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Shopping for Green Food in
Globalizing Supermarkets:
Sustainability at the
Consumption Junction

Peter Qosterveer, Julia S. Guivant

INTRODUCTION

As the market for sustainable (or ‘green’) food
expanded worldwide in the 1990s, supermarkets
took up dominant roles as channels for its com-
mercialization. Alternative natural food and gro-
cery stores and farmers’ markets were forced to
assume a sccondary role. Countries where most
organic products are sold via supermarket chains
tend to be the countries where the organic market
shares are the highest as well (Willer and Yussefi,
2004). And although the organic food movement
in Europe dates back more than fifty years, it is
only since the 1990s that organic foods are achiev-
ing mainstream status largely through these super-
market sales (Van der Grijp and den Hond, 1999).

Supermarket retailers thus have become key
players and their strategies and goals can be said

10.be-of crucial-and-evenfurtherinereasing Mapor——--

tance with respect to the future provisioning of
green food products worldwide. But, although
supermarkets are playing a-growing role-in -our
daily lives as consumers, academic research on its
social, economic and political implications are
still incipient. Environmental and rural sociology,
as Marsden ef al. (2000) observed, have left
important issues such as analyzing new trends in
food provisioning, including the relationship

and Gert Spaargaren

between changing consumer -demands for ethi-
cally and environmentally aceeptable products,
the responses from companics through new
products and new information and marketing
approaches, to environmental economists and
marketing specialists.

This chapter aims at filling this omission and
contributing to the analysis of the roles played by
supermarkets from the perspective of sustainability
transitions in the food sector. We use the
plural to refer to transitions as we consider thesy
not being one essential trajectory, because the poysi-
bilities for new developments are open und
involve a complex set of issues, especially when
levels beyond the individual nation-state or region
within the global network society are included,
We start by introducing a theoretical and discipli-
nary outlook for understanding the emerging socl

wetaktrends-in-the-transitions-towards-sustainability

in food provision and in particular the roles of
consumers and retailers therein. We will charace

* terize the sustainable food consumer and add four

story lines to show some of the complexitlen
involved in this. A review of concrete provider and
consumer strategies is presented that will allow us
to start developing an analysis of social practices
at the shopping floor of retail outlets. We concluda
by presenting a first outline of a research agenda


http://www.id21.org
http://www.streaminitiative.orgi
http://www.tradejusticemovementorg.uk!aboutshtrnl
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on supermarkets as consumption junctions that are
of crucial importance for the future greening of
food consumption in global modernity.

CONCEPTUAL TOOLS FOR
UNDERSTANDING CONSUMER
BEHAVIOR : i

What exactly signifies the growing role of retailers

in the provision of sustainable food? In answering

this question we look at the theory of ecological
modernization. This thedry has been developed in
the 1980s to make sense of the processes of envi-
ronmental change emerging in modern industrial
(mostly OECD) societies from the 1970s
onwards. Among the core tenets of this theory is
the claim that there are — within industrial produc-
tion and consumption systems — emerging sets of
criteria to be used by actors within these systems
to assess and judge the environmental perform-
ance of products, technologies and processes. The
ecological performance becomes part of the
game, next to and parallel to economic perform-
ance indicators. By taking on board criteria for
ecologically rational production and consumption,
actors become involved in the further moderniza-
tion of the organization of production and
consumption from an environmental point of
view. Because of their central position, economic
or market actors such as producers, retailers and
consumers are assigned important roles in this
modernization process. From the mid-1980s
onward, governments and environmental NGOs
are pressurizing, facilitating and regulating these
key economic actors on the basis of horizontal
governance networks, applying policies and
(economic, voluntary) instruments which are
attuned to their needs and possibilities (Mol and
Sonnenfeld, 2000).

While ecological modemnization theory has
been developed originally to analyze changes in
production processes and providers’ strategies at
the up-stream ends of production-consumption
chains, from the mid 1990s onwards the theory
has also been applicd to consumer behavior at the
bottom end of production-consumption chains
(Spaargaren, 2003). In its application to the sphere
of consumption, the theory had to be comple-
mented and adapted in some specific ways, since

THE SAGE HANDBOOK OF ENVIRONMENT AND SOCIETY

_demands on the other.!

to ‘recognize and understand’ the kind of behayior
involved in sustainability transitions, a series of
‘environmental heuristics’ needs to be developed-~
at the level of ordinary, everyday life consumption
routines like shopping for food, traveling frop -
home to work, going for a weekend holiday, e,
(Spaargaren and Martens, 2005). Such environ.
mental heuristics facilitatc two processes at the - -~
same time. They provide a definition or indication -~
of sustainability goals to be realized in these -
specific consumption domains and they present .
an action :frame or action perspective which ™
people themselves can apply in the specific
conte.x.t concerned, contributing to sustajnabilily
transitions. e
In the case of retail shopping for sustainable
food, these heuristics can take different - forms §
ranging from devices for sustainable packaging of *
products to reading authorized and controlled——————
labeling schemes attached to sustainable products, -
or the use of special discount and saving systems,_w
bringing together groups of more sustainable
products and services. What kind of heuristics (to’ —T
be understood as short-hand versions of the ‘story . ... A
lines’ as they figure in discourse theory) will
become the dominant ones in specific situations
and societies depends very much on the actors g
involved in their construction and cannot be ana- "
lyzed without taking into account the power rela- .
tions between the central actors in the provision
system on the one hand and groups of citizen- .
consumers with specific lifestyles and CCC

The retail outlet is an appropriate setting to
study the (re)construction and change of the sets '~
of heuristics used for the sustainability transitions
in the food sector. The retail outlet is the proper
unit of analysis since it functions as the ‘locale for
interaction’ between providers and consumers.
The retail outlet, in the words of Schwartz-Cowan . H
(1987), is an example of the consumption junction
as the meeting point of system- and life-world
rationalities, The consumption junction as ‘locale’
is not just functioning as a physical setting for ..
interaction but is also constitutive for this interac-
tion in the first place (Goffman, 1963; Giddens, -
1984). By approaching shopping practices as they - - -
occur in the retail outlet as consumption junction, - 3
it becomes possible to combine actor-oriented zfnd

U
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researchers could study long-term changes in
institutions without losing sight of the human-
made character of social structures, and investi-
gate interests, motives and lifestyles of individual
human beings not in ‘isolation’ but in their situ-
ated ‘contextness’ of social structures. The notion
of ‘duality of structure,’ as introduced by Giddens,
has gained wide acceptance in sociology and other
social sciences as a key concept and a vehicle for
bridging the gap between micro and macro studies.
Although welcomed by many as an, elegant con-
ceptual framework, structuration theories are nev-
ertheless criticized for the lack of empirical
research showing the fruitfulness of their congep-’
wal apparatus. If applied in research, so it is sug-
gested implicitly or explicitly by many. critics, this
framework will turn out to be overly actor-centered
and voluntaristic and therefore unable to deal
adequately with the long-term structural changes
taking place in globalizing modernity (Archer,
1982; Stones, 2005). B

In the field of consumption research, the divi-
sion between micro and macro studies has taken
its own, specific form in the distribution of tasks
between micro-economic and social-psychological
models on the one hand and structural approaches
in transition studies and sociological-studies on
‘systems of provision’ on the other. Consumer
research networks in the UK (Southerton ef al.,
2003) and in the Nordic countries (Bostrom et al.,
2005) have done path-breaking work to bridge this
gap, giving some examples of the heuristical quai-
ity of structuration theory for empirical research.
Those networks study mundane technologies and
behaviors from a contextual perspective, looking
at the different ways in which the minutiae of
everyday life (using the fridge or the stove, cooking
and lighting practices) connect to long-term (tech-
nological) changes in the systems of provision.
Substantial contributions to consumption research
have also been made by putting forward the notion
of ‘political consumerism’ to analyze the new
(sub- and trans-nadtional) political frameworks
for ‘individual’ commitment to sustainable con-
sumption patterns in globalizing modernity
(Micheletti, 2003).

THE SUSTAINABLE FOOD CONSUMER

social-structural analyses in.s otheg

-+ e ———the TATTOALITES goVErning cveryday life and con-

sumption are different from the rationalities dom-
inant in the production sphere. The criteria for
ecologically rational consumption behavior are to
be embedded in the life~world rationalities which
shape daily routines, This asks for a ‘translation’
of many of the technical goals and regulatory
schemes used in the expert systems involved in
environmental policy making. In order for people

of food production and consumption. el 1
During the 1970s and 1980s, many attempis
have been made in social theory to confront the
separation between micro and macro studies
(cf. Bourdieu, 1977; Giddens, 1979). This so-ca_lled
structurationist approach argued that the relation=
ship between social action and social structure. .
should be studied at the level of social practices. - -
Using a series of new and redefined concepts’

There is a trend both in academic and market
research to classify people consuming sustainable
(and particularly organic) food as one uniform
segment of the population. Essentially these views
are based on the belief that when people behave
similarly this should be explained through a corre-
spondence in their attitude, or that consuming par-
ticular products requires the presence of similar
socio-economic ot cultural traits. Richter (2002)
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pointed at the continuous gap between consumers’
responses in research and their real life practices.
Thus, data projected from those studies can indi-
cate higher demand rates than the ones that would

" be obtained considering actual consumption prac-

tices.! Searching for ymore complex characteriza-
tions ‘about: who are the organic food consumers,
soveral marketing studies, undertaken by interna-
tional consultancy companies, do not exhibit this
problem. These recent studies are progressively
replacing the ‘rational information processor con-
sumer model’ by new non-positivist perspectives,
where the symbolism involved in the act of con-
suming is taken into account and analyzed
through ethnographic and qualitative research
(Murcott, 1999). .

