Regional sustainability transitions:

Alternative Marketing
Channels
Introduction
In this cluster, the food demand connected to alternative marketing channels (AMC) is studied as a driver for the evolution
of agriculture towards increased sustainability at the regional level.
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Tourists in Santorini can visit a winery and see a
traditional ‘kanava’ (a cave dug in the volcanic soil,
which is a wine cellar) (Source: Emi Tsakalou)
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Fresh vegetable and dairy products from local producers
bought at the Pilsen farmers’ market, Czech Republic
(Source: ENVIC, o.s.)
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