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1. Exploring the Development of Organic Consumptionn Denmark

This study explores the development of organic eonion among Danish consumers from the
biographical perspective of consumers themselgesagated in personal interviews. Similar qualitat
studies have been undertaken concurrently in Braad in Italy in close cooperation with other pars

in the EU-funded research project: QualitativeLoputFood. The results of these qualitative studies will
be compared and findings supplemented by a quawtitanalysis of household purchases of organic
foods in Britain, Denmark and Italy, which is als®ing undertaken concurrently. The common objestive
of these studies and the methods employed in taktafive investigations are outlined in sectioh,1.
while the context of the Danish study — the develept of organic market in Denmark — is briefly
described in section 1.2.

1.1 Objectives and methods

These studies were designed to contribute to tee-alobjectives of achieving a differentiated
understanding of the development of the organiketan Europe and a basis for assessing the likely
future development of European demand for orgasods$. The over-all objective of each of the
gualitative studies is to delineate the chronolalitevelopment of purchasing decisions with respmect
organic food products among specific householdgsypiéhin a particular market.

The more specific objectives of the qualitativedses are: (1) to characterise the
development of conceptions of organic productsgdpeers and production methods, as these have
developed among consumers distinguished by hous&ym and frequency of purchases made, and (2)
to identify the character of the original motivaisoto purchase organic food products and the subséq
development of motivations to limit, change or exghéhe selection of product categories, seen atiogl
to the social contexts in which purchasing decisiare made.

The objectives of the qualitative studies werenfalated in the light of earlier studies,
indicating differences between the motivationatgrais of “committed”, long-term consumers of organi
products on the one hand —sometimes referreddedisated, core, faithful, loyal, regular or heaggrs
— and, on the other hand, new consumers of orgaatucts, assumed to be “uncommitted”, unfaithful o
disloyal, occasional or light users (Midmatal. 2005; Francois & Sylvand@006). Analyses of
household panel data had revealed that purchasiteyips are subject to dynamic changes, but thalsoc
contexts in which purchasing decisions are madairgd unclear. The extent to which decisions to
purchase/not to purchase organic products refigati{anges in the household, such as the birttbabg
or the loss of a job, (b) changes in the marketh ss the introduction or withdrawal of organicguwots
on the part of a local supplier, or (c) changesonsumer conceptions of organic products, produssis
production methods, was not known. These weresthees our qualitative studies were designed to
explore in depth.

! For further details, seesww.glif.org. The present study constitutes part of Subprdjexe.

2 A detailed account of objectives, research qaastitheoretical framework, sampling proceduregatd collection
methods, including screening questionnaire, ineanvguides and protocol for participant observasitudies, is
presented ifProtocol for QLIF 1.2.2 Qualitative Stuq2006) ed. by K O’'Doherty Jensen in co-operation with T B
Lund (University of Copenhagen), N Ayers, P Midm@uaiversity of Aberystwyth) and S Naspatti and &nali
(University of Ancona).



Theoretical Framework

Our research design was inspired by theoreticaridmrions regarding the cognitive processes that
underlie changes of mind (Gardner 2004), and thetgution strategies that arise in the context of
everyday shopping with respect to the charactgraduct loyalty (Dick & Basu 1994).

According to Gardner’s account of the cognitivegasses involved in changing one’s mind,
the concepts, stories and theories, in terms oflwvbne views objects, artefacts, phenomena or,sigims
undergo changes that may take place abruptly alugily over time. On the assumption that the pwseha
and consumption of organic food products may inedlw possibly has involved at some time in thd)pas
a change of mind with regard to food experiencesfaad habits, we decided to employ Gardner’s theor
in designing our study and analysing our data. &hount was particularly suited to the purpose of
exploring consumer concepts and shopping behaingofar as a change of mind is understood to have
practical consequences for changes in habituaMi@ima What happens in the mind, according to this
theory, ultimately involves changes of behaviotif:.l.changes that occur within the mind... do not fesu
in present or future changes of behaviour, thep #éine not of interest here.” (Gardner 2004: 5)

Seven factors or ‘levers’ that may influence a nehdnge are identified as follows:
(1) reasondreferring to justifications within a given condegl universe), (2)esearch(relevant
experiences, data and information), 8onancegthe affective component), (4g-descriptions
(mutually reinforcing images of what will resulbfn a change), (5esources and rewardshe
perceived cost-benefit relationship), (6al world eventgin households, markets, etc.), and (7)
resistancegto change). The latter factor refers to the ctigmicomponent of barriers to change.
Any of the first six factors may operate singlyimiconsort, tending to function as a lever that may
induce a change of mind. Gardner employs the insdg€‘tipping point” to refer to a situation in
which the balance, so to speak, shifts. SeveraVagilt factors may reinforce each other, bringing a
new viewpoint or goal within sight. The conceptgipping pointsandlevers(with particular
reference toeasonsresearchresourcesrewards real world eventandresistancegare primarily
employed in the analysis presented here in Ch&piarwhich we explore consumer concepts and
stories with reference to changes of mind and hebhawVe have also found it useful in our
analysis of the Danish data to distinguishourcegreferring to the use of time or money) from
rewards(perceived benefits), rather than conceiving ésis single factor referring to a rational
calculation of cost-benefit on the part of the aoner.

Our exploration of consumer loyalty with regardbtganic products is directly
inspired by Dick and Basu’s account of indicatdrproduct loyalty (1994), according to which
relative loyalty is assessed in the light of thikofwing:

1. How likely it is that a given customer will searidr alternatives

2. How resistant the customer is to counter-persuggim@sented by competing, substitute
products)

3. How likely the customer is to tell others about pineferred product (word-of-mouth
recommendation).

The first two of these points regard substitutitrategies the consumer is likely to adopt in a giagp
situation in which a sought for product is out tufck or is not available for other reasons. In gieisig
this study, five substitution strategies (‘Clos&éSitution’, 'Re-try’, 'Re-locate’, 'Surrender' airé¢ason’)
were distinguished with reference to organic prasitithese are defined in Chapter 4 of this repait a
employed in our analysis of substitution strategiesection 4.1, while our findings regarding the
likelihood that a consumer will tell others abaduit preferred organic products are presenteddticse
3.3.



Materials and methods

The design of this study was based on the poliayttie goal of obtaining richly detailed

gualitative data should not be sacrificed to tHaildaining a larger sample. Accordingly the
decision made was to limit sample size to 18 hoalsisldrawn from two geographical areas within
each national market, and to extend methods ofatdliiection beyond the relatively narrow
confines of single personal interviews with seldabjects. It was decided that half of the
principal subjects would be drawn from househoédsdent within the region of the capital city (or
other major metropolitan city) and its surroundarga, and half from households resident in or near
an averaged-sized town, identified on the basmsatibnal demographic data. Preliminary analysis
of quantitative household panel data in Britain B&hmark had clearly indicated relatively high
levels of consumption of organic foods in the arefahe capital cities and relatively low levels in
rural areas (Denver & Christensen 2006). The ssaatiple size in these qualitative studies,
however, did not permit the introduction of threexamre geographical areas, distinguished by level
of urbanisation, to each sample. Given a relatigehall sample size, it was decided that
ethnographic methods would be employed, focused opal narratives featuring biographical
accounts and detailing important events that hafeanced decisions regarding food purchases
and food consumption in the household, supplemenjaabservation studies.

Population and sample
As noted, the study population was limited to tveographical regions. In Denmark, apart from the
region of greater Copenhagen, the town of SlagdB3®00 inhabitants) and its surrounding area was
selected. A further limitation had been introdubgd policy decision to the effect that the setatf
different kinds of shopping venues in which sulgenight be recruited should be made in approximate
accordance with the types of sales channels thradngth organic food products are sold on the natlion
market. Since approximately 85% of organic foodshenDanish market are sold in supermarkets or
discount stores, while the remainder is sold thhootiper channels, this entailed that the greatergbdhe
Danish sample would be drawn from households thaally shop in supermarkets or discounts stores.
The following inclusion criteria were establishadegard to characteristics of all principle
subjects:
» Age within the range of 25-69 years
» The subject has exclusive or shared responsilfditihousehold shopping
» The subject exhibits involvement in food qualitg (aeasured by a cut off point on a standardized
involvement scale).
A quota sampling method regarding the criteriaafdgr, distribution of age-groups, household types
frequency with which organic foods are purchasea developed in the light of available quantitative
data as follows:
e In atleast 4 (and maximum 6) of all 18 househdigs,main food purchaser is male, preferably 2
men being included in the sample for each regidm{goup.
* The sample will include a minimum of 2 householdgach of the following categories:
- Single persons without children (one-person housishage unspecified)
- Young adult couples without children (respondergdh®5-35 years)
- Adult(s) with child/children under the age of 1laye (respondent’s age unspecified)
- Older couples without children or whose childrenlonger live at home, (respondent aged
55-69 years).
* Each regional sub-group in each country will cormpdregular users, ccasionalusers and 2
non-userof organic food products.



- Regularusers are defined as those who report purchasi@@omore of the following products

oneor more times per weekrganic bread, fruit/'vegetables, dairy productegps.

- Occasionalusers are defined as those who buy one or mdreatbove productsss often than

once per weetaind do not buy any of these products as often &s par week.

- Non-usersare defined as those who reponteyerbuying an organic variant of these products.

All principle subjects recruited to this study wescreened with regard to these

characteristics, using a standardised, structuegtgpnnaire. The characteristics of the Danishpsauere
summarised in Table 1.

Table 1: Consumers interviewed

Secondary Subject

Age Gender

Household Composition

Characteristics
Regular user A 35-54 Female Close friend Copenhagen Single adult, child(ren) <11
x Rediigec 35-54 Female Husband Copenhagen Couple, child(ren) <11
<P Regu c
5' % egular user 34-55 Female Partner Slagelse Couple Household, empty Nest
O
w 2 GERILIATEEAD 25-34 Female Close friend Slagelse Young Couple, child(ren) <11
@
REHUEY U= 55-69 Female Missing Slagelse Single household, empty nest
GERIETEEA 55-69 Female Daughter Copenhagen Single household, empty nest
Rediiegecl 34-45 Female Son Slagelse Single household child(ren) > 11
Regular user H 25-34 Male Missing Copenhagen Young adult, lives with room mate
Secondary Subject o
ID Age Gender o Household Composition
Characteristics

- : - .

<Z( " Occasional user A 55-69 Female Close friend Copenhagen Single, empty nest

(CT)) % CEEEEE] (22 2 25-34 Male Wife Copenhagen Young Couple, no children

9]

< .

@) - CEEREE S 25-34 Female Husband Copenhagen Young Couple, no children

Q .

O D 34-54 Female Husband Slagelse Couple child(ren) > 11
CEsEEE] (22 S 55-69 Female Missing Slagelse Older Couple (55-69)
QFeIETE S 25-34 Male Wife Slagelse Young Couple, child(ren) < 11

Secondary Subject .
ID Age Gender o Household Composition
Characteristics
. @
% m Non user A 55-69 Male Wife Copenhagen Older Couple (55-69)
9]

= o Non user B 35-54 Female Parents Slagelse Single adult, child(ren) > 11
SLIITEEAE 25-34 Male Missing Slagelse Young couple, children < 11
Non user D 25-34 Female Husband Slagelse Young couple, children < 11




It should be noted that differences between usargg, as defined in the research protocol, redesrd t
frequency with which organic products are purchasetithat frequency levels established for this
purpose were established in light of available gtetive data and designed to facilitate comparison
between British, Danish and Italian consumers. ByiBh standards, these frequencies are set at a low
level. Due to considerable social and culturalediéhces between the three countries at fsgtueas
decided that the most appropriate means of idengfgotential subjects and establishing the fiosttact
with them should be adapted to local conditions.

Methods of data collection
The main method of data collection takes the fofra semi-structured narrative interview, informead b
interview guidelines, with each principle subjelite topics covered were: (1) main events in treedif
the subject, prompting when necessary with regagyénts that had influenced ways in which househol
shopping was done or meals that were preparednag;h@) recollections regarding when (if ever) and
where organic foods were first purchased, whatpusshased and how shopping for organic products
developed subsequently; (3) why organic foods ywerehased (or not) and how the subjects thoughts
about this topic have developed or changed since.

The following supplementary methods of data cdilbkecwere also employed, each of which
was informed by interview/observational guidelines:

» Participant observation and supplementary interwigtlv principle subjects
The researcher accompanied the subject on a shppiprio one or more of the venues usually
frequented by the subject and undertook a secamthridfing) interview, usually in the subject’'s hem
while unpacking shopping. These data include dimbservation and conversational exchange during the
trip, as well as supplementary interview data régay decisions made with respect to actual purchase
and purchases that were considered but not madwegdhrs trip. This method was designed to explore
possible substitution strategies employed by tiecral subject while shopping, and to supplemextad
regarding product loyalty obtained in the courséhefmain interview. All shopping trips were to be
video-recorded with a view to cross-validating fimgs and to obtaining supplementary visual data.

» Semi-structured interviews with secondary subjeasember of the principle subject’s household
A member of the household (aged 15 years or oldas)interviewed or, in the case of one-person
households, these interviews were to be undertakbia relatively close member of the principle
subject’s family or with a close friend suggestgdle principle subject. These interviews were giesd
to cross-validate findings and to obtain a broaoheterstanding of the wider context of food consuampt
in the household, with particular reference to arg&ods

* Semi-structured interviews with shopkeepers/marsagiespecialty (organic) stores
In the event that the principal subject and thepkkeper or manager of the shop(s) in which the gihgp
trip had been undertaken were personally knowrmath ether, these shopkeepers were to be interviewed
These interviews were also designed to obtain sapghtary data regarding the principal subject’s
shopping habits and to cross-validate findings.

3 These differences include: the frequency with whelbphone interviewing is employed for researcippses; the
frequency with which organic foods are purchaske;sales channels through which organic foodsalde and the
extent to which shopkeepers or managers are famiith their customers.



Recruitment and data collection

Data were collected during the period December 2008ay 2007. Recruitment in Denmark was initially
carried out by CAWI (Computer Assisted Web Intewsg with regard to the quota of informants that
shop in supermarkets and discount stores, and $gredtion and initial contact interviews undertaken
other shopping outlets with regard to other infantsalnitial contact in both cases was followed by
standardised screening by means of telephone ieterv

Sampling procedure entailed that approximatelgulects would be consumers, who
ordinarily do their shopping in supermarkets ocdigmt stores, while 8 of 18 subjects would be ‘tagu
users’ of organic foods, as defined. It should bd that the Danish sample of ‘regular usersudeb
consumers who report buying organic variants wittormore than two product categories at least once
per week. This sub-group is therefore by no means coincidéth ‘core’, ‘heavy’ or ‘committed’
consumers of organic products, as previously ifledtin earlier studies of Danish consumers (Vétial.
2005; O’Doherty Jensen 2006Moreover, it proved somewhat difficult to idegtifotential ‘occasional
users’, as defined, since relatively many potemigrmants bought organic products with somewhat
greater frequency. The sample at issue in thisystadluding relatively many who buy mainstream
products at discount stores, has not previousiy kaelied with respect to organic consumption.

Interviews with principal subjects and with mestondary subjects took place in the home
of the principal subject. The duration of the miaiterviews was between one and two hours, whiletmos
secondary interviews were completed in less thanhaur. The principal subjects recruited to thislgt
expressed interest in the topic and in the prospestiopping in the company of the researcher, and
readily cooperated in the research prdjeEhe quality of the secondary interviews provetéo
somewhat more variable. In eleven cases in whiviews were conducted with the partner of the
principal subject or with close family members, athtof whom were living in the same householdhes t
principal subject, the information obtained was r@nd nuanced. Beliefs and habits, as narratedeyy t
principal subject, were validated in all caseshhee cases in which friends were interviewed, it
transpired that they were not particularly well aaiqpted with the principal subject’s food habits,
particularly with reference to everyday shoppinge3e interviews did not serve the purpose of vatida
or did so only in a tentative fashion. Finallyproved impossible to obtain secondary interview®ur of
the 18 cases, either because the principal swvgtunable to indicate a particular relevant peteon
interview or the secondary subject was unwillinginable to cooperate.

All interviews and shopping trips were audio-retsd and full transcriptions subsequently
made. Shopping trips were also video-recorded thighaid of an inconspicuous video/audio tape device
concealed in the clothes of the interviewer. Whiterview subjects were fully informed about all
recording, it was thus possible to undertake paéditt observation of shopping expeditions in a neann
that did not embarrass the principal informant @wdany particular attention from other customers o
staff.

Most shopping trips, including a de-briefing intiesw, lasted approximately half an hour,
the longest lasting more than one hour, and toa&epin the vicinity of the principal subjects hoare
place of work. Several shopping trips included ntbe: one shop, but only in one case were as nany a
three shops frequented. Shopkeepers/managers ianghak subjects were in no instance personally
known to each other. It was not relevant thereforendertake interviews with shopkeepers in theighan
context.

* See Appendix |, Table A, for details regardintuatpurchasing frequencies among user groupseiiD#nish sample.
® See Appendix 1, Table B, for details regardintistinction later introduced in our analysis betwédedicated’
regular users and other regular users.

® Data in 17 of 18 cases were collected by ThomaeBleund and in one case only by Katherine O'Dghéensen.



Coding and analysis

A standardised codebook was developed jointly eyréisearch teams in Britain, Denmark and Italy,
following the procedure and logic of team-basedetmibk development with reference to qualitativadat
(Macqueeret al. 1998; Berendst al. 2005). This task was based upon preliminary imetgpions of
national data and coding of one British case byctiaers in all three countries with a view to praoimgp
inter-coder reliability. Coding of interview datadobservations was undertaken with the aid of the
NVIVO 7 software program, which also served as\dadefacilitating data management in the course of
in-depth analysis.

Analysis of these data followed a thematic analysethodology, developed in accordance
with the themes of the interview and observatignadielines, which in turn had been designed intlah
the theoretical framework of this study. This agmtowas supplemented by the pursuit of inductive
thematic analysis with regard to the exploratiopatterns in the Danish data.

Table 2: Categorization of Danish shopping outlefs

Discount Intermediate level Upmarket
chains: supermarkets: supermarkets:

P : ALDI BRUGSEN EGEFELD (Stocks organic products only)
in citations from subjects X :
: i« | LIDL FOTEX IRMA (Stocks 800 organic variants)
rinth r f anal :
or in the course of analysis NETTO 1SO
KVICKLY

Shopping outlets referred to

SUPER BRUGSEN

When citing interview material in the analysisg@pted in the following chapters, each
principal subject is identified by reference to bisher user-group and ID, as noted in Table 1rehe
further details regarding gender, age-group, honldelgpe, geographical region or (when relevant)
character of relationship to secondary subjects beaconsulted by the reader. Occasionally referanit
be made to a ‘case’ referring to all interview nniale and observations with reference to one ppisci
subject. Reference is also made at a number ofgmirour analysis to shopping outlets, including
supermarket chains that may not be familiar toréaeler. To avoid confusion, names of shops/chaas a
italicised and capitalised throughout the text Borcease of reference, their distinguishing chanastics
are summarised in Table 2.

1.2 The development of the organic market in Dennla

A relatively high market share for organic foodssveghieved in Denmark during the 1990s. By the turn
of the century, the share was approximately 5 $h@total food market and among the highest lewels
European countries. The combined efforts of govemtrauthorities and organic farmer organisations

" This categorisation merely refers to differenceprice level that appear to be commonly recogniseBanish
consumers, as observed by the authors of thisttéfiue term ‘intermediate level supermarkets' sefiera number of
chains that otherwise differ with regard to sizessa@atment (including non-food departments), quality other factors.



played a central role in this development, on thekground of increasing public concern about
environmental problems.

As from 1987, state subsidies were granted todesraonverting to organic production. A
national label, the '@-lab&lwas introduced in 1989, guaranteeing state cbotrihe certification of
production, processing, packaging and labellingrgnic food products. These initiatives received
considerable attention from the media, servingirn to promote some public awareness of the priesip
and methods of organic farming as compared to auioveal farming. Moreover, the introduction of stat
controlled certification served to keep potent@npetition from other organic labels out of the kedr
The @-label rapidly gained the status of a virtmahopoly in the organic sector, and its easily idiaile
logo has helped to disseminate awareness of tiseeage of certified organic foods. Several surveys
during the last decade have shown that the @-ialfamiliar to the majority of Danish consumers. By
2004, 93 % of Danish citizens were acquainted wéh@-label, and this had increased to 98 % in 2005
Furthermore, a majority of Danish consumers alsstsrthis label to a modest or high degree

The market share stagnated at about 5 % durinfiyghgears of this century (Torjusen al.
2004). Increases were observed as from 2005 attielgnd of 2006 the market share had increased to 6
% (Dkologisk Landsforening 2007a). A further boamthe organic sector in Denmark was reported in
2007, the market share having risen to 7.5 % duhedirst quarter (dkologisk Landsforening 2007a).
Among other factors, the recent boom appears te haen supported by a rising level of disposable
income and by a changing pattern of distributioth@ organic sector.

Distribution profile

A limited range of organic foods appeared in somaeiBh supermarkets during the late1970s, but
throughout the 1970s and 1980s most organic preduete not sold through mainstream sales channels.
Although the range of organic food products expdrdiging this period, they retained the statusiciie
products, the sale of which relied upon health fand specialty stores as well as direct distrilsutio
through market stalls, farm shops and farm gaessal

Supermarket sales increased as from the earlys]1®8lwing the adoption of EU
regulation of organic production (EEC No 2092/944l éhe initiation in Denmark of work to produce a
national Action Plan for the organic sector. A cangp to promote the sale of organic products atced
prices was launched by one of the largest superhahains in 1993, quickly leading to a 100 % iase
in sales and closely followed by problems of inmight supply. Other supermarket chains followeid su
in the course of the 1990s, giving rise to incnegseliance upon import of organic products. By¢he
of the decade, 70 % of all organic food sales weade though mainstream sales channels (ITC 1999), a
share that had risen to 85 % by 2007.