Spaargaren (2003) agrees with critics. on the
need to improve the analytical perspective cur-
rently prevailing in consumption research. The
current social-psychological models use individual
attitudes to predict concrete and future behavior
employing, for example, several fixed indicators
to identify environmental awareness. As an alter-
native for the individualist approaches, the social
practices’ model is offered. In this sociological
model social structures are not considered as
external variables, but are taken as crucial for the
analysis of consumption behavior. Instead of
taking the individual and his/her attitudes as cen-
tral to understand a certain aspect of his/her con-
sumption practices, the social practices’ model
highlights the actual consumption practices,
located in the space and time shared by the indi-
vidual and other social actors. And, instead of
focusing on isolated aspects of behavior, the
model aims at establishing the way in which a
group of social actors relate to the many everyday
practices in order to reduce environmental
impacts. Whether or not citizen-consumers actu-
ally engage with sustainability transitions in the
food sector depends on many different, factors,
some of which are easier to detect and analyze
than others.

Individual consumer choices should thus be
approached as part of a wider context (Belk, 1995)
and changes in consumer behavior should there-
fore not only be related to psychological (attitudi-
nal) mechanisms, but also to wider changes in
socicty. Macnaghten (2003) identified three
dimcnsicnsin's_ocictahmnsitiorrproccsscmwaxds’—"
sustainable consumption. The first process relates
to transformations in the production sphere
and the retailing sector. The second one concerns
macro-social developments, such as demographic
changes, and the third refers to changes in the
form and content of social practices. These
processes, according to Macnaghten, must be
understood in a framework that interprets con-
sumption as practical, stratified and relational.

i
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Thus, consumption of sustainable food products
in supermarkets should not:be detached from
transformations in these three diffé:rent dimen-
sions. Our interest is to understand the supermarket
orientation to the sustainablé food 7'producls on
offer and the strategies proposed for the retail
sector, as part of a complex and dynamic process.
This process captures and stimulates transforma-
tions in the consumers’ food choices, which does
not necessarily imply coherent social practices,
making it possible to oppose the sustainable and
the non-sustainable food consumer. Lifestyles and
social practices are like twin social concepts:
‘Each individual’s lifestyle is built using a series
of blocks corresponding to a set of social practices
that individuals evoke in - their routine’
{Spaargaren, 2003, p. 689). This definition agrees
with the one presented by Giddens (1991), to
whom lifestyle is a set of social practices assumed
by an individual, together with the narrative
regarding self-identity which follows it.

Do food consumption practices constitute a par-
ticular category in the wider field of consumption
behavior? According to Halkier (2001), yes, since
food is literally incorporated into the body, or pur-
posefully kept out of it. It is a daily experience
that cannot simply be compared with consumption
of other goods and is a necessary ingredient of all
peoples’ everyday life. One characteristic of these
consumer practices is that they are negotiated
socially, so they are intersubjective, compound and
contingent and not close to a rationalist model. As
Warde (1997) defines, food practices belong to the
unspectacular side of consumption. If we follow
this idea, those practices are not easily identified

with a search for status or with the communication -

of meanings to those in a position to witness the
products consumed. Food consumption might
have to do with decisions that can be related with
this ‘exhibition,” but remains a private practice
for the most part. Individuals do not have to eval-
uate continuously every minute consumption
decision but they are nevertheless increasingly
made aware that they are making a ‘choice.” This
involves a mix of decisions and routines. A ten-
sion and ambiguity between them is what Halkier
observes for highly industrialized countries, when
she states that:

consumers become concerned by a television

Halkier takes the relationship between food
consumption and ambiguity one step further. She
defines it in recuperating Bauman’s (1993) cog.—
cept of ambiguity, which refers to the indetermj.
nate and open processes in social life, especially
in modern socictics, where it is impossible for
individuals to achieve secure and unambiguous

order with respect to knowledge about society and .. - -

themselves. '

Ambiguity, or the balance of trust and risk in =~ -

food systems, evolves over time and can acquire

many different shapes depending on many differ. ~ "

ent factors. One obvious conclusion can, how- .

ever, already be formulated: trust-generating
mechanisms used in traditional local settings will
not work effectively in the global circuits of food
provisioning. Talking to the farmer at the local
food market and visiting the: farms where our
daily food stuffs are produced, can no longer
remain the most dominant and relevant trust-

generating mechanism in reflexive modernity,
People have to rely on abstract systems, scientific
expertise and various information systems, to -
make long-distance assessments on the quality of

the products and the reliability of the information

flows which come along with them. With the

growing significance of global food chains for
our everyday food practices, the need for trust-
building mechanisms based on abstract systems
and expert knowledge forcibly increases.
Relevant expert systems include medical profes-
sions, health sérvices, state organisms, social
care, etc. But trust is not necessarily blind. From
the analyses of Beck et al. (1994) and Giddens
(1990) on risk, it can be derived that, in condi-
tions of refléxive modernity, trust in (abstract)
expert systems:

+ is fragile (since people are aware that systems con-

sidered safe today can be hit by some food crisis
tomor[ow) and needs constant monitoring/work,
commitment; :

is related to the (shop and production) systems
and their organizational principles as well as to
the kpeoplelexperts who make these systems
work;

is reproduced/disturbed /re-established especially
by processes occurring at the so-cafled ‘access
points," where lay-people meet the experts {or their
representatives). i d
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'DEFINING SUSTAINABLE FOOD

It is important to avoid the use of exclusive defini-
tions of sustainability, for example, when concen-
trating primarily or exclusively on science-based
(life-cycle) assessments of the environmental
impact of provisioning particular food products.
Some observers claim that a sustainable lifestyle
or food consumption pattern can be rather clearly
defined in technical terms, but such an essentialist
approach is not very helpful. The different story
lines with respect to sustainable food production
and consumption emerging over the past two or
three decades are to a certain extent based on sci-
ence but always mixed up with broader societal
issues. Applying a sociological definition of
sustainable food is therefore required, making
the definition dependent from the evolving
ways in which consumer concerns about food are
interpreted in specific societies.

Before elaborating such a definition it desérves
paying attention io a perspective on sustainable
food provisioning applied within environmental
and rural sociology that has attracted broad sup-
port, that is, alternative agro-food networks.
The growth of green food has interested the social
sciences but most studies concentrated on the
analysis of the proliferation of alternative agro-
food networks (AAFNs) operating at the margins
of mainstream industrial food circuits. This bias
may be-understandable as AAFNs? provide many
opportunities for the renewed interest in local,
determinedly microanalytical and cthnographic
elements in the study of sustainable food produc-
tion and consumption practices. These studies are
essentially based on a dichotomy between the
food production of the ‘industrial world, with its
heavily standardized quality conventions and
logic of mass commaodity production, on the one
hand, and the ‘domestic world’ on the other,
where quality conventions embedded in trust, tra-
dition and place support more differentiated,
localized and ‘ecological’ products and forms of
economic organization. The concept of ‘quality’
evokes the cultural aspects of this model but
remains mainly production centered. The analysis
of AAFNs makes it possible to express strong nor-
mative commitments to the social movements

—show that éxposes the poor quality of meat prod-
ucts but this experience is filtered out within a
couple of days. They then return to the habit of
buying a particular sausage (that contains little
meat) because it is one their children like.
Consumers would like to have better quality foods
but feel at the same time that public information
about food risks disturbs their experience of cooking
and eating (2001, p. 208). R

choices in food consumption and of the presence
of uncertainties and ambiguities in trusting food
products constitute what can be secn as important
drivers behind the considerable growth in sustain-
able food consumption we witness nowadays ona
worldwide scale.

more or less organized way.

The awareness of the need to make daily

These loaded normative assumptions causs
problems in the analysis of large-scale and indus-
trialized organic production. Several observers

-consider- the ‘entrance of agribusiness into the

organic market a misconception of what organie
principles should be, and therefore, as this trend in
not desirable, it should not be studied (Michelsen,
2002). Others focus on the role of the ‘convention-
alization’ of the organic industry as a eruciul
process in the transformation of the organic seetor
and are prepared to consider redefinitions ol
public policies in relation to family furming
{Guthman, 2002, 2004; Raynolds, 2004). Goodman
(2003) states that new localized economic arrange-
ments are often uncritically seen as precursors of
an associative economy by virtue of their embetl-
dedness in ifterpersorial ties of reciprocity and
trust. In this way, local personal relations can, and
also tend to be, idealized in the evaluation of
rural development strategies based on territoriul
value added.3 The AAFNs' perspective is not only
used to characterize local markets, but also pointa
at cultural aspects of global and mainstrenm
markets. Culture values are attributed to the Jocal
consumer, while the consumer in conventlonul
mainstream markets is depicted as just following
narrow economic rationality.

Opening up such normative definitions requlron
the recognition that diferent story lines with
respect to sustainable food production and ¢oi-
sumption are emerging in different countries and
among different-groups of consumers, ‘Applylag
a sociological, historical perspective muunhs
conceiving green consumerism as a multidimen:
sional category, covering a number of ditforent
‘consumer concerns’ about food, all of them
including sustainable foods but with different sly-
nificance, We can identify four dimensions that
arc not mutually exclusive:

(1) Naturalness. Key characteristics are uniglul-
tetated food and the use of natural ProceNNes
during the production process. Examples ar¢e
organic food consumption which belongs historls
cally among the most clearly defined categories of
sustainable food concems. Also in this calegory
can be included whole foods, considering the one
thpt support a healthy lifestyle, offer high nutris
tional value, promote long-term good healih, and
are free of artificial ingredients and preservativos,

contesting:mainstrearn;-cotporate Tindusﬁrin}eagrov«m«,.-lfheepfaeficeﬁ-.écn’r‘elved—'m:pwducing-mlurul' foodn -

food systems and the related hegemonic agricul-
wral techno-scientific complex. In this arena,
AAFNs figure as material and symbolic expres-
sions of alternative eco-social imaginaries, and the
literature 'emphasizes its capacity to wrest control
from corporate agribusiness and create a domestic,
sustainable, and egalitarian food system. It can be
regarded as a form of resistance to the disruptive
effects of global competition in the food market.

can cover a wide range of farming methods,
including certified organic production. The orlen-
tation to *natural foods currently can be related (0
the search for nutrition, enhancing health snd o
broad identification of food quality, and 1t Iv
present globally.

