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"Just at the moment when food has become plentiful thanks to an incredible assortment of
products and unprecedented purchasing power, our relationship with it paradoxically has
become more distant. We know not whence it comes, nor when or how it has been made."

(Massimo Montanari, 1994)
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Abstract

This thesis concerns an investigation of the nature and meaning of speciality regional
foods in the UK, by examining the products themselves as well as the producers who
bring them to the marketplace. Speciality regional food production is making an
increasingly important contribution to the economy and is pertinent to newly evolving
policy objectives in the agrifood and rural sectors at both national and European Union
levels. In spite of this, many uncertainties exist with respect to the properties of speciality
regional foods and the characteristics and behaviour of the producers of these foods. In
the literature review, territorial distinctiveness in foods is identified as comprising
geophysical and human facets, these being influenced over time by macro-environmental
forces such as trade and industrialisation. Territorial distinctiveness is also identified as
comprising a range of end product qualities perceived by consumers. In terms of
speciality regional food producers, the literature review identifies that such producers tend
to be small or micro-sized firms incorporating some level of hand-crafted methods in their
production processes. These characteristics imply complex behavioural tendencies,
particularly in rglaﬁon to the propensity of these producers to be market oriented. The
weight of evidence suggests that small craft-based producers have characteristics and

tendencies not conducive to market oriented behaviour.

In the empirical study, in-depth interviews were conducted with 20 speciality regional
food producers based in the north of England, with data analysis following a grounded
theory approach. In terms of the nature and meaning of speciality regional foods, it was
found that interviewees expressed varying levels of conviction regarding the existence of
geophysical and human facets of territorial distinctiveness in their products.
Furthermore, a variety of contrasting end product qualities were described. These
variations and contrasts were explained with reference to the competitive contexts of the
interviewees and the social history of the products respectively. In terms of épeciality

regional food producers it was found that contrary to expectations, these producers



displayed a combination of highly market oriented, entrepreneurial and ‘craft'
dispositions, with a particular tendency emerging whereby strong evidence of market-
orientation and entrepreneurship was partnered with a keen-ness amongst the
interviewees to portray themselves as 'craftspersons’. This tendency was explained with
reference to the competitive circumstances and prevailing market conditions in which
interviewees found themselves. Overall, it is concluded that speciality regional foods
have meaning at an 'essential’ as well as a 'projected’ level, and that both need be taken
into account for regional food policy initiatives to be effective. For speciality regional
food producers, it is concluded that multiple tendencies and behaviours co-exist within
these producers, and that it is the producers' prioritisation between these which

determines the appropriateness of current policy support mechanisms.
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Chapter 1: Introduction

1.1 Opening Statement

This thesis comprises an investigation of the marketing of speciality regional foods in the
UK today, seeking to examine and explain the offerings of such products by placing them
within their social historical context and by relating them to the behaviours and decisions
of the producers who bring them to the marketplace. The purpose of this Chapter is to set
the scene for this investigation by introducing the subject matter and the nature of the
research problem, and by explaining the broad investigational approach adopted. To this
end, the Chapter begins with an introduction to the popular conceptualisation of speciality
regional foods, together with an overview of their economic importance and policy
context. This is then followed by an account of the emergent issues which render the
marketing of speciality regional foods worthy of investigation, culminating in a statement
of the key research questions to be addressed by the thesis. The penultimate sections of
the Chapter go on to outline the broad theoretical context and investigational approach
adopted to undertake the research, highlighting the combination of both socfological and
marketing approaches. Finally, the Chapter concludes with an account of the structure of

the thesis incorporating a brief, chapter by chapter, description of its contents.

1.2 The Popular Conceptualisation of Speciality Regional Foods

First, what is meant by the term 'speciality regional food'? Although a key aim of this
whole investigation is to address such a question - which would render tight definitions
inappropriate and undesirable at this early stage - it is helpful nevertheless to sketch out
the type of foods which represent the subject matter of the research. In recent years in the
UK and Europe, it has been possible to observe individuals and groups related to the
agrifood sector (i.e. policy-makers, retailers, processors, producers and consumers)
distinguishing food products which are perceived to have special characteristics related in
some way to their geographic origins. Thus, terms such as 'traditional fdods' (e.g.

Mason, 1999), 'speciality foods' (e.g. Food From Britain, 1996), regional foods' (e.g.



Tregear et al, 1998) and 'countryside products' (ERM, 1998) have come into regular use
in the food media and in policy documentation. Such terms apparently denote foods
which broadly approximate to the French conceptualisation of ‘produits de terroir': that
is, foods bestowed with distinctive attributes by local territory, whether this is by virtue
of a unique combination of circumstances in the physical environment, or by the

employment of particular customary production methods of the local population.

When it comes to illustrating the popular conceptualisation of speciality regional foods, it
is often products from rural southern European areas which spring readily to mind:
Prosciutto di Parma, Roquefort, Feta, Jerez or Port. Producers of such products, or
agencies working on their behalf, will argue that these items have distinctive qualities,
due to their area of production, which set them apart from competing products. In UK
terms, examples of speciality regional foods may be certain cheeses (Stilton,
Wensleydale, Lancashire, Swaledale); processed meats such as sausages, hams or pies
(Cumberland sausage, York ham, Melton Mowbray pork pies); processed fish (Craster
kippers, Arbroath Smokies); baked goods (Eccles cakes, Bakewell tart, Lincolnshire
plum bread, W_l}itby gingerbread); confectionery (Jeddart Snails, Harrogate Toffee,
Pontefract cakes); alcoholic beverages (Worcester cider or perry, Lindisfarne mead) and
raw or processed fruits and vegetables (Jersey Royal potatoes, Lythe Valley damsons).
In each case, an assertion may be made that the special or distinctive characteristics of
these products are linked in some way to the geographic area from which they originate.
In addition, these illustrative products also convey notions about methods of production:
implicit in these names is the sense of traditional practices developed and honed over
time, and also the impression of the present day processes being carried out on a
relatively small scale, with a high degree of human inputs. Finally, these examples also
illustrate the notion of the resulting end products as special, high value items with above
average qualities, worth dwelling upon and savouriﬁg. Such is the popular

conceptualisation of speciality regional foods.