A distinguishing feature of the Danish organic keadiin recent years is that discount chains
have been gaining a relatively large share of migénic sales. By the end of 2005, this sharerbached
28.5%, and the ratio of discount as compared tersogrket sales is increasing. In fact one discobain
(NETTOQ has gained, and currently holds (at 15 % in 200@) largest share of the total organic product
sales in Denmark held by any single chain (Torjud@d¥; Jkologisk Landsforening 2007). It has also
been noted that this mainstream market co-existmyalde a parallel market comprising direct sales
channels, and largely supported by 'heavy' useosgainic food products (Wesat al. 2005; Denveet al
2007).

8 The letter '@' stands for 'gkologisk’, the Daristm for ‘organic'.
® http://www.fvm.dk/Files/Filer/Borger/Oekologi/Rapgmdf.
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2. Life Histories regarding Food Habits

The main findings with regard to current food haliit three user groups (‘regular’, ‘occasional’ amah-
users’ of organic products) are outlined in secBidn The development of these habits is then dradeek
in time, highlighting changes that typically ocadrin different phases of the life cycle (sectia?) 2nd
the particular events or persons that have infladrtbese habits (section 2.3).

2.1 Current food habits

Current food habits, focussing on differences betwaser groups, are described with respect to raedls
eating habits on the one hand and to shoppingsabithe other.

Meals and eating habits

Almost all consumers articulate their current fd@dbits within a conceptual framework that contrasts
‘traditional’ and ‘modern’ meals and eating habitke traditional form of the main course of the mai
Danish meal comprises meat as the main ingredmeos$t(frequently pork), served together with cooked
potatoes, brown gravy and cooked vegetables. Atthadhis kind of meal is described in various wayd a
a variety of somewhat different disti®eeferred to, the contrast between traditional modern meals
appears to constitute a shared stock of knowlegigedans of which individuals position themselves as
consumers? The contrast is especially clear when informaalis about characteristics of their favourite
foods and when they describe their eating habitfepred meals or food-related values. There are,
furthermore, clear differences between the usengo

Regular users

In general, regular users tend to reject the fiadht Danish meal. This negative attitude does not
necessarily regard particular ingredients, butaiathe composition of the meal and to some extent t
cooking methods on which it is based. Criticism waected in particular at the assumption that meat
should always be the dominant ingredient and theltauld be accompanied by a serving of gravy. Also
the traditionally small quantity of vegetables s&his criticised. The traditional Danish meal wasrsas
being unhealthy, and among some regular usersiistsassociated with dull and boring food. Oneilag
user made the following comment, when contrastiegneals served during her childhood with her
current habits:

We had the most boring food a Dane can possiblyggavy, potatoes and meat every day of the vaekmy
mother was never fond of cooking. So, we had vadjtional, boring food.(Regular user F)

The aspect of their own current eating habits gibycstressed by regular users is the presence
of a variety of vegetables and fruits. Quite ajfrann the sensory pleasures associated with eatiriy f
and vegetables, these items are clearly seen asghavtritional characteristics that are importémt
health reasons. Despite differences in age, holsebmposition, meal routines and food preferentes,
disposition to include vegetables in meals andottsame fruit as snacks emerge as distinguishing
features of the eating habits of regular usersediard to this and several other characteristi¢henf

10 Reference was frequently made to dishes deschipélde main ingredient: minced pork meatballs, pdréps or
roast pork, although many other dishes were alsorted as ‘traditional’ insofar as they retainkee tomposition of
the traditional Danish meal.

! pifferent wordings, signifying the same contrasere used by informants, e.g. “traditional”, “olshioned”

",

“ordinary” and “Danish”, as contrasted with “modg&rtnewer”, “varied” or “foreign” foods.
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particular diets, the pursuit and maintenance ofdgeealth is a prevalent feature of accounts ofi foo
habits in this user group.

[At my workplace they serve]... a classical Danigichu buffet — everything from smoked salmon to mdibeef-
burgers and’ skipperlapskovs — old-fashioned thiogimbined with something a bit more modern. Yougedn
deep fried fish fillets with remoulade sauce, fiféerent kinds of marinated herring, sliced lunoheneats and
cheese. Well, | try to stick to salads and fish emndvoid all those fatty foods. (Regular user H)

| [interviewer]: How would you describe the eating habits you leitbe moment?

R [respondent]t’d say they were fairly good! | certainly try tdto live up to the [dietary] recommendations at
any rate... If food is going to be good food, themas to be healthy food and live up to those — esasé
vegetables and fruit, and not too much fat. (Reguszr C)

When talking about their current and former foobite the members of this group
spontaneously and relatively frequently refer ® phace of organic foods in their experiences,
preferences and values. The tendency to raiséohis, without any prompting on the part of the
interviewer, indicates that organic foods haverapdrtant place in the food habits and orientatmins
regular users, a pattern that is not found amoegrtembers of other user groups.

Occasional users

This is a rather heterogeneous group with regaghtimg habits and the characteristic featurebaf t
food preferences. One subgroup shares their camaaptiverse and habits with regular users, as
described in the previous section. That is to gagy tend to reject traditional meals, stressthgaating
habits and the importance of fruit and vegetabigbeir meals.

The distinguishing feature of the other subgroupadfasional users is a strong orientation
towards the sensory pleasures of eating, to thealtiexclusion of other food-related concernshkse
ways, this subgroup shares their conceptual ureyéesdonistic orientation and habits with non-users
(described in more detail in the following sectiofilie clear difference between these subgroups is
relevant to keep in mind with regard to assesdiedikely development of future consumption patsern
with respect to organic products among occasiosedsu Since we shall return to this issue, we will
designate these two subgroups as ‘health-orieated*taste-oriented’ occasional users, respectively

Few occasional users spontaneously raise the édpiganic foods in their narratives about
eating habits, food characteristics and preferendasse that do so, only mention organic produtthe
context of talking about products that are nontéliest to them. Awareness of organic foods assailple
feature of everyday consumption habits thus apgedre very much less prevalent among occasional
users as compared with regular users.

Non-users

In contrast to regular users and some occasioeasusost non-users do not reject the traditioredlror
its nutritional characteristics. Rather, they témdiew traditional meals as being much tastientirere
modern meals.

Well, it tastes so nice! If you get a good piedenimced pork and some nice potatoes with that) ou can get
some green beans with that and gravy — now thednsething that tastes nig@lon-user A)

In general, the characteristics that are stresseegiard to food concern the sensory pleasures of
eating. This is not to say that the other user ggsalo not talk about similar sensory pleasures, but
that non-users only stress these aspects to thesext of other aspects. This user group is
characterised by a hedonistic orientation to maadseating habits, and health considerations do
not appear to play any role in their conceptuaverse with respect to food. This aspect is stated
quite explicitly by non-users.
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I: How about the health aspect — is that somettivag you consider?

R: No.

I: It should be good — is that the way it is?

R: It should be good, yes. But | don't give a thaug how much fat there is in it. (Non user D)

At a more practical level, non-users also mix tiiadal dishes with newer ingredients, such
as fresh vegetables, foreign (more exotic) prodactsnewer cooking techniques. In this sense, more
modern food habits also reign among non users. Mexnvéne marked difference between non-users and
hedonistically oriented occasional users, as coetp@r regular users, lies in the reasons for
supplementing a meal with items, which the regutar would describe as having nutritional benefit.
Both non-users and taste-oriented occasional es@tain their consumption of vegetables and fifoit,
example, as solely related to taste preferencesblcause of the taste sensation that these #sa(g
they are) consumed regularly. This pattern istitated in the following exchange with one occasiona

user:
I: A lot of people like to eat green salads becahsy are healthy.
R: Yes, but we eat salad because it tastes nice.
Husband: That has no influence around here. Wetdiwe' in a particularly healthy way.
R: No, | wouldn’t say that we do. In fact we don't.
I: Why is that?
R: We don't live for the sake of things being Healt(Occasional user D)

Shopping habits
Organic products carry a premium price. Since fdgor may present an obstacle to increasing demand
and to the relative level of loyalty in differergar groups, it is particularly relevant in the j@rgscontext
to explore differences regarding shopping habiteragthe user groups under consideration here.

A distinction can be made between consumers whetesagly oriented towards qualftty
and those who exhibit a distinctly thritfyorientation in their shopping habits. Each of ¢hedentations
is in turn clearly associated with different stgaés regarding the choice of shopping venues. This
distinction cuts right through user groups, the saifference being found in each of the three user
groups.

Regular users

There are two notably different shopping orientagiamong regular users. One subgroup of regulas use
has distinctlyquality orientated shopping habits. They repeatedly (e Gifferent perspectives) stress
that their main concern is that of purchasing potslof “good quality”, and this orientation is
accompanied by deliberately choosing particulaesmarkets or specialty shops that meet their needs.

We always went for quality. A shop like ISO wédét ahead back then, and they had lots of goods\tieae
different from the others. (Regular user F)

Why always choose conventional products and foazusiech on the price? If you buy conventional sthén you
can certainly choose between three different saesagut they are all of equally bad quality. (Reguiser B)

12\When talking about their buying behaviour all ugesups stresses that food should have qualityieadip to expectations in
regard to taste and freshness. So the concepualityg does not mark a significant difference até value. The distinction is
rather traced back to interwoven narratives regarh) cooking, taste and shopping experiences(t@ndlillingness to pay more,
travel further, and to expend more effort, etmiider to purchase goods of the desired quality.

13 The term ‘thrifty’ refers to narratives/observasoin which willingness to pay, use of time (reagils) and effort expended
(visiting several supermarkets/shops) are desigmegdhieve the goals of saving money, getting tteapest price or getting value
for money.
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The shopping environment is also of aesthetic it@pae to this subgroup:

| like going into specialty shops...everything ishtown at you. | get to choose mysel[discount shopshre a
bit un-aesthetic. (Regular user F)

The other subgroup of regular users has thriftyifmiabits. This is not to say that this group
does not also stress their interest in the quafigroducts. But the pursuit of quality is intervemvinto an
overriding concern to obtain value for money. Agdlms orientation is also accompanied by a padrcu
preference with respect to shopping venues. Didcawpermarkets are the main retailers selectetliby t
subgroup of regular users. In some cases, but lmgaams all, this thrifty orientation can be related
limited economic resources in the household. Adogrtb their own account, the members of this
subgroup often surf through the weekly ads seagctunthe best deals and will choose the store thidy
visit in light of this.

R: |1 can get three packets of coffee for 75 or 8thkro- but I'm not sure when it starts, becausely got it
yesterday.

I: What was that you got?

R: It was the NETTO ads weekly paper, distributed free of charge, faatufood advertisements and reduced
prices on special offers]

I: And you take a look through this paper now and tlen.?

R: 1 go through it every week — because | usuallypgtmwn there, either in NETTO or BRUGSEN. If they'd
have what | need in NETTO, then | go on to BRUGSEBgular user A)

Some of these regular users also systematicalkyquit several discount stores in which different
products will be bought. That is, they know exaegtlyich products they intend to buy and are cheaper
one store as compared to others.

[After moving to a new housélthought it was nice to go dovio the local shopshnd find out where it was
cheapest. Hgher husbandjust went to the local shop that was nearest.|Butuld travel further to get
something that was cheaper. (Regular user D)

Occasional and non-users

Precisely the same difference between ‘qualityrtei@’ and ‘thrifty’ shopping habits was identified
among both occasional users and non-users. Comtrargpectation, it did not emerge that one useugr
is distinctly more oriented towards shopping incdist stores than are other groups. The fact it b
orientations are represented among regular asaseltcasional users of organic products in thedbani
context has implications for other aspects of #imalysis. We will return to this issue in Chapter 4

2.2 Changes in food habits

The life stories described by informants are arelyess comprising three phases, and patterns regardi
changes in the food habits that are characten$®gach phase are briefly described. In all cazes#
those of younger informants, for whom there waslistinction between the phase of ‘adulthood’ aral th
current phase of the life cycle, all three phasesuaderstood as referring to earlier experierttaisits

and concerns, particularly as related to the thehfeod.

Life-cycle phases

For most informants, memories of the food habitshilidhoodplay a role in their self-understanding and
their accounts of current orientations towards fobgpically, eating and shopping habits are either
explicitly related to experiences and influencesrfrchildhood or are indirectly related as recoltet of
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habits

----------------- Life-cycle phases---------------— To-day

Fig. 1: Life-cycle phases distinguished for the pynose of analysis

feelings, tastes, preferences and internalized semideals regarding the “right” way to beha/@hus,
many influences on food habits and on the kindshahges made with regard to these habits can dedtra
to childhood experiences and parental influencesvé¥er, some central themes crop up again and again
in these narratives — with particular referenckealth on the one hand and to traditional Daniski$aon

the other.

Theyouth phasés described by many as a stage in life in whihifference to food was
particularly marked. Some life stories also revbat the food preferences of childhood had beesctegl
during this phase or that more stable eating halitsbeen abandoned. This phase is often des@asbed
contrasting with the more responsible or the meresgally satisfying habits that became establigbed
were expected to become established) in later &ffult

The phase or phasesafulthoodgenerally marks the period in life in which rowt#
regularity and personal values in relation to faoel first established, and this phase is oftenrastad
with the earlier youth phase. Some informants desadulthoodas comprising a single phase of life,
characterised by a distinct set of food habitsevbihers describe two or more significant events o
persons that influenced and served to changeftiarhabits.

When analyzing changes in the food habits of geaups, differences between groups
regarding the extent to which an orientation towardalth plays a part in these narratives is veasked.
The findings presented earlier on this point inarelgo current habits are no less clear in naativ
regarding changes in food habits over time, antlbeilconsidered in more detail in the following ts&t.

Briefly, regular users are strongly disposed tard health as a central criterion in their
assessments of food products, meal compositioriggdalso in retrospective descriptions of thairier
habits. Furthermore, when regular users speak dbodtchoices and changes in habits, a preoccupatio
with health emerges as the only theme common tmeathbers of this group. We will analyse this theme
more closely with regard to concrete influence€loanging food habits.

As noted earlier, occasional users are an intgrddferentiated group with regard to their
orientation towards health. This is also the casle egard to the role of health concerns in tiebisinging
food habits. The influences on changing habits wapect to the issue of healthy foods will be erauh
further. We will also examine the tendency amoagt#-oriented’ occasional users (and non users) to
renounce traditional foods, while in fact havingim@ned broadly similar food habits through tHde
course.

Concerns with health or healthy foods are nosstéd by non-users in their accounts of
changes in food habits. More specifically, oldentusers tend to stress the continuation of a preter
for traditional foods, as learned, felt and remeratdiérom childhood, into adult life and current hiab
Whereas younger non-users (alongside ‘taste-odeateasional users) distance themselves from
specific traditional recipes and products, sometuth feature in their descriptions of childhodugy
actually maintain a preference for traditional feaal their current eating habits

* Much research relates the habitual orientationsliéestyles of individuals to influences from thehildhood (e.g.
Bourdieu 1984).
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2.3 Influences on changing food habits

Changes in phases of the life cycle are oftenedltd changes in food habits among the membei$ of a
user groups. However, some dominant themes alsaimaimchanged in many life stories. One marked
difference between user groups regards the exdemhich health concerns have played a role in
considering and undertaking planned changes in liaddts. Another difference concerns responseseo t
traditional food habits of childhood that were amal often implicitly, in later life.

Regular users

For one subgroup of regular users, an interes¢aitihh and healthy eating habits does not represent
change that has occurred during their life courggher, it is presented as a continuation of carscand
eating practices that had been internalized dwimiglhood. For this subgroup, parents (most often
mothers) are described as having been very headthted, and there is also a tendency to charaeteri
youthful food habits as having been relatively digédsensible” or healthy. Other current orientatidhat
appear to be strongly rooted in childhood expessrare the tendencies noted earlier to be oriented
towards quality concerns on the one hand or towdurafitiness on the other with regard to food shagp
habits. There were some few exceptions to thisnlcase (regular user B) in which a substantiasbio
disposable income had occurred, for example, tbpmhg orientation had shifted character towards a
more quality oriented pattern.

An age-related difference is clearly at play iga®l to regular consumers’ descriptions of
childhood influences upon health concerns. Those report an interest in health as having been
influenced by their mothers are for the most paldatively young informants. Relatively older infoants,
although also strongly concerned about healthygdtabits, did not describe their childhood home as
having influenced these concerns. For this subgasuinterest in health had first arisen during tbiig,
had sometimes profoundly changed their approaéboi, and is described somewhat vaguely as being “c
sign of the times”, as illustrated in the followingsponse:

| would say it was like...well, it just belongedttoge times, you know what | mean? That, well...ygbaps it
was just part of our milieu. | don’t really knoviRégular user F)

Sometimes contact with alternative or even metaphalyphilosophies had served to introduce these
relatively older regular users to healthy foodsh&ories bout healthy diets.

I: Why was it so important to you that there were aiggnous elements in it [the food]?

R: That was because | had begun to get involved erradtive ideas. That was also during the periodwheas
studying at the Training College, and | was gettiragned in reflexology at the same time. So | waxy involved
in the alternative world at that time. (Regular ugg

Interestingly enough, for both of the older reg@ansumers who had been strongly influenced by the
dietary theories of alternative philosophies (inlohg anthroposophy, the philosophy associated with
biodynamic farming), these theories were later dbagd or even renounced — but the new interest that
had arisen with respect to healthy foods and edaits was retained

These two cases also illustrate the fact influelce®od habits arise through social networks
and sometimes through educational institutionsei®@fbut not exclusively, a network and place of
education had jointly influenced the consumer. fidlewing regular user mentioned these influences
with respect to the discussion of organic foods thiedt benefits to health:

15 These cases refer to: Regular user F and ReguwdaEug he difference in influences with regard ge-groups nevertheless
suggests that primary channels of influence haemgéd character over time (see Section 5.1).
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| remember one time [at the School of Nursing] verensitting there talking about what was in ourdfamd what
we were putting into our bodies. They were verylaed in that. Well, I'd say that it was that, tledtected me in
the end. There are all the things you hear — glubastuff you read your way t¢Regular user A)

Some regular users expressed the view that thelisbtaent of a family (partner and children)
marks a point in life at which healthy eating halshould become part of an everyday routine. Howeve
this view does not account for the healthy eatialgitis of these consumers, since most of them dbestri
their childhood as having been health-orientecatéemn that continued into early adulthood. Theg ha
already established a healthy style of living attime when their first child was born. Howeverdes
appear that the establishment of a family does ragn@int in time at which regular users were esplci
inclined to review their style of life, includingagng habits, or when an earlier decision to puesue
healthy style of life was reinforced due to conseabout the needs of a small child or children.

Other more concrete reasons for taking up a hebfdsgyle had arisen in the context of a
particular incident in which a member of the fanhlyd been diagnosed with a chronic illness or@gfler
or when the consumption of traditional dishes aityffoods had led to a serious gain in body weight
However, very few such incidents are reported.

There is a very close connection between the foausealthy foods and on organic foods in
the life stories of all regular users. Although e&plicated directly in all narratives, it wouldese to be
quite clear that the original interest in orgarmods was primarily related to a prior interest @althy
foods and eating habits. In contrast, only two difieries among regular users featured an interdbei
problems of animal welfare, which also constitude@ason for subsequently developing an interest in
organic foods. The place of organic foods in tfeedtories of consumers will be analysed in matad
in Chapter 5. Here, we will merely illustrate orfale ways in which a link between health and organ
foods emerged in the course of a longer exchantiethe interviewer. In this instance, an interest i
‘health foods’ had merged into an interest in orgémods:

I: What habits were thogerhich had been influenced by the informant’s mohe

R: That you need to think about whether food is hgaltts not enough that it tastes good.

1: You said that you wouldn’t call it ‘health foodkese days [the term she had applied to her motlieod]?

R: No, | wouldn't.

I: So, what would you be inclined to call it? What ldogou call it these days when one eats in a rdadiglthy
way?

R: 1 don’'t know. | can hear that | keep talking abbotv healthy it has to be, but the way | think alibigt more
along the lines that it should be really nice faodl have a good quality — the things that tastdlyegood are
in fact healthy, and that bad food is also unh@afbod — a kind of cardboard food.

I: What is cardboard food?

R: Well, it's frozen pizza, powdered soup and thatl kifithing.

I: And they are not healthy things?

R: No! They're full of additives and if there has eteen any real food in them then it has certairdgrb
destroyed.

I: So, you avoid additives then?

R: Yes, whenever | possibly can. But then it's so edsgcause, if you buy organic things, then it'segiood

without all those things in it. There are very stilimits on what they are allowed to add to ituMion’t even

need to read the labels on the products.

I: So on that point you put your trust in the orgalaicel?

R: Yes, | certainly do(Regular user B)

Occasional users and non-users

The subgroup of ‘health-oriented’ occasional userslatively small and differs with regard to both
socio-demographic characteristics and factorshhdtinfluenced the development of healthy eating
habits. No clear pattern distinguishes this subgfoom regular users, insofar as similar themeswer
raised in the life stories of both groups.
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With regard to non-users and the ‘taste-oriensetbgroup of occasional users who have a
preference for traditional foods, there is a naabfference with regard to age. Older consumeesire
preference for particular traditional recipes amdthe cooking methods that had been used in theeko
of their childhood:

Yes, well of course we got a lot of that at homemlhwas a child. But when | make pork meat babdso mix
the meat with full fat milk, salt and pepper. | &guut garlic or all other kinds of fancy thingstmit — it's a
proper traditional meat ball. (Non user A)

I: What kind of dishes did you have back therchildhood home?

