world – are demanding taste, tradition and 
authenticity in their food as well as the application of higher animal welfare standards. 
Instead of seeing these demands as a burden, EU farmers have a real opportunity to turn them 
to their advantage – by delivering exactly what consumers want, clearly distinguishing their 
products in the marketplace, and gaining premiums in return. 
The alignment of innovative marketing strategies focuses on strengthening the identity of the 
product, increasing the bargaining power of producers so the added value to remain and 
distribute mainly in the local community by strengthening the social fabric and fuelling 
capabilities to mobilize endogenous resources and development.    
In applying some of the above-mentioned advantages of agricultural products, or possibly 
even combine them, the micro-producer will be promoting agricultural food specialities. This 
will differentiate his products from the mass products on the market. He will be able to avoid 
the price competition in the food retailing business and eventually achieve higher prices.  
The micro-producer, absolutely must know how strongly and in what ways his customers 
have experienced his products. Have his customers recognized the material quality of his 
products easily and unambiguously? If not, then he should take great care to improve the 
material quality of his products in this regard.  
If access to the objective qualities of his products is limited, he as a producer must make sure 
that the appearance of the product is created in an optimal way and is perceived as such by 
the buying public. 
 
In a continuous changing environment where its major threats and opportunities derives from 
the severe competition, the ongoing biodiversity, the established competitive rivalry and the 
‘intermediaries’ bargaining power, the agriculturally-based entrepreneurship viability 
depends mainly on its performance, flexibility and adaptability to managing marketing 
competitive strategies and innovative practices. Marketing is the pivot of economic 
development in rural areas. It is an essential component in income and employment 
generation in farm and non-farm sectors. 
 
In essence food may be more than agriculture but it is critically based on farmers’ ability to 
actively shape the industry’s reaction. Talking about the future of food requires thinking 
about the way we want to live and the way we want to preserve culture, diversity, health and 
quality of life across the planet. Disruption of terroir (a particular geographical area that 
includes unique ecological and societal resources and attributes), of culinary tradition and 
cultural competitive advantages are fast growing phenomena in the last couple of decades. It 
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is time for a new era based on natural-friendly physiology of taste, rooted in terroir and 
culturally diversity. But for this to happen, there is a need of active, innovative farmers ready 
to invest in building the new rural set up.  
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