1.3 Economic Importance of Speciality Regional Foods

Whilst the above section indicates broadly the type of food which forms the subject matter
of this study, an initial question which arises is the extent to which such foods carry any
significance in terms of their contribution to economic activity. For this, empirical
evidence suggests that speciality regional foods represent a small, but growing subset of
the total agrifood sector. In the UK for example, DTZ (1999) found that speciality food
producers employ nearly 52,000 people, an estimated 10% of the total food and drink
sector. This is compared to the employment of an estimated 20,000 people in 1995
(Food From Britain, 1996). Similarly, in terms of annual turnover, the speciality food
sector is calculated to be worth £3.6bn (DTZ, 1999) compared to an estimated £3bn in
1995 (Food From Britain, 1996). The economic output of the speciality regional food
sector is not inconsiderable therefore. Furthermore, on the demand side, market reports
reveal that across a variety of food product categories, the market share of speciality items
is increasing. This can be seen, for example, in meats (Mintel, 1993; 1995; Giraud,
1998) and cheeses, where speciality products account for one quarter of the total UK
cheese market (Kupiec and Revell, 1998). In other categories too, consumers are
reported to be s!'_lowing willingness to 'trade up' to high value items, and it is found that
the vast majority of consumers claim to purchase speciality regional foods (Trognon et al,
1998). In spite of starting from a low base therefore, it may be observed that the
economic importance of speciality regional foods is growing, both in terms of outputs

and consumer demand.

1.4 Policy Context for Speciality Regional Foods

In addition to a developing economic importance, it may also be observed that speciality
regional foods, as conceptualised above, are increasingly pertinent to newly evolving
policy objectives in the agrifood and rural sectors, at both national and European Union
levels. In terms of rural development, the proposals set out by the UK government under
Agenda 2000 signal a new vision for the countryside (Lowe and Ward, 1998), where

traditional agricultural production is to be linked with other economic activities such as



food processing, tourism, service provision and small-scale manufacturing, in an
integrated approach to development. Speciality regional food production may be seen as
an activity highly suited to this integrated approach, having potential as a means to link
on-farm diversification with rurally situated manufacturing or processing enterprises, the
end result being products with a clear tourist appeal. Similarly, from an agrifood policy
perspective, speciality regional food production fits in well with the principles
underpinning the reform of the Common Agricultural Policy: as farmers are being
encouraged to move towards differentiating and adding value to their raw agricultural
commodities, one means of doing this is by emphasising the geographic origins of the
product, which may be used to allude to notions of quality or speciality in food product
attributes. Thus it may be argued that speciality regional foods have an increasingly

important role within the changing rural and agrifood policy contexts.

Evidence of this heightened role comes with the observation that speciality and local food
products have become the target of a number of specific schemes and initiatives 'on the
ground' in the UK, administered by different agencies with remits to support and develop
the rural economy and/or agrifood sector. Table 1.1 provides an illustrative overview of
some of the highest profile of these national-scale initiatives. Furthermore, an additional
array of speciality product and marketing schemes has been launched at regional and local
levels, often involving Objective 5(b) funding with matched grants from local authorities
and Regional Development Agencies. As an illustration of the volume of such initiatives,
the Countryside Agency (1999) identified the existence of 65 separate local product
schemes in England alone, administered by bodies as diverse as the National Parks,

county and district councils, producer co-operatives, and gourmet consumer groups!.

1 To illustrate this further, in the north east of England alone, local product initiatives have been
launched by the National Trust (a farm shop at its Wallington estate); Northumberland County Council
(‘Food From Northumberland'); the Northumbrian Coast LEADER project (the Fresh Trading
Company'), the Amble Development Trust ('North Sea Traditional Fish") and Hexham livestock farmers'
co-operative ('Kingdom of Northumbria Marketing Initiative").



Table 1.1 Examples of UK Policy Initiatives to Support Speciality and

Local Products

Initiative Administering Description

Body

Regional Speciality Food Food From Britain Co-ordination and financial support of a

Groups, e.g.: national network of nine Speciality Food
Groups in England, with separate promotional

"Yorkshire Pantry' bodies in charge of groups for Wales and

‘Kentish Fare' Scotland. Each Group operates on behalf of its

‘Tastes of Anglia’ fee-paying members (all of whom produce

‘North West Fine Foods'. ‘speciality’ foods) as a business support centre,
networking forum and collective marketing
function, under a territorial umbrella brand
name (Food From Britain, 1996).

Eat the View Countryside Agency A programme of work and activities funded by
the Agency, undertaken in partnership with
other bodies where appropriate, to improve the
market for local and sustainably produced
goods. Particular emphasis is on raising the
profile of those products derived from
distinctive ecologically and culturally valuable
landscapes, and making these more accessible
to consumers (Countryside Agency, 2000).

Protected Designations of Origin | MAFF Represents the UK implementation of

&
Protected Geographical Indicators

European Union regulation 2081/92. This
allows regional food producers to ‘patent' the
names and production practices of their foods
where these have special characteristics relating
to the geographic area of production (CEC,
1992). Designated producers are protected from
competitors ‘passing off goods as the genuine
products (Thienes, 1994). Through the
patenting mechanism, and ‘'badge of
authenticity' marketing device, the legislation
claims to support commercially vulnerable
speciality regional food producers residing in
disadvantaged rural areas (CEC, 1992: I).

