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An Essay on Characteristics of Alternative Marketing

Kim, Ho

The alternative marketing can be defined a face to face regional marketing that
commodities are traded based on mutual trust and understanding which have been
accumulated through relationships formation and interaction between producers and
consumers. Essences of an alternative marketing are formation, expansion and
solidarity of relationships between producers and consumers, mutual trust and
communication, and cooperation. Based on these, it makes it’s principle to trade
regionally and shorten food mileage and psycho-social distance. For example, there
are local food direct stores, local food markets, farmer’s markets, food package
sales, CSA, local food school or public meal and so on. In alternative marketing,
the relationship among them is especially considered very important in marketing
process, not just a flow of commodities.
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Table 1. Farm distribution by scale of cultivated land

(Unit : %)
gjl°lg 0.1~0.5 | 05~1.0 | 1.0~1.5 | 1.5-2.0 | 2.0~3.0 3%""}; Total
2007 3.0 37.4 25.8 12.8 7.4 6.6 7.1 100.0
2010 2.0 38.6 24.7 12.2 7.5 6.7 8.3 100.0
2015 2.0 43.0 23.7 10.6 6.6 5.8 8.3 100.0
2016 23 44.6 23.1 10.2 6.3 5.7 7.8 100.0
Source : MAFRA.
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Fig. 1. Farm distribution changes by scale of cultivated land (ha).
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Table 2. Farmer distribution by age

(Unit : %)
Below 20 yrs. 20~49 years 50~59 years Over 60 years Total
2007 13.8 26.1 18.1 42.0 100.0
2010 132 259 19.2 41.8 100.0
2015 9.3 20.2 20.1 50.3 100.0
2016 8.6 18.8 19.5 53.1 100.0
Source : MAFRA.
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Fig. 2. Farmer distribution changes by age (years).
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Fig. 3. Ageing rate changes of farmers (%).
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Table 3. Main issues on alternative marketing

Issues

Relational values, producers-consumers trust, relationship between human and

Hansalim
nature

Alternative food-network, local food, high quality food, shortened commodity

Kim et al. (2013) .
chain, peasant

Hoe (2007) Regional marketing, localism, direct marketing, CSA

CDI (2012) Community, producer-consumer cooperation relationship, package sales, farmer's
market, sustainable production, benefit for producers

Kim (2006) Producer-consumer solidarity, alternative food system

Win-win relationship between production and consumption, shortening social

Jeong et al. (2016) . . . .
distance, trust, adequate compensation, regional distribution structure

Bae (2013) Consumers' interest, reasonable profit, producers' pricing, production plan

Local food movement, producer-consumer relationship, shortening food mileage,

Yoon (2009) . . .
trust, alternative market, regional resource use and saving

. School meal, food safety, urban-rural community, local food system, trust,
Kim et al. (2012)

interaction between producers and consumers
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Table 4. The category of alternative marketing

Item Contents
B Relationship, interaction, mutual trust, solidarity and cooperation between producers
ssences
and consumers
. Local food system; local direct sales store, farmer's market, package sales, CSA,
orms
school meal program, etc
Effect Development of regional agriculture, food safety, activation of regional economy,
ects
resource saving and environment conservation, formation of urban-rural community

* Sustainable

Development Activation of s:;:isr:zu;c: d Formation of
of regional Food safety regional envirosr"lment urban-rural
agriculture economy . community

\_ conservation L
| | | \
™ (/' Urban-rural

+ Development

exchange

market + Transparency of regional * Shortening
of production- indus%r food mileage + Formation
+ Farm income processing- y of producer-
stability distribution . * Saving oil consumer
R‘.e:}:".m relationship
* Protecting * Guarantee of within af * Reducing air .c
regional safety region o pollution oncern on
. value-added regional
agriculture -
\__ agriculture
Fig. 4. Effects of alternative marketing.
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