
Abstract
The roots of Prague modernization process and traditional custom changes of 
Prague citizens can be found at the turn of the 20th century. The city founded new 
supplying institutions, the level of supervision of food quality and hygienic 
conditions of sale increased and new forms of selling pushed through. This process 
was interrupted by World War I. After  the war ended and the new republic was 
formed, the City of Prague tried to return to pre-war traditional and reliable means of 
supplying and trade. However, only the foundation and development of Greater 
Prague encouraged the continuation and acceleration of the process of modernization 
and rationalization of city and grocery store supplying. At the same time as efforts to 
respond to the obsolescence and inflexibility of the existing  store network the 
development of new forms of commerce emerged rapidly. Modern advertising was 
experiencing a massive boom and was using a number of new technologies in 
advertising campaigns. 
These changes affected the daily lives of the people of Prague. In the period 
between the two world wars customs and stereotypes began to change slowly, and 
also the consumption patterns of the people of Prague, which reflected in the 
changing of shopping habits within the Prague store network. Prague grocers and 
grocery producers responded to these developments by changing their business 
strategies in order to reach a larger group of customers. 
The stated economic, social and cultural processes taking place in Prague 
between the two world wars formed the basis for the birth of modern entrepreneur 
elites within the grocers and grocery producers.   