Farmers' Markets

National Association
of Farmers' Markets

(supported by the Soil
Association and
Countryside Agency)

A national network of specialist markets
dedicated to the showcasing and trading of
'locally produced' food items, bringing
producers and end consumers directly together.
The National Association provides a co-
ordination, advisory and networking role
(Holloway and Kneafsey, 2000).

The policy initiatives listed in Table 1.1 are of particular interest to the current

investigation because they offer a set of 'real world' conceptualisations of speciality

regional food products and producers which, given the high profile and authoritative

nature of the agencies involved, carry particular weight and legitimacy in the UK context.

It is intriguing to see how these policy relevant bodies are interpreting what speciality




regional foods are, and what assumptions they are making about the benefits of targeting
them for support. Superficial appraisal of the descriptions of these schemes reveals some
common themes, such as the desire to target broadly similar types of product and
producer and, in terms of policy tools, the employment of a market mechanism (the use
of products’ territorial identities to leverage consumer spending) to achieve objectives.
On closer scrutiny of each scheme however, somewhat different assumptions are revealed
regarding the nature of speciality regional foods products and producers, and the socio-
economic benefits which may be derived from their support. The following sections

present these, drawing from the agency documentation referenced in Table 1.1.

1.4.1 The Regional Speciality Food Groups

First, in terms of the Regional Speciality Food Groups, it may be seen that this scheme
targets 'speciality’ producers within regional areas. These are defined as businesses sited
within a region producing high quality, added value items which may make use of local
ingredients and which may have essential territorial characteristics, but where these latter
aspects are not pre-requisites for eligibility to a Group (Food From Britain, 1996). In
terms of how thJS scheme conceptualises and values the territorial distinctiveness of foods
therefore, the emphasis appears to be on the use of territorial identities in individual items,
and in Group monikers, as signals of appealing and differentiating product qualities,
rather than as guarantees of special, geographically distinctive characteristics in products.
In terms of the scheme's approach to producers meanwhile, this appears to be based on
the perception that the key value of speciality food producers is in the contribution they
can make to the economic output of the UK food and drink sector as a whole, particularly
in exports. Producers are characterised therefore as commercially ambitious, growth
oriented small enterprises, which the Speciality Food Groups can support and nurture by
helping them to access the most lucrative markets for their products. Overall, a strong

small business development rationale appears to underpin this scheme.



1.4.2 'Eat the View' and Farmers' Markets Initiatives

In contrast, the Eat the View and Farmers' Markets initiatives aim to target 'local’
products: those which are made from local materials by local people, preferably in an
ecologically sustainable way, although the end products themselves may not necessarily
possess territorially distinctive characteristics (Countryside Agency, 2000). The key
objectives underpinning these schemes appear to be the development of shorter supply
chains and more localised production and consumption networks, and as such producers'
value is couched in terms of their ability to contribution to these chains and networks.
Producers themselves are conceived of as engaging, or having the potential to engage, in
activities with ecological, social and cultural significance to local areas, over and above
the contribution they might make to the wider food and drink sector or rural economy.
Thus, the support offered under these schemes involves helping producers to participate
in localised supply chains and, in the case of Eat the View, encouraging them to engage in
production methods and management practices which maximise ecological and cultural

benefits.

1.4.3 Protecteg Designations of Origin and Protected Geographical Indicators

Finally, the PDO/PGI scheme has a different means of classifying speciality regional
foods again, making much more explicit the need for eligible products to show a special
link to territory, with the implied need for production practices to be small-scale, craft-like
and ecologically sustainable, though these are not pre-requisites to eligibility2. Like the
Food From Britain scheme, the conceptualisation of producers is that they are somewhat
vulnerable, disadvantaged entities in the free market, but highly concentrated, food and
drink sector (CEC, 1992: I). However in contrast to the Food From Britain scheme,
where the support mechanism to deal with this problem involves assisting producers to
realise their own growth ambitions so that they can participate more fully in the

marketplace, the designations under this scheme offer a more protectionist mechanism,

2 Indeed, as Edwards and Casabianca point out (1997), the famous Prosciutto di Parma has a PDO
designation, yet is produced from modern breeds of pigs reared intensively indoors.



'ring-fencing' what are conceived to be fragile, non-commercially oriented producers
from unscrupulous (large) competitors who would endanger the integrity of valuable,

territorially distinctive products.

1.5 Emergent Issues

Having introduced speciality regional foods as the subject matter of this research, and
having outlined the economic importance and policy context of these foods, some issues
begin to arise which indicate the ways in which speciality regional foods are 'problematic’
and worthy of investigation. These issues, which emerge from observations made about
both the products and the producers, have practical commercial or policy-relevant
implications on the one hand, and more theoretical, or conceptual ramifications on the

other.

1.5.1 The Diversity of Speciality Regional Foods

First, it may be observed that although market research agencies and the food media talk
of a speciality regional food 'sector’, the evidence presented thus far suggests that this
sector is in fact very diverse and internally heterogeneous. For example, from the brief
illustration of such foods within a UK context, it may be seen that a wide variety of types
of product exist, from animal fo vegetable (e.g. Cumberland sausage and Jersey Royal
potatoes), fresh to processed (e.g. Lythe Valley damsons and Worcestershire perry),
comprised of either singular or multiple ingredients (e.g. Craster kippers and Lincolnshire
plum bread), conveying simplicity (e.g. Cornish pasties, Northumberland honey) or
sophistication (e.g. Malvern spring water, Morecambe Bay potted shrimps). With such
diversity this raises the issue of whether it is meaningful to talk of such foods as a single,
coherent sector. Speciality regional foods do appear to have different types of derivation
and they also appear to communicate different end product appeals. This diversity signals
a need for an in-depth investigation of the true nature of speciality regional foods, which
attempts to understand the apparently complex and multiple ways in which terriiory can

influence, or bestow special characteristics on, food products. This would be a valuable



investigation in practical terms because without it, both the food industry and
development agencies are likely to rely upon overly broad notions of a speciality regional
food 'sector’, rendering it unlikely that they will make optimal decisions with regard to

these growth products.