(2) Food-safety concerns originated in many food
crises and scares like those on BSE (‘mad cow' dlx-
ease) and genetically modified organisms (GMOm),
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mainly in Europe (where the retail sector had a
very determinant role), on avian flu, or on pesti-
cide contamination. Without having read Ulrich
Beck (1992) on the emergence of the risk society,
consumers nowadays are, aware of contemporary
food risks as a new form of risk: This means that ~ process is reciprocal but not well balanced in terms
these food risks are difficuit to assess from a lay of power relations. Retailers are more powerful in
perspective and impossible tosafeguard com- many respects than consumers when it comes to. - -
pletely from a (national, science-based) expert shaping green food consumption. On the other —
point of view. Today, flows of food are organized hand, consumer power has increased considerably
and regulated at global levels whereby no one not only as a result of a series of food crises byy
can escape the products (and the risks) of food also because of the emergence of private-interest. ™"
produced and consumed in the space of flows. based regulation of food quality and food safety

(3) Animal welfare constitutes a controversial (Ponte and Gibbon, 2005). If indeed itis ‘up to the
but rather well-circumscribed dimension of con- consumers to decide,’ retailers and food producers—
sumer concerns, although very unevenly developed implicitly acknowledge that consumer interests -
throughout the world, it seems. In response to have to be taken seriously. Consumer demands for
widespread public concerns about the specific green products are taken into account also because
ways of bio-industrialized production of chicken they are articulated and supported by a growing...——-——
and eggs after World War II, mainstream markets number of organizations and movements which !
for fresh eggs in Western Europe have taken claim to act on behalf of the consumers and for o
animal welfare issues into account. Furthermore, that reason demand access to networks making .
the radical tactics of animal welfare activists in decisions on the future provision of green food.—— 7777
Europe (e.g. in the UK) have contributed to the : :
high visibility of these concems, although giving
them in some countries a controversial character
as well. In most Asian countries animal welfare
issues, however, are considered at best as a sec-
ondary priority, only to emerge when issues of
survival and poverty are satisfactorily dealt with.

(4) Environmental (ot eco-system related) con-
cerns related 1o modern industrial food production
and consumption, mainly activated and cam-
paigned for by environmental organizations and
social movements ali over the world. They argue
that food production and consumption should be
sustainable in the Brundtland report meaning of
the word: producers (farmers) should manage eco-
systems in such a way that future generations are
not deprived of a well-functioning sustenance
base to human life and consumers should include
these concerns in their consumption practices,
including fair trade. In many cases these eco-
system concerns are interlinked with one or more
of the other dimensions, most notably in the case
of pesticide use with human health.

Most people share some of the above-mentioncd
dimensions of food concerns at some moments
in their._ lives. - Which of the concerns worry

consumerism in the global network society. From ...
this perspective, the emphasis is on the interaction o
between emerging green consumer concems gg-———" =
the one hand and developing retailer strategies for

green food provision on the other. This interaction -

CLOSE ENCOUNTERS AT THE
SHOPPING FLOOR

TN

Whether or not consumers actually engage with
sustainability transitions in the food sector
depends on many different factors, some of which
are casier to detect and analyze than others.
One interesting opportunity to study this phenom-
enon is the retail outlet where we can approach
consumers and their shopping practices while
establishing & balance between macro and micro =~
approaches.

First, there is the visual level conceming the
more sustainable products and services on offer,
that is, the ways in which these products are pre-
sented to the consumer as well as the information
systems attached to them. Visual indicators ar¢
important for analyzing emerging consumers
buying sustainable foods, but in order to really
gain an in-depth understanding of the consump-
tion practices implied in shopping for sustainable
food in retail outlets, these physical devices are
only a first step. For information, images, mes- -
sages, products and services to be really accepted,

bought or ‘appropriated’ by citizen-consumers.
they have to be embedded in 2 vital and active
system of trust relations which involvcs'bolh
providers and citizen-consumers. When appllCd fo
our object of analysis, the retail outlets, these
assumptions help to ‘read from the shelves® what
kind of social relations and strategies are reflected it
and mirrored in the specific physical setting of the -
 retail outlet, This notion of trust and power rela-
tions ‘being mirrored’ or ‘reflected’ in physical

people most varies between different groups
e ———gfcoTISUITErS and “différent countnes, while the
overall level of consumer concerns differs as
well between different parts of the world. Instead
of trying to determine and explain the many
different possible contents and specific profiles
of consumer concerns in different parts of the
world as a particular phenomenon in itself,?
it seerns more promising to take a dynamic, process-
oriented and contextual perspective to green

B R
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characteristics of the setting should not be inter-
reted in any mechanistic or static way. To be able
to read and decipher these inscribed trust relations
one needs a social theory on the ways in which
celations behind the product and information
flows are organized in the context of reflexive
modernity. In the language of structuration theory,
these trust and power relations are’ said to be
instantiated at the very moment when people
enact — with the help of the physical characteristics
or technologies included in the shop setting —'the
social practice of shopping. g ;
When a set of valid indicators for shop-level
assessments is available, they can be used not just
for assessing environmental policies but also: for
the evaluation and construction of market-based
forms of citizenship involvement in the greening

of food chains. Product images and information

exchange about production circumstances of cer-
tain foods provided by NGOs, public media or
Internet and e-mail communication, in combina-
tion with supermarkets in-shop policies on infor-
mation and communication, may influence
consumer shopping practices. Micheletti (2003)
refers to particular forms of engagements in terms
of ‘political consumerism, and she shows that
reliable sets of environmental performance indica-
tors on 2 retail level can be used for many different
forms of environmental action and pressure.
Power relations equally get specific characteris-
tics in the retail outlet. Supplementing the more
conventionak notions of economic power of food
producers and consumers, political power at the

shop floor and information control acquire
increasing importance. Viewed from this perspec-
tive,| shopping practices are directly linked to
supermarket decisions on how they organize the
provisioning of food in their shops.® The main
comnerstones of our framework for the analysis of
consumer practicesiwhen buying sustainable food
in retail outlets are summarized in Figure 29.1.
When operationalizing this conceptual model
into |strategic variables, we distinguish between
three basic sets. At the right-hand side of the con-
ceptual model, we discern a set of variables and
indicators referring tothe environmental strategies
of the main actors in the provision system. The
second set of theoretical variables and items refers
to the processes at the shop-floor level. Here, we
make a further distinction between variables
describing the physical characteristics of the green
product and information flows on the one hand,
and variables and items referring to the relation-
ships of power and trust as they are reproduced in
the shop-floor setting on the other. Finally, we use
a set of variables describing the lifestyles and con-
sumption patterns of the groups of consumers
shopping for green food. We try to describe their
environmental performance beyond the specific
food-shopping practice and we look for ways to
relate the revealed preferences for green food to
basit characteristics of their lifestyles and overall
consumption Ievels, and to the involvement of
global civil society actors such as consumer NGOs.
Both the physical characteristics of the retail
outlet and the social relations governing the

Figure 29.1 Retail shopping for green food: a conceptual model
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shopping practices are the result of a specific
articulation of local and global forces or dynamics.
The distinction introduced by Castells (1996)
between the space of place and the space of flows
can help to make sense analytically of these
dynamics, without incurring a simplistic dualism.
So, these concepts are helpful provided that one
does mnot relapse into an interpretation of . this
scheme which situates the sustainability ttansi-
tions exclusively or primarily in the ‘local dynam-
ics’ of the space of place, while regarding the
globalizing forces and dynamics of the space of
flows as a threat and negative factor for sustain-
ability transitions (Qosterveer, 2005a). It ig, -for
example, an exciting dimension of sustainability
transitions in the food sector when one witnesses
the globalization and standardization of the modes
of production and consumption of organic foods
formerly restricted to niche markets. These
unorthodoxies can only be understood and prop-
erly analyzed when possibilities for environmental
change at the level of the space of flows are
taken into account as well and analyzed with
respect to the many diverging ways of being con-
nected to local factors and dynamics in the space
of place.

To be in the condition to face the challenge of
globalization for the social sciences and, in our
case to be able to capture the complexities in
the new role of retail chains, we need a new map-
ping of space and time, that will not exclude
national specificities, but will avoid any type of
dualism between the national and the global level,
between the ‘inside’ and the ‘outside’ (Beck and
Willms, 2004).° Assuming a cosmopolitan view,
the transitions to more sustainable food-consump-
tion practices are related to the regional origin of
the products and their concomitant {food-miles, the
(EU, WTO, national governments) standardized
norms for packaging, safety and environmental
quality, the environmental strategies of the
retail chains and the orientation of the shopping
public. While shopping for sustainable food, people
can engage with production processes and
colleague-consumer groups and environmental
NGOs worldwide, thereby performing different
forms of what Beck refers to as banal cosmopoli-
tanism (Beck and Willms, 2004).

to the fact that they meet on a regular, almosldai]y —
basis with major segments of mainstream food

consumers (Seth and Randall, 2001). Second, the ™~

organization of foad production and consumgption
has become a global affair, and conseqnmﬂ};'
supermarket chains operating worldwide have
a privileged position. These reasons are furthe

elucidated below. e

Retailers ‘know best’ the concerns of their

clients since meeting them in the retail outlet leads —-———- -

to first-hand information about what consumers
want and what their concerns are. These regular- .~ ..
ized and frequent interactions at the shop floor =~
also provide retailers with the possibilities to .
experiment with new (green/healthy) food prod-
ucts and practices. As a consequence, retalers -
claim to have the power to make or break the -
market for sustainable products and services in the

food sector. They ‘create” and ‘control’ not just ™™™
green consumers but also — ‘on behalf of the - -

consumer’ — the suppliers of green products (Bevan, ———="