R: Yes, well, it was all those things from the olgdahere were roasts and, let me see, pot-rodkiags —
done in the pot — you know? | mean, not in the plvehin a pot, old-fashioned braised beef and saug that
kind of thing. They were the good old-fashionedghj as | see it, and which | still think have thest
marvellous taste. (Occasional user D)

The younger age-group also describe the foodsenf thildhood as having been
“traditional”. In contrast to older consumers, hae they tend to distance themselves from thequeatr
dishes that had been served at that time and fiaahitibnal styles of cooking. Their descriptionseating
habits later on in life reveal, however, that theyl retained many traditional features, particylaith
regard to the choice of foods and the compositianeals. Differences between the meals of childhood
and later life lie, for example, in the kind of gyaor sauce that is used, and not in the issue ahéther
it should be there at all. It also lies in the vpayatoes or vegetables are prepared (boiled inryyaied
not whether they should comprise part of a mainlnfe®ther notable difference as compared with
regular users lies in the pattern whereby fruit eagetables are never mentioned in the contexts of
describing “newer”, “modern” or “healthy” foods.

It would seem that changes in food supply andimejsncluding the introduction of recipes
and products from other lands as well as a wideetyaof exotic spices and fruits, had presentest&a
oriented’ occasional users and non-users with Herstgge. Older consumers appear to have responded to
this by seeking to ensure a sense of continuattwden the foods of their childhood and later life.
Younger consumers on the other hand had changeddbd habits in the form of a critical reactiam t
the recipes of their childhood, while retaining ttenposition of traditional Danish meals.

2.4 Conclusion: The food habits of regular consums of organic food as
compared with occasional and non-users

The most important findings regarding changes énftlod habits of consumers concern: (1) differences
between regular users of organic foods and otheswrners with respect to their orientation towards
healthy foods and eating habits, and not least@etecy to have developed an interest in organidSam
the background of this orientation towards hegRhdifferences within all user groups with respect
shopping habits that are either strongly orientedhrds quality (in the sense that priority is nieteg to
the idea of saving money when food choice is aiggsr strongly oriented towards the ideal of tirif
shopping practices.

An interest in health and an interest in organads appear to be very closely associated in
the minds of regular consumers. This associatidino@iexplored further in the next chapter. Hereait
be noted that the life stories of regular userartjandicate that reasons why organic food proslace
chosen and integrated into shopping habits appdae strongly related to the perception of orgémicis
as being healthier. It would seem therefore treit@g reason for embarking on an organic purclyasin
career is related to personal (or family-relategflth considerations. This conclusion is suppdoiethe
fact that while the life stories of all regular tsstressed the importance of healthy eating hahits
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theme arose only in a minority of other consumstasties. As we have seen, only one subgroup of
occasional users expressed an interest in heatingehabits, and tended to relate organic foodsetdth.
We will later return to the issue of why this ‘higabriented’ subgroup did not purchase organic $ood
with greater frequency, when we consider the chierad resistance to purchasing these products and
barriers in this regard (see sections 3.2 and 4.3).

Shopping habits among regular users differed. sigroup had quality oriented shopping
habits (and reported a tendency to frequent uprhatkgermarkets and specialty shops), while therothe
subgroup had a thrifty shopping orientation in tiselection of venues and products. A similar digton
was found among occasional users and non-usemsseTgatterns will be considered further in Chagter
with specific regard to the purchase of organiafpooducts.
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3. Mind sets with regard to Organic Consumption

In this chapter we will take a closer look at tle@ceptual universe of regular users of organic $cexsl
compared to other user groups (Section 3.1). FallgWsardner (2004), we will then explore the ‘lever
underlying the development of a change of mind wepect to this consumption pattern, focussing on
reasonsresearchrewards resonancesndreal world eventsas compared teesistancegSection 3.2).
Finally, we explore the extent to which consumeygd influence other people’s minds with respect t
the consumption of organic foods (Section 3.3).

3.1 Thinking about organic foods

In describing differences between consumers wilanek to their ways of thinking about organic foods,
we distinguish between concepts of and theoriestatrganic production on the one hanelason$, and
ways of conceiving and assessing the benefitsaitatie to the consumption of organic products en th
other ¢ewardg. This distinction is important since, with fewaeyptions in the case of non-users, all user
groups tend to think of organic foods as beingafeelucts of a form of agriculture in which pestesdare
not used and this defining characteristic of orggmoduction is associated with a claim to theafteat
organic products are healthier. Views on thesetpaire relatively homogenous. However, the three us
groups differ markedly with regard to their assemst® of the benefits that actually accrue to organi
production and consumption, both with regard tdthesend other issues. These assessments alsa reflec
differences regarding the extent to which user gsaare informed about the character of organic
production. In Gardner’s terms, it can be said thatked differences between user groups reflect the
extent to whichresearchhas been undertaken, the extent to whestardsare conceived as accruing to
the consumption of its products, and the extemthiwh resistanceso this idea are put forward. The
points on which consumers differ regard:

* A ‘personal careperspective, i.e. conceptions of personal beseélated to the consumption of
organic products, such as being good for one’sihdadving a better taste or a better quality in
general

* An ‘external caréperspective, i.e. conceptions of benefits togheironment or benefits related
to animal welfare and other ethical issues

» A trustperspective, i.e. whether or not it is believeat firoduction methods accord in practice
with regulations or that certification of producsot fraudulent.

Concepts, reasons and rewards among regular users
Regular users, as compared to other user groups,rbatively more detailed knowledge about organic
productions methods. Apart from mentioning the gyion against the use of synthetic pesticides in
organic production, most regular users also merttierprohibition against the use of genetically rfied
organisms and regulations regarding the use ofrfadeitives in processed organic products. Sonie, bu
not all, point out that the use of antibiotics tdhance rapid growth is not allowed in organic huslog,
and that animals are given organic feed. A focumumimal welfare as a characteristic of organic
production is also mentioned relatively often bgular users. The aspects emphasised regard thd éxte
which production methods tend to stress farm arsraatl whether animals have access to outdoor space
that accord with their natural needs.

Regular users assess the benefits of organic piiodifoom the dual perspective of
‘personal’ and ‘external’ care. When recountingidguishing features of organic production and
products and when talking about the benefits tlespeate with these, these features are not put in
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guestion. Reasons why such differences and bemeifjst not be trusted do not arise in their acceunt
Rather, regular users tend to take them for granted

The clearest association between organic produetial benefits with respect to ‘personal
care’ is made with regard to health. All regulagnssalso associate organic foods with a bettes.tast
Reasons why organic production methods should yiedducts that are healthier and have a supeste ta
are not usually explicated, and tend to be takegrfanted. When prompted to tell more, the reagoren
most often refer to the absence of residues anitiatdwith respect to health. With regard to bb#alth
and taste, reasons given refer to slower growthlitions (vegetables), better care of animals, bette
nutrients providing more vigour to the productspre careful or natural craft techniques underidke
small manufacturing enterprises when processingrocgoroducts.

From the perspective of ‘external care’, all reguisers also assess the benefits of organic
production in positive ways. Organic production noets are associated with the need to promote the
sustainability of the environment. Among those fagusers who do not mention or stress this aspect,
emphasis is placed on better animal welfare as@eped benefit of organic production. Thus, regula
users have positive assessments of organic proguciethods from the perspective of ‘external care’,
and most also emphasise that environmental cordidies and ethical considerations with respecdh¢o t
treatment of animals both play an important roléhgir motivation to purchase organic foods.

However, it should be noted that there are quiardtlifferences regarding the extent to
which ‘external care’ perspectives are stresseaxmnsumer narratives asasonsandrewardsfor buying
organic foods. Some merely mention such aspegassing, making it clear that health is a more
important personal consideration. One such commvghtrespect to animal welfare was as follows:

I think it [organic meatlastes better. And | believe the animals are gavbetter treatment as well. Now that’s
an important consideration — although I'm sure thadst farmers are conscientious about their animaicept
those with pig farms — | don’t care for that oné Biut that is not the most important considerationme. As
far as that goes, | am also — well, I'd say we homare also — inclined to be beasts of prey. (Requser E)

For others, however, the perspective of ‘extecaad’ is all-important, and ethical
considerations are integrated into their generasamption habits and value orientation. These
play a major role in their conceptual understandind assessment of the values and benefits of
organic production and also extend to other aréasrssumption that that of food. This position is
illustrated by the following exchange with one loése regular users:

R: I also do my banking in an organic bank. We névlked about that

I: No, indeed. What is that exactly?

R: It's Merkur Co-operative Bank. They invest in organigjects, so that you can be sure your money
is being used for — well, for instance, they'vetsiéh kindergartens and schodla underdeveloped
countries]...l got fed up with Nordea Bank and all their fees @fscure transactions. | have some
pension funds, and | couldn’t really see what thveye being invested in. These days you have thé rig
to choose, but you couldn’t do that earlier. Thdaund out that they were investing in that Amariea
what'’s it called? Well, it's something to do wittetweapon industry anywafRegular user F)

These regular users distinguish themselves fromrsthy their strong views on aspects of ‘external
care’, including their focus on ethical issues f@#¥nces between this subgroup and other regular
users encompass many aspects of consumption aasaék character of their loyalty to organic
food products. We have encountered this subgrodigeahen distinguishing ‘quality oriented’
shopping habits among regular users — as compardtitty’ habits (see Chapter 2, section 2.1).
Differences between these subgroups are describeslfrly in section 3.3 and in chapter 4. In
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order to clearly distinguish this subgroup fromestregular users they will be referred to as
dedicatedregular users.

The common characteristics of all regular useestaat both ‘personal care’ and
‘external care’ are acknowledged as benefits osaaonng organic foods. They feel personally
rewarded in terms of obtaining products that thstéer, are healthier, better for the environment
and for animal welfare, and they tend to be coradhihat it is worthwhile to pay a premium price
for these products

Concepts, reasons, rewards and resistances among occasional users

Occasional users resemble regular users with regdheir conception of basic aspects of organic
production. All define organic production methodsagricultural practices in which pesticides are no
used. ‘Health-oriented’ occasional users also agsoorganic farming with better animal welfare and
with less use of medicine, and are also awareaiind to the effect that organic production is more
environmentally friendly, while these aspects asementioned by the other (‘taste-oriented’) sulogrof
occasional users.

There are marked differences between occasioeat ugth regard to their assessments of
organic production and organic products. The ‘eatiented’ subgroup tends to trust organic prodaice
and to accept that their production methods may lsawmne benefits for the environment, for the welfar
of animals and for human health. However, they alohave a generalized conviction that organic
products have superior quality characteristicsamspared to conventional products, and they are only
prepared to acknowledge a difference in taste mesipect to some brands within specific product
categories. Their assessment of taste is not dereetdo encompass a wider range of product categjor
as is the case among regular users.

The ‘taste-oriented’ subgroup tends to distrusaoig producers. That is, they are far from
convinced that all producers comply with regulasidor organic production. At the same time, this
subgroup is not convinced that the consumptioredifeed organic products yields any benefits to
personal health. Likewise, they are not inclinedd¢knowledge quality differences or differencetaste
between organic and conventional product variants.

The relatively higher price of organic variantsifactor stressed by occasional users in both
subgroups, often assessed in relation to the peatguality of organic products and given as aaedsr
not being willing to buy these products. Storiesidtstale, uninviting produce, smaller variants estten
organic products are relatively frequently recodrig this user group. It is clear that among ‘Healt
oriented’ occasional users, the premium price gawic products tends to restrain interest in comsgm
these products, not least because the qualityaete of these products are not generally seen as
compensating for their price.

‘Taste-oriented’ occasional users do not have ameral conviction that organic foods have
a better taste or quality, they have little reagsmeneral rule to consider paying higher pricesifganic
products.

Concepts and resistances among non-users

At the level of definition, non-users also tenadctmceive organic products as comprising distinct
production methods that exclude the use of pestcidpart from this aspect, there is little knovged
about organic production among the members ofues group. Possible benefits to health or to the
environment are only mentioned occasionally. Somex the principles behind organic production
methods are misconceived or the claims made onfleh@ganic products are seen as being spurious.
One non-user, for example, raises the followingess

16 See Table B in appendix 1in which the main diffiees betweededicatedregular users and other regular users are
outlined.
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Take milk — organic milk — well, of course the dmag to be organic, and it has to be given orgaeedf for
example. Otherwise, we wouldn’t be able to calkifanic. Now, is it also bred from another organaw, for
example — before we can really call it organic? Ahen, does it have organic genes? That's the polirgre | turn
around and say: just how far do we have to go eeéoything is really organic at all? (Non user C)

A very prevalent view among non-users is that migaroduction, and thus also its
products, is a fraud. Either organic producerspareeived as cheats or the certification authasity
perceived to be too weak, rendering the purchasegainic products an absurdity in either case.

We had that big wave of organic stuff. Well, | thlot) well, there’s just so much of this suddenhd Ane says
—well, at least | think a lot about this — someto$ stuff just has to be a swindle. (Non user C)

Furthermore, some non-users believe that purchasganic foods is no more than a temporary fashion
trend, possibly associated with a need for persprestige. Non-users are strongly oriented towards
hedonistic values related to food consumption &aation 2.1), and therefore tend to assess organic
products exclusively in terms of their sensory elteristics. However, the members of this groupriad
had sensational, or even satisfactory, experiewtbghe taste of organic products that might othse
have given rise to considerations regarding idgaaging a higher price for these products.

3.2 Changing minds about organic foods

The focus in this section is upon ways in whichstoners account for having changed their minds and
habits with respect to the consumption of orgaoads. We will examine the character of the original
motivation to purchase organic products and theamsgiven as to why consumption patterns tend to
have changed over time. Our analysis of this dgwetmnt has indicated the need to distinguish consume
conceptions ofewardson the one hand and rdal world event®n the other.

Different kinds ofrewardsas we have seen in the previous section arews lssre, and
these reflect different kinds oésearchundertaken by consumers. Some rewaefisr to positive generic
concepts associated with benefits of organic privolnenethods and products, including better animal
welfare and more sustainable production, as wddeaefits to human health. Although Gardner’s term
researchmight seem to be a somewhat odd term to applyadask of gathering information about these
issues, we have nevertheless seen that consurearsprssession of different levels of informatadbout
organic production methods (section 3.1). In actiagrfor their changes of mind and habits, howeiter,
becomes very clear that a further process of inébion-gatheringresearch also underlies consumer
assessments of organic products. This informati@yathered from concrete experiences: looking at
organic products on display in shops, comparingitbeother products on display, purchasing, pregari
and tasting them, and assessing them as compafaait@r foods in the household. This is the kofd
research that underlies conceptions of differentesiality and taste as benefits of organic prosluéte
distinguish these kinds of research and the benasisociated with each by referringredue-based
rewardson the one hand amperience-based rewards the other. The former include the perspectives
of both ‘external care’ (environmental and ethisalies) and ‘personal care’ (health), as outlinetie
previous section. The latter include only the pecsipe of ‘personal care’ with particular refererice
guality and taste. These and other ‘levers’ rel&bethie consumption of organic foods are graphycall
presented in Figure 3.

Not all consumers acknowledge such rewards and gutmse who do, acknowledgement is
presented with varying degrees of conviction amrdirig. In Gardner’'s terms, such differences refer t
differences in the emotionedsonancesinderlying the ways in which we think and act. Agahose who
do not, it is clear that a number of factors cdasgibarriers to the acknowledgment of any suchards:
Barriers of this kind are termedsistance®y Gardner.
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REWARDS: RESISTANCES: REAL WORLD
EVENTS:

Value-based (trust/research):

Health issues

Environmental issues

TRUST/MISTRUST Ethical issues Fraud Food scandals
- Animal welfare

- Other issues

Experienced-based ( trust/ Availability
research):
Premium prices Lower premium fices
RESEARCH
Better quality Poorer quality Improved quality
Better taste Poorer taste

Smaller sizes
Shorter shelf-life

No rewards — » Mrust

Diagram 3: Rewards, resistances and real world evénassociated with levels of consumption in
user groups

Real worldeventsn the present context refer to all and any eventse fields of food
production, distribution and consumption as peregilgy user groups, but particularly to changesdhat
perceived as having taken place in the marketrdgardc products. These include such factors as the
range of products available on the market anddahge available in one supermarket chain as compared
another, the general quality level and price |®farganic products as compared to others, asasell
product-specific characteristics such as the pappearance, relative freshness and other qualitiese
particular product as compared to others.

All regular users incorporate references to bethardsandreal world eventsn their accounts
of the process whereby they have increasingly aoesluorganic foods. These accounts make it clear tha
there is a very close interplay indeed betweerdéwelopment of conceptions etperience-based
rewardsand the development of changes in the markeh&se products€al world events We will
look more closely at this interplay in presenting bndings with regard to changes of mind and tsaioi
different user groups. However, one last point reigg the distinction betweeralue-basednd
experience-based rewardsmains to be clarified before proceeding to owlysis.

Value-based rewardare ‘generic’ or ‘context-free’ in the sense thadyt apparently operate
independently of particular assessments of spgmifducts, such as might arise in the contexts of
shopping, cooking or eating a meal. These rewarglaat necessarily linked to the individual's attua
shopping habits. They are convictions held — iddas are sometimes expressed in deeply emotional
ways. In some cases, they appear to play a ceoteain the development of regular shopping habith
respect to organic foods, while the same set ofictians in other cases do not appear to influence
purchasing decisions to any notable extent. Thegpdion of &perience-baserkwards seems to have a
quite different character. The experiences at isske place in particular contexts of shoppingpprang
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food, enjoying meals and snacks and sharing assessnvith other participants in these events. These
events (esearch take place over time and the assessment of erhagtte or qualityréward9 differ
greatly in character and depth of conviction frone @onsumer to another. Some consumers generalise
their positive assessments of taste and qualigynranner that refers to all organic products. These
rewards are then seen as having a ‘generic’ ctaracthe sense that they appear to be held
independently of any more specific assessment, asichight be made in the context of a shop, a &rtch
or at a dining table on a particular day. Otherstwners, including most of the informants in thespré
study, do not generalise in this way. For themassessment of superior taste may only apply to one
brand in one product category or to one or two pebdategories. Similarly, assessments of qualay m
be only partly generalised with respect to onenar product categories or they may be made in the
context-dependent manner already described asitthimgt research with respect to the examination of
experience-based rewards.

Regular users: the place of value-based rewards in changes of mind

All regular users tend to believe that consumptibarganic foods contributes to better personalthé4
This conviction is most frequently mentioned asréeeson for starting to purchase and consume argani
foods, as illustrated by the following exchanges:

I: Why do you want to buy organic meat?
R: Well, | mean we already get a fair share of poiaad we don’t need more, do we? (Regular User E)

I: Why did you start buying organic foods?
R: Because there are pesticide residues in converltjogeown fruits and vegetables. (Regular user B)

The importance of the healthy and ‘pure’ charastes of organic foods, are acknowledged in all
accounts of the reasons for starting to purchaganic foods on the part of regular users. In masgs,
as we can see from the cited examples, the peoceptisuch health benefits is directly linked to an
acknowledgement of differences between organicymrtioh methods and other agricultural practices.
Most regular users also believe that organic probduds a step in the right direction with regaod t

the achievement of sustainable agricultural pradaciThis is often mentioned as a motivating
reason for wanting to purchase organic foods

I: Why do you say that it is very important for youlbtry organic foods?
R: It is the environmental considerations, and thetgeneration, and the sustainability inherent irright?
(Regular user C)

| also felt that that I'd done something good whdibought an organic product. | have supporteceasible way
to produce agricultural products. (Regular user H)

For most regular users, environmental benefitstamefit to personal health are seen as being
reciprocally dependent aspects, and considerasibagt both themes tend to be mentioned in close
connection when clarifying the reasons for buyinganic food:

| just think this is the right way to go. Both witgard to our own health and also because we Ishi@ike better
care of out planet - and stop pouring all thosetjpédes into the natural world around us. (Reguleser B)

" This conclusion is based on two different thenhas were covered in the interviews: partly the béqdnical stories in which
regular users often mention that organic foods playmportant role with regard to healthy eatinbitsaand partly the interview
theme in which users were directly prompted fosoes why they started to purchase one or more wrffzods. The perceived
health characteristics of organic foods appeardxbih contexts.
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Regular users also tend to be very unsympathetiartts industrialized methods of husbandry
and to express strong emotional reactions in #miounts of animal welfare issti&dn particular, the
use of battery hens in egg production is frequegitign as the reason for purchasing organic eggs:

R: When we buy them, they have to be organic. Otheniigson’t buy any eggs at all.

I: Why is that?

R: Well, it's that picture | have in my mind of thadeessed, battery hens. No thanks — it's that, taed all that
penicillin or whatever it is they say they're givgou know? | have the impression that organic reedooked
after better than tha{Regular user A)

[I have bought organic eggs] ever since they came into the shops. And that weause of those poor hens —
those cases, when it came out that they were tragrgach other to death and pecking all the featbéfreach
other... (Regular user B)

The treatment of animals destined for slaughterestioned less frequently. Considerations abouhahi
welfare are among the stromglue-basedanotivators that potentially encourage consumemitchase
organic foods. However, particular barriers regagdhe purchase of organic meat products are also
operative, and will be considered later (see seatiB).

Regular users: real world events and experience-based rewards in changes of mind and habits

When turning to perceiveal world events that had contributed to changes of mindsaogping habits
with respect to organic foods, two quite differkimds of reasons tend to be mentioned very fredyiéant
the accounts of regular users. These are: chandgbe food supply, with specific reference to the
availability of organic products, on the one hand and, on therpthanges in product-specific
characteristics, with particular referenceaste, qualityandprice.