1.5.2 Characterisation Issues: 'Speciality’, 'Regional’, 'Traditional' or 'Local'?

Leading on from the issue of the diversity of speciality regional foods is the issue of their
characterisation: if policy-makers agree that such foods are worthy of support, then it is
important to distinguish them from other types of product. But how should a meaningful
characterisation of speciality regional foods be arrived at? The previous sections
describing the UK policy context highlight how terms such as 'speciality’, ‘regional’,
'traditional’ and 'local' are peppered liberally across the literature of many initiatives, in
spite of the fact that each scheme has a distinct stance towards territorial distinctiveness in
foods, based on different perceptions of the value this asset brings to the achievement of
the scheme's objectives. As a result, the whole area of the relationship between food and
territory requires greater critical scrutiny. How is it, in fact, that foods become 'regional
specialities'? What dimensions are at play? For example, how do factors in the physical
environment bestow 'special’ characteristics on foods? Does the pasture composition on
which milk cows forage have a scientifically measurable impact on the organoleptic
qualities of resulting cheese, or are the distinctive characteristics determined via a more
qualitative, empathic judgement? Alternatively, how can a dimension such as tradition be
meaningfully conceived of or understood in relation to food products? In the UK for
example, many speciality cheeses (e.g. Swaledale, Bonchester, Cornish Yarg) are
recently initiated products, either revivals of extinct traditions, or novelties produced in a
craft-based spirit. Other products have their origins in the industrialised Victorian era
(e.g. Harrogate toffee, Craster kippers), whilst others are derived from internationally
sourced materials (e.g. Cumberland Rum Nicky, Whitby gingerbread). To what extent

can any of these products be characterised as regional specialities?



Overall, what the above questions highlight is a number of fundamental uncertainties
relating to how the distinctive derivation characteristics of speciality regional foods may
be determined, and how the 'special’ end qualities of such products may be conceived of
or identified. An investigation of such issues would help policy-makers to develop more
subtle or sophisticated classifications of speciality regional foods, which in turn would
help to pinpoint exactly which social, economic, cultural or ecological benefits, if any, are

likely to be gleaned from the support of these products.

1.5.3 The Nature and Profile of Speciality Regional Food Producers

Whilst the above sections have raised the emergent issues relating to speciality regional
food products, the discussion presented in this Chapter also raises questions about the
nature and profile of the producers of these products. Drawing from what has been
presented from the policy context, it would seem that mixed messages are being conveyed
about who these producers are and how they behave. Thus on the one hand, Food From
Britain portrays speciality food producers as vibrant and ambitious small firms, desirous
of reaching out to the most lucrative and potentially far-flung markets. On the other hand,
the Eat the View initiative conceives of speciality regional food producers as craftspersons
more oriented towards localised supply chains and commercial transactions. The
PDO/PGI scheme also encompasses the notion of producers as technique-focused
craftspersons, ill at ease with, and in need of protection from, the vagaries of the market.
Therefore, who are these people? How have they come to be involved in the enterprises
that they run? What is the nature of their mentalities and outlooks and how do they make
sense of what they do? To what extent are the alternative conceptualisations of 'growth-
oriented business person' and 'introverted craftsperson’ accurate? Overall, investigation
is needed into speciality regional food producers profile and behaviour, to ensure that (i)
the most appropriate enterprises are indeed targeted by policy initiatives for support, and

(if) that the right packages of advice, assistance and resources are being offered.
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1.5.4 Conceptual and Theoretical Issues

The emergent issues which have been outlined above have all been described and justified
with respect to their practical, commercial or policy-related, ramifications. However, the
issues introduced above also have ramifications on a more theoretical or conceptual level.
For example, the issue of how to characterise speciality regional foods has relevance to
ethnological and sociological debates regarding the role of 'definitions' of phenomena. In
particular, it has relevance to the work of authors such as Bérard and Marchenay (1995),
Moran (1993) and Amilien (1999), who argue that concepts such as 'territorial
distinctiveness' or 'tradition' are not definitively objective, fixed entities, but complex,
multifaceted phenomena, the result of representations of the 'truth’ proposed by different
individuals and parties who have their own interests and agendas. (This is the notion of
phenomena as 'social constructions’). As the work of Casabianca and Coutron
demonstrates in relation to Corsican ham (1998), the determination of traditional food
production is often, in practice, the result of a process of sensitive local political
negotiations, where the definitive 'tradition' represents a satisfactory compromise
between different interest groups. To understand phenomena such as territorial
distinctiveness_or tradition therefore, it is necessary to examine the different
representations that exist and try to explain them from the point of view of their
protagonists. The investigation proposed here will contribute to such debates by giving
more insights into the different constructions at work in relation to speciality regional

foods.

1.6 Key Research Questions

Having now given an account of the main issues emerging with respect to speciality
regional foods, this section now consolidates these into the key research questions being
addressed by this thesis. Essentially, they can be split into two kinds: those relating to an
investigation of speciality regional food products; and those relating to speciality regional
food producers. It should be noted that the investigation of producers serves two

functions: first, it is necessary given the current lack of understanding about the
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behaviour of individuals and groups in this 'sector'; and second, an exploration of
producer behaviour can contribute to a fuller understanding of the nature of the products,
because these products are the result of the mentalities, perceptions and decisions of the

producers.

