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Abstract. The phenomenon of alternative food networks is becoming
increasingly important, especially in the context of changes in consumer
behavior and business sustainability. The distribution channels of some
products place a disproportionate burden on the environment. In this context,
the issue of local food production and the use of local distribution channels
are becoming increasingly important as counterbalances of international
trade processes in the context of globalization. New food-specific forms
include alternative food networks. Sustainability is a topical issue, especially
among young consumers, who are sensitive to environmental issues and like
all new things. This consumer target group will shape the future of the
current globalized world. The aim of the paper is to evaluate the general
level of awareness among young people aged 20 - 34 in the Czech Republic
about alternative forms of purchasing food and to identify knowledge of
different forms of this sale. Primary research data was used to evaluate
preferences in 2019. The total number of participants was 519 respondents.
The results show that more than half of the respondents have ever
encountered the concept of an alternative food network. Most often,
respondents said they had personal experience of selling on farm markets
and selling organic food.

1 Introduction
In the last decades, structural changes in the agri-food system took place due to globalization,
industrialization and concentration [1]. Along with globalization, a whole range of problems
appeared in connection with the state of the environment and the future of the planet.
Sustainable consumption and production are thus at the forefront of the expert and non-expert
public and producers [2]. In developed parts of the world, consumer demand is met through
global food systems. These conventional food systems are characterized by anonymity,
homogenization and standardization of their supply, and they are also associated with overconsumption and mass production [3].
From the point of view of globalization, the complex and long distribution channels of
products on the way to the consumer and his separation from the place of production of food
are perceived negatively. One of the trends in contributing to sustainable development
appears implementation of processing and distributing of production via local context. This
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contributes to strengthening the social links in the place and perception of the quality of
production [4]. Production in European Union in agri-food system is closely linked to
regional development, the environment and public health [5].
Alternative food networks (hereinafter AFN´s) are different from conventional food
systems [6] and their most important characteristics of these distribution channels are spatial
proximity between farmers and consumers and clear information about the producer, the
place of production and the production system [7]. AFN's could be counterbalance to
globalization processes in the area of food sales [8] their definition is a relatively complex
matter, as they can take various forms in terms of specific goals and forms of organization
[9]. Alternative food networks are a specific form of production, distribution and
consumption in Europe, North America and Australia [7].
Ethical principles of consumption are becoming more important in developed countries
in today's globalized world [10]. Promoting ecological consumer behavior is becoming one
of the key factors of environmental sustainability, and consumer sensitivity to social and
environmental issues is also increasing [11]. Consumers have opportunity to express their
views and attitudes when purchasing and to find an alternative way of expressing their
personal standards [12]. Today's young people in developed countries are demanding and
independent consumers because they live their lives in wellbeing [13].
The aim of the paper is to evaluate the general level of awareness among young people
aged 20 - 34 in the Czech Republic about alternative forms of purchasing food and to identify
their knowledge of different forms of this sale.
The chapter Introduction introduces theoretical framework of the issue. The chapter
Methods and Materials describes methods used in the paper and provides a description of the
sample of primary research through socio-demographic characteristics. In the chapter Results
and Discussion are presented the results, which are discussed. The most important findings
are summarized in the Conclusion chapter.

2 Methods and Materials
The theoretical framework of this article has been elaborated through the method of
document research using scientific articles.
To obtain primary data, quantitative research was carried out by questionnaire survey. Of
the total number of respondents (n = 519), were 39.9% (207) men and 60.1% (312) were
women. The respondents were young people from the Czech Republic, aged 20 - 34 years.
Age categorization of respondents was determined based on Czech Statistical Office criteria.
Individual age categories of respondents were represented as follows. The category 20-24
years included 58.4% (303), the category 25-29 years 27.3% (142) and young people aged
30-34 years contributed 14.3% (74 persons) to the total number of respondents. The research
was carried out in 2019 with the use of electronic and personal questionnaire.
The paper will be processed using the methods and tools of descriptive and inferential
statistics. A contingency table is used to test the mutual degree of association of (usually) a
pair of variables that can only take a small final number of values. In its simplest form, which
compares only binary values, this table is also called a four-field table (or 2x2). The tested
criterion is the sum of normalized differences of the marginal frequencies and their translated
values, which in the case of independency has an asymptotic distribution of χ2. The calculated
value is then compared to the critical value χ2 (α) with (r-1)(s-1) degrees of freedom, where
α = the required probability level of the test, r = number of rows of the table, s = number of
columns of the table. The potential correlation (or absence thereof) was tested by the way of
contingency tables, with an χ2 test at the 0.05 level [14, 15]. Various coefficients may be
used to measure the strength of correlation. Cramer's V was obtained, and strength of the
dependence was evaluated by Corbet [16].
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The null hypotheses that were determined and subsequently tested are summarized in the
following table (Table 1.).
Table 1. Summary of selected hypotheses.
Nr. of Hypothesis