2003, p. 7). The increasingly significant presence of ... ...
supermarkets in the green-food sector is part of
transformations induced by the supermarkets
themselves in the food consumption sphere, by
providing new options and taking initiatives
regarding product innovations and food guality.
During the 1990s a fundamental shift has taken
place in retailing in Western countries from selfing
highly standardized and packaged brand-pame
food products to loyal customers, towards increas-
ingly fragmented micro-marketing strategies
increasingly selling perishable foods such as
fruits, vegetables, dairy and meat (Guptill and
Wilkins, 2002). Thig transition forces retailers to
expect more and more from their suppliers in
terms of the policing of food delivery as well as
the type and specifications of the food produced.
This stands to give retailers a market advantage
with customers and it demonstrates to govem-
ments that they are taking existing food regnla-
tions seriously (Flynn et al., 2003). Retalers
constructed so-called private-interest or market-
based regimes for quality control, offering the
consumer individual choice also with respect to
food quality ‘beyond basic standards.’ Although
many governments still play an important role in
the regulation of food markets, retailers are “at the
apex of this quality construction; being able to
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resources of local, independent shop owners or
small (organic) farmers’ cooperatives are far from
sufficient. Through concentration and internation-
alization over the past decades retailers” have
gained competitive advantage, resulting for exarnpl_e
in many countries in Europe in five major retail
chains accounting for considerable shares in the
overall food sales. In 1990 no retailers were
included in the Fortune 500 list of the largest
global companies, but in 2002 more than 50 were.
By that time, Wal-Mart had become the largest of
all companies, considering the size of salels
(Reynolds and Cuthbertson, 2004, pp. 1-22). This
process was related to the closure of small shops
and independent retailers (Dobson et al., 2003). In
2005, the top 10 global food retailers accounted
for combined sales of $840 billion — 24% of the
estimated $3.5 trillion global market (up from
18% in 2001). See Table 29.1. . i

One example of these large retail firms is the

French hypermarket chain Carrefour, selling food

through its super- and hyper-markets in France,

but also in many other countries around the world

(see Box 1). i o
Consequently, food quality and safety issues

_ stretch far beyond the local or national level. While

for a long time quality control rested primarily in
the hands of public regulators, we witnessed a
major change in the 1990s when retdilers assumed
a more active role in the development of food
safety standards and procedures, - like HACCP
(Hazard Analysis and Critical Control l?oint).

In order to attract consumer attention, super-
markets refer to different storylines from within

Table 29.1 Top 10 global food retailers
Percentage
global market

2004 revenues  share (grocery

Box 1 Carrefour: global mega-grocer

Carrefour operates over 11,000 stores (430,000
employees) in more than 30 countries in Europe, Latin
America and Asia. France accounts for about half of
the company’s sales. At the beginning of 2005,
Carrefour planned to open 70 hypermarkets, including
15 in China, 7 in Brazil, 6 in Colombia, 5 in Indonasle,
4 in Thailand and 3 in Poland.

Source: ETC Group (2005, p. 8)

\
|
the general frame of sustainable food consump-
tion. Also, combinations of different storylines ure
developed, like the combination of the ‘naturals
ness’ and the ‘safe food’ storylines. The growing
importance of this specific combination can be
illustrated by considering some of the transformas
{ions that are taking place in the area of food mars
keting. In the 1980s, a new perspective on consumer
research split the academic marketing field Into two
coexisting perspectives. The conventional perspags
tive assumes a positivist approach, employlng yuan-
titative research and focusing on the purcht\nIn1
process. The newly emerging non-conventiona
perspective adopts a non-positivist methodology,
employing also ethnographic and qualitativa
methods-in dialog with sociology and anthropols
ogy, assuming a cultural perspective where con=
sumers are not considered as rational (economie)
actors. This approach emphasizes the cultural alge
nification process as it is intertwined with vune
suming practices at different levels and within
specific |social contexts. The constellatlons uf
meaning and practices characterizing subculluron
of consumption and styles of food consumption
are not based on socio-economic clreunstunugn
exclusively or primarily, since even mumbors
of one subculture can belong to soveral soulos
economic groups (Thompson and Troester, 2003),
An empirical example of these non-pasitivist
trends in marketing research is provided by the
work of the Hartman Group in the USA (Hurtman
Group, 2000; htip://www.hartman-group.com,
2003). In studies of this Group on organi¢ foad
consumption, it was found that — with an annual
growth of 15 to 20 per cent — organic food prods
ucts are becoming part of mainstrcam food cone

PROVISION OF SUSTAINABLE FOOD IN
THE RETAIL OUTLET: SUPERMARKET
STRATEGIES

The dominant position of the retail sector in the
processes of change in food provision can basi-
cally be explained by two reasons. First, retailers
can substantiate their claim to be ‘closest’ to food
consumers in many important respects by pointing

Ab5or and transmit regulatory changes, cusiomer
reactions and supply chain quality assurance
parameters’ (Marsden et al., 2000, p. 8).

The second reason for the growing retailer
dominance is that the organization of food produc-
tion and consumption has increasingly become a
global affair. To keep up with the high dynamics of
food consumption and production in globalizing
markets — with the (quality) regulation of food in
the ‘space of flows' (Oosterveer, 2005) - the

Company (USS millions)  retail)
1. Wal-Mart* (USA) 287,989 8
2. Carrefour (France) 99,119 3
3. Metro AG (Germany) 76,942 2
4, Ahold (Netherlands) 70,439 2
5. Tesco (UK) 65,175 2
6. Kroger (USA) 56,434 2
7. Costeo (USA) 52,935 2
8TM-Enterpri

(France) 51,800
9, Albertson (USA) 39,897
10. Edeka Zentrale
(Germany) 39,100 1

* Wal-Mart does 'not report grocery sales separate from
total revenues. Market research firm, Retail Forward,
estimates that Wal-Mart sold $109 biflion in groceries
in 2004,

Source; ETC Group (2005 p. 6)

“SUMpPHOH Practices i the " USAT Whileno longue*

being restricted to just ‘market niches.’ In { In
new generation of marketing research, the atagaw
of organic food ‘consumption are explored Ina
qualitative way, working from the periphery to the
center of the market, attempting to estublivh
a comprehensive characterization of org_nnlc cons
sumer lifestyles, consumer behaviors, distribution
channels and information sources. Theso reports
contextualize the organic food consumer as balng
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part of cultural changes where they are becoming
more concerned with quality of life and health,
and thereby transforming consumption practices
(Barry, 2004). This phenomenon has also been the
focus of a study about ‘The Wellness Lifestyle
Shopper: Mapping the Jourpeys of Wellness
Consumers’  (http://www.hartman-group.com,
2000). This study states that éonsumers, as well as
their paths to achieve weliness, are complex social
cntities because they have fo consider an enot-
mous diversity in products’ appealing to health
entering the market. Data showed that the
American population spends around $66 billion
per year on healthy products, a significantly grow-
ing market (http://www.hanman-grth.com. April
2003). People’s concerns with health and the
nutritional quality of food”were mentioned by
66 per cent of the organic consumers interviewed
in this research. Concerns about pesticide risks
was the reason given by 38 per cent, food safety
by 30 per cent, while only 26 per cent mentioned
environmental reasons, contradicting the belief
that organic food consumers are essentially envi-
ronmentally conscious citizens. Instead of under-
standing consumers as being informed solely by
cconomi¢ and scientific arguments, these consul-
tancy reports recognize that changes in the cul-
tural sphere impact the way in which people
consume products and services and deal with
related experiences and information.

The National Grocers Association (NGA) of the
USA has recently established the organic market
to be the fastest growing sector of food products in
the supermarkets. Also, the NGA relates this develop-
ment to the growing importance consumers attach

to well-being and health.” At a conference on
organic food cpnsumption in the USA in 2003 the
NGA concluded:

As the fastest growing category in the food indus.
try today, and public concern about health and
wellness expected to continue, no retailer can

safely ignore this increasingly important facet of.. .
the industry, The $5 billion organic market is -

growing at a rate of five times larger than the

growth rate of the overall food industry and dou=™

bling in size-every 34 years since 1990. By 2003,
the market for organic products is estimated to be
over $13 billion.®

On the basis of a research among 146 represen-
tatives of supermarket chains, the NGA under-
lined the importance of organic or natural foods

for supermarkets and offered a number of recom-__

mendations for interested supermarkets (see Box 2).

Paying close attention to these recommendations,

Wal-Mart plans to roll out at the end of 2006 a

complete selection of organic foods ~ food certi-" —

fied by the USDA in its nearly 4000 stores in the
USA. Just as significant, the company says it will
price all this organic food at an eye-poppingly tiny
premium over its already cheap conventional
food: the organic Cocoa Puffs and Oreos will cost
only 10 per cent more than the conventional kind
(New York Times, 4, June 2006). The entrance of
‘Wal-Mart into this sector will challenge the argu-
ment that organic food is elitist.

By way of comparison, let us now consider the
situation in a less industrialized country like
Brazil. The rising trend in the consumption of

v

Box2 Recommendations for supermarkets initiating the sales of organic and

natural foods

it may seem simple, but it is not as easy as simply adding a few new product lines to the store shelves or setting up a
separate natural foods’ section inside the store. To draw this business and meet the needs of these customers, retailers
need to become as knowledgeable about natural and organic foods and products as the people they hope to sefl to.
This segment of consumers knaws more, and asks more, and the retailer who will enjoy the long-term benefits of these
natural sales will be the one who can answer their questions.
piofitable, if you follow a few basic guidelines to cater to the natural products customer.

