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The economic and marketing importance of local food

products in the business policy of a Hungarian food retail chain
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3. Results and discussion

We found, that the sales percentage of local produced products is higher in those categories, where the production
is less complicated and the role of the complex marketing is less important. In those categories, where professional
marketing tools (etc. trade marketing elements) or complicated production procedures are required, the existing
manufacturers can keep their positions (Hajdu 2011, Lakner 1998).

As different approaches of local food we found the following describing attributes:

- geographical distance between the place of the production and the end consumer

- production methods, that relate to environmental sustainability, e.g. reduce use of synthetic
chemicals and energy-based fertilizers, are environmentally friendly, and limit chemical and pesticide
residue on food

- the food producer itself: the personality and ethics of the grower, the attractiveness of the farm and
the landscape

- a farm with strong social connection with its surrounded environment

- Local food can be also a part of a short food retail chain (SFRC), as the offer of the producer and
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