H01
H02
H03
H04

Hypothesis

The respondent's opinion on the importance of the state of the
environment does not depend on sex.
The respondent's opinion on the importance of the state of the
environment does not depend on the respondent's age category.
The level of awareness of the concept of alternative food
networks does not depend on gender.
The level of awareness of the concept of alternative food
networks does not depend on the respondent's age category.
Source: own research, 2019

3 Results and Discussion
The results show that more than 90.0% (91.9%, 477) of the total number of respondents (n =
519) consider the state of the environment to be important. More than half of the respondents
(52.8%, 274) identified the answer “definitely yes” and 39.1% (203 persons) chose the
answer “rather yes”. The current young generation is more interested in the environment than
previous generations [17].
Less than 7.0% of respondents declared a negative attitude (6.7%, 35 persons in total, of
which 32 were “definitely no” and 3 were “rather no”). 1.3% (7) of the respondents declared
a lack of interest (“not interested” answer). These three categories were merged for statistical
testing of null hypotheses.
Table 2. Contingency table for tested hypothesis H01.
Gender of
respondent
Male

Definitely
yes
91

Rather
yes
88

Definitely No, rather no, not
interested
28

Female

183

115

14

312

Total

274

203

42

519

Total
207

Source: own research, 2019

The value of χ2 (18.67) is higher than the critical value of χ2 (5.99) by 2 degrees of
freedom at the 0.05 level. The null hypothesis can be rejected. The respondent's opinion on
the importance of the state of the environment depends on the respondent's sex. However,
the dependence measured by Cramer's V is weak (V = 0.19). The analysis of the adjusted
residues method shows that the statistically significant difference from the theoretical
frequencies at the significance level of 0.001 is manifested mainly in the positive attitudes of
women in terms of environmental interest.
The value of χ2 (6.18) is lower than the critical value of χ2 (9.49) by 4 degrees of freedom
at 0.05. The null hypothesis cannot be rejected. The respondent's opinion on the importance
of the state of the environment therefore does not depend on the age category. Environmental
status is considered most important by young people aged 20-24, with 93.7% of the positive
answers (' Definitely yes and 'rather yes') within the age category.
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Table 3. Contingency table for the tested hypothesis H02.
Age category of
respondent
20-24 years

Definitely
yes
167

Rather
yes
117

Definitely No, rather no, not
interested
19

25-29 years

68

61

13

142

30-34 years

39

25

10

74

Total

274

203

42

519

Total
303

Source: own research, 2019

Furthermore, the level of awareness and knowledge of the concept of alternative food
networks in general was examined. More than half of the respondents (57.4%, 298) stated
that they had already encountered the term in some form. However, only less than a third of
respondents (29.9%, 89 persons) were sure about that they knew the exact content of the
concept of alternative food networks. So most respondents agreed that they had heard about
the term, but did not know its exact content. Young people emphasize the health, quality and
freshness of the products they buy [18] and value of authenticity [13].
Table 4. Contingency table for tested hypothesis H03.
Gender of
respondent

Definitely yes

Rather
yes

Male

17

86

Definitely No,
rather no, not
interested
104

Female

72

123

117

312

Total

89

209

221

519

Total
207

Source: own research, 2019

The value of χ2 (20.92) is higher than the critical value of χ2 (5.99) by 2 degrees of
freedom at the 0.05 level. The null hypothesis can be rejected. The level of knowledge and
awareness of the concept of alternative food networks depends on the gender of the
respondent. The dependence measured by Cramer's V is weak (V = 0.20). Adjusted residue
analysis shows that the statistically significant difference from theoretical frequencies
(significance level 0.001) is a higher level of knowledge and awareness of the concept of
AFN's in women.
Table 5. Contingency table for tested hypothesis H04.
Age category of
respondent