The availability of products is an obvious requissthif people are to purchase organic foods,
such that it might seem superfluous to mention. él@w, one dedicated organic consumer recounted
dramatic changes in the lifestyle of her family,iethshe and her partner had made some decadex earli
in order to ensure the family’s access to biodymaiowds®. All other regular users associated their initial
purchases of organic foods, however, with the ar@¥ organic products in their usual shopping
environment. Otherwise they accounted for theidégey to buy organic products with increasing
frequency in the light of the increasing availdlpibf these products over time. The following brief
exchange illustrates the first of these tendencies:

I: Why did you begin buying organic milk?
R: Because it was there [in the shop]. (Regular user B

The second tendency is apparent in the followingtpanade by regular users:

Well, | have only really begun to focus on orgahiags within the last five years, | would say -ayte it's a bit
longer ago than that. | mean the supply has gothrhigger year by year. Yes, it certainly has... (Raguser G)

All regular users present their conviction thataong products taste better or “taste of more” or
possesses more “quality” than their conventionahterparts. They usually mention a particular
product or a few specific products (most often ¥algkes or milk) to back this statement up, and
then usually, but not exclusively, generalize fribvis particular taste experience to organic foals a

18 The choice of eggs appears to be the most emditiararged shopping decision described by ourrinfints due to strong
feelings against the use of battery production ése section 4.1). Loyalty in this respect seemiset very strong, but it regards
the issue of animal welfare first and foremost, snaot expressed as a preference for organic ptedu production methods by
all of the consumers who choose to buy organic.eggs

¥ The case at issue is thatdsfdicatedegular user F.

26



a general category. The superior taste of orgamdd is mentioned as a reason for and as a reward
that accrues to purchasing organic products:

The[organic] carrots taste better. That is the most importaasonfor buying them] | would say. And onions
...yes, well, it's the same reason. (Regular user E)

Oh yes, | also buy organic oatmeal. Well, actubtlyink it tastes better too. (Regular user D)

Many regular users also link their change of mind habits to the improved quality of organic
products over time. As compared to an earlier sugipliation, in which organic goods were perceiasd
being somewhat more dull and uninteresting thaergdhoducts, they believe that producers and
distributors have improved the products that nopeaip in shopping outlets. Thus, organic foods at th
present time are generally perceived as havindtarkgpiality or at least as being as good as their
conventional counterparts:

R: It is because they are more accessible, but alsaume they don't look quite as peculiar as theyadlithe
start. They looked a bit more health-food-like bt#wn. It was a very constricted marked - whereas you can
hardly see any differences at all.

I: Something or other has happened on the organic etark

R: They were forced to do something about improviegimality. People won't buy it just because itgaoric. It
has to be good too, and it has to be fresh. Yout 8oy a wrinkled cucumber just because it's orgaltiihas to
look just as good as the ordinary one. (Regular Be

I: So,  you buy more organic products now?
R: Yes, | do. It is because the organic products begdook a lot better as well, but also becausalbfhose
things they put ificonventionallanimal feed — it is not good that. So, yes, | dg imore now. (Regular user A)

I: What changes would make you buy less organicymts@
R: That would be, if the quality began to go down lfiRegular user G)

The latter regular user had had an unhappy exmerietth organic milk that had made her stop buying
organic products for a period of time:

I remember | had begyito buy organic milk}- | can't remember what year it was... but we hadrg warm
summer, and it was always sour... So, | thought, thgtt's not the thing for me anyway. (Regular usgr

However, this user now regarded this problem agloatehad been solved in the meanwhile:

Well, it's not like that anymore. I'm not quite suvhat it is they do differently now...I think thigfoirganic milk]
was allowed to stand outside before | bought @tdo long, maybe. | don't know. These days thig dight in

— these delivery trucks — they drive right in amdivéer to the[cold] storage area. | don't know whether they used
to do that earlier or whether they just deliverédBut these days they deliver directly from ommeagje container

to the next(Regular user G)

In general, regular users are well aware that tleeg of organic products are higher then
conventional products. But they tend to think {vate differences compensate for the better praduct
they get for their moné¥. Some regular users also believe that the relative difference between
organic and conventional products has become smaleés relative price difference is mentioned by
some regular users as a direct reason for buying organic products:

Well, | buy a lot more now than | did earlier, ibat is also because there are much more thingscgowet
now. They are much easier to get hold of, and they're not SO expensive anymore. (Regular user D)

D That is, better taste, quality and more healtlogdpcts, as well as the environmental and animafanebenefits of
these products.
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A majority of the regular users mention the relatprice difference as a reason for repeated pueabfas
particular organic products and/or for routinelgkng at the available organic products:

I: Why are all those thind# the shopping baskegirganic?
R: They're not that much more expensive, and | hiopiethey're better. (Regular user E)

Thus, for regular consumers it would seem that thag to be positive towards organic
products in general, due to both tredue-base@ndexperience-base@wardsassociated with these
products. In practice, however, their consumptias been limited by availability and by the relatprece
differences between organic and conventional goblas.general tendency among all regular users is to
perceive rewards as compensating (within limits)ifigher prices. This is a mind changer. Howeves, t
extent to which regular users are always preparg@ay that higher price varies. Price also cortsttia
major barrier for many regular users when the inadgtrice difference between organic and conveiation
products seems to be too great. This aspect witbbsidered further in the next chapter.

Occasional users: the place of value-based rewardsin changes of mind

Once again, there is a clear difference betweerstvbgroups of occasional users. ‘Health-orientedtsi
explicitly refer tovalue-basedewards as reasons for preferring and selectiggroc products, while
‘taste-oriented’ occasional users do not. The forsadgroup subscribe to the theory that the consomp
of organic foods contributes to better personaltheand this is one reason why they wish to puseha
and consume organic foods.

R: | began to buy organic oatmeal the time | left hand that's 10 years ago.
I: Why was that?
R: Well I'd say | thought that at some level or othehould have some kind of healthy food (Occadioser B)

In practice, however, this association betweenguetishealth and organic foods is not generalized to
encompass several products. These occasionaltasdro explain their narrow selection of orgamiod
products (usually no more than one or two) by readdhe fact that the particular products at isste
especially important for their health:

I: But | wonder why it's thgorganic]loatmeal you happen to buy?

R: Yes, well maybe I'm one of the halfway- sail@aghs]!

I: What do you mean by that?

R: One has to have something or other that isn’tdéiheavy metals and pesticides and stuff like tad, |
thought, well, since | eat a lot of oatmeal, thaiud help things in the right direction. (Occasidniaer B)

I buy the citrus fruit sometimes — | often buy lesthat are organic and haven't been sprayed. Bhsithply
because | usually put them in my drinking wateit @berwise | don’t bother... (Occasional user E)

Some few members of this subgroup also mentiorr@mwiental considerations as a reason for
wanting to purchase organic products:

R: Actually, I'd say, what it's mainly about is th&té got to the point at which I'm a bit more reattyaccept the
arguments for buying organic products.

I: Which arguments do you have in mind?

R: The arguments about looking after the environm@nxcasional user A)

Even among these, however, environmental arguncant®e overshadowed by benefits related to

personal health:
The advantages, | would say —I don’t honestly thiat | have really cottoned on to the sustainaypili
thing. | would say that it has more to do with owyn health. | don'’t really support that, | just ddor my
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own sake. The idea of a sustainable society —shmtt the reason why | buy organic products.
(Occasional user B)

‘Health-oriented’ occasional users also tend tojpgosed to and to express strong feelings
about industrialized husbandry. The topic mostdssdly mentioned is battery production of eggs:

Oh, those poor battery hens... (Occasional user A)

R: [Our] eggs are usually organic or else they're free rargbey’re never from battery hens. Maybe they
haven’t had organic feed, but we draw the line @tdry eggs, and that's the important point.

I: So it has to do with animal welfare?

R: Yes, it's the welfare of the animals. (Occasiarssdr B)

As is the case with regular users, there are @lscific barriers regarding the purchase of orgamat
products, which will be taken up later (see secti8).

No value-basedewardsfor selecting organic products are brought inedbcounts of ‘taste-
oriented’ occasional users when they explain thsars for their purchases. Although most informants
comprising this subgroup have heard about bertéfitspossibly accrue to the consumption of organic
products, they tend to remain unconvinced by tlaegements. The following example illustrates thigw
respect to health:

I’'m not convinced that it's SO much healthier. Ay, | think it's only a LITTLE bit healthier thathe food | eat.
(Occasional user C)

The members of this subgroup are also inclineddimusgt organic producers. They offer
examples of products that carry the organic latl which should not do so in their view. As theg &,
it is not possible to draw a line between ‘convemal’ and ‘organic’ production methods for all punts.
Examples of this kind are sometimes used to rerdestorganic’ as being an illogical term in gerlesa
to suggest that the regulation of organic producisoa fraudulent affair.

A lot of people in Jutland seem to think it issallindle and humbufiaughs].Not that | think ALL of it is swindle
and humbug, but there are some things | simplyaainderstand. ‘Organic fish’ and ‘organic honeyl just
cannot grasp how it possible to claim that suchduicts can be ‘organic’. (Occasional user F)

When this subgroup occasionally purchases orgaoutygts (typically only one or two) the
reasons for doing so have nothing to do with thelrefs about organic production methods. At issue
willingness to experiment with a new product inertb see how it tastes. In contrast, some valseda
rewards were perceived by some members of thethiedkented’ subgroup of occasional users.

Occasional users: real world events and experience-based rewardsin changes of mind and habits
Compared to regular users, for whom the mere aviliilaof organic products in their ordinary shopgi
environments triggered and then increased thetchases of organic foods, the issue of availallity
not arise in the accounts of occasional usersraasmn for buying organic products. While this nhigé
expected with respect to the ‘taste-oriented’ sabpyr it was also the case among ‘health-oriented’
occasional users.

Only one occasional user (the nregfular’ user among the occasional users) ackadged
the fact that her preferred retailer had begundoksa wider range of organic products. She did not
however, actively search for organic products edther supermarkets she also frequents:

I: 1 forgot to ask you where you usually buy your aiggroducts.

R: In the supermarket.
I: Which one?
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R: Well, in NETTO — they stock a lot more organic @sithese days. And then in BRUGSEN - | buy thema the
sometimes. FGTEX... no, I've never really noticedtiMdrahey have them in FGTEX, apart from the niikey
have that... (Occasional user A)

Some occasional users have experienced a spegfaio product as having a better taste than
its conventional counterparts. The following exaengbncerns a processed organic yoghurt product:

I: You mentioned that you have trigdganic]yoghurt?

R: Yes, we’'ve bought the yogurt. It was just becatusestes nice. It is a matter of: Do | like thisdp | not like
it? | think that yoghurts have different tastes.

I: Is there a big difference?

R: No, not a big difference, but there IS a differerideat then | don’t know whether it is a differeredween
ordinary yoghurt and organigoghurt. There is a difference between_the congsdinat make the yoghurt. It's
just that | can never remember the brand namescg€onal user F)

It is also notable, however, that even when thigfof research has been undertaken and the result
positively assessed as having been rewarding, thgsiences do not always give rise to repeated
purchases of these specific organic products. Wel@scribe the reasons for this pattern in maetad
in the section regarding barriers (see section 4.4)

Those instances in which occasional users do psecbiganic products with any regularity
tend to be ones in which the prices difference betworganic and conventional variants is perceiged
be small or of little account. This factor does egupto constitute tpping pointwith respect to a change
of mind and shopping habits among occasional users:

I: So, it was just something you gradually startedd®d
R: Yes, take eggs, for example, well, | don't eat megys. So if | pay a bit extra, it doesn’'t matteattmuch.
The same goes for milfOccasional user A)

As we have seen earlier with respect to eggs atmdezd, value-based considerations with respect to
animal welfare and health also played a role antbaeghealth-oriented’ subgroup of occasional users.
Whether or not organic production was perceiveftagiulent, this factor was not seen as relevant to
assessing the quality of organic products. The tadtor that appeared to appeal to the membeltseof t
‘taste-oriented’ subgroup was the distinctivelytbetaste of a specific branded product as compared
other variants of the same product. However, orgaroducts were also seen as being more expensive
than other variants in the same product categdrg droup of occasional users could therefore see n
reason to consider paying a higher price for ammigvariant, unless specific products were asdesse
having a distinctly better taste.

Non-users

As we saw earlier (section 3.1) non-users do haxweeshasic knowledge about organic production
methods and its supposed benefits, but they dackotowledge anyalue-basear experience-based
rewardsas reasons why they might change their shoppirmgmsumption habits with respect to organic
foods. Rather, they tend to view organic productierbeing a fraud. The only instance among them, in
which any possible benefit other than taste wasueied, concerned the issue of food safety asecbtat
health. One non-user had bought organic chickercansidered the advantages of doing so, but had
become quickly convinced that there was no readwatswever to pursue this line of thought further:

R: What | remember best, that was the time when tvaeeall that talk about salmonella. A lot of peotakked
about the fact that thgprganic productsjvere treated in a different way, so there was tesss It must be about
10 years ago now since that salmonella scare wasval the news.

I: So, did you try it then, at that time?
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R: 1 did, I tried it, but then not long after that sleed my old mother about it, and my mother toldhaethere
was also salmonella around when she was a child.gke’s 84 now. So, | thought, well, there’s notimpoint
in worrying about thaflaughs].(Non user A)

3.3 Influencing others with respect to organic congnption

Trying to influence others to consider buying oligdnod is not a widespread practice among conssimer
No such attempts are reported by occasional usdigegpect to their friends or acquaintances. Agnon
regular users the picture is somewhat more mixed.

Most regular users make it very clear that theyehay wish whatsoever to encourage friends
or acquaintances in this regard:

I: You say that you want to support these ideas. Bwgsnean that you would like to tell other peogibeut it?
R: No, I'm inclined to think that people should mailgetheir own minds. | mean to say, you can soomsede a
bit holier-than-thou if you go around talking abdbe fact that you buy organic food. (Regular usgr

I: Have you ever encouraged other people to tryngatirganic foods?
R: Only in the sense that | have said that somethiag organic. | have mentioned that. Otherwise;-iwe
never gone out on a mission about it. (Regular &er

These illustrations suggest that the tendency me@we organic food practices as being “better”,
healthier, more altruistic or even morally superioay inhibit some consumers with regard to disogss
their personal preference for organic foods. It aso be noted that in neither of the two caseghich
friends of regular users were interviewed, had thegn encouraged to purchase organic foods by the
regular user in question. Thus, for one subgroug@gdilar users, organic consumption was viewed as
being a private matter that should not be raised ftiends or acquaintances. Few stories about
influencing friends or acquaintances occur in tagatives of these regular users and those thedghord
situations in which the topic came up for discussad influence, in so far as it occurs, appeab®eto
reciprocal. That is to say, conversations thatuieathe topic of organic food tend to reinforceitam
views held by both participants in the conversation

This restriction does not apply, however to pasreerd children within the family. Regular
users recounted many incidents in which the toparganic foods had been raised between members of
the close family:

... But when we are sitting here, eatifdjnner with her two teenage sons] then, like I, dayould always let
them know which things are organic(Regular user G)

These illustrations support the finding that pasesxert a strong influence on the food habits dticén,
not only with regard to health (see Section 2.8},9pecifically as related to organic products @se
Section 5.1).

However, the subgroup dedicatedregular userdoes actively try to influence friends,
acquaintances, colleagues and others with respéoe tconsumption of organic foods, as illustratethe
following exchange:

I: Have you ever encouraged other people to try oganbducts?

R: Yes, I'd certainly say that | haylaughs].Whenever | CAN, | try to put in a good wdlaughs].

I: To whom?

R: Friends or acquaintances — and sometimes | camgi$cussion out of it. But it's so nice to runoisomeone,
one doesn’t have to argue wilhughs]. (Regular user C)

Another had persuaded the kitchen staff at herepbhevork to change their procurement policy —
claiming that there was no excuse these days rdu o, given the easy availability of organic feod
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third dedicatedregular user had encouraged her local supermarleet earlier period in her life to
increase their stock of organic products:

That KVICKLY there — that was very good. Especiaftgr I'd told them to pull themselves togethdaut that
was also because they were open to the possibjliteu know what | mearfRegular user F)

In the light of such active attempts to influenkeit social environment, thededicated
regular users can be described as advocates afiofigadin their everyday lives. It would seem that this
subgroup also actively contributes to the develagméthe universe of possible consumption prastice
That is to say, they look for new ways in whichitlstrongly felt food values can be realized by neeaf
their consumption practices. This includes the piticf ethical projects in their consumptith.One
example of this was referred to earlier in whidtedicated organic consumer had transferred albaek
activities to a bank that only invests in ethicalbund projects. Another is an avid reader of food
magazines in which new environmentally and ethycatiund projects and brands are described, who
subsequently tries to integrate these ideas intsh@pping routines.

The strong involvement in ethical issues on the githis subgroup is also designed to
influence producers of organic goods, and can gseeto some dilemmas. For example, considerations
about the trade-off between supporting organicfamdrade products came up in the following exad®n
with one dedicated regular user:

I: What is that brand of washing up liquid you bat®

R: It's Anglemark. There was an article about ceffgoduction and sustainability in PolitikgDanish
newspaper] the other day. Adshglemark got a lot of praise because of their @ndo find a balance
between sustainability and organic production. Jestause something is organic, doesn’t necessarily
mean that it's sustainable... | mean, one thingas tarmers don't spray their crops, but it's anothe
matter whether farm workers are treated properlyg avhether they get a fair price for their products.
(Regular user B)

Other ethical dilemmas related to the consumptiasrganic foods regard the issue of food miles and
organic products supplied by multinational firmsgrlarge Danish firms that enjoy a virtual mongpol
status on the Danish market. One dairy companycaasnented on by several regular users as one that
does not pay a fair price to organic dairy farm#rshould be noted that dilemmas of this kind weoé

only brought up byledicatedregular users, for whom ethical considerationy planajor role in their
orientation to consumption, but also by other ragukers.

3.4 Conclusion: The mind sets of regular users ofganic food as compared
with occasional and non users

Some knowledge about organic food products isivelgtwidespread in all user groups, although it
appears to be at a minimal level among non-useyartArom the fact that a clear majority of Danish
consumers are familiar with the Danish organic Belaas measured in many representative survegs (se
section 1.2), the qualitative findings of this studdicate that regular and occasional users cdmiy
products as well as non-users share some simiteepts of what organic foods are (as compared with
non-organic foods). Thus, all user groups tenclate organic foods to particular restrictions rdgay
their production (in particular with respect to pades) and many associate organic products with
healthier foods.

However, there are also some clear differencesdsiwiser groups with respect to their level
of information. Concepts of, theories about an@aesh undertaken with regard to organic foods tee a

% These cases refer to regular user F and B.
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much more detailed level among regular users apawed to others. Another clear difference is thaté
are strong resistances to acceptiegsonsandrewardsfor buying organic products among some
occasional users of organic foods (the ‘taste-tedrsubgroup) and among non-users. Thiesestances
include the tendency to perceive organic produgecertification of products as being frauduleniitiw
regard to products, better taste is not experiencgerceived as a benefit associated with organic
products, and benefits are not believed in wittarddo health.

A distinguishing feature of the mind set of regulaers of organic food as compared to others
concerns the role ofalue-basedewardsin their assessments of organic products and ptamiu
methods. These include values related to persandlfamily) care, in particular the perceived béaeif
organic products with reference to health. Theg aislude values beyond the household spheregcklat
to caring about environmental sustainability arfdoat issues, including animal welfare. Convicti@msl
feelings on these points, particularly in regarti¢alth and animal welfare, tend to be firmly aekleto.
These positive assessments appear to be genetaligedminds of regular users, in the sense tiet t
are seen as general benefits of organic consumtiwhappear to underlie the more general conwictio
that buying organic foods is worthwhile. Thus,ahde said that sevelalers,described by Gardner
(2004) as conditions of a change of mindagonsresearchresonanceindrewardg, appear to be firmly
in place in the minds of regular users.

We earlier concluded that health and consideratasit healthy eating habits played a
central role in the life stories of regular usethdpter 2). In the light of the findings presenitethis
chapter it is now apparent that, for many reguaars of organic products, their perception of thaltin
benefits associated with these products is direethted to their understanding of advantages &ssoc
with organic production, which enables them to dumdesirable substances in their food. It wouthse
that although an interest in health in many caseglptes an interest in organic foods, it also titutes
one reason why these products are readily perceisdeding better than other products. Moreoverethe
are many strong indications that differeatue-basedewardsassociated with organic products, including
environmental concerns and concerns about animéneetend to reciprocally reinforce each other.

When prompted for reasons underlying a change onflrand habits, it was apparent that
increasing consumption was closely relatecetd world eventsn the marketplace on the one hand and to
positive assessments of quality and taste on tier @xperience-based rewarnds$n particular, increasing
availability was mentioned as a crucial factor imaeges with respect to shopping habits. Other evbat
were commonly perceived were a drop in the levgrefnium prices and a general improvement in
product quality. Thus, it would seems that quitearetereal world eventsparticularly regarding
increased availability, have functionedtigping pointsfor a change of mind and habits among those who
are currently regular users of organic food proslutipping pointonly functions to tip a balance when
leversare already in place. This was indeed the cassgdsmve shown with regard to the placealtie-
basedrewardsin changes of mind among regular users.

The fact that conceptual and emotional levers \aeady firmly present in the minds of those
Danish consumers who are currently regular useosganic products, while changes in the market with
regard to availabilityreal world eventsconstituted a tipping point with respect to irasimg demand,
strongly indicates that a mature level of posiaveareness of organic products and production method
was already in place in the minds of these conssimer

As we have seen, not all consumers have undergoharege of mind as described among
regular users. The mere availability of reasongbiged organic products underlies potential andalct
interest in these products on the part of somesiagal users and even ‘non-users’, particularlywit
regard to exploring the taste of new productshinfollowing chapter we will explore some of thasens
why a change of mind may or may not lead to chamgsbopping habits.
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4, Shopping habits with respect to Organic Consuntmn

In this chapter we describe the shopping pattefnser groups (Section 4.1), loyalty towards organi
products as revealed by substitution strategiedame@ while shopping (Section 4.2) and by choice of
shopping venues (Section 4.3). Finally, we willmxae some of the barriers that limit increasing dech
for organic products Section 4.4).

