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The main new innovations in a traditional field 
Selling by Internet
Collective shops
New circuits and direct relations between producers 
and consumers in groups

Table: Direct marketing is more or less developed  
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Research factors : Studies, reference building
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The main explanatory factors in our case studies have been 
the innovation dynamics, the actor systems and the evolution 
of the consumption models in different European countries. 

The development of innovations can be based on at least 
three diverse patterns: 

1- Interaction between peers

2- Development supported by local policy makers

3- Development with the help of extension services

Synergies between local and rural development, and 
networking between innovative projects are essential to 
support innovation in agricultural direct marketing.

Case studies
Emergence Up-scaling
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N° farms N° direct 
marketing

% direct 
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Evolution

FR: France 660.000 102.000 15%

IT: Italy 1.600.000 600.000 37,8%

NL: The 
Netherlands

82.000 4.500 5,5%

CH: 
Switzerland

63.000 13.000 20,8%

Dimensions and dynamics of innovation in direct marketing

Characteristics of direct marketing: the 4 case studies 

The dynamics of innovation in direct marketing:
innovations remain at small scale, but have two 
ways of up-scaling

The main dimension of innovation

Recommendations to facilitate innovations: 
emergence and up-scaling are different

Conclusions and recommendations
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