Definitely yes

Rather
yes

20-24 years

36

119

Definitely No,
rather no, not
interested
148

25-29 years

34

62

46

142

30-34 years

19

28

27

74

Total

274

203

42

519

Total
303

Source: own research, 2019

The value of χ2 (19.35) is higher than the critical value of χ2 (9.49) by 4 degrees of
freedom at the 0.05 level. The null hypothesis can be rejected. The level of knowledge and
awareness of the concept of alternative food networks depends on the gender of the
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respondent. The dependence measured by Cramer's V is week (V = 0.14). Based on the
analysis of adjusted residues, it was found that young people aged 20-24 show a statistically
significantly lower knowledge of the term AFN's than other age categories.
Furthermore, the personal experiences of young people with specific forms of food sales
within alternative food networks were investigated. The summary results are summarized in
the following table (Table 6.).
Table 6. Respondents’ personal experience with any of specific forms of food sale.
Individual specific forms of sale

Absolutely

Relatively

Direct sale at farmers markets

465

89.6

Sales at farmers shops

313

60.3

Sales at “farmyards”

266

51.3

Sale with the use of pre-paid so-called “boxes”

120

23.1

Organic food sale

396

76.3

Regional specialities sale

278

53.6

Fairtrade product sale

234

62.4

Community supported agriculture

34

6.6

Community gardens

62

6.2

Source: own research, 2019

The results obtained show that most respondents have already encountered some of the
specific forms of AFN's sales. Less than 90.0% (89.6%, 465) of the total number of
respondents (n = 519) reported having personal experience of direct sales on farmers' markets
and more than three quarters (76.3%, 396) of respondents labeled 'organic food sale' .
In the Czech Republic, the phenomenon of farmers' markets shows an upward trend [19].
Approximately 60.0% (60.3%, 313) encountered sales at farmers shops. More than half
of the respondents stated that they personally met regional specialties sale (53.6%, 278) and
sales at farmyards (51.3%, 266). Sales via prepaid boxes were 23.1% (120).
These findings confirm the trend of increasing demand for organic food and domestic
products of local character [20]. In both global and local markets, there are more and more
products that appeal to consumers through their moral value [21].
The sale of Fairtrade products has a specific position in alternative food networks. This
production is grown in the countries of the global South and is transported over long distances
to the countries of the rich global North. Even in this case, however, this is an attempt to
facilitate the most direct distribution channel between the producer and the consumer. For
this reason, in the broader context, this form of sale is also included in AFN's [22]. The idea
of Fair Trade is a relatively well-known phenomenon among young people in the Czech
Republic.
Only a small number of young people experienced personal experiences with community
supported agriculture (6.6%, 34) and community gardens (6.2%, 62). In the countries of the
global North, rapid growth in interest in urban agriculture [23] can be observed, particularly
in connection with the pursuit of quality food. In the Czech Republic, the main cause of these
activities is the efforts to strengthen local communities and thus carry mainly the social
dimension [24].
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4 Conclusion
The aim of the paper is to evaluate the general level of awareness among young people aged
20 - 34 in the Czech Republic about alternative forms of purchasing food and to identify their
knowledge of different forms of this sale.
There were statistically significant differences between the responses of men and women
in the perception of environmental issues and in terms of awareness of alternative networks.
When women show a higher level of knowledge in both cases
The results show that approximately 90.0% of young people from total number of young
people (n = 519) thought that environment is important. More than half of the respondents
expressed general awareness of the concept of alternative food networks, but most of them
are not sure about the exact content of the term. In terms of individual specific forms of food
purchase, respondents most often encountered direct sales of food on farmers' markets,
organic food and Fairtrade production.
The limits of the research can be seen in the fact that the research took place only in the
territory of one state - the Czech Republic. Other suitable directions of further research
include the implementation of a similar questionnaire survey in other Member States of the
European Union.
This paper is a partial result of the research project No. 2019B0010 - Czech Social System Fraud Rate
Estimation and System Optimization Proposals, supported by the Internal Grant Agency (IGA) of
Faculty of Economics and Management, CULS Prague.
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