4.1 Buying organic foods

Four typical purchasing patterns are distinguidhe@, and will be employed in the analysis of loyal
with respect to organic purchases presented ifotlmving section (see section 4.2). These are:

» Coincidental This is a purchasing pattern in which the consumas no particular motivation for
selecting organic products as such. An organi@wais purchased, for example, without
adverting to its organic label or when conventioraiants are sold out

» Specific productThis is a purchasing pattern in which the consumas a preference for the
organic variant in one or two product categoribs,reasons for this preference having reference tc
specific product characteristics that differ fromegroduct category to anothef. (section 3.2)

» Several productsThis is a pattern in which the consumer has gepegace for organic variants
within three or more product categories and reddyivoften purchases the preferred variants

» Generalized preferenc&his is a purchasing pattern in which the consumas a preference for
organic variants within a wide range of producegaties and relatively often purchases these
preferred variants

It will be apparent that each of these four pattesrclosely linked to differences between useugso

Regular users

Regular users are found among those who haenaralizedgreference for organic products and those
who purchasseveralorganic products. These distinct purchasing pattare closely connected to
differences regarding shopping orientations witlard to quality or price respectively (see Secd).
Thus, it is ‘quality’ orientatedjedicatedegular users who have a generalized preferenqaufchasing
organic products within a relatively wide rangepabduct categories, whereas other regular usedstten
have a smaller and fixed range of categories witltiith organic variants are regularly purch&éeis
will become apparent in the following sections réhare also clear differences with regard to Igyalt
strategies between these subgroups.

The shopping basket among the dedicated regulas tigecally contains organic food
products among all food categories, including valjets, fruit, staples, eggs, dry goods, milk ahdtaler
dairy products. Meat products are usually orgamit,not exclusively so.

The shopping basket among the more thrifty requsers typically contains three or four
organic products. According to their reports, itistially the same organic products that are puechas
regularly within the same range of product categgori

Occasional users

Among occasional users, the ‘health-oriented’ sabgmelatively often purchases one or specific
organic products. The ‘taste-oriented’ subgrouprparticular preference for organic products, but
describes their occasional purchases as beingyargmcidental That is to say, these purchases are not
planned as such, but are made for example whereational variants happen to be sold out.

2 gee section 3.1 and Appendix B regarding therdistin betweemledicatedregular users and other regular users.
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Non-users
Non-users by definition also constitute a group thaot explicitly motivated to purchase any orngan
product$®. Although some are sceptical towards organic fasmeoduction methods and the organic
label, we have found that the members of this gmpccasionally make unplanned purchases of argani
products. There is no evidence of antipathy towardanic products, as such. We might add that one
‘non-user’ in the present study was observed safpein organic brand of milk while shopping. It
transpired that he regularly purchases this progreferring it because of its taste. He had nedeeded
to the organic label, however, and had not beeneathat the product was organic.

The four purchasing patterns distinguished hezeclrsely related to the degree of loyalty
(if any) exhibited by these consumers towards aggaroducts. Loyalty will be analyzed at two levels
First, it is analyzed with regard to concrete pidihoices, as made, or considered and discusskedhai
interviewer. The objective of this part of our arsas is to investigate the kinds sfibstitution strategies
employed in practical situations, when, for exampateintended purchase of an organic product is not
possible because it is sold out. These strateggesxplored in section 4.2. The second level ofysia
regards choices made by a shopper prior to anladtopping trip. Given differences between shopping
outlets, particularly with regard to stock and prievel, the consumer usually chooses one or more
specific shopping outlet(s) in preference to othpergr to embarking on a particular shopping trip.
Reasons for choosing particular outlets are (onateas the case may be) related to loyalty tosvard
organic food products. These aspects of loyaltyeapored in section 4.3.

4.2 Loyalty towards organic products: Substitution strategies

The strategies that serve as our analytical pdideparture are defined as follows: (pse Substitutian
the decision taken is to substitute the missinguoigproduct with a different organic product ie game
shop; (2)Re-try. the decision taken is to come baclsémme shojn thenearfuture to search for the
sought for organic product; (Re-locatethe decision taken is to look for the missingamig product in a
different shop; (4Burrender the decision taken is to simply renounce thengiteto find this product
without deciding to look for it in theearfuture; (5)Treason the decision taken is to substitute the
missing organic product with a similar but conventl (or integrated, low-calorie, etc.) varianthvint the
same product category.

Regular users

The substitution strategies employed by regularsugary considerably in practice. At one extrenre o
regular uséet is willing to use a great deal of time and effarorder to purchase the particular organic
variants that she has intended to buy. Severalisissons with this user reveal that she will almost
certainly pursue the strategiesobdse substitutionr re-locationin all cases. Thee-locationstrategy is
illustrated below with reference to two substitatgtuations that took place during a shopping tnghe
first of these instances, the specific product pleisson was looking for is actually present inghep.
However, the price was deemed too high and a ragitot strategy was therefore employed:

R: ...itis leeks | wanted. But oh-h they cost a forturtbink I'll get them down in EGEFELRhe organic
supermarket]lt's not something | need straight away. ThreeZ8rkroner! That's too expensive for me. | can get
them cheaper than that.

I: What do they cost in EGEFELD’s?

% A recent study finds that 13 % of all organic prot sold on the Danish market are purchased bsucoers, who maintain
neutral or negative views of organic producerslaane no positive motivation to purchase organi@pots as such (O’Doherty
Jenseret al.2008).

%4 This is the regular user F that has been portragelier as a deviant case (see section 3.2).
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R: I don’t know, but it would be cheaper than thatddhen it is not as though | need them straightyawa

I: How about taking the ordinary leeks over there?

R: No, and certainly not when | don’t even need tothsen today.

I: Would you consider it, if you needed to use thesnethening?

R: No, no, I'd need to be in a terrible rush if | dithave time to cycle down there. Otherwise | wcdgte ended
up taking these heif¢he expensive organic leeks] - ifieeded to make a leek quiche this evening foants.

This regular user would also choosel@se substitutiostrategy in other situations, as illustrated by a
hypothetical situation constructed by the intenaew

I: What if these apples hadn’t been good? What wonlddp then?

R: Well, then I'd have to make do with these [orgatiahanas or oranges or something else, wouldn't 1?
I: Would you think about making do with ordinary ajgfle

R: mmm...NO! (Regular user F during shopping trip)

Apart from this case, all other regular users antéar constraints, in terms of practical and/or
economic considerations, that play a role in reganqroduct choice, and in regard to the substituti
strategies they employ while shopping. This algaiaep to othededicatedregular users, who do tend to
employ eitherclose substitutiomr re-try strategies when practicable. But it would seer phactical
circumstances often counteract these strategies, There were also relatively many examplesezson
on the part of these consumers during the couraesofgle shopping trip. While unpacking her shagpi
for example, one dedicated regular user lifted tip af conventional tomatoes she had bought and
exclaimed:

R: That's very annoying! They were sold out of thganic tomatoes.

I: You would have preferred organic chopped tomatoes?

R: Yes, | don't like those big tomatdésshe had chosen whole organic tomatdesheat sauce. One can put
them in the blender of course, but then these gitematoes caught my eye, and | thought it migla bi easier
to deal with them. (Regular user B, while unpaclaftgr a shopping trip)

A general rule followed in situations in whitteasonis committed (rather thamre-locationpursued) by
this regular user is summed up in the following way

I: So, this is an example of a situation in which ywawld have preferred an organic product. But ittishere,
and so you end up with the ordinary one.

R: Yes, of course. | wouldn't go off to IRMA afterwartlauling all my shopping bags. | couldn’t be tsoéd
doing that...I couldn’t be bothered running aroundatbkinds of shops. (Regular user B, while unpaglafter a

shopping trip)

On the other hand, the same regular user emplogsrg strategy on specific basic products such as milk
and on some processed products that last longer:

I: I'd just like to ask you about that olive oil yoaught. Supposing they had been out of the orgarec.®

R: I don't think I'd have bought any then. Becauseharee some rape seed oil we could have used instead.
I: Why would you not have bought it then?

R: Because | could get it another time, when they hévat | want.

I: Because you already have something you can usenah

R: Yes, it's because | already have a substitute.

I: So it’s not the same situation then — as whersdt®ething you need to use right away?

R: That's right. (Regular user B, while unpackingeafa shopping trip)

The same regular user also emplolse substitutionas when she approached the fruit stall in the
supermarket during a shopping trip and looked tyosethe organic plumbs:

R: | need them for his lunch box at school.
I: What were you looking for?
R: Plumbs, but they look a bit sour and not very good.
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[Observation: the organic plumbs are replaced,cgdnic kiwi selected insteadRegular user B during
shopping trip)

Another dedicated regular user, who has a genedhpreference for organic products, also
committedtreasondue to practical circumstances:

I: So, it is precisely thifpprganic]wholemeal rye bread that you usually buy?

R: Yes, itis. But | must say, IRMA doesn’t alwaysehain stock, and then we have to pick out somgtklse.

I: And what do you choose when that happens?

R: Em-m, well, we might take that one there for eXernmwinting at a conventional wholemeal rye breadhe
fact is, we are a bit lazy. We prefer the readgeslikind, like that onéles, and then it would also depend on the
sell-by dates(Regular user C during shopping trip)

However, it was also apparent that this same reggker employslose substitutior re-try in other
situations. The former was observed for examptéefollowing episode:

And now | need to get some tomatfstanding looking at the shelves of tinned tomatgekects a tin].

It [looking at organic tinned tomatoestfjould have been chopped ones, but they don’tthawe. Then it will
have to be the ones that aren’t choppé€bservation: selects tin of organic whole toresti(Regular user C
during shopping trip)

In contrast taledicatedregular users, the other subgroup of regular ygére tend to display
thrifty shopping habits, shop in discount stored select organic variants within a narrower ranige o
product categories) only employ strategiesloge substitutiojre-locationor re-try to a very limited
extent. These strategies are occasionally emplbyeshme members of this subgroup with respect to
some specific products. One exaniple the following:

I: Which eggs would you have, if you were going todmgs?

R: Then I'd buy the organic ones, or else the fregge And if they were out of both of those, thatighoo bad
— I'd have gone somewhere else to buy them.

I: The battery ones wouldn’t do?

R: | know very well that Allafher partnerjvould be mad, if | did that, he really would.

I: Why?

R: Because he thinks one shouldn’t buy battery ddgsnsists on that in a big way. That's the pointvehich he
makes his presence felt. So, on that point, | wgaltb another shop. (Regular user D during shogiip)

The strategies most often employed by this subgrooygever, when a sought for organic
product is not available, are thosesafrenderor treason The following example regards a situation in
which the organic produce is not assessed as baifigiently fresh:

R: 1 just began buying more... yes, vegetables tdbeif are OK. Well, that depends on how they look.

I: What do you do if they don’t look so good?

R: If they don't look good — the organic — then | ddiuy them. There are times when they don'’t looédgy Then
| won’t have them... (Regular user G)

The following case illustrates an instance in whrelasonwould have been employed if the selected
organic product had not happened to meet the cesteuality demands:

I: Why did you buy those tomatods®janic cherry tomatoes]
R: They fit perfectly into my child’s lunch box, ahey look, you know, fairly nice.
I: s there anything else you happened to lookhatptice or something?

%5 Notice that the specific reason for choosing eggselated to general animal welfare values andlig iadirectly related to
organic production methods — thus, the user woalduite willing to choose free range eggs as ap#yfgood substitute for
organic eggs. See section 4.3 on this point.
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R: No, | just needed these tomatoes.

I: | see they are organic. Is that something that ingsortant?

R: No, not really, not much. If they hadn’t been angal would have bought them anyway. They were the
tomatoes that looked the nicest. (Regular userllewanpacking after shopping trip)

Occasional users

Among ‘health-oriented’ occasional users, the @ulgstitution strategies employed were those of
surrenderor treason as illustrated by the following:

R: That ongpointing to a packet of conventional oatmeal]get that sometimes if they don’t have the othmar. o
I: So if the organic one is out of stock, that's tine you get?
R: Yes. (Occasional user B, during shopping trip)

The following example illustrates willingnessdorrender(andtreasor), while retaining a strong
preference for using the organic variant in certhghes:

I: What if the organic ondéemons]had been out of stock?

R: In that case, | actually have sofieenventional lemongh the refrigerator. | could have used them instéar
making glogg, but then | wouldn’t have been ablmake chutney.

I: Is that because you wouldn’t be able to use thé?[referring to earlier conversation about toxins]

R: Yes. (Occasional user A, while unpacking, falhgpnshopping trip)

Summing up, it can be said that the strategiesioenderandtreasonseemed to be quite widespread in
practical shopping situations among regular as agthccasional users. The strategiedade
substitution, re-locatiomndre-try were more prevalent among tthedicated quality orientated regular
users, whose purchasing pattern is characterisadgeyeralized preference for organic variantsiwih
wide range of product categories.

4.3 Loyalty towards organic foods: Choice of shoppg venues

Regular users

Apart from the substitution strategies employethimcontext of shopping, the majority of regulagrss
also try to organise shopping routines and to cheb®pping venue(s) in ways that maximize the
possibility of being able to purchase organic pasduincluding preferred brands and processed ptedu
It is also clear that the organisation of shopyiiigs also depends upon the extent to which regidars
feel they can afford to use relatively more morteggntthey would otherwise use on food products.
Considerations of this kind appear to be relativelyespread, and are not always related to houdehol
income level. As we have seen earlier, some regisiars have internalized thrifty purchasing halaitsl
the relative price difference between organic amaventional variants can constrain purchasing dews
even among those who have not. Also, members ftloup differ considerably with respect to their
involvement in food quality issues.

Dedicatedregular users, all of whom have a generalizedepeetce for choosing organic
variants within a wide range of product catego(ge Section 4.1), choose their favoured shopping
venues explicitly with a view to maximizing accéss wide variety of organic products (as well as
meeting other quality standards).

R: We shop a great deal in IRMAn upmarket supermarket with a wide range of migproducts]
I: Why is that?

R: Because it's not so big and they have lots of thaghings | want.

I: Which things for instance?

R: Itis all the organic things. Then it's also becaliss not so big and, like | said, we think theyheally nice
and helpful in IRMA. (Regular user C)
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R: ...But otherwise, not greengrocers — well, they thave much that’s organic.

I: So, is that the reason why you avoid shoppingether

R: Yes, we don't use the greengrocer’s very muailaNow and again — if we just happen to need trestd of
lettuce — it's handier just to go there.

I: But otherwise it's SUPER BRUGSEN and IRMA?

R: Yes, that's right (Regular user B)

Another member of this subgroup organises her shgpputine such that she switches between branche:
of an upmarket supermarket with a wide range odwigproducts (IRMA), a supermarket that

exclusively sells organic products (EGEFEL&) some specialty shops that stock organic predStie
recently migrated from a rural region in southeenbark to the capital, and has actively searched fo
shopping venues that could meet her need to bugnargrroducts within all product categories whemeve
possible. The following exchange took place eneadatone of these preferred venues:

I: You were saying back there that you wouldn’t sinofhat SUPER BRUGSEN across the road. What waslit y
were saying about that? | didn't quite catch it.

R: They havdorganic]grain and flour and that kind of thing. I've alsought those things over there. I'd say I'd
been in there twice in the last two years. Thatisanlot, but you know when you move to a new pkaaegre
inclined to try out the shops that are near by. Ameh, then | succeeded in finding this one HER&A]. There’s
another IRMA out in Valby, but it's very small athere’s not a lot of room. It's good enough thoulglwas

easier for me to go there when | was still goingvdsouth to work.

I: Supposing IRMA didn’t exist, what would you do thévould you then go over to SUPER BRUGSEN?

R: No, | don’t think so. | would just have to finchsawhere else. You know, there’s a good shop on ®@mm
Kongevej just before you get to EGEFELD’s. Oh,that’s also an IRMA! Well, the good thing abouiriyin
Copenhagen is that there are lots of IRMAsN't that right[laughs]? (Regular user F, during shopping trip).

As these narratives and experiences illustdgdijcatedregular users who have a generalised
preference for organic products tend to assesssigppenues in relation to their stock of thesedpiats
and to develop shopping routines that secure thady access to preferred products. This oriemtatio
results in the choice of high quality supermarlagtd/or specialty shops. This loyalty strategy alstails
that this subgroup are less often called upon teensabstitution choices due to the fact that preter
products are out of stock. Also, the range of cigproducts in the selected venue ensures, invbet®f
dissatisfaction with the quality of a particulan@uct, thatlose substitutiotfas illustrated in Section 4.1)
of one organic product for another will be an optibat can be employed with relative ease.

With regard to the less dedicated subgroup of egguders, it should be recalled that they tend
to have thrifty shopping habits (see Section 2tXIjanspires that this is an omnipresent habitual
orientation that is also exercised in regard tocti@ce of shopping venues, and not only in retatmthe
choice of products. In effect, this places a cogrgille limitation on the range of organic goods as
compared to other goods that can be purchaseés# trenues. It also transpires, however, thagtbisp
nevertheless chooses to shop in the particulaodigcchain (NETTO) that maximises the possibility o
their being able to purchase a relatively large @mhof organic goods. Both subgroups of regularaise
resemble each other in this respect, althoughaheger of shopping venues considered by each subgroup
differs. A thrifty orientation imposes a limitatiam the habitual choice of shopping venues, bt asn
access to the range of organic products that aable, as illustrated in the following exchange:

R: There’'s a big NETTO in Slagelse as well that | useshop in, and they had carrots, potatoes andmsihat
were organic. | don’'t remember when it was, bugrhember thinking: ah, isn't it nice that they'varstd to stock
organic things.

I: Why did you think that?

R: That's because | want organic things. But | alsowwhem at a reasonable price. They shouldn'’t lne to
expensive, now should they? (Regular user E)
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For this regular user, given the limitation on bleoice of possible shopping venues, the introdaabio
organic products to the stock of a discount supetetdnad been a pleasant development since it htoug
her the possibility of purchasing organic prodyste section 3.2 on the issue of availability)th same
time she constantly monitors the supply situationther discount outle{sn this case: NETTO, ALDI

and LIDL) in her local area:

| can see that they have had some sliced meatETTN that are organic, and | can see that ALDI hatagted
to stock some organic things as well. | went outlfal once, but | couldn’t immediately see thatyttave any
organic things. But then | went through it all figiquickly, because | didn’t have much time that.d®egular
user E)

Among this subgroup of regular users the pricedssiclearly important and the general tendentlyas
many organic products are seen as no longer beaighitively expensive (see section 3.2 on theassiu
price levels). However, the constant focus on tieef organic products among this subgroup reveal
that price level imposes an importaeal worldrestriction on the choice of organic goods in pecact

I: Why “always organic oatmeal” in particular?
R: It's probably because we had it out at my workplddhought in fact that it tasted nice. And thtrere wasn't
such a big price difference. (Regular user D)

... and carrots — | always buy organic carrots — amrth it too... They're not dearer than — not verycmu
anyway, about four crowns (Regular user G)

Although this subgroup of regular users does emlagalty strategies with regard to their
choice of shopping venues, the restriction of tbhwice to discount outlets limits in practice thei
experience of and access to the full range of acganoducts that it is possible to purchase ondheish
market. It can be noted here that the range ofnbegeaariants stocked by discount chains is rel&give
small compared with mainstream or upmarket supém@tsuiand some specialty shops. Thus, at the end of
2006, the discount chain (NETTO) with the widestga of organic products among discount chains on
the Danish market was stocking 40 different organaxiucts. This can be compared to the upmarket
chain (IRMA) with the widest range among supermirkehich was stocking approximately 700 organic
products at the same point in time (Jdkologisk Lamasing 2007).

Recapitulating on our findings with respect to pradoyalty, it can be noted that differences
between two subgroups of regular users indicatetWaconsumer segments are at issue. Although both
subgroups are very positive towards organic pradatt conceptual level (see Chapter 3), therenajer
differences regarding shopping habits. These ircthd range of organic products that are purchaised,
loyalty towards organic products exhibited in thestitution strategies employed when organic prtsluc
are not purchased, as well as the consequenceleemty loyalty strategies with regard to choice of
shopping venues. In this respect, the tasks ohiataloyalty among already existing regular usang
that of expanding loyalty among regular users, witoease the proportion of their organic purchases,
would need to be assessed with considerable attetatidifferences between these two apparent seégmen
of organic consumers.

Occasional users

As we have seen (Section 4.1), ‘taste-orientedasional users tend to buy organic products by
coincidence. No loyalty strategies can be saidist €éor this subgroup, which is also the casenfon
users. Among the subgroup of occasional usersepattedly buy some few specific products on a
somewhat irregular basis, no loyalty strategiet waspect to the choice of particular shopping esnn
light of their stock of organic products were olveet.
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4.3 Barriers to loyalty

We will explore barriers of a practical kind thaisa in the course of everyday shopping and were
observed or reported with regard to purchasingrocg@ods. The topics of analysis at issue heredpct
range, quality, price, etc.) have already beenntakefor analysis in Section 3.2. In that contéxtvever,
these topics were treatedraal world eventandexperience-based reasowhy consumers can and do
change their minds and habits. Poterlgakrsin the process of changing minds, however, may aisoe
to be potential barriers in the process of changaigts. These topics were treated from a retrdisgec
perspective in the former context, while the pectige here is prospective. We explore current besri
with respect to a potentially increasing demandhenpart of consumers in this section.

Thebarrier of assortment
One major barrier that is reported in interviewsva#l as shopping trips is that of limited assomitnd hat
is to say, quite apart from the organic producés donsumers are willing and able to purchase aglyul
in the course of their everyday shopping, they atagght after more organic products that were not
available in their shopping environment. It wasaclem many cases that the proportion of organicpects
relative to the total amount of food products pasdd would have been greater, had these sought for
products been available. Limited assortment, howeften restricts this demand. Once again, a
difference in this respect betwegedicatedegular users and other regular users was obsanag:deeds
to be stressed.

The less dedicated subgroup tends to look forivelgtordinary standard products, such as a
wider variety of vegetables and a higher levelmfcpssing. lllustrations of this barrier among tagu
users, who often shop in discount stores, are:

R: But in NETTO, they have a section for organic v&gles. They have more or less everything, froratpes
and carrots and leeks and tomatoes and broccoli@ridns and...