Your naturals’ section will be most successful, and most

First, when conceptualizing your naturals’ section, work with a knowledgeable natural products’ distributor who can
assist you with product selection, competitive pricing, promotional strategies and merchandizing. Working in partner-
ship with a distributor who understands this industry will help you build a safid foundation for your own natural prod-

ucts’ section. Second, realize the importance of product information and gdycatlon.far.this.new. cuslomer. group

- Natoral prgducts iagazines, shelf talkers, product demos and other consumer information are vitally important to the
success of your section. Third, assign a natural products’ section manager who is knowledgeable about the products, . §
knows how they differ from commercial brands, can answer customers’ questions, and is committed to your customers’
natural products’ education. Most of all, associates and customers must be encouraged to take time to savor what
thase in the natural products’ industry have grown to love: the flavar, the quality, and the absolute uniqueness of

natural foods. Knowledge of and enthusiasm for these products, perhaps more than anything else, will be the deciding
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healthy food ‘has ‘been-detected in a number of
market studies. One segment of this category can
be called ‘diet/light’ and has witnessed annual
growth rates of 30 per cent over the last few years,
according to ABIAD (Brazilian Dictetic and
Special Purpose Foods Association). According to
the Brazilian Food Industry Association sales
of light and diet products alone already corre-
sponded to about US$ 1.7 billion of the total of
US$ 47 billion in food sales in 2002, This entails
a growth rate of 952.5 per cent over a period of
11 years. Since 1990, the average number of new
products released jumped from 40 to 80 per year.
These data for Brazil follow the wider global trend
of searching for a better quality of life, directly
associated with better nutrition, in combination
with food that is tasty and pleasurable (Frutifatos,
June 2002). We can see this global trend mirrored
and supported by retail practices for the provision
of green foods in Brazil (see Box 3). *

The Brazilian Supermarket Association cop-
firmed the presence of a trend comparable with
the one in the supermarkets in Europe and USA,
where interest in the broad category of healthy
food (including organic products) is growing fase:
‘“The (food) sector knows that consumers want
good health and longevity. Supermarkets can meet
this demand by including certified natural prod-
ucts, organic and functional food, as well as “diet”
and “light” products and, what is very important,

by giving consumers information on what they are
buying, Ultimately your store can “sell” health!’!!

Provider stratcgics in sustainable food arc
related to systems of provision (i.e. the relations
with farmers), marketing strategics (involving one
or more of the identified dimensions of sustain-
able food) and with the positioning of these prod-
ucts within'the shop. Surprising is the observed
variety in supermarket strategies in this regard.
For example, French retail groups that publish a
sustainable development report (Carrefour: and
Auchan) consider quality chain (‘filiere’), organic
and fair trade products as indicators for their com-
pany’s performance regarding social and environ-
mental responsibilities in the area of food
products. Leclerc and Intermarché remain frag-
mented and display much less information but
they consider organic, fair trade (Leclerc) and
integrated farming (Intermarché) as sustainable
food products. This variability in company strate-
gies deserves further elaboration.

After presenting these different results of
empirical research on provider strategies in the
field of sustainable food provision, it becomes
clear that this interesting perspective demands fur-
ther elaboration. Based on our conceptual frame-
work and the review of empirical trends in retail
policies worldwide, we think the following vari-
ables [to be of crucial importance for (research
into) future supermarket strategies: .

Box3 Green food provisioning in Brazilian supermarkets

|
in order to supply their retail outlets with sufficient quantities of green food in response to the increasing demand,
supermarkets have to organize systematically their provisioning, pushing the growth of organic food production. In 2001,
the total sales of formally certified organic food products in Brazi! reached US$$200 million in 2003 and is estimated
to be around US$ 250 to 300 millions for 2004 (Globo Rural, November 2002; Ormond et al., 2002). To supply this
demand, the country had more than 800,000 hectares certified as organic in 2003, which grew from 275,576 hectares in
2001. In addition, there is also a large quantity of ‘informally certified or non-certified organic production, especially
in the southemn states of Rio Grande, Parana and Sao Paulo. The estimated number of organic producers
is around 14,000 and among them small-sized family farms are responsible for up to 80 per cent of the production
{Folha de S50 Paulo, 10/11/2002). Greater Sdo Paulo represents half of the national consumption of organics and is also
the main pole of production. The annual growth of organic production is calculated as being between 30 and 50 per cent.
An important part is production for expart (soybeans, coffee, juices, sugar, nuts, oifs, banana, guaran, etc.), which is around
70 per cent of the total certified volume (there are 12 national and about 9 international certifying agencies active in the
country), generating in 2001 US$ 130 million (Exame, 28/0572
_which belongs, togetherwith Argentina,the most developed i
sales In the domestic market are done through supermarkets,
stores.)® Most of the products are fresh vegetables and fruits, but a growing number of companies and small family units
is processing tea, coffee, mate tea, jams, oils, breakfast cereals, and dairy products. Fresh vegetables are presented in
different forms thereby allowing the producer to increase the value. Provisioning supermarkets with organic food from
farmers or farmers’ associations takes different forms but two stand out as most important. The first strategy is to enter
into direct contracts with organic farmers (e.g. applied by regional supermarkets In the city of Florianépolis, Santa
Catarina State) and the second one s to rely on Intermediaries {more; adopted by national and internatianal chains, ¢.g.

002). But the sector is also growing in the domestic market
n-Letin-America-Around-45-per-cent of the organic 1664
26 per cent through fairs and 16 per centin specialized

factors in the success of your store's natural products’ section.

Source: Jonathan M. Seltzer, Natural Foods: A Natural Profit Opportunity (National Grocer Magazine)® - - .1

in the cities of Rio de Janeiro and S3o Paulo). The first strategy allows a more diversified offer of products, higher quality,

more space of exhibition and less difference in price between conventional and organic products than the second one does.
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« product information strategies (what information
is available in the shop, on the shelves and on the
product; which sustainable food storyline, or
combination thereof, is referred to}; :

price settings in relation to other foad products;
physical location within the shop (separate section,
separate shelves, separate section within a shelf,
mingled among other products);

linkages with suppliers {(in)formal contracts, certi-
fication/labeling, retailer supervision of production
process, farmers within the shop); ‘
company communication (adds, other forms of
publicity, which sustainable food storyline, ar combi-
nation thereof, is referred to);  ° :
company strategy: is sustainable foad considered
an-essential part of the corporate image or only
one category of products on sale?

With the use of these variables in the context of
cross-national, comparative research, it will be
possible to identify and analyze the different
retailer strategies with regard to sustainable food
provision and consumption in globalizing food
chains, also for sustainable food.

BUYING SUSTAINABLE FOOD:
CONSUMER STRATEGIES

Making sense of consumers shopping for sustain-
able food in supermarkets cannot only be done
through reference to economic variables and atti-
tude-behavior relations. Attention to other issues
is required for comprehending consumer strate-
gies for buying sustainable food, such as concerns
about environment, food safety and health, the
importance of different lifestyles and the changes
in consumer trust in food. In particular, the issues
of lifestyle and trust will be further elaborated.
Life in modem-day societies is characterized by
an increasing plurality of different lifestyles and
this diversity is also reflected in the varying con-
sumer choices and marketing strategies in the
food sector (Slater, 1997). Giddens (1991), Warde
(1994) and Beck et al. (1994) point at the plurality
in lifestyles and consider reflexivity related to
consumption practices as a key element for under-
standing this _variety. Consumer reflexivity
becomes particularly visible in the significance
attached to health and bodily well-being in the

German consumers in buying organic food. They
distinguished three (out of the ten in total} consumer

categories that are interested in buying organic food, -

together representing some 35 per cent of the
German population:

« Post-materialists constitute the traditional basis

for organics. They buy organic products because --

they care for the environment, but also for pleas-
ure, taste, feeling well and health. Organic [abeling
gives the certainty of buying the "right’ products,

as a trend and buy it on rational grounds and
partly also on status. Important for them is pesti-
cide- and chemical-free food and although they
are less informed about organics they do trust
seals and labels. They generally buy organic food in
conventional stores.

Madem performers consider organics as . being
associated with fitness and energy and prefer to
buy these products, of which they do not know
much, in conventional supermarkets around the
corner. Without attaching teo much value to these
labels and categorizations, this study points very
clearly at the diversity in lifestyles of which organic
food consumption can be part. A Dutch study on
lifestyle profiles for consumers of biological prod-
ucts (Wertheim, 2005} indicated that for the
broader category of biological or sustainable food
this variety may even be larger. In modern society
diversity does not stop at the front door of the con-
sumers’ homes as, even within the context of the
household food, habits may be different, exposing
different lifestyles between people that are in close
social relationship. To explain this cuftural frag-
mentation of our dietary preferences Richardson
{2004) points at the increased individualization of
culinary preferences (especially among pre-teen
children) and the growing presence of dietary
restrictions {due to food sensitivities, allergies and
forms of vegetarianism). Cultural forces beyond
the household are increasingly potent in fragment-
ing any united dietary patterns existing within it.

As in other countries, in Brazil concerns about
health and lifestyle play a role in selecting vegeta-
bles next to their cosmetic appearance and flavor.
Thus, consuming sustainable food can be occa-
sional and only one among several other health-
oriented praciices. Guillon and Willequet (2003)

Middle-class consumers have recognized organics™
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produced food. Similarly, data from research
undertaken in Europe in 1998 (Antoine, 1998)
found that 76 per cent of consumers considered
food as the best ‘medicine, though they did not
specify any particular food, either organic or con-
ventional. Consumer food choices can hardly be
explained by their consciousness of the relation
between pesticide use and product appearance.
Many consumers were not even very well
informed about the qualities of organic food prod-
ucts, but they are still interested, often for health
reasons. In the SuperHiper Magazine (June, 2002)
research, 92.5 per cent of the people interviewed
were interested in knowing more about organic
food, particularly about thc composition “and
nutritional value and disease prevention potential.
Many consumers also wanted to know recipes and
ways to consume fruits and vegetables. These
results signal the recommendation for producers,
suppliers, and supermarkets to make the benefits
and advantages of ‘green’ products more visible
and comprehensible and create a better fit between
their information strategies and consumer practices
and concerns.