1. What are speciality regional foods?

Overall, a key aim of this thesis is to investigate and understand the nature and meaning
of speciality regional foods in the UK today. Within this, the research will address the

following questions:

(i) How is territorial distinctiveness bestowed on foods? In light of
conceptualisations of territorial distinctiveness proposed by different UK policy
initiatives and schemes, the research will investigate the different ways that
geography or territory influence the nature of foods, examining how such foods
are bestowed with special characteristics, or become identified as 'regional

specialities';

(ii) What end qualities do speciality regional foods possess? Given the assertions
that speciality regional foods are distinct from other types of food product, the
research will investigate the end product attributes of such foods and consider the

extent to which they may be thought of as distinctive.

2. Who are speciality regional food producers?

A second key aim of the thesis is to investigate the profile, mentality and behaviour of
speciality regional food producers. Within this, the research will investigate the

following questions:
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(i) What is the nature of speciality regional food production? In light of the
apparent diversity of speciality regional foods, the research will investigate the
types of methods and processes employed in the production of these foods, with a

view to ascertaining the extent to which they may be thought of as craft-based;

(ii) What is the mentality and behaviour of speciality regional food producers?
Given conflicting evidence regarding the disposition of speciality regional food
producers, the research will examine how such producers think and act with
respect to their enterprises, with a view to understanding the perceptions and

inclinations which underpin their day to day decision-making.

1.7 Research Approach and Theoretical Framework

As may be appreciated by the statement of research questions for this investigation, the
phenomena under study require a cross-disciplinary research approach which is sensitive
to the status of these phenomena both as culturally significant items and economic
entities. Thus, an approach is needed which interprets the meaning and status of
speciality regionjﬂ foods from the perspective of the historical, societal forces which have
combined to create them and moderate the way they are perceived, whilst also interpreting
their meaning and status from the perspective that they are the result of more immediate
marketing decisions taken by agents to achieve certain economic objectives. The two
main theoretical perspectives drawn from therefore are sociology and marketing. The

following sections introduce and explain the relevance of these in more detail.

1.7.1 Sociology as a Theoretical Perspective

In broad terms, what a sociological perspective involves is the investigation and
examination of phenomena from the point of view of the social and cultural forces which
shape behaviour relating to them. Thus, in relation to food, different production and
consumption behaviours which may be observed are investigated and explajnéd by

placing them within the context of the societies and cultures relevant to them. ‘The
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sociology of food' has emerged as a distinct field of sociological inquiry, with its origins
in the pioneering studies of tribal communities conducted by Mead and Richards (Mennell
et al, 1992), who identified that food has a symbolic role within human groupings, acting
as a vehicle for communication, and also as a means of self-identification. Structuralists
such as Levi-Strauss (1964), Barthes (1961), and latterly Douglas (1997), built on this
by arguing that it is possible to use food as a 'point of entry' into the understanding of
human behaviour: that is, foods, like language, are symbolic of the way that human
beings relate to their environments, and so by studying them, it is possible to uncover
deep patterns of cognition and affectation. Most recently, developmentalists such as Mintz
(1979), Murcott (undated) and Mennell (1996) have modified this thinking with the
notion that the nature and meaning of foods, rather than being 'fixed' in time and space,
are subject to the vagaries of macro-environmental forces: social, cultural, economic and
political. Thus, to truly understand what foods mean in society today, the researcher
must trace the effects of these forces and attempt to explain food behaviour with reference

to such forces.

This perspective_:‘. of food as a symbolic item, a vehicle for self-expression, and an item
whose form and meaning is subject to macro-environmental forces, is highly useful to the
proposed study. As the exemplification of speciality regional foods at the start of the
Chapter shows, different types of appeal and association seem to be attached to these
products (e.g. simplicity, complexity, sophistication), in spite of their derivation from
similar types of raw materials and production processes. This suggests that the products
are being imbued with symbolic values, in turn derived from the social and cultural
contexts of the individuals and groups allocating these values. An examination of these
dimensions could reveal valuable insights therefore. Similarly, the diversity of types of
speciality food product suggests that these products have originated and developed in
different eras and environments which have been shaped by macro environmental forces.
Thus, to investigate the nature and meaning of speciality regional foods in the UK tbday,

this thesis will examine the social history of the products, taking account of their potential
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symbolic value and the potential influence of social, cultural, economic and political

impacts.

1.7.2 Marketing as a Theoretical Perspective

The second theoretical perspective drawn from is that of marketing. Essentially, a
marketing perspective may be thought of as the investigation and explanation of
phenomena, such as foods, in terms of their role as exchange commodities: goods
passing between producers and consumers. Thus in marketing, the process by which
commodities or products are brought to the exchange - the steps and stages underpinning
their development and refinement - are focused on, and the products themselves are
analysed in terms of the 'bundle of attributes' that they offer to consumers (e.g. Kotler,
1997; Jobber, 1995). Human behaviour itself is understood in terms of the goals that
people have in relation to the exchange (Houston, 1986). Crucially, the marketing
perspective also encompasses the notion of product meanings and symbols as
manufactured, the result of deliberate decisions of producers who are trying to pursue
their own goals. As such, it is recognised explicitly that there may be a split between the
production reali_Eies of products, or their true 'essence’, and the symbols and meanings
that they convey to consumers and society. In other words, there is a split between 'the
sign' and 'the signified'. The marketing perspective also recognises explicitly that
product natures are the result of decisions made by producers, and therefore are

reflections of their outlooks and mentalities.