I: That sounds like quite a selection.

R: Yes, and what more do they have — cauliflowerliaafiave they had that? No, | don't think so. Nquash
and avocados and that kind of thing, you can’'tayganic ones of those. No you can't do that. (R&guser G)
[Observation: She proceeds to the frozen vegetadstarts to examine themgdrtainly wish they would start
having them [frozen organic vegetables]. But nd,asign of them. (Regular user E, during shopgiim

Thededicatedsubgroup in contrast, who often do their shoppmngupermarkets that stock a
relatively wide range of organic products, tendktk for specialties, herbs and spices and pradoica
more exotic kind:

We're out of oregano, actually — even though | &rm put it on my list. And we have to have ttiest.hopeless if
we’'re suddenly out of thgiGoes to the spice shelvddpw let me see what | can do here. There are ti¢abbs
and of course the organic ones are in the sma8l.jawvant to get the organic ones, only organicsimethe long
run, but they don’t really have so many kinds j@tarches for oreganblo, they don't have it, it doesn’t look
like it. So, I'll take this onénstead[a large packet of conventional oregant/ll, there’s not much option there.
(Regular user C, during shopping trip)

Generally speaking, botiedicatedregular users and a majority of other regularsisacounter problems
regarding the available assortment. The differdretezeen them concerned the product categories they
sought and missed.

A few of the less dedicated regular users andefhitbre positively inclined occasional users,
however, did not bring up the issue of assortmsrasenting a problem, nor was this observeden th
course of their shopping. This barrier may not be that is experienced by all subgroups of orgasérs
at the present time.

41



Thebarrier of poor quality

Most regular users experience the quality of org@anbducts has having improved over time (see &®cti
3.2). However, another frequently mentioned bafoethe purchase of organic products is the actual
quality of specific products as assessed in aquéati shop at a given time, sometimes on the loddie
sell-by date. This barrier is most frequently emteved with regard to the purchase of vegetabies, f
and milk.

I: Is these are the organic things you usually buy?

R: Yes. And also tomatoes and apples, and...yesylfdabk all right | will take them.

I: And what if they don't look all right?

R: Yes, well then I'd take something elseaning not organidRegular user A, while unpacking).

I: [Referring to organic carrots] Is that what yasually ge?
R: | wouldn’t say "usually”. | look at the carrots ithe shop, and then | take the ones that look tbst finesh.
And very often, those organic things, they doroklthat fresh (Occasional user A)

The perceived poor quality” of organic productsaftefers to problems regarding the freshness of
perishable produce:

Then those organic things — they wouldn’t keept Was the vegetables mainly. And then that organiik — that
looked a bit stale too when | got it home. Thogegthinfluenced me, so that's why | don’t usually lbrganic.
(Occasional user B)

Again, problems with respect to the poor qualitypafanic fresh products are most often reportedngmo
thrifty regular users and occasional users. Wheatheotdedicatedregular users experience bad or rotten
products, it would seem that this is not a probtkat occupies their minds.

Thebarrier of price

The barrier most often mentioned by all user gragpbkat of the premium price of organic produbtet
surprisingly this barrier is a prevalent and paitcly strong barrier among thrifty regular usensl a
occasional users, both with regard to their sedeabf shopping venues and produ@sdicatedregular
users seldom mention the relative price differdme®veen organic and conventional products as
constituting an issue or a problem as such. Howeaswe have seen, the actual price or price difie
can also be the reason why a member of this supgtoes not purchase a particular organic produ. T
price barrier crops up as a generalized percepfi@nsignificant difference between organic and-non
organic products, especially among non-users arocgfoods and the ‘taste-oriented’ subgroup of
occasional users.

The fact that price is a barrier is continuousfrafed by the members of all user groups when
accompanied on shopping trips. Price is often cmmed and prices are often compared, sometimes with
reference to the comparative size or other diffeesrbetween organic and conventional productsieStor
about concrete shopping experiences related te pacriers are manifold. Some illustrations exgdct
from the accounts of regular users are noted below.

R: If the[organic]cucumbers aren’t that big, then | buy one of tHeea. Otherwise I'd have to buy one nearly
every day.

I: Because you eat a lot of that?

R: Yes, and tomatoes too. If they’re not so nicé bmi not shopping the next day, then | take onthetbig
packetdof conventional tomatoes].need so many, for the lunch box@egular user A)

R: Well, yes, | try to do it, but | don’t ONLY buy argc things

I: What do you mean exactly?

R: Well, take pasta for example. | don’t buy orgarésta. | mean, | have to think about the fact thabsts quite
a bit more. So there’s an economic aspect t@Riegular user G)

42



I: And why did you pick those eggs?

R: The price was OK — about a crown a piece

I: How about the organic ones?

R: They were much more expensive. | buy them somebotetbey’re not twice as good, the organic ones.
(Regular user H, while unpacking after shopping)tri

Among thrifty regular users a conceptual distinctietween “cheap” and “expensive” organic prodigts
widespread. They tend to be very clear on thistpaimd “cheap” organic products are those that are
purchased. The threshold between these categongataries, depending on the product category and
also upon a concrete assessment of particular pt@that is carried out in the shop. However, an
illustration of the general reasoning behind ttattgrn can be given:

R: For example, down here in NETTO one day, | sawrgarac cucumber at 12 crowns and an ordinary ore th
cost 6 crowns. Now that’s a pretty big differengeuldn’t you say?

I: So, what did you do?

R: | bought the ordinary one, because I'm not allAHfanatic about it.

I: So, where do you draw the line?

R: Well, I don’t have the answer to that. But righeith, that was the limit for me. But if get a kifoooganic
carrots, you can often get that for about 7 or 8wens. Then you can get a kilo and a half of thenany ones for
5 crowns. Then | think there’s not such a big déffee. But, well, it's hard to say where | draw time. (Regular
user D)

Among the ‘health-oriented’ subgroup of occasiarsdrs, the price barrier is even more deeply Téle
illustration below might be interpreted as indingtthat some members of this subgroup are likely to
remain occasional users and unlikely to increase ttemand for organic products, given their petioep
of price differences between organic and conveatiproducts:

[During shopping the informant points at organid @onventional 1 kg. packets of wheat flour ongame shelf.
The organic variant costs 16 crowns and the corwasit6 crowns]

R: Now that is really expensive!

I: What do think of it?

R: If you're going to look after your money, then ttbvious that you'd buy the one for almost a tlifthe price.
I: So what would you do?

R: I'd buy the one that’s three times as cheap. Yanitdaste the difference.

[Later in interview]l: Those 16 crowns [referring to the wheat flotinat was just too much?

I: Well, it's true that if you only buy flour oncesey 6 weeks then it is not a huge difference. Buthe
psychological thing in it, right? When | stand tedooking at it, | say to myself: .are you CRAZ¥t¢asional
user A, during shopping)

[During shopping we pass by some organic apples]

I: ... and there are some organic ones.

R: And that's not something we’re going to look ab, K's not, certainly not. | mean,4 apples ford®wns. Ha,
ha... that's over the limit anyway.

I: You wouldn't dream of it?

R: No, | wouldn't. (Occasional user B)

As these examples illustrate, price differenceslmaperceived as being “ridiculously” high, and sease
of “throwing money out the window” seems to be dgépternalized by this subgroup. The price barrier
thus functions to ensure that perceived rewardbdgimg organic products are not converted into
shopping habits that accord with held convictions.

One such barrier is thaalue-basedeasons for purchasing organic animal producteapio be very
much less clear to many consumers.
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Particular barrierswith regard to animal products
The barriers considered thus far apply for the rpast to organic products in general. Animal praduc
however, appear to constitute a particular categomelation to which several barriers are opeeatt
once — especially with regard to meat products.rifipam problems of supply and relatively high
premium prices, specific conceptual barriers afgmear to be operative with regard to meat products.
The point of information about organic productibattis most widespread in all user groups
concerned regulations with respect to the use stigpdes. The desire to avoid pesticide residuss al
seems to be a relatively widespread consideratiinrespect to the purchase of organic fruit and
vegetables. The view that organic vegetable predaret healthier is widespread. Health rewardsaelat
to the purchase of organic meat, however, are seldentionet. This pattern suggests thatlue-based
rewardsrelated to the perspective of ‘personal care’ ategpnevalent or widespread among consumers
with regard to the purchase of organic Meatiewed from the perspective of ‘external careiight be
expected that the issue of animal welfare wouldipleoconsumers with a reason why organic products
should be preferred to their conventional variaHtswvever, @dicatedregular users are the only user
group whose purchasing pattern clearly includesegepence for organic meat prodiétg-urthermore, a
tendency to regard organic meat products as oamattve among other perfectly acceptable alteraati
with respect to animal welfare issues was alsalgie@parent among this subgroup, as well as the
members of other user groups. Several strategies pugsued with regard to animal welfare, some of
which are based upon the substitution of organicdswentional products.

I: Do you think that it is just as bad to eat nonanm@ meat as it is to eat non-organic fruit and etdples?

R: Here[in Denmark]we put all sort of things into the animals. So.dAme could hope that the organic farmers
not are allowed to use all these chemicals and looes. If | am to have chops then | often go dovthdo
butcher. And they sell “Antonius” piga special Danish brandAnd they say that the animals are treated well.
have to trust that, right? (Regular user A)

. we know someone who has some calves, and thelirfooked after out on grass — and we get ahthigf a
calf or whatever amount it is every now and ag#ia.not exactly organic, but at least they've béeoked after
well... (Regular user C)

Real world eventwith respect to supply, assortment and price pueraialso constitute barriers regarding
the purchase of organic meat products. Firstlyy amhced meat rather than chops, steaks and joints
meat are readily available in supermarkets, acogrtti the observations dedicatedregular consumers
(the subgroup that usually shop in upmarket supe@tsand specialty stores). This subgroup alsortep
some degree of regularity with regard to the supplyrocessed luncheon meat products. Other regular
users, who frequent, discount supermarkets, dexymdrience a steady supply:

R: I hope they’ll soon get more meat in the shopsabse there certainly isn’t much.
I: They don't have organic meat in NETTO?
R: Certainly not that I've seen, and if there was sphtiédn’t see it. (Regular user E)

When members of this subgroup do recall having seere organic meat products in their favoured
shopping venues, the level and regularity of thalakile supply is not seen as one that can support

% |t should be noted that informants were not diygatompted with regard to this topic. The absesickealth benefits with
respect to organic meat is a pattern that ememgaad dur analysis of narratives, and further redearcthis topic is called for.

2" The health benefits of diary products, especialiik, are sometimes stressed, however. This iqaradoxical and could be
related to a number of factors, including widesgrkaliefs in the healthy properties of milk, concaith the unhealthy
properties of meat with particular reference topatcent (O’Doherty Jense al. 2008), and the conceptualisation of animal
welfare as applied to dairy products, eggs and preatucts, respectively.

% See Appendix 1, Table B.
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habitual purchases. Apart from this supply problarfyrther major barrier concerns the perceived hig
price of the available organic meat products.

| haven't eaten all that much organic meat, bubught minced meat in IRMA...It has a better tastad. | would
really like to buy more organic meat, but | jushitaafford it. (Regular user G)

But | also want it at a reasonable price. It shautde that expensive, should it? | can hear thatgesn’'t sound
very logical, but you can buy a chicken for 1984 | don’t want to pay 85 crowns for an organieoBut |
would pay about 45-50 crowns for an organic onediiiar user E)

It would also seem that a further reason why soomswemers substitute organic animal products with
products from other production systems is thatdtter offer the benefit of animal friendly husbaydt a
cheaper price.

R: We have very occasionally bought an organic chickad they were very expensive. Now we’ve fousldce
where we can buy chickens that have been treatid.\igonventional chickens]

I: And how’s the price?

R: They're certainly dearer than the cheapest. Bt it's a huge chicken you get, like t@démonstrates the
size]. That's because they let them live much lonfRegular user C)

4.5 Conclusion: The shopping habits of regular consners of organic
food as compared with occasional and non-users

Four purchasing patterns with respect to orgarodycts were distinguished among the consumerssn th
study (apart from that of never buying these préglud here is a pattern in which products are bbugh
coincidentally and a pattern in which one (or ayMexv) specific products are bought. Among regular
users there is also a pattern in which productbaoght within several categories (three or mong) a
pattern in which a generalized preference for agparoducts across all food product categories has
evolved. Regular users that display a generalizefiégence towards organic products were desigrested
dedicatedorganic users.

In actual shopping situations, the substitutiosategies adopted dedicatedand other
regular are not notably dissimilar. Very ofte@asonis employed when a sought for organic product is
sold out. At a more reflective level, however, regusers also employ loyalty strategies when cimgos
venue for shopping. All regular users choose shappnvironments in which it is expected (and known
beforehand) that their sought for organic prodacesavailable. In this way they maximize the charafe
not having to substitute their preferred produkiswever, the choices made by these two subgroups of
regular users have different consequenbeslicatedregular users choose shops known to have a very
large stock of organic products. This strategy ienthat they can maximize the chances of being &bl
substitute a sought for organic product by meardoske substitutioife.g. choosing organic kiwi instead
of organic plums). Other regular users choose shgpgenues that accord with their overarchiingfty
orientation. This entails that they have accessnmderate supply of organic goods within a limited
number of product categories.

It thus transpires that there appear to be twoetyplical segments of loyal organic consumers.
This is a crucial distinction because, as has Bbewn, these segments choose different retail shiaat
differ significantly in their marketing strategidswould seem that the special features of digtrdm
within the organic sector in Denmark, based on ndagsbution through a variety of mainstream
channels, including discount stores, has creatizireand among less dedicated consumers that would no
otherwise have started an organic shopping careetaltheir thrifty shopping habits.

It has also emerged from this analysis that theepet whereby one or two specific products
are bought during a given shopping trip or purctldsecoincidence are rarely associated with loyaity
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organic products as such. The only exception ®dbncerns a preference for a specific product gmon
‘health-oriented’ occasional users. All occasiamsgrs exhibit one of these two patterns. They waold
buy any organic products, if these were not avielab a regular basis in their ordinary shopping
environments. Although ‘health-oriented’ occasiomsgrs are pleased with the organic idea, they only
purchase organic goods because of their widespresithbility and only on the condition that theatale
price difference as compared to conventional capatés is low.

As described earlier (see Chapter 3) the avaitglof organic foods has been limited.
Dissatisfaction with limited assortment was alseaylied among a majority of regular users, who were
unable to find an organic variant of the produeytsought while shopping. This clearly indicatdsmais
for increased demand that is not currently met.

Dissatisfaction with the perceived quality of orgaproducts on display (the freshness of
vegetables and fruit, the sell-by date on milk,)edtso constitutes a barrier to purchase. Thmsast
prevalent among non- users and occasional usats)ara notable barrier amodgdicatedegular users.
The perceivedhigher priceof organic products is another very strong bartregeneral, the higher price
is the reason that non-users and coincidental mrtasusers are not interested in organic prod{ass
described in Chapter 3). More interestingly, thealth-oriented’ occasional users andttivéty regular
users mention price as a very important considerdhat prevents them from purchasing a greater
number of organic products. In this respecttthidty regular users conceptually distinguishes between
“cheap” and “expensive” organic products, betwetich only the former goods are purchased,
frequently in discount outlets.

Organic meat products represent a special progaapgn which there are particular
conceptual barriers at stake. A notable motivatimmong the organic consumers for wanting to purchase
organic meat products concerns animal welfare. Weweccording to organic users there is a large
variety of competing meat products on the mark@anfproduction systems that also ensure proper and
appropriate treatment of animals. Thus, unlike otag¢egories of organic products, such as fruit and
vegetables, organic meat products are not perceis@dnstituting a category for which proper suibtss
do not exist. This conceptual barrier for purchggnganic meat products is most probably reinfotmed
the fact that the organic users experience a ssagmay of organic meat and that the available meat
products are very expensive.
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5. The role of particular events and persons in th development of
organic consumption patterns

In this chapter we examine the influences on theld@ment of organic consumption patterns thathean
traced to specific events or persons within theskbold and its friendship circle (Section 5.1).sTiki
followed by a similar analysis of the influenceestternal events and agents (Section 5.2). Finaky,
address the issue posed by Gardner (2004) as thevitbe development of organic consumption pagtern
among Danish consumers can be described as imdjcati abrupt or gradual change of mind (section
5.3).

5.1 The influences of lifecycle events, family mdrers and friends

Regular users
Not all regular users associate the developmetitenf pattern of organic consumption with the
occurrence of particular events or the influencpasticular people in their own lives. Rather, they
explain their change of mind and habits as haveenknfluenced by their value-based convictionshen
one hand and by their experience of market devedopson the other. However, some regular users did
pinpoint particular events, including the birthabiild, the occurrence of illness and a rise in mepas
having influenced their consumption of organic feoBarents, partners, other family members anddsie
are frequently mentioned as the people who haveezkanfluence on a preference for organic products
Among some regular users who had had or curreathg lchildren in their households, it was
made clear that the arrival of children had contd a tipping point in their purchasing habitse@ider
informant recounted her attempts to procure biodyodoods thirty years earlier and added this comme
with respect to her feelings about the importarfa@ie project:

... Because we believed it was the right thing toyda,know? If one could get hold of healthier foawl if one
could give it to children right from the start, théhere would be a really good chance that theyldvbave a
healthy life and a healthy body, you know what An¥Regular user F)

Another regular user, having pinpointed the pregesgin which she had started to buy organic products,
was asked the following question:

I: Why 2004, in particular?

R: I'm not sure. It was probably only because | tfedtt something new should happen. It might alsbdmmuse
that was when we had Alexandker first baby] We began thinking that we should get productsahaa bit
better - we shouldn't just have any old thing amyen(Regular user D)

However, in other instances, the arrival or preseasfcchildren in the household had not apparently
brought about any changes with respect to the eopsan of organic products — at least none thatwer
apparent to informants. In some cases this wasaltie fact that these habits were already firmly
established by the time children had arrived, agdéisponse to the following question makes clear:

I: Do you think thafthe pattern of organic consumptiamjght change when Adrigthe informant's sonjnoves
away from home?

R: 1 really don't think so. It's such an ingrained litadnd, like | said, that is also the way we dithgs before we
had him. So, | can’t imagine we’d change that. (Raguser B)

A further comment from this informant clarifies tfaet that the arrival of her child had not weak&ne
and had probably reinforced her decision to consorganic products:
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And | also think it is very important that | cantdmld of organic food, so that | am not fillingtiup with all
kinds of toxic thinggRegular user B)

Summarising the evidence on this point, it candie that among regular users, who are parents, the
arrival of children tended to operate as a leveafohange of habits with respect to increasinguuigy
consumption and to reinforce existing convictiongwespect to organic products.

Some few regular users recounted episodes in vehstldden or chronic illness had directed
their attention towards organic foods and the irtgoare of a healthy lifestyle in general:

I: Could I just go back to what you were saying alibattime you found out that Lasse was sigk8on
diagnosed as allergidhat must have meant that you had to give sometidaa what you could buy and eat...
R: Yes, it certainly did. That was one thing, andtheothing was — well, | still do that — | wash allir clothes in
‘Neutral’ washing powder. Yes, and | excluded dif@ial colourings. They’'ve never been given ‘Fiuit
syrup. They only got things when | could read anl#bel that they didn’t contain colouring. Welickily enough
you can get organic milk all over the place theagsd..but I've gone out of my way to get it too —ctfganic
things. (Regular user G)

As described earlier (Chapter 2), the transitiemfryouth to adulthood is often characterised
as a transition to a more serious lifestyle anehaéncy to develop a greater sense of respongipilit
several spheres. It usually also involves a chamgeome level in an upward direction. The youriges
regular user interviewed had recently undergonarssition from being a low income student to having
his first professional job. He was currently shgrine expense on his flat with a room-mate, andstifis
in a transitory phase of life. He explains his g@onf mind with respect to organic foods in relatio his
rising income:

R: ... Thatis, after | had a bit more money in my pbokeecent years. While | was studying, | somegitmad a
bit more too. When | worked a bit more on the side earned a bit more, | began shopping in a dfiekind of
shop and got a bit more involved in it — usedtarire money on food and sometimes ate out. ...

I: Would you say that you have also begun to buy m@@nic products?

R: Yes, that's just it. It's been a steady increase.

I: Why is that?

R: Well, that's the way it's gone with the income fuat's the way things are. (Regular user H)

With regard to the influence of particular people,compared to particular events, it is clear
that the influence exerted by family members upacheother is particularly strong. Couples, for eghan
frequently perceive their shopping for organic fe@s a common projéctwhich in turn appears to
reinforce their motivation for purchasing theseducts.

I: Is that something that you and Michael talked aliogether{shopping for organic food3]
R: Yes, well he also thinks organic products are adgihing — especially when it comes to eggs. He avoul
absolutely never in his life buy battery eggRegular user D)

I: How would you describe your own thoughts about niggéoods at that timef/Vhen they moved together]
R: I would say: much the same as today. I've becoiieraore aware of — well, | used to think of ‘orge as
only having to do with food. I'd never thought madttout the fact that there are also organic testil&irsten is
the one who has made me aware of that. And | isteméd to what she had to tell me. (Regular user C
secondary interview with male partner)

At the same time, there is a tendency for the womdine household to express the more convinced
attitudes and more loyal shopping behaviour wigpeet to organic purchases or to have done s&in th

% This part of the analysis is based on users’ oestdptions of their partners’ views (when intewiieg the partner was not
possible) or on partners’ own words (secondaryevs).
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past, while the man has adopted the role of thiéngyilearner, occasionally it would seem with aenot
reluctance.

I: You seemed to say that you are not THAT much fdarsehether or not things are organic?