Obviously, not all choices are available for all
consumers. Nevertheless, it is essential to be
aware that buying sustainable food is not limited
to the richer echelons of Western societies. In
many other .countries -consumer concerns about
food are growing as well, although not necessarily
applying the same dimensions of sustainability (or
storylines) as in the EU or the USA. Aprilia (2005),
for example, showed in her research on Thailand
that in this country ‘green’ food provisioning was
initially intended for export but later a domestic
demand emerged as well. Currently, organic food
has become a niche market already available in
supermarkets targeted at high-class consumers but
the creation of new markets for the majority of
middle-class Thai has not yet taken place. Most
Thai consumers select their food primarily on the
basis of its freshness and taste, whereas the
organic food consumers state that they consume
organic food mainly for health and safety rea-
sons.'? Local Thai certification schemes thus pay
as much attention to organic production practices
as to hygiene: hygienic certification is food pro-
duced with hygienic processes that may include
chemical substances provided at an acceptable

|
dependence on experts to provide information
about their occurrence and danger, neccssititen
some form of trust relation to be developed il
sustairied.

Trust in the food system as abstract system
refers iboth to the products and technologles
applied and the people at work in (global) food
chains, Consumers need to trust the health nul
safety of the food they consume, the information
provided about the production process involved,
and the people producing and retailing tho fomd,
As a personal relationship with the producer ol
food is not possible in supermarkets, consumer
trust in sustainable food bought at retail outleis
has some specific characteristics. The relationship
between consumers and members of stall’ Is nov
essarily superficial, so consumers’ trust in sustadn
able food products is generally bascd on thw
(environmental) image of the company (aned Hw
obligation to uphold its image) and on the suifve
(visible through labels) presence of independent
controlling agencies supervising certifications sl
other indicators of good environmental perfonm
ance. This trust is nevertheless precarious so I
case of acute problems consumers are inclined v
(temporarily) look for additional extcrnal il
independent sources of information to otlemt
themselves in order to make the right chuices, fin
example, the choices for sustainable food.

This short discussion of consumer concerns,
trust and lifcstyles is based on the preliminay
results of an emerging strand of cmpitlenl
research worldwide in the field of comsuim
strategies in buying sustainable food. They palnt
at the importance of further elaboration of
transnational, comparative research in thia
domain. For. this future research, we have again
tried to identify a number of variables and fagtorn
we think to be important:

Dimensions of consumer concerns as containad in
specific lifestyles. Different {combinations of) story
lines can be connected with different lifestylas’
characteristics also outside the consumptlon
domain of food.

product information strategies. What informatlun
is asked for by consumers and which formats of
information provision (in the shop, on the shelves,
on the products) fit best to the lifestyles of con

level-thatis-harmless to-homarrheatthHygiewic

face of conilicting expert systems.

Searching for health and buying sustainable
food can be part of different lifestyles. Even within
the clearly identifiable sector of organic food, a
marketing study in Germany by Biohandel, March
2006, found a large diversity in consumer behavior.
This study points at the presence of different rea-
sons for different categories (combining socio-
economic backgrounds and cultural attitudes) of

identified this trend as the ‘ego-trip’ way of con-

suming sustainable food. Since the beginning of

the 1990s, this trait scems to be present in individ-

uals’ decisions towards self-protection (e.g. the .

safety and sanitary quality of food) and self-

promotion (beauty, healthiness and fitness). -

Many consumers who could not be identified
as being environmentally aware or socially respon-
sible were concemed with buying alternatively

food provides better opportunities for the average
Thai to consume less-polluting, less-contaminated
food produced at more affordable prices than
organic food. '

In general, trust is an essential element of con-
sumer strategies with regard to sustainable food.
The presence of risks associated with food (pesti-
cide residues, bird flu, BSE, etc.) that may endanger
human health in combination with the necessary

SUmer groups.

Social relations of anxiety and trust: the prefer
ences of cansumers for_specific company informa
tion strategies targeted at establishing and
maintaining a meaningful trust relation.
(Premium) prices for green products: ‘willingnass
to pay,’ although not isolated from concrete shop
ping and eating practices, nor from culturalifostyle
characteristics and always in relation to other food
products. : '
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» Preferences of consumers for specific formats for
the physical location and presentation of green
products within the shop (separate section, separate
shelves, separate section within a shelf, mingled
among other products)” ’

« Preferences of consumers for specific ways of con-
structing ‘hierarchies for green qualities.’

These variables can help to move beyond the
isolated, individualist approaches to consumer
behavior which tend to-dominate research for a
long time. By using these kinds of variables, con-
sumer strategies with regard to buying sustainable
food are researched in direct relation to and linked
with provider strategies.

THE SHOPPING FLOOR AS LOCALE FOR
SUSTAINABLE FOOD TRANSACTIONS

The shopping floor constitutes the locale where
supermarket chains and consumers interact in the
selling and buying of sustainable food, or where
provider and consumer strategies actually mcet.
Although the social practices in the retail outlet
cannot be understood without including the differ-
ent strategies presented above, so far, very little
empirical research has been done applying this
perspective. i

Nevertheless, some empirical findings are
available and one interesting starting point is the
physical lay-out of the shop. The way different
sustainable food products are positioned in the
shop setting proves very important in the success
of such products. For an example on the shelf
space, see Box 4. Items such as the assortment of
sustainable food products (quantitative as well as
qualitative), the positioning of the green assort-
ment in overall assortment, the spatial structure of
green provision, and the dimension of sustainability
referred to are characterizing differences on the
shopping floor and thereby facilitating or compli-
cating the enactment of particular provider and
consumer strategies.

A new strategy introduced by hypermarket
chains in France since the mid-1990s included the
selling of regional and organic food products,
combined with the development of quality sys-
tems ensuring  product traceability and the
rearrangement of the stores in ‘consumption uni-

Box 4 The importance of supermarket
shelf space for sustainable food
consumption

Experimental research provided evidence for the .
observation that not only the price of a product or its
characteristics determines consumer interest but alsg
that the context in the supermarket plays an important
role as well. ‘

of sustainable food in supermarkets, researchers
ascertained that consumers are sensible to the waﬁ
product is offered. When a product is presented in a -
supermarket in such a way that it gives the impression
of being popular and of good quality, consumers are
more interested in buying this product. For example,
when sustainable foods are offered more space in the
supermarket shelves they seem to be popular and
therefore consumers will buy more,

Source. Dagevos et al. (2005)

While testing consumer reactions to the presentation. —|-

When several labels are available for one category
of products, these can correspond to different
levels of quality and thercfore with different
prices. Retailers use food labels as general signs
of quality according to their perceptions of con-
sumers’ needs and preferences (e.g. consumers
may choose different labels for different kinds of
meat). In most cases, labels represent a higher
quality and are thus displayed on higher shelves,
thus more expensive, but this is not the case in cer-

" tain stores, where either the display is vertical or
where the higher quality has become commonand

widely purchased. In France, the notion of ‘qual-

ity’ seems to create coherence between the retail-
ers’ and consumers’ concerns for sustainable food.,
In the store this ‘quality’ is materialized into the
mix of ‘terroir’ (tegional product) and sustainability
labels. Consumers are familiar with some labels,
such as organic agriculture but not with others
and, evidently, they ask for more information fig-
uring on the product itself as well as in the storc
and in the catalog.

Supermarkets may use different strategics in
their shops when commercializing organic food
products (Richter er al., 2001). How prominent
and strong is the attempt from the firm to persuade

ERNE

SHOPPING FOR GREEN FOOD IN GLOBALIZING SUPERMARKETS 425

qualiﬁcalion of the workers at the selling point,
and the presentation and positioning of the products
in the store. During interviews in several European
supermarkets, Richter et al. (2001) observed that
the person in charge of the organic food sector
usually emphasized that organics were part of a
broader environmental and social responsibility
strategy from the retailing chain. However, when
looking deeper into the data, they found
out that these commitments can lead to different
practices and are diffuse in their scope.

In the Brazilian case, Guivant et al. (2003) con-
cluded that, although the main international and
national retail chains, like Carrefour, Pio de
Agucar and Wal-Mart, have invested significantly
in the organic food supply, they basically assumed
only minimum and basic strategies. The growing
presence of organic products can not necessarily
be considered the result of elaborate concern-wide
strategies to replace conventional food. Organic
foods are dispersed in the area for products asso-
ciated with well-being and quality of life. For this
reason, organic products are normally placed on
shelves where, without appropriate information to
consumers, they are mixed with hydropanics (food
products, with lower pesticide presence and bene-
fiting from a lower price and a ‘clean’ image),
conventional products packed very similarly to
organic ones (with colorful labels identifying pro-
ducers and strengthening the notion of being com-
merciatized directly from producers, looking like
‘natural’ products), and conventional vegetables in
packages with misleading statements (such as,
“free of conservatives, ‘natural product, etc.). Only
certain regional supermarkets have special, refrig-
erated stands, with signs, clearly separating organics
from hydroponics, conventional, etc. In these
supermarkets, the demand for healthy foods is
contributing significantly to the growth of organic
food consumption and production, contradicting
the negative forecasts from a part of the organic
agriculture movement about sales through super-
markets. It may be expected that this provision
strategy from the retail sector is ‘converting’
consumers to become more ‘green.’

Although again based on scarce and scattered
empirical data, these findings nevertheless point at
the following variables and indicators that might
be useful for studying the shopping floor practices

providers and from the side of consumers (in situ
information strategies; communication devices;
potential for mutual feedback and control).
Motivation, training and qualifications of the
workers at the selling point, resuting in passive,
defensive or pro-active strategies for confronting
the consumer with sustainable products.