This perspective is of great relevance to the current investigation because, as has been
emphasised, speciality regional foods do exist as exchange commodities in a free market
system. Thus their nature and meaning is to be understood not just by contemplating
their place in society, both historical and contemporary, but also by examining them as
'bundles of attributes' designed to appeal to consumers. It is also instructive to
contemplate speciality regional food producers not just as passive entities being shaped

and moderated by macro forces, but also proactive agents capable of making powerful
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decisions which may influence their socio-economic circumstances. Figure 1.1 illustrates

schematically the dual theoretical perspective adopted for this investigation.

Figure 1.1 Theoretical Perspective of Research

SOCIOLOGICAL
PERSPECTIVE

MARKETING
PERSPECTIVE

Products as culturally
conditioned symbols

Products as bundles of
consumer benefits

Producers as participants

Producers as proactive

economic agents in societal system

Overall, it is hoped that by adopting the above dual perspective in this investigation, the
research will address some of the criticisms of theorists in both sociology and marketing,
who point to the limitations of single perspective research, and who argue for more cross-
disciplinary approaches. Thus Goody (1982), in relation to sociological studies of food,
argues for investigations which take better account of the economic dimensions of food
production and consumption behaviour, whilst in marketing, authors such as Hirschman
(1983), Brown (1993; 1996) and Brownlie and Saren (1992) argue for researchers to
contemplate the wider, socio-cultural significance of market-related phenomena, beyond

the role that such phenomena play within economic exchange relationships.

1.8 Structure of the Thesis

This Chapter has introduced speciality regional foods as the subject matter of this
investigation, describing the economic and policy contexts which relate to them. It has
outlined the key research questions to be addressed, and it has explained the broad
theoretical approach which the investigation adopts. In particular, the adoptionA of a dual

sociology and marketing perspective has been highlighted. The thesis now proceeds as
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follows. First, Chapter 2 presents a review of the literature relating to speciality regional
food products, addressing the key questions relating to the nature and meaning of these
products, and exploring how territorial distinctiveness is bestowed on foods. The
literature drawn from includes social historical studies of food, as well as marketing,
consumer and 'country of origin' research. Next, Chapter 3 presents a review of the
literature relating to speciality regional food producers, addressing the key questions
relating to the nature, profile and mentality of the individuals and groups who bring
speciality regional foods to the marketplace. The literature drawn from here includes that
of small business, marketing and entrepreneurship, as well as sociological studies of
craft-based firms. Next, having summarised from the literature what is still unknown
about speciality regional food products and producers, the thesis proceeds with a
description of the primary, empirical component of the investigation (an in-depth
qualitative study of 20 speciality regional food producers in the north of England). The
research methodology, data collection and analytical techniques employed are explained in
Chapter 4, whilst Chapter 5 and Chapter 6 give the results of the primary research relating
to speciality regional food products and producers respectively. Finally Chapter 7, as the
conclusion, dravgs together the findings of both the secondary and primary research and
relates these to the key research questions outlined in this Chapter, summarising what has
been learned about the nature and meaning of speciality regional foods and their

producers, and contemplating the policy implications of these findings.
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Chapter 2: Speciality Regional Foods: the Product

2.1 Introduction

This Chapter considers the social significance and marketing of speciality foods by
investigating the nature of the products themselves. In Chapter 1, it was highlighted that
a plethora of different kinds of regional foods exist in the marketplace, with different
types of origin, production and processing methods, lengths of history, and which
communicate various end product attributes. How can this diversity be accounted for?
What theories and facts can be referred to in order to explain the variety? How indeed
does food relate to territory, and in what ways has this relationship altered over time?
The purpose of this chapter is to address these questions, drawing from literature in the
fields of social history, food sociology and marketing and consumer studies. First,
having discussed the generally accepted elements which link foods to territory, a simple
framework is given which classifies these elements and the factors influencing their effect
over time. These elements and factors are discussed in detail, drawing from the social
historical literature. Within this, the British food inventory of Mason (1999) is used as a
key reference. E\Iext, marketing and consumer studies are drawn from to add a further
dimension to the understanding of how food and territory are interlinked, with discussion
of the impacts of this dimension supported by the food sociology literature. Finally, the
Chapter synthesises the key findings of the discussion which will go on to form the basis

of primary research.

2.2 The Links between Food and Territory

How is it then that food is related to territory? At a simple level, it may be argued that
different foods, like any other manufactured products, are produced in certain geographic
locations around the world, either for historical reasons, or through logical economic
decisions. This would make food no different to other products in terms of the influence
territory has on them. However, as Bérard and Marchenay point out (1995), food;c, are

different because of their derivation from agricultural materials which spring directly from
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the earth, shaping their form and levels of abundance. In addition, as foods represent the
turning of raw materials into edible goods (in Levi-Strauss' terms (1970), the
transformation from 'nature’ to 'culture’), the production and processing methods
employed by local populations to make this transformation also have an impact. Thus, in
many studies of food, it is proposed that the territorial influence on food products is
twofold: first, through the geophysical nature of the local environment determining the
type and quality of raw materials available; second, through the particular methods of
food production and processing developed by local peoples to combine, enhance and

preserve these raw materials (Figure 2.1).

Figure 2.1 Facets of Territorial Distinctiveness in Foods

Territorial Distinctiveness

Geophysical @— or —% Human
TYPICITY

In the literature, the assumption is made that it is these two geophysical and human facets
which give a food product its territorial distinctiveness or 'typicity'. Put another way, it
is these facets which make a food a 'regional speciality’. The following sections now

explore these two facets in more detail.