R: Yes, that's right, but that's as compared to Kinst€here can be times when | would be preparediyosome
products that are not quite so organic, but theyldatill have to be OK products. (Regular uses€condary
interview with male partner)

Parents are often mentioned as having exerted poriemt influence on food habits. As we
have seen earlier, the habits and attitudes leasedchild are often referred to by regular uasrsaving
influenced current preferences for and concernsitatealthy foods. This includes instances in which
parents are accorded the role of having exertaceatdnfluence upon the development of organic
purchasing patterns:

I: So was it from one day to the next then that yagahb[to buy organic products]?
R: I'd say it was... | think it was also because noghar began at the same time. (Regular user D)

This channel of influence is only recounted by ygenmregular users, however, all of whom mention
parental influences as having had an impact om tuerent interest in healthy eating and/or organic
foods. Relatively older regular users do not mentfeeir parents as having exerted direct influerdées
this kind. The generational difference on this p@muite clear. It can probably be accounted in a
straightforward manner insofar as the disseminatidhe idea that there is an alternative to indalssed
agribusiness had its point of departure in the Eranbntext during the 1970s. Similarly, during saene
period, what is now known as the epidemiologicahsition shifted the focus of public health dissaur
away from the threat of infectious diseases tahheat posed by unhealthy lifestyles, includingttiveat
of unhealthy eating habits. It would seem likelgttbnly younger persons, who grew up in the ‘608s"
or later, might have been exposed to relativelyrgfrparental influences on these points as thay gpe

Some regular users had heard about particular mrgamducts from friends, as a result of
which they had started to purchase these produetsgelves.

It was probably because we had some friends wha gegetable box from ARSTIDER[¢A Internet-based
vegetable box-schemeFBo that had an influence...(Regular user D)

We gave it a go because it was healthy, and themesne had said that it tasted more like real ntitkitthe other
milk... so | thought I'd give it a try. (Regular us&s)

However, there were few such accounts of one-w#yspat influence among friends, and some regular
users did not mention any friends or acquaintaasdsaving influenced them. This is not surprisimg i
light of the findings reported earlier regarding flact that many regular users prefer not to recentm
organic products to anyone outside the nearestyfaincle (see Section 3.3).

There were several accounts of reciprocal influsraeeong friends that appeared to operate in
a manner that mutually reinforced convictions, least amongledicatedregular users:

I: Did anyone make the suggestion that you shouldrggnic milk back thefreferring to the pasg
R: No, | don'’t think so. It was something | had redmbut...
[Later] ... but then, it's so widespread in our friendshigle. (Regular user B)

Other stories about friends, neighbours, colleagudsllow students also indicate that influenctargely
reciprocal, tending to reinforce existing conviagcand habits. It would seem likely that much o tnd
of influence takes place in the form of observing tood habits of others, supplemented by occakiona
comment or discussion, and may not be conceivadfbymants as constituting a form of influence as
such. In contrast, accounts of the influence oépar (as reported by younger consumers) suggest the
presence of very clear memories. Perhaps influehttes kind becomes particularly clear in retragpe
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when people have moved away from home and not\dast food habits are negotiated with a partner in
the process of establishing a new household.

Occasional users

Only the ‘health-oriented’ subgroup of occasiorsgng can be described as having undergone a chnge
mind with respect to organic consumption. Amongrttembers of this subgroup, however, there is no
mention of a particular event as having influenttezlinclination to buy or consume organic products.
One occasional user mentions that friends and augquaes have exerted a gradual influence upon her
tendency to buy organic products:

OK, some of the people | know are most — well, #ieynclined to ONLY buy organic products, andythees
also inclined to preach about it a bit. So it'sdilwater dripping on a stone. One is affected inléimg run. Of
course one gets affected by it — one hears the &ardef talk time after time in all kinds of coxt® It gets
through in the end. (Occasional user A)

Another occasional user, whose diet is almostnbufully, vegetarian, mentions his wife as tharary
influence upon his healthy eating habits. It ishatole that their joint focus on health also encgesathis
occasional user to buy his preferred organic produc

5.2 The influences of external events and agents

By external agents we refer to the positive or tigganfluence of experts whether exerted by wofrd-o
mouth, through mass media or other sources, atieetwle of media coverage more generally, insagar
the influence of such persons is revealed in coesurarratives with regard to organic foods. We had
envisaged that ‘experts’ of this kind might inclyaskrsons ranging from an animal rights activishealth
professional to a local farmer or shopkeeper. plaing the role of external events, we had enwslag
real world eventdeyond the sphere of the household and its adfdieends, referring to changes in local
communities that may have exerted influence orshopping habits of informants with particular
reference to organic products.

Experts and media

Information disseminated through mass media appgedrave influenced Danish consumers in what
might by called an indirect fashion. While mostrgsef organic products report some influence from
mass media, none report a specific source ofifiisence. That is to say, specific books, prograsime
magazines or talk shows do not feature in thesatnaes. Nor for the most part is any specificuefhce
accorded to particular experts, whether exertedidryl of mouth or through the media. In this respect
there does not appear to be a “smoking gun” theielarted a particular influence during the recent
decades of coverage. Nevertheless, users of orgesdacts do report that they have obtained
information about organic production and produbtsigh the media and that this information has also
influenced their purchasing decisions. A typicapense to a question on this issue was as follows:

Oh, it's just been the media in general. | wouldsdy that it had been any particular thing as suth.just been
in general. (Regular user D)

One regular user went so far as to claim that,tdpan an interest in healthy food that stemmeanfro
childhood, the media had been her primary or oaly&e of information:

Well, it must be from the media... If you're thinkatgput the circle | move in, | would say: no. | \Winit say that
| have got my ideas from there. No, certainly ldvadt; (Regular user C)
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These accounts of “the media” as a general safricdluence is credible in the light of a
recent analysis of the coverage of organic prodaaind products in Danish newspapers and magazines,
indicting a high level of coverage of these topic®anish national newspapers since the early 1990s
Positively oriented stories have regarded environtalesustainability, animal welfare, health bersefihd
other topics (Larsen 2006). These topics are theeses those identified among regular users in the
present study as constitutimglue-based rewardassociated with the consumption of organic fosee (
Section 3.2). It seems highly likely therefore tBbainish media have indeed exerted a strong and
enduring, if somewhat indirect, influence on Dargsshsumers.

Two exceptions to the pattern we have termedah#@tdirect’ influence should be noted.
The first of these concerns the topic of egg préidagcas covered on Danish television and by other
visual media. As we have seen in earlier partsisfdanalysis, several consumers express strongdsel
on the issue of boycotting eggs from battery praddacsystems, a pattern that in all likelihood basn
directly influenced by media coverage. The excepisoonly partial, however, since no informantsatec
a specific programme or other source. Only the Bnafgmistreated animals —“those poor hens” — remain
firmly imprinted on memory.

The other exception refers, not to the role of immedverage in recent decades, but to that of
experts in the life stories of relatively older uéay users of organic foods. As we have seen iieegarts
of this analysis, representatives of “alternatik®as that pre-date the more recent focus on envieotal
and health issues in popular media, feature inifinstories of some consumers. The work of Rudolf
Steiner as recounted by an oldedicatedregular user is a case in point:

It must be about 30 or 32 years since | came adtessvork of Rudolf Steiner, his pedagogical theory
particular... Back then we tried to live up to soni¢he things we thought were right and importanttieory,
and that included eating biodynamic food, which miiathe easiest thing in the world to get hold o¥es, it
sounds kind of banal to say this, but the idea twdBgd something or other to believe in, sometlangther
that made one’s life worthwhile... (Regular user F)

Others, as we have seen, also mentioned an eatbeest in alternative ideas with particular refege to
dietary theories, sometimes encountered in theezbof pursuing a course of education.

Negative media coverage
Among the many food scandals reported in Danishiartealve been stories concerning fraudulent
practices on the part of organic producers andifrlnt schemes or mistakes with reference to the
certification, labelling or packaging of organiogucts. It would seem that stories of this kindldou
undoubtedly exert a negative influence on consumegyarding the purchase and consumption of organic
products. On this point, a clear difference betwegular users and others emerges from our analysis
Some regular users mentioned stories of this lntfended in each case to view these
events as isolated incidents that were not reptates of the organic movement or of the food indus
Denmark. Non-users and some occasional users trasptended to refer to such stories as constguti
one reason why they refused to purchase organdupts or did not do so more often. In this sense,
stories of this kind reinforcesistanceso the idea of buying organic foods. It was aleagc as we have
seen in earlier parts of this analysis howevet, these views tended to be based on the informants’
expectations regarding the likelihood that peopleldeat, given the chance to do so. These narsadide
not include reference to specific scandals or exgje stories reported in the media.

External events

The most frequently cited reason why regular usadsincreased their consumption of organic products
referred to the increasing availability and ranfjghese products in the shopping outlets they @il
frequented (see Chapter 3). Dedicated regular gséested their shopping venues in the light oirthe
knowledge about supermarket chains that stocked anganic variants, while the more thrifty regular
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users selected venues in the light of their knogdeabout which chains offer organic products at the
relatively lowest price level (see Chapter 4). Eheain be little doubt tha¢al world eventsn the form of
structural changes in the organic sector of theigbamarket with regard to supply and distribution
underlies these findings. The influence exerteéxtgrnal events on the preferences of Danish coasum
of organic food products, supported by media cayegrappears to have been very extensive indeed.

While mass distribution has been the policy pulldnethe Danish organic sector during the
last fifteen years, some events recounted by regskrs supplement this picture with regard to the
influence of direct sales channels. One regular was a member of a vegetable box scheme; another
reported that a colleague at work acted as amieiary regarding the sale of organic eggs, whitard
reported a similar channel with regard to the sélerganic vegetables from a local farm.

5.3 The first encounter with organic foods and theharacter of changes of
mind
Gardner (2004) distinguishes changes of mind tbatimapparently suddenly and abruptly — that satp
in an explicit fashion, such that aspects of thenés, persons and processes involved tend to be
remembered quite clearly — from changes of mindatehdant habits that occur gradually over tima in
manner that may be virtually imperceptible anddbtails of which are poorly recalled. The life starof
informants in the present study enable us to aadhes changes of mind characteristic of these coass
of organic products.

It transpires that by far the most common changaiafl and habits with respect to organic
foods among the informants in this study was tlat gradual rather than a sudden process. Only two
informants, both regular users, could recall theasmn on which they had first purchased organic
products. The accounts of these incidents arerthyeawcounts that could meaningfully be interpreded
descriptions of events that may have followed drtéea relatively abrupt change of mind. The foliogv
extracts from two accounts suggest relatively dtanevents that were experienced and reported in a
somewhat emotionally charged manner and were egtadlsome detail:

I: So what were you thinking about the first time gaid to yourself ‘Now I'll walk down and buy orgamilk'?
R: | said to myself that | had never known until nbattthere was an alternative to traditional cows.dA had
never considered that something could be wrong tlighmilk | drink. And then, suddenly, there was th
healthier alternative! The cow had grazed on grihsd wasn't sprayed and had been given organic feadd
then the milk would have to be more pure as weltl Awas like a bolt from the blue. | thought: lyéhis is the
way it HAS TO BE [laughs]... (Regular user B)

The very first time | bought it — that was whenabvstill living in Ramlgse, actually... The placeasdiving in
and the place where the children were going to sthavell, they were just about as modern as carNosv, to
go from there and down to the fafmmbiodynamic farm in the localityjas like entering a time zone that
belonged to twenty-five or thirty years earliernwias the whole atmosphere of the workplace, arn tie shop...
| really felt as though | had been re-placed indim (Regular user E)

As we have seen earlier, some few others couldl theayear or the circumstances in which they fiesd
purchased organic products, but they did not rebalbccasion in detail or recount any dramatic or
emotionally-charged experiences associated tovéet@s such.

The fact that most informants had gradually chartbed minds and habits with respect to
organic foods accords well with the findings thabgping habits and thexperience-based rewards
associated with these products had developed agp#tencreasing supply and availability, media
coverage of these topics over time and the progbhsseby consumers influence each other by means of
informal channels of communication. The mindsebaisged withvalue-base@ndexperience-based
rewardsis relatively complex. Unlike many changes of mihdt may take place with regard to food
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choice, the change of mind at issue with respegalar consumption of organic food does not regar
single product variant or even a single produat@aty. It potentially regards all foods that aredarcts

of a particular production system. It would seeat the complexity of this change of mind bearselitt
resemblance to the character of consumer decisakifag in other spheres, whether those decisions
regard switching from one brand of orange juicarother or — what is commonly conceived as a
complex process of decision making — switching fimme brand of car to another. Even when this
mindset is firmly in place, however, the life sewiof regular users reveal that changes in shoyahbis
also had the character of a gradually changingga®whereby product categories were added over time
until the current level was reached.

54 Conclusion: Major influences on regular consumipon of organic food
products

Taking a chronological perspective on factors thiitience the regular consumption of organic fabe,
findings in this chapter have shown that the finstrked influence had its roots in the childhood Bom
some cases this was an indirect influence in theesthat a concern with healthy eating habits tegsh fa
feature of the childhood home, thereby directirigrdton to the healthy properties of organic fotzder
in life. In other cases the influence was moredljrparents’ own shopping habits with regard tcaorg
foods having been an influence that extended idtdt ife.

There are age-related differences in influencas fthildhood in this respect. Only relatively
younger regular users reported that parents hadeimted their purchasing habits in these ways. Agnon
the older age group of regular users, an intenelseéalth and alternative lifestyles had first ariseadult
life, and these interests had directed their atiartbwards organic (or biodynamic) food. This
generational difference indicates that the modusfafence has changed character over time — fram a
interest that arises through affiliations with eltgive networks and more or less esoteric forms of
discourse to one that arises through socialisatianore commonly held values with respect to health
influenced by mainstream mass media.

The life stories of regular users indicate thatghase of the adult life cycle in which a change
of mind or habits is most likely to occur is at fha@nt in time when a nuclear family establisheslit
This phase signifies a change from carefree yauthttime when a greater sense of care and resdgsib
for oneself and family members is likely to arisgnging with it the need to negotiate and disdossl
habits. (It also typically entails a greater disgdae income.) Issues of health and proper lifesthil@ces
arise. The birth of children in the family also stitutes a life cycle event that can change minds,
reinforce convictions and, more particularly chasgepping habits, if this had not already occurred
earlier. Among regular users who had started tol@sge organic products before having children, the
event of a birth in the family functioned to reinte convictions regarding the healthy properties of
organic food.

Other household events that featured in changesraf among regular users were the
emergence of illness or other health problemsearfamily. However, only two regular users mentioned
illness in this context and the events reportecewt presented as the only influence upon thegshah
mind that had taken place. Rather these eventacim ease were part of a larger story that incluted
emergence of an interest in health as such. Inrgkrealthrewardsassociated with organic foods are
conceptualized by regular users as a form of hgatimotion rather than as a means of coping with
illness.

Friends and acquaintances also appear to influengaaic consumerfedicatedregular users
usually belong to friendship circles and networksvhich organic consumption is perceived as the
ordinary food choice. Thus, patterns of mutual geition and reinforcement exist in these circlethed
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regular users occasionally change purchasing patees a consequence of a friend’s recommendatitn, b
more frequently it would seem as a result of ohsgrehanging food habits. Reciprocal influencestak
place in this manner between friends, neighbouoskmates and fellow students.

Another strong channel of influence comes from stagam media coverage. Information
about organic farming and foods, includimegsonsandrewardsassociated with organic foods, were
reported as having come from the media by mostaegsers. Interestingly, there was not any single
book, magazine, newspaper or television programwiha recalled as having made a specific impact.
Rather the influence was experienced as having ¢mme“the media” in a broad sense, and appears to
have been an indirect but strong and enduring aiarinnfluence.

The majority of regular users recount their chaoigeind with respect to organic food as
having come about in a gradual way, particularlihwegard to shopping habits and the establishafent
experience-based rewardssociated with these products (see also sec@nTheoretically speaking,
Gardner also identifies a sudden and abrupt chahgend, as a process that can occur. Our inteaipost
of the findings that regular users have generallyengone a gradual change of mind and gradually
undertaken changes in shopping habits, is thdatively consistent conversion from conventional to
organic consumption is a difficult and extremelyngdex process. Historically, it has been hard taiob
a modest amount of organic food, and then onlyiwisome few product categories and only by
expending considerable resources of time and mdkewe have seen, changes in the shopping patterns
of regular users have followed apace with the iasirey availability of organic products in mainstrea
shopping venues.

54



6. Conclusions: The character of demarfdr organic foods

In this final chapter we seek to assemble thoseeis of the analysis presented in previous chajtat
can contribute to delineating the likely charactefuture demand for organic foods in Denmark. &g
so, we shall attempt to stand back from the closad upon qualitative differences between consumers
pursued thus far, and instead discuss our findwitisn a somewhat broader perspective. We shallsoc
mainly upon the mindset and habits of regular usemganic products. Our findings have shown that
regular users have a mindset that distinguishes frmm other Danish consumers and that they canstit
the only user group in which a strong loyalty toslsorganic products is expressed in their shopping
habits. A recent study based upon a representsdivple of Danish consumers indicates that 88 % of a
organic products sold on the Danish market are teotnsumers who purchase these products on a
relatively regular basis. They constitute a litttere than one half of all Danish households (O’'Dthe
Jenseret al 2008). The character of regular users and ofatiers that promote and hinder their demand
is therefore central to our task.

6.1 Organic consumption as a change of mind and habits

This study has sought to explore changes of mildchanges of habits conceived as interrelated
processes, based on the assumption that a changadfeading to the development of a given mindset
will entail a corresponding change in habits (Gardz004). Our expectation was that the developroent
a mindset that is positively oriented towards orgémod products would lead to changes in shopping
habits with respect to these products. Our findieyeal that the picture is somewhat more comder (
Chapter 3), based upon an analysis that distinggish
e Conceptions ofalue-based rewardsvith reference to health, environmental and ethgsles),
as features of this mindset
» Conceptions oéxperience-based rewargsith reference to quality and taste) as featufdhie
mindset and emerging from changes in shopping andumption habits
« The impact ofeal world eventsn the organic market upon the shopping habitsoasamers.

Among thevalue-baseaoncerns of regular users, that which was mostlgeepted in
time, as revealed by their life stories, is a cona@th health and with healthy eating habits iemrday
life (see Chapter 2). The conviction that orgaoiads are healthier than other foods is associaitdav
concern to avoid unwanted substances such asidestend additives. Taken togethalue-based
rewardsassociated with organic products tend to suppohtaece and reinforce each other. This is the
case insofar as a production system that is biettéhe environment also tends to be seen as @te th
yields products that are better for human health.iBs also the case insofar as moral concerlaser to
personal care and caring for one’s family sugdest this should not be done at the cost of mistrgat
animals and spoiling natural resources. The elesnarthis mindset can and do vary somewhat from one
consumer to another with respect to emphasis heutnindset of regular users of organic products can
nevertheless be said to comprise a relatively @tteset of convictions regardinglue-based rewards
associated with the consumption of organic fooaipots.

This mindset, particularly with regard to the waysvhich an interest in health became linked
to an interest in the promises associated withraegaroduction, was for the most part a process of
growing conviction rather than of sudden realigati©nce thivalue-basednindset was in place,
however, one might expect that it would be exprgselecisive changes with regard to shopping babit
Nevertheless, our findings do not support this etqieon.

The development of typical shopping patterns ingdlea modest start, usually with respect to
one or two product categories followed by a graéxaétnsion of this range to include more organic
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products until the present level was reached. Tadugal accumulation of experiences of shopping,
cooking and eating organic products underlies #regption oexperience-based rewardssociated with
this pattern of consumption. Regular users alsceghasitive conceptions of the quality and taste of
organic foods. However, the primary explanatiogm@dual changes that took place in the shoppingshab
of those consumers, who are currently regular usegards changes that occurred in the organicehark
The narratives of regular users demonstrate tleainttreasing availability of these products in rsieam
shopping outlets, the expansion of the range aMailéghe perception that organic products had becom
less expensive over time as compared with conveatioroducts and the perception that relative tyali
has also improved, all had a major impact upon gimgphabits with respect to organic produ&eal
world eventsn the organic market have thus been decisiveh®ichanges that have taken place in the
shopping habits of these consumers. Moreover, duthanges and developments in this market are
sought by those consumers who are currently regskans of organic food products.

Retrospectively, and from a consumer viewpoints¢hgevelopments (increasing supplies,
product development, mass distribution, fallingatiele price levels and improvements in quality) ban
seen as having constitutepping pointsthat have enabled consumers to act upon theinctons.
Prospectively, and from the viewpoint of producans distributors within the organic sector, consume
convictions with respect to organic food produgtsspnt a challenge. More precisely, insofar as our
analysis has distinguished between two subgroupsgoidar users (suggesting the need to distingwseh
consumer segments within the group of regular Jisérsre would seem to be two quite distinct séts o
such challenges.

» On the one hand athrifty regular users who demand a wider range of staratgethic products
sold at relatively low prices. In practice, thi®gp frequents supermarkets and discount outlets,
and currently purchases most of their organic pectedin discount outlets at prices they judge to be
reasonable and affordable.

* On the other hand are quality-oriented dedicatedegular users, who demand the availability of
a considerably wider range of high quality spegiploducts, and for whom price is a less
important consideration than the assurance thanacgroduction accords on all points with their
strongly felt convictions, including their ethiamands. In practice, this group currently
frequents upmarket supermarkets and specialitysshop

The existence of two such segments among Danissuaters is strongly supported by the
recent findings of two representative surveys (@gslk Landsforening 2007b; O’'Doherty Jenseial.
2008). Given the small sample size and the methoelcouitment employed in the present study, it is
perhaps not surprising that the subgroups we rdarified appear to describe two ends of spectrum
among those who regularly purchase organic fodesptid-point of which is occupied by those
consumers who are neither quite so price consciouguite so ethically demanding as the subgroups w
have described more fully.