The framing of the price setting: the position of
sustainable food in comparison with other food
products in terms of relative prices but also in
terms of image, etc.

Shopping connected special actions and devices
(eco-saving systems; eco-bonus cards, etc.) for the
promotion of sustainable food.

Again the list is indicative instead of exhaustive
and is meant to contribute to the development of a
future research agenda that takes as its starting
point the practice of shopping at the retail outlet as
a relevant case of a consumption junction.

CONCLUSION

Viewed from a global perspective, green food con-
sumerism is on the increase, although its develop-
ment can be considered uncven in different
respects. With the helpof a theoretical framework
and its operationalization into three specific cate-
gories of factors and variables, we are able to iden-
tify the heterogencous paths that lead to increased
sustainability. With the help of the rescarch outline
as suggested, it is possible to investigate different
forms of ‘fiis’ and ‘misfits’ between retailer strate-
gies on the one hand and consumer strategies on
the other. Guided by our typology of four dimen-
sions of sustainability, we were able to reconstruct
some different ways of framing sustainable food
consumption in different settings in different parts
of the world. When Brazilians are ‘going organic’
to improve their lifcstyles and well-being through
the consumption of food that suits the image of a
sportive, healthy, and modern life, they put pres-
sure on retailers to provide a hierarchy of food
(quality) choices structured according to our first
dimension in particular. Guivant (2003) talks about
an ‘ego-trip’ ~ instead of an eco-trip — discourse as
being specifically relevant for the Brazilian case.
In this ego-trip discourse on the greening of food

or_facilitate_the.consumer-ip—his—or-hesgeecn -

Vérses™ (1.e. the thematic regrouping of products
not according to the product’s nature but to the
consumers’ use) (Laurenceau, 2005). Shop man-
agers consider regional or quality labeled food
products (e.g. Label Rouge, AOC) as equivalent to
other products and thus do not need separate treat-
ment, except for organic products (mostly because
they are a more recent phenomenon in these shops
and formally demand strictly separated ‘filiéres’). -

choices, preferences and routines? How consumer
oriented is the strategy when compared to internal
(profits/market) interests of the providers? How

cosmopolitan is the sustainable food product i
terms of being originated and regulated and stan-.
dardized from a local or an international/global

perspective? Some essential differences character-:

izing these strategies are the number and diversity . *

of products in the retail outlet, the motivation and
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+ The availability of products — number and diversity
of products and departments in the retail store
with a green profile.

+ Location and presentation of green products —
products’ location on the shelf {vertical as well as
horizontal).

» Trust enhancing strategies in everyday shopping
for sustainable products, both from the side of

production and consumption, 1t and healthy per-
sbnal bodies are connected in a direct way to fit
and healthier food flows worldwide. When, in the
attermath of bird flu, Malaysian and Thai food
consumers are ‘going organic’ or start buying at
least *pesticide-controlled’ food, they start looking
for a government and retail-controled provision
of ‘safe’ food along the lines of our second dimen-
sion of consumer concerns as well. Most likely,
however, their concerns are not framed in terms of
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an ego-trip discourse of the kind found in Brazil.
Nevertheless, adherence to safe and health food
standards in both parts of the world could very
well turn out to be quite comparable with respect
to the ways in which consumers respond to strate-
gies by retailers who use the provisioning of
green food to create new markets. What puts the
Asian consumers and retailers in a different posi-
tion, compared to their Brazilian or European
counterparts, is the Jower level of the overall pro-
visioning of green food in their societies. In all
regions, however, at least some food is sold and
bought under the heading of green or sustainable
food.

International trends situate supermarkets as
central stakeholders in the expansion of organic
food consumption, notwithstanding the conflicts
that may exist with farmers about the conditions
of supplying sustainable food, as well as with con-
sumers about the framing of sustainability and
about the price. According to what has been
observed in recent research, worldwide most super-
markets have approached the organic food sector
as part of a wider strategy aimed at appealing to
those consumers interested in green consumption,
including four types of motivations mentioned in
this chapter. This inclusion of organic foods into
the conventional market and especially on super-
market shelves is not always welcomed as a desir-
able development by the organic agriculture
movement. Their concerns and criticisms are
related to the resulting demand for large-scale
production, commercialization in supermarkets,
consumption restricted to higher income classes
due to high prices, etc. An alternative response
would be to hold on to small-scale organic food
production and consumption distributed through
local markets. However, according to the argu-
ments presented in this chapter, a significant
growth of the sustainable food market depends on
the inclusion of such products in supermarkets.
Among the most important challenges in this
respect are the negotiations taking place between
producers and the retail sector, and the framing of
sustainability in and through shopping practices at
the consumption junction of supermarkets. As the
quality and quantity of sustainable products on
offer increase and consumption is stimulated along
with changes. in lifestyle patterns, the dynamics of

some of the key indicators for organizing such
empirical studies, as well as formulated a wider
conceptual framework to guide this research.

NOTES

1 CCC refers to citizen/consumer demands . for .
‘convenience, comfort and cleanlmess (Shove,
2003).

2 We follow here Goodman’s (2003, 2004) pres- =

entation of the main arguments around AAFNs, -

3 A reply to these criticisms was presented by Van

der Ploeg and Renting (2004).

4 As it is done in the many research projects on
attitudes and value-orientations of groups of con.
sumers. See Torjusen et al. (2004).

5 For example, retailers can choose (not) to estab-

lish specific contracts with organic farmers in the __ "0

region, or submit contracts under specific (favorable)

conditions. This can be illustrated using the case of,
for example, Brazilian supermarkets. While in some
main cities, like Séo Paulo and Rio de Janeiro, con-
tracts are not different for organic farmers associa-
tions, in Floriandpolis regional retail chains offer
specific conditions, including refrigeration for the
exposure of fresh products (Guivant, 2003).

6 "Through this perspective we agree on the need
to avoid methodological nationalism, which blinds
conventional sociology to the multidimensional
process of change that has irreversibly transformed
the very nature of the social world and the place
of states within that world’ (Beck and Sznaider,
2006, p. 2).

7 http/Avww.nationalgrocers.org/MarketCenterhtmi#
ConsumerSolutions, April 2003.

8 Ibid.

8 http:/www.nationaligrocers.org/
NGNaturalFoods.htmi

10 Willer and Yussefi (2004), p. 134.

11 SuperHiper Magazine, June 2002,

12 In particular, bird flu surfacing in Thailand, asin
other countries of Southeast Asia in 2002, caused
widespread consumer concerns about the presence
of food risks. Publicity about the presence of high
quantities of pesticides in food in supermarkets and
stalls is another cause for concern.

REFERENCES AND BIBLIOGRAPHY

SHOPPING FOR GREEN FOOD IN GLOBALIZING SUPERMARKETS a7

Archer, M. (1982) ”Morphogenesis versus structuration: on
combining structure and action.” British Journal of Soc:olog,v
33 (4): 455482

Barry, M. (2004) “The symbolic power of ‘organic’.” Hartbeat
Newsletter April.

Bauman, Z. (1993) Modemity and Ambivalence. Cambridge,
Polity Press. :
Beck, U. (1992) Risk Society: Towards a New Modernity.

London, Sege Publications.

Beck, U. and M. Sznaider {2006} "Unpacking cosmopohtamsm
for the sodial sciences: a research agenda.” British /ournal of
Sociology 57 {1): 1-23.

Beck, U., and 1. Willms (2004) Conversations with Ulrich Eeck
Cambridge, Polity Press.

Beck, U, A. Giddens and S. Lash (eds) (1994) Ref/extve
Modernization. Politics, Tradition and Aesthetics in.the
Modern Social Order. Cambridge, Polity Press.

Belk, R. W. (1995) Studies in the new consumer behaviour. In:
D. Miller (ed.) Acknowledging Consumption. A Review of
New Studies. New York, Routledge, pp. 58-95.

Bevan, J. (2005) Trolley Wars. The Battle of the 5upermarkets
London, Profile Books.

Bostrém, M., A. Follesdal, M. Klintman, M. Micheletti and M. P.
Sorenson (eds) (2005) Political Consumerism: its Motivations,
Power and Conditions in the Nordic Countries and Elsewhere.
2nd Internztional Seminar on Political Consumerism. Oslo
TemaNord.

Bourdieu, P.(1377) Qutline of a Theory of Practice. Cambridge,
Cambridge University Press.

Castells, M. (1996) The Rise of the Network Society. Volume |
of The Infermation Age: Economy, Sodiety and Culture.
Malden {MA) and Oxford, Blackwell Publishers.

Dagevos, H., E. van Herpen and M. Komelis (2005)
Consumptiesamenleving and Consumeren in de Supermarkt.
Duurzam veedselconsumptie in de context van markt en
maatschapoi. Wageningen, Wageningen Academic
Publishers.

Dobson, P.W., 1. Waterson and S. W. Davies (2003} “The pat-
tems and implications of increasing concentration in
European fcod retailing.” Journal of Agricultural Economics
54 (1) 111-125.

Dries, L., T. Reardon and J. F. M. Swinnen {2004} *The rapid rise
of supermarkets in Central and Eastern Europe: implications
for the agrifcod sector and rural development.” Development
Policy Review 22 (5): 525-556.

ETC Group (2005) Oligopoly, Inc. 2005. Concentration in
Corporate Power. Communiqué, ETC Group: 18.

Flynn, A, T. Marsden and E. Smith {2003) "Food regulation and
retailing in a new institutional context.” The Political
Quarterly 74 11):.38=46. e

Goffman, E. (1963) Behaviour in Public Places. London, Fren
Press.

Goodman, D. (2003) “The quality 'turn’ and alternativa faud

- practices: reflections and agenda.” Journal of Rural Studies
19{1):1-7.

Goodman, D. (2004) "Rural Europe redux? Reflactiony on
alternative agro-food networks and paradigm changs.”
Sociologia Ruralis 44 (1): 3-16.