2.2.1 Geophysical Facets of Territorial Distinctiveness

The geophysical environment of a locality includes aspects such as topography, geology,
soil type, water courses and climate, which all have a bearing on the abundance of local
flora and fauna and the agrifood production activities which relate to them. Thus, at a
broad level, dairying and cheese-making are associated with upland pasturing regions,
whilst honey production is associated with areas of abundant white clover and relatively
low levels of rainfall. The geophysical environment also influences the broad type or

style of resulting products: thus in beer-making, the soft waters of the Thames and Lea
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rivers in south east England resulted in thick, dark bitter beers of porter and stout style,
whereas the hard, calcium sulphate-rich waters of the Midlands and north give rise to
brighter, sparkling 'pale ale' types (Burnett, 1999). More ambitiously, it is argued that
geophysical facets, at a very specific level, influence directly the flavour and texture
qualities of resulting food products. Thus, many viticulturists are convinced of the direct
relationship between tiny areas of vineyard territory and the specific qualities of resulting
wines, whilst producers of meat and dairy products also argue that specific foraging
environments and/or use of indigenous, adapted animal breeds give distinctive qualities to
end products. Thus, producers of Herdwick lamb in the Lake District claim that the
natural upland foraging environment, rich in heathers and blaeberries, imparts a special
flavour to the end meat, whilst cheesemakers in Swaledale and Wensleydale claim that the
local flora on which their dairy cows graze imparts a distinctive flavour to their cheeses

(Mason, 1999).

Such claims are paralleled by numerous scientific studies attempting to prove or refute the
premise that geophysical facets bestow specific organoleptic qualities upon food
products. Indeeg in the 18th century, "la pédologie” was developed: a science devoted to
the evaluation of soils for food production, focusing primarily on viticulture (Bérard and
Marchenay, 1995). More recently, work by animal scientists such as Bettencourt et al
(1998) indicates that protein and acidity levels of cheeses are influenced by the indigenous
breeds of milk-producing livestock and the composition of local feeding materials.
However, these authors agree with Texeira et al and others (1998) that non-geophysical
factors such as processing methods can have a much more significant influence on end
product characteristics. As Bérard and Marchenay (1995) and Moran (1993) argue, the
isolation of geophysical influences increases in difficulty with the number of ingredients
comprising a product and also with the complexity of the production process (thus, it is
easier with wine and olive oil, but more difficult with cheeses and baked goods). In
summary therefore, the geophysical facets of territorial distinctiveness in foods are widely

recognised and accepted at a broad level, but in terms of the direct influence of specific

20



environmental conditions on organoleptic qualities of end products, anecdotal evidence

and frequent producer claims are not conclusively supported by scientific studies.

2.2.2 Human Facets of Territorial Distinctiveness

The other means by which territorial distinctiveness can be bestowed on food products is
through the human interventions involved in turning raw plant or animal materials into
edible items: that is, the cultivation, rearing, production, processing and preservation
techniques employed by human individuals and communities to derive nutrition from the
physical environment. Amongst these, historians and anthropologists emphasise the
importance of preservation techniques as means of extending the life of otherwise
perishable sources of nutrition: for example, curing pigmeat to make ham or bacon;
separating and drying milk to make cheese, using butter to pot shellfish, the salting and
drying of fresh fish. It is also noteworthy that with these human facets is the implication

of food production as artisan, from a subsistence, peasant-based agriculture.

Yet how are such practices territorially determined, and how is it that the resulting food
products should; _have typicity or special regional characteristics? The general premise in
the literature is that human beings living in different geographic areas develop their own
techniques of food production which, passed on through the generations, become
customary and habitual: a collective 'savoir-faire' shared within a community (e.g.
Mason, 1999). In this way, 'traditions’ of food production practices arise, distinctive to
local areas. Often, it may be seen that such techniques reflect the circumstances of the
geophysical environment, for example, the technique of air-drying ham in areas such as
northern Italy (Parma) and southern France (Bayonne), which have prevailing warm, dry
winds, or the technique of making ‘beremeal bannock' bread on Orkney from the local
staple grain of barley (Brown, 1990). In other cases, specific techniques of production
reflect the socio-economic circumstances of the livelihoods of the local population: the
vegetable, meat and potato combination of a Cornish pasty being a practical way of

'wrapping up' nutrition for local miners (Mason, 1999); the scones and crumpets of
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Scotland and the teisen lap and bara planc of Wales reflecting the girdle-based cooking
methods over open ranges prevalent in these areas where enclosed ovens were not

widespread until the 20th century (Mason, 1999).

At a more specific level however, it is possible to identify small variations in processing
methods for the same commodity which are less easy to explain rationally. For example,
the prevalence of techniques of fish smoking along the east coasts of Scotland and
England is logical given the importance of fish as a food source to coastal populations
(Brown, 1990). But within this, variations in the basic technique can be found: Arbroath
smokies are gutted, beheaded and briefly dry-salted before being washed, dried and then
smoked for 45 minutes; Finnan haddock are split and dry salted overnight, then smoked
for 8-9 hours. The kippering techniques of Craster in Northumberland are different
again, the fish being brined very briefly before being smoked for 12-16 hours (Mason,
1999). Whilst it may be difficult to give rational explanations for these various
techniques being developed where they did, it is these types of subtle differences in
production and processing techniques, apparently reinforced through history into
'traditions’, whjgp comprise human facets of typicity. Such traditions may be thought of
as highly significant facets of territorial distinctiveness in relation to foods, such as oily
fish, which are very simple and widely available, limiting the possibilities of geophysical

differentiation.