6.2 Influences on the development of organic food h#b

We have already made it clear that market evenesed to the household sphere have exerted a
powerful influence on the development of changatéshoppindnabitsof regular users of organic
products. Here we shall consider the influencextérmal agents with respect to changemofd that is

to say, to the development of the mindset describbélae previous section. We shall also summarise o
findings with regard to more informal channels ofiemunication and influence within and between
households and to events within that sphere, wélet exert influence upon the consumption of organi
foods.
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It would seem that journalists, as distinguisheanfimarketing experts, are among the external
agents who have exerted a strong influence onelieldpment of changes of mind among Danish
consumers with respect to their conception of aigaroducts and production. It must be assumed that
the dissemination of information about these top&s been a crucial factor in enabling consumers to
establish links between their private concernsthnde of organic producers. Our findings have riedea
that while most informants attribute their informoat about organic production methods to the infagen
of the media, and while regular users tend to thistinformation, none recall a particular artjcle
programme or other source in recent decades asghafluenced them on a particular topic. The parti
exception with regard to topic concerns the mistneat of hens in battery systems of conventiongl eg
production, as disseminated through visual media. Sources of this information are not recalled,
however, and do not refer to the ideas of speeifjerts. It is significant that information appetrfiave
been largely disseminated by means of editorialkd®ts to allocate of space to these topics ironati
media networksdf. Larsen 2007). In this respect, the publicity acedrtb organic producers and
products over many years has significantly diffefredh the more usual methods and channels of
communication whereby food products, with commeiaignt, are launched on and promoted within a
developing market. It would seem therefore thatiElamedia have made a significant contribution to
changing the minds of Danish consumers, not learstgps because this information was not seen by
consumers as having a commercial intent.

A similar influence going back further in time cla attributed to media coverage of the
topics of health, health recommendations, lifestyld eating habits, with particular regard to the
dissemination of the idea that the attainment aidgioealth (and a trim body) is dependent upontiifes
choices. The influence of health discourses inrmedecades upon the food habits of Danish consuimers
clearly indicated in our findings with respect hm$e who are currently regular users of organid$ce
and less clearly so among those we have termetthh@@ented’ occasional users. We have also faaund
generational difference that reflects the influeathealth discourse with specific regard to eatiagits.
Younger regular users, who had grown up during $®#0ater, all accorded their interest in healthy
eating habits to influences from their parentsaketly older regular users, in contrast, did rtilaute
their interest in healthy eating habits to influesérom childhood, but to influences that had ocsdir
later in life.

Turning to informal channels of influence in ewdaty life, it can be noted that regular users
of organic foods are, generally speaking, reludiamécommend the consumption of organic foods to
people beyond the sphere of their family, and ddforothe most part see their own food prefererases
having been influenced by the direct recommendaifdriends or acquaintances. While this pattern
might be seen as an acknowledgement of the intepsehte character of food preferences, it trarespi
that the terms in which this reluctance is expreésge borrowed from religious discourse, indicatimag
beliefs and moral concerns are tacitly at play wéthard to organic foods. References to ‘preaching’
about it or ‘going out on a mission’, fear of bethglier-than-thou’, ironic reference to the ‘hal&ved’
and other such phrases, suggest that the basimeictions held by regular users may be somewhat
tenuous. Possibly they are experienced as beifiguliifto defend. No such reluctance is found among
dedicatedregular users, however, who function as advoa#tesganic consumption and are seemingly
quite willing to present their arguments to acqtages, to promote the procurement of organic ptsdu
among buyers and distributors, and to exert infleern organic producers.

Some specific events in particular households wsseciated with reinforcing existing
convictions or with resolving to change shoppingitsawith respect to increasing consumption of arga
foods. These included the birth of a baby, themiag of a chronic illness such as allergy, thesilet to
change eating habits due to a problem of weight gaa sudden improvement in financial resources du
to a rise in income. A more general pattern that agparent in the life stories of regular users tvasa
decision to abandon the carefree and unstableggaditterns characteristic of a more youthful plaidbe
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lifecycle had usually taken place at the pointimmetwhen these matters were negotiated with a new
partner, a household was being established or pletiad started a family. This was the phase ofifine
cycle in which the topic of health as an importaosideration with respect to eating habits, aad of
organic foods as a healthier option with respeébtal choice, were negotiated and discussed between
family members.

6.3 The basis of loyalty towards organic food product

The basis of loyalty towards organic products waaysed on two levels.

» Loyalty towards retailers that stock organic vatsanithin a given range of product categories,
on the basis of which choices are made betweenmapleet chains, discount chains or other
outlets

* Loyalty towards the organic variant within a giyemoduct category exercised while shopping at
a given venue.

Regular users exhibit loyalty to particular regesl with a view to maximising their access to
a range of organic products. On this point theeectrar differences between the shopping pattdrns o
dedicatedand other regular users of organic foods. The éorgnoup has a generalized preference for
products of high quality and for organic varianihwm a wide range of product categories. They tend
purchase these preferred products and to maxitmesedhances of obtaining them by choosing to shop
upmarket supermarkets and specialty stores thek stavide range of organic produttther regular
users tend to buy organic variants within threéoar product categories and relatively often pusgha
their preferred variants. They maximise their clesnaf obtaining the products they seek at reasenabl
prices by choosing to buy these products in distmarkets. While both groups monitor the available
stock in other retail chains, only the latter gr@lgo does so with a view to comparing prices.

We have examined loyalty towards organic prodastexercised during a given shopping
trip by accompanying our informants and observirggubstitution strategies they employur analysis
reveals that for a variety of reasons, most of Wiaie related to lack of availabilityeason(the choice of
a conventional variant) aurrender(giving up the attempt to find the sought for progdrequently
occurs among most, if not all, regular us@ase substitutioifof one organic variant for another) as well
asre-try andre-locationare strategies that more often occur (and onlgdone product categories)
amongdedicatedregular users. One reason wtigse substitutioms an option for dedicated users is that
their choice of shopping venue also maximises ttignces of being able to choose among organic
variants. We find that loyalty towards organic prots, as expressed in substitution practices, is
dependent upon loyalty towards retailers — a chibiaeis usually exercised prior to any given shogp
expedition. In the light of the fact that regulaets monitor available stocks of organic produtis,
pattern strongly suggests that retail chains cattlswhop-loyalty among regular users by meanseif t
policies with respect to organic products. Thiseslation does not apply to occasional users. Tioeyad
choose shopping venues with reference to the &laittock of organic products and in the event ghat
preferred organic product is sold out, it is readilbstituted by a conventional variant.

% The chain most frequently mentioned in this conteas IRMA. This chain only has outlets on Zealahé,
geographical area within which this study was earout. Other ...

3L While much information about loyalty was obtairiedhe course of a main interview with informartey were also
encouraged to explain their options with respegrtauct choice both while shopping and in the sewf a further
‘debriefing’ interview.
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6.4 Barriers to increasing demand

Our findings indicate that main barriers, whichdencurrent demand and potential increases indutur
demand, are:

* Relative price differences between organic and entignal products

» Limited assortment of available products

» Poor quality of available vegetable and dairy patdiifreshness being a problem)

» Conceptual barriers and limited information aboetatproducts

» Failure to develop the principals upon which orgaagriculture are currently based, with

particular reference to distribution.

Premium prices tend to hinder demand in all useugs distinguished in the present study with theglsi
exception ofdedicatedregular users.

Among non-users and ‘taste-oriented’ occasionatgjghis factor operates on a level that
tends to exclude consideration of the option ofibgiyrganic products. In practice, however, as axech
seen, members of both these groups do buy orgesdigts for different reasons on a far from regular
basis, including occasions when price differencessaen to be negligible or are unimportant for the
reason that the product is not purchased dften.

Amongthrifty regular users, this factor operates at the lefvehoosing a retailer that
ensures the prospect of being able to buy “cheggbanpared to “expensive” organic products. In
practice this entails that organic products aratingdly frequently purchased in discount chainssTh
option in turn limits the product categories witkwhich organic products can be currently purchased.
the level of product choice, consideration is git@nelative price differences (organic as compaoed
conventional carrots or chicken) or to the relatifeequency with which a product is bought, remagr
price difference less important. Price comparisamgertaken on the spot can and sometimes do uaderli
the adoption of one or another substitution stsatéggeneral, howevethrifty regular users express
much satisfaction about the fact that relativegddferences between organic and conventionalywisd
are less than they used to be. They differ markedlthis point from occasional users, includingsého
who are ‘health-oriented’, among whom a fear ofdthing money out the window” appears to be deeply
ingrained.

Our analysis of the life stories of informantseals that a thrifty orientation as exhibited in
current shopping habits most often has its rootssmmilar orientation as learned from childhoaat] a
may or may not be related to the current econoesources of the household. A change of mind orthiabi
with respect to this orientation does not therekmem to be a likely event, except in those casesich
a rising income leads to changes in shopping habits

However, a further observation might be made watfard to the preference for “cheap”
organic products. One point of information thatsloet seem to be widely disseminated among
consumers concerns the relationship between produobsts and retail prices. Given the character of
value-based rewards associated with organic predumbng regular users, particularly with regard to
ethical issues, there would seem to be a basjg@mnoting insight into the need for prices thatfareto
producers among the members of this group. Thisideration does not apply to occasional users,
however. Price differences appear to be the magsan why the ‘health-oriented’ subgroup does not
increase their demand for organic products, whil@alue-based rewards are associated with organic
products among the ‘taste-oriented’ subgroup. Qonatusers are therefore unlikely to increaserthei
demand as long as marked price differences beta@®arention and organic products remain in place.

32 Other reasons are that purchases are made: fgidimce without adverting to the label, becauseentional variants are
sold out, or with a view to trying the taste of ngwocessed) products. ‘Taste-oriented’ occasiasais are first and foremost
oriented towards the sensory pleasures of foodchand little or no interest in the issues of healtlethical consumption.
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The current range of product categories and verigiresents a strong barrier to increasing
demand among all of the more eager regular u$er#ty regular users demand a wider range of standard
organic products, including a wider range of frasld frozen produce, meat products and processed
products (sold at reasonably low pricd3¢dicatedregular users are more satisfied with the randeudf
and vegetables obtainable in the shopping venwssftbquent. They demand a considerably wider range
of high quality specialty products, including sg@nd the ready availability of a variety fresh tnea
products and a wider variety of meat types and. €dtsthis point we conclude that the currently lde
assortment of organic products constitutes a nigaier to meeting the potential demand among all
regular users.

In much the same way as price, the ‘quality’ ajasic products appears to constitute a
barrier that operates on different levels. Thegerte: (a) general characteristics of ‘organicdarcts’
viewed as arising from an organic production sysaeih a given chain of distribution, (b) product
categories and characteristics associated withengetailer or retail chain, and (c) specific prod
characteristics (taste, freshness, level and kimtaxressing etc.) that vary from one product catgp
another and are assessed by consumers in conitvetéoss on the basis of their experience. Sinee w
have already indicated our findings with respeathoice of shopping venues, we shall briefly disomsr
findings with respect to the other points.

Regular users demand that the specific qualityasitaristics of an organic product should,
at a minimum, be at least as good as its conveadtmmunterpart. Although they experience the quailit
organic products as having improved over time attteial quality of a given product is assessed it jpd
purchase. Particular attention is paid to the fnesk of fruit and vegetables and to the sell-bgsat
dairy products (often giving rise to the substdutstrategies adurrenderor treasor). Thrifty regular
users tend to express more dissatisfaction withipeuality characteristics than diedicatedusers.
Among ‘taste-oriented’ occasional users and nomsusissatisfaction tends to be generalised to e v
that quality differences do not present any reagloy organic products should be preferred. With some
exceptions, particularly regarding dairy produtitss view specifically regards the taste of organic
products.

With the partial exception of tleeedicatedsubgroup, a particular barrier is found among
regular users with regard to the consumption caigmeat products. Conceptual barriers are aéstak
here regarding animal products more generallytlizjirsrganic production systems appear to be widely
conceived and positively assessed as excludinggdef synthetic pesticides, a factor that is tgadien
as entailing a difference between organic and aatimeal vegetable products. The differences between
production systems would seem to be less clearigaiged with regard to the production of animal
products. The exception on this point concernsebafiroduction of eggs in conventional systems.
Secondly, thevalue-based rewarchost often associated with a preference for ogganimal products is
that of animal welfare. On this point, however,esthroduction systems are seen as providing pérfect
acceptable substitutes. Whereas organic fruit @getables tend to be viewed by regular users asa$pe
products for which no convincing substitute prodexists, this is by no means the case for all with
respect to organic meat products. The same patteomg occasional users is found with regard to,eggs
for some of whom all production systems other thattery production are seen as acceptable and inter
changeable substitutes. The conceptual barrissaeireflects a lack of information about differesc
between production systems and is probably reiefblyy premium prices on organic meat products.
However, as we have seen, these products are atmosgyfor which current supply does not meet the
level of potential demand. It would therefore sderhe very likely that more information about organ
animal production would further increase this dechan

At first sight, supply appears to be the only igarthat hinders increasing demand among
dedicatedregular users. The members of this group are yiglativated in their pursuit of quality on all
levels, and are willing to expend considerable weses of time and money on sourcing their valuexd fo
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preferences, including organic and fair trade foddiey are the people who most clearly and forteful
espouse thealue-basedewardsassociated with the consumption of organic foodieyTare also highly
motivated to develop the universe of possible comngion practices by pioneering the purchase of both
food and non-food products from sustainable pradodystems. Insofar as these consumers can be seer
as representing a core group among regular userganic products and as trend-setters with respect
the development of consumption patterns, they tebe taken very seriously indeed in any assessment
of likely developments with respect to future dechéor organic foods. For them, organic production
systems are not viewed as an ideal that has b&eneat, but rather as a starting point for a bestystem

of food provisioning. Organic producers would tHere potentially be open to very critical appraisal

any points that appeared to represent a comprosiisehe values presently associated with organic
production (health promotion, environmental susthility and ethical issues, including animal wedfar
They would also be open to criticism on points tlegiresent a failure to adapt and develop systéms o
production and distribution: fair trade, use ofrgyeresources, local and global food security aratif
sovereignty.

6.5 Potentialities for future demand: an extrapolatian

The present study has yielded nuanced qualitatite ftom the perspective of life histories of cansus
who regularly purchase and consume organic prodastsompared to those who occasionally or “never”
do so. This provides a basis for some extrapolattegarding potential future demand among Danish
consumers, which will later be supplemented by ttadive findings.
Many factors indicate that the demand for orgg@naducts is likely to increase among
regular users in Denmark. Among these are:
* Value-based rewardare associated with organic products by regularsuse
* Experience-based rewardsth reference to quality and taste are also peeckas having taken
place
» Price differences between conventional and orgaraducts are seen as being lower today than
formerly
* More variants in a wider range of product categoaiee currently demanded
* Major barriers to increasing demand regard hindraran the supply side, rather than among
consumers (with the partial exceptions of percemacke premiums and lack of information
regarding animal husbandry).

Moreover, the current worldwide focus on the sdechlobesity epidemic’ render it likely that health
discourses in mass media with specific regard tiogaabits will continue to support consumer iestr
in the topics of healthy eating habits and healtbEions with regard to product choice. No evidenc
currently supports the view that Danish consumegdikely to switch their present allegiance toanig
food products in favour of competing options sushfar example, ‘functional food&*With regard to
animal welfare, the findings of this study indic#tat, on the one hand, consumers are strongly
emotionally involved in the issue of mistreatmeh&wimals. On the other hand, they also appeaeto b
relatively poorly informed about the distinguishifegtures of animal husbandry in organic productisn
compared to other production systems. This isss@@esents a challenge to organic producers.
Current environmental threats, however, are likelgirect increasing attention, not only to
production systems and their energy use, but alsarts criticism of the food miles involved in
distribution. This must be regarded as presentimgj@r challenge to primary producers, processors,

% The existing literature on this topic is limitedthvrespect to Danish consumers, but supportctimigention.
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distributors and retailers, not least becalms#icatedegular users are likely to become increasingly
interested in how these stakeholders responddahallenge.

Among the more difficult challenges facing the Bamorganic sector as a whole is that of
addressing the issue of conflicting priorities éxtad in the shopping habits of regular users. giesent
study indicates that possible marketing strate@igth respect to product development, quality,
assortment, price and distribution) would have redhk different impacts upon the two segments of
regular users identified in this studiedicatedand other regular users.

A strategy focused upon the development of stahgiarducts, including processed
products, produced on contract at relatively lowgs to discount and other retailers would in all
likelihood appeal to those who regularly buy orggmoducts and who exhibit a strongjhyifty
orientation in their shopping habits. The findirmjghis study clearly indicate that this strategyparsued
hitherto has been successful in increasing denrama ¢onsumers who were formerly occasional or non-
users, among whom price was and continues to laerib It can therefore be confidently assumed tha
this strategy would also tend to increase demanzhgrthose who currently buy organic products
occasionally or never. Indeed, the success ofkthegegy in Denmark may well provide inspiration to
marketing strategists elsewhere.

A strategy of this kind, however, would singulaidyl to meet the demands dédicated
regular users, and presumably also some propastiother regular users. Moreover, our findings cadie
that failure to meet the demands of this dedicgtedp could have a serious negative impact upamrdut
demand for organic products. These demands, plantigwith regard to environmental and ethical ssu
call for serious consideration in the developmdrary future marketing strategy. In so far as their
demands for high quality specialty products and teue-baseadlemands with respect to the
development of the food production and distributioe not addressed, it would seem likely that #eas
for loyalty towards and trust in the Danish orgasector could be undermined, leading to a more
widespread loss of trust in the longer term.

It can be noted that trust in the organic se@ods$ to be taken for granted by regular users
in Denmark, but not by non-users or by consumemsmvitve have termed ‘taste-oriented’ occasional
users. Among the latter groups, we have foundribgative media coverage with reference to food
scandals and fraud n the organic sector tendsrtforee views to the effect that there are no ga@sons
for buying organic products. Regular users, in @stt as well as the group we have termed ‘health-
oriented’ occasional users, tend to see such stageeferring to isolated incidents and by no rmean
characteristic of the organic sector as such. Gikiercharacter of thealue-basedanindset among regular
users, the maintenance of basic loyalty and triuti® kind must be understood as constitutingea pr
condition of their tendency to accord value to oiggroducts and to pay a premium price for obtagni
them. Reluctance to enter into informal discussiorithese topics in everyday life may indicate, hoave
that many regular users do not feel able or prepréack up their views by means of argumenht (
section 3.3). Loyalty and trust may therefore bearienuous than revealed by this study. While it
provides no evidence that basic loyalty and trosbrag regular users is likely to be undermined by
negative media coverage of the kind that has hitHazen reported, it could be expected that theaki
voices ofdedicatedregular users would have a more serious impaat thp® currently widespread trust in
organic production among regular users.
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APPENDIX |

TABLE A: Allocation to user groups based on responses to the screening
guestionnaire (DENMARK)

ID

Regular user A

Regular user B

REGULAR
USERS

Regular user E
Regular user F
Regular user G

Regular user H

|

OCCASIONAL USERS

Occasional use!

Regular user C

Regular user D

Occasional use!

Occasional usel
Occasional use!
Occasional use!

Occasional use!

Dairy Products

One or more times / week

One or more times /week

One or more times /week

One or more times / week

One or more times / week

One or more times / week

One or more times / week

Dairy Products

Less then 1 time /week

No

No

Less then 1 time / week

Less then 1 time / week

P4
o

Dairy Products

Bread

One or more times / week No

One or more times / we

Less then 1 time / week

Less then 1 time / weel

One or more times / we

No*

One or more times / we

Less then 1 time / weel

Bread

No

Less then 1 time / weel

Less then 1 time / weel

No

Egg

Less then 1 time / week

One or more times / week

Less then 1 time / week

One or more times / week

One or more times / week

One or more times / week

Less then 1 time / week

No

Egg

No

No

No

Less then 1 time / week

Fruit/Vegetables

One or more times / week

One or more times / week

One or more times / week

One or more times / week

No

One or more times / week

Less then 1 time / week

One or more times / week

Fruit/Vegetables

No

Less then 1 time / week

No

No

ERS
o
&

n Non user A

4

e Non user B

@)

Z Non user C
Non user D

Less then 1 time /weel No Less then 1 time / week
No No Less then 1 time / week
Bread Fruit/Vegetables

No No No

No No No

No No No

No No No

* Bakes organic bread



REGULAR USERS

TABLE B: Analytical allocation to the two user groups among regular users that transpired in analysis

The consumer Does consumer
. The consumer
chooses shops in ) Does consumer try exclude many
o actively searches . )
order to maximize ! The consumer has friends and to re-commend or . organic products
o for new arenas in . ) ] . ) . Range of organic products purchased
possibility of networks in which organic topics influence people outside because of

) which e.g. ethical . . . ) among the dedicated regular users. . .
purchasing a consumption is and habits are natural and reinforcing. nearest family to price premium?
umption i
very large amount P purchase organic food?

ik (AR made possible?

Regular

NO NO NO NO
user A YES
Regular YES. Rye bread, milk, butter, eggs, fruit,
user B* fresh vegetables (box scheme),
YES YES YES YES frozen vegetables, coffee, sugar, flour,
ketchup, olive oil, sliced meats, sausage,
minced meat. NO
Regular YES, all though meat
user C* (chicken and large cat YES. Rye bread, milk, butter, cheese, egc TO SOME
pieces) is not bought fruit, fresh vegetables, tinned tomatoes, ¢ EXTENT
organically in shops, YES YES YES flour, rice, ketchup, olive oil, sliced meats (in particular meat
but from producers tha minced meat. Grows own organic vegeta products.)
are renown for animal in kitchen garden.
friendly production.
Regular Not answered —
usgr D NO NO NO but probably not. YES
R e NO NO NO NO ves
Ssegullzir YES. Milk, eggs, fruit, fruit juice, preserve
fresh vegetables, coffee, tea, sugar, herb
YES YES YES YES . . ) .
rice, sliced meats, minced meat, chicken,
* Bakes own organic bread.
NO
Regular
user G NO NO POSSIBLY NO YES
Regular Not answered —
usgr H NO NO NO but probably not YES

* Regular users interpreted as dedicated regularasand referred to as such in the text.