Guillon, F. and F. Willequet (2003) Les afiments santé: marchd
porteur ou bulle marketing? Paris, Armand Calin,

Guivant, 1. (2003) “Os supermercados na oferta de alimentas
organicos: apelando ac estilo de vida ego-trip.” Amireite 9
Sociedade 6 {2): 63-98.

Guivant, J;, M. Fernanda de A. C. Fonseca, F. Sampala, V. Ramos
and M.iScheiwezer (2003) Os supermercados e o consumn
de frutas, legumes e verduras org,nicos certificados. Relatdrlo
final de pesquisa, CNPq projeto 520874/01-3.

Guptill, A. and J. L. Wilkins (2002) "Buying Inte tha fond
system; Trends in food retailing in the US and impllcatiaing
for local foods.” Agriculture and Human Values 19: 39 %1,

Guthman, J. {2002) "Commodified meanings, maaningful
commodities: re-thinking production~consumption ik
through the organic system of provision.” Sociofogia Ruralis
42 (4):1295-311.

Guthman;] J. (2004) “The trouble with ‘organic Hite' In
California: a rejoinder to the 'conventionalisation’ debate.
Sociologia Ruralis 44 (3): 301-316.

Halkier, 8. (2001) “Consuming ambivalences, Consumer han-
dling of environmentally related risks.” Journal of Consummt
Culture 1 (2): 205-224.

Hartman group (2000) Organic Lifestyle Shopper: Mapping the
Journeys of Organic Consumers. Bellevue, The Hattinat
Group.

Laurenceau, M. (2005} Sustainable Food Consumption ami
Retailer Strategies in France: A Matter of Quality!
Environmental Policy Group. Wageningen, Waganingen
University. MSc thesis.

Macnaghten, P. {2003) “Embodying the environment In avery:
day life practices.” The Sociological Review 51 (1): 63 B4.

Marsden, T, A. Flynn and M. Harrison (2000) Consuming
Interests. The Social Provision of Foods. London, UCL.,

Micheletti, M. {2003) Political Virtue and Shopping. Indivitualy,
Consumerism, and Collective Action. New York, Palyrave
MacMiflan.

Michelsen, ). (2002) “Recent developments and palitieal
acceptance of organic farming in Europe.” Socioloyla Rurall
41 (1): 3-20.

Mol, A. P. ). and D. A. Sonnenfeld (eds) (2000), Fcolugical
Modernization Around the World. Perspectives .md C(/Hm/
D{bulca "fmu, \.Il\, l'ldlll\ LA,

sustainable production may be strengthened,

bieaking away from the negalive projections
coming from the organic agriculture movement
and opening up more alternatives for green-food
production and consumption. Accepting the pres-
ence of other strategies in the provisioning of sus-
tainable food, next to and as an alternative to the
wraditional channels of organic food supply, makes
it possible to study the strengths and weaknesses
of the different options. This chapter has identified

Antoine, J.-M. (1998) Les aliments fonctionneis: La perspective

de V'ndustrie alimentaire. Forum sur les aliments fonction- ~~
nels. Conseil de I'Europe. Strassbourg, Editions du Congeil -

de 'Europe: 170.

Aprilia, A, (2005) Analysis of Sustainable Food in Bangkok,
Thailand: Production, Consumption and Communication.
Environmental Policy Group. Wageningen, Wageningen
University. MSc thesis.

Giddens, A. (1979) Central Problems in Social Theory. Action,
Structure and Contradiction in Social Analysis. Berkeley,
University of California-Press.

Giddens, A. (1984) The Constitution of Society. Qutline of the
Theory of Structuration. Cambridge, Polity Press.

Giddens, A. (1990) The Consequences of Modernity. Stanford,
Stanford University Press.

Giddens, A. (1991) Modernity and Self “Identity: Self and
Society in Late Modern Age. Cambridge, Polity Press.

Murcott, A. {1999) * ‘Not Science but PR"; GM food and thy
making of a considered sociology.” Sociological Rasedreh
Online 4 (3).

Neven, D. and T. Reardon (2004)."The rise of Kenyan
supermarkets and the evolution of their horticulture pro-
curement systems.” Development Policy Review 22 (b):
669-699.

Qosterveer, P, (2005a) Global Food Governance. Wageningen,
Wageningen University. PhD thesis.



http://vvvvw.nationalgrocers.orgtMarketCenter.htmllt
http://www.nationalgrocers.org/

428 THE SAGE HANDBOOK OF ENVIRONMENT AND SOCIETY

Oosterveer, P. (2005b) “Global regulation of food and con-
sumer involvement: labelling of sustainable fisheries using
the Marine Stewardship Council (MSC)." TemaNord 517:
339-363. ‘;

Ormond, P. J., S. R. Lima de Paula, P. Faveret Filho and L. Thibau
M. da Rocha (2002) Agricultura Orgénica: Quando o
passado é futuro. Rio de Janeiro, BNDS Setorial.

OTA (2006) 2006 Manufacturer Survey. Greenfield, OTA
{Organic Trade Association). '

Ponte, S. and P. Gibbon (2005) “Quality standards, conventions
and the governance of global value chains.” Economy and
Society 34 (1): 1-31.

Raynolds, L. . (2004) “The globalization of organic agro-food
networks.” World Development 32 (S): 725-743.

Reynolds, J. and C. Cuthbertson {ed.) (2004) Retail Strategy.
The View from the Bridge. Oxford, Elsevier.

Richardson, I. (2004) “What's for dinner? Understanding meal
fragmentation as a cultural phenomenon.” Heartbeat: Taking
the Pulse of the Marketplace. hitp:/iww.hartman-group.com/
products/HB/archives2005.html

Richter, T. (2002) Conceptual Basics for National Standardized
Data Gathering Concerning Organic Consumption and
Influencing Factors. 14th IFOAM Organic World Congress,
Victoria, Canada.

Richter, T, O. Schmid, U. Meiey, D. Halpin, P. van der Berge and
P. Damary (2001) Marketing Approaches for Organic
Products in Supermarkets: Case Studies from Western Europe
and the United States of America Conducted in 2000. Basel,
Research Institute of Organic Agriculture.

Schwartz-Cowan, R. {1987) “The consumption junction: a pro-
posal for research strategies in the sociology of technol-
ogy.” In: W, E. Bijker, T. P. Hughes and T. ). Pinch (eds)
The Social Construction of Technological Systems: New
Directions #i the Socialogy atid History of Techiology, Ney
York, The Guilford frass,

Seltzer, 1. M (2004) “Natural fodds: & fatural profit oppoitunity”
National Grocer Magazine. hitpiwiww,natisnalyrocers.org/
NGNaturalFoads htmil {accassed Nov, 2004)

Seth, A., and G. Randall (2001) The Grocers. The Rise and Rise
of Supermarket Chains. London, Kogan Page.

Shove, E. (2003) Comfort, Cleanliness and Convenience. The
Social Organization of Normality. Oxford, Berg.

Slater, D. (1997) Consumer, Culture and Modernity. London,
Polity Press.

Southerton, D., H. Chappels and B. van Vliet, (e} {2003)

Sustainable Consumption; the Implications of Changing o
Infrastructures of Provision. Cheltenham, Edward Bgar o

Publishing.

Spaargaren, G. (2003) “Sustainable consumption:ameoreﬁ._.k i

cal and environmental policy perspective.” Sodety ang
Natural Resources 16: 687-701. :
Spaargaren, G., and S. Martens (2005) “Globalisaton and the _

role of citizen-consumers in environmental politics® tp.
F. Wijen, K. Zoeteman and J. Pieters (eds) A Hancbook of

Globalisation and Environmental Policy. National Gwemhehf’*’_’%w -

Interventions in a Global Arena. Cheltenham, Eduard Bgar —
Publishing, pp. 211-245.

Stones, R. (2005) Structuration Theory. Hondmills, -
Basingstoke and New York, Palgrave MacMillan. - .. — —

Thompson, C. J. and M. Troester (2002) “Consumer value 5ys-
tems in the age of postmodern fragmentation; the case of the
natural health microculture.” Jounal of Consumer Research
28 {4); 550-571.

Torjusen, H., L. Sangstad, K. 0'Doherty Jensen and Ul‘pemes; T

(2004) European Consumers’ Conceptions of Organic Food:
A Review of Available Research. SIFO Professiondl Report.

QOslo, SIFO. . i

Van der Grijp, N. M and F. den Hond (1999) Green Supply
Chain Initiatives in the European Food and Retailing Sector.
Amsterdam, WM {Institute {or Environmental Stues).

Van der Ploeg, ). D. and Henk Renting (2004) “Behind the

‘redux’: a rejoinder to David Goodman.” Sociologia Ruralis =~ """

44 (2): 234-242.
Warde, A. (1994) "Consumers, identity and belongng: reflec-

tions on some theses of Zygmunt Bauman.” - R Keat, = =7

N, Whiteley and N. Abercrombie {eds) The Authosiy of the
Consumer. London, Routledge, pp. 5874,

Warde, A (1997) Corisurtigtion, Food and Taste, Qifiary
Antiiiémies and the Commodify Cufturé. Losden, Sage
Publishing.

Waitheim S, {2005) Big-Logisch!? In the Eye of the beHolder,
Research Repart LE WUR, Wageningen, WUR.

Willer, H., and M. Yussefi (eds) (2004) The World o Organic
Agriculture. Statistics and Emerging Trends, 2004, Bonn,
International Federation of Organic Agriculture Movements.

Zhang, X, X. Fu and . Yang (2005) The Vegetabie Supply
Chain of Supermarkets in Sichuan, China. Vegsys Project
Report 29. Den Haag, LEL

| SECTION VI
Redesigning Natures

i

ERIIN T T

A

L it -



http://www.hartman-group.coml
http://WWw.Mtibnalgrows.org/