Finally however, it should be pointed out that although a food may be regarded as
territorially distinctive if it contains either geophysical or human facets of typicity, many
speciality regional foods or produits de terroir represent the 'intersection’ (Mason, 1999)
of both facets. Thus it is possible to identify products which have clearly been derived
from abundant local raw materials, but which also reflect the socio-economic
circumstances of the local population. Examples of these would be the Cornish pasties
mentioned earlier, or the Melton Mowbray pork pie: a speciality springing logically from

the abundance of suitable raw materials (Leicestershire being a key pig-rearing area), but
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whose shape and form was influenced, in part, by the local aristocratic hunts of the 18th
century, which stimulated the need for a convenient, filling, picnic food (Mason, 1999).
Therefore, in terms of seeking an answer to the question 'what is a speciality regional
food?, the review suggests so far that territorial distinctiveness in a food may be
determined by two facets - geophysical and human - but that these facets may appear in

varying degrees of emphasis within any particular product.

2.3 Macro-environmental Impacts on Food and Territory

Whilst the previous sections have explored the main means by which food and territory
are inter-related, and thus identified the facets which comprise speciality regional foods,
it may be appreciated that the nature of these facets is not fixed or static. Though some
authors depict an ancient era where regional food was the 'natural order of things'
(Montanari, 1994), over time, a variety of factors in the macro-environment (political,
economic, social and technological) combine to influence both the geophysical and human
circumstances of food production. For example, inter-regional trade or the development
of new production and processing technologies can make available different types of raw
material within___a geographic area, whilst a change in social structures within a local
community may make obsolete the lifestyles associated with certain types of food
production, encouraging new methods or practices. Overall, an understanding of these
forces is essential to any explanation of the form and meaning of speciality regional foods
which exist today (Murcott, undated). To undertake this part of the review, literature
pertaining to the social history of food is drawn from (e.g. Burnett, 1999; Goody, 1982;
Mennell, 1996; Montanari, 1994; Tannahill, 1988). These studies explain the changing
habits of food production and consumption by placing them within the context of the
social, economic and political circumstances of each era. The information is potentially
vast; thus for the purposes of this review five main forces within the macro-environment
are focused on: international trade; migration of populations; organisation of social

hierarchies; industrialisation; and agrifood policy (Figure 2.2). These factors are
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identified as having a specific impact on the territorial dimensions of food production and

consumption (both geophysical and human), and have particular relevance to the UK.

Figure 2.2 Factors Impacting on Territorial Distinctiveness in Foods

Migration ||Trade|{Social Industlsn. | |Agricultural
Hierarchies Policy
Geophysical —— TYPICITY ——— Human

2.3.1 International Trade

One of the most obvious and perhaps straightforward factors impacting on the territorial
dimension of foods is the trading of products and commodities across national
boundaries. These make new products and ingredients available to food-producing
communities living in different geographic areas. Trade of this sort has very ancient
origins, for exa;mple, the salt routes running from north Africa to southern Europe in
Roman times (Tannahill, 1988). However, in terms of impact on food production and
processing in different geographic areas, many authors point to the significance of the
trans-oceanic voyages of Europeans in the 15th and 16th centuries, which caused the
'discovery’ of new plant and animal species (Pelto and Pelto, 1983). Potato tubers and
maize, both native to Central America, were introduced and taken up amongst the peasant
populations of north and south Europe respectively, becoming sﬁbsumed into their
repertoires of domestically prepared dishes. The polenta of northern Italy - a maize-based
porridge - has its origins in this development (Montanari, 1994). Another example of the
impact of traded goods is the 18th and 19th century imports of spices and rum from the
West Indies to west Cumbrian ports, leading to the production of distinctive local
gingerbreads (e.g. Grasmere) and Cumberland Rum Nicky, a latticed tart with a soft

filling of ginger, spices and preserved fruits (Mason, 1999).
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Importantly, the impact of trade and movement of commodities on food production serves
to highlight the fallacy of viewing the geophysical and human aspects of territorial
distinctiveness as fixed 'givens'. Examples abound of foods and dishes tﬁought of as
native to a territory, yet which are made with ingredients introduced relatively recently:
the tomato to Italy in the 15th century (Montanari, 1994), rhubarb to England in the 15th,
but not widely grown until the 18th century (Mason, 1999), and olive oil to Provence in
the 17th century (Goody, 1982). From this perspective, territorial distinctiveness in
foods - in terms of the combination of raw materials used - is subject to change and

evolution in the face of international trade.

2.3.2 Migration of Populations

As well as the geographic movement of goods, food production and processing practices
are also influenced by the spatial transfer of people. At a micro level, it is possible to
imagine this as a continuous process, with techniques and methods becoming gradually
diffused throughout neighbouring communities. On a larger scale however, the impact of
certain waves of immigration has been more significant to territorially distinctive food
production in thg UK. Thus in the 12th century, the Normans brought their cider-making
skills to south west England, making use of the natural abundance of apples, which had
not been processed in this way previously (Burnett, 1999; Twiss, 1999). Also in the
12th century, continental Cisterican monks introduced their cheese-making recipes and
skills to various parts of England, in particular to areas of Yorkshire, where Jervaulx and
Fountains Abbeys were important sites of their activity. From there, it is thought that
local people were instructed in cheese-making methods, continuing the practice after the
dissolution of the monasteries but making their own adaptations to suit changing local
conditions. Wensleydale cheese, for example, is thought to have such origins (Mason,
1999). More recently, Pelto and Pelto (1983) point to the movement of much larger
population groups across the world, such as Italians migrating to north America,

Bangladeshis and Indians to the UK, and north Africans to France. In these cases, it is
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emphasised that these groups brought with them food practices and ingredients which

have since influenced the food habits of local populations.

Put simply, it may be asserted that international trade impacts on geophysical facets of
territorial distinctiveness by making available new ingredients and raw materials, whilst
population movements make available new techniques of food production and
processing. Like international trade, moreover, the migration of populations also serves
to highlight how important it is to view the distinctive attributes and methods of food
production as fluid and potentially multi-territorial, even when they appear to be fixed to
one territory. Rather than being the products of unchanging techniques and practices of
communities isolated from the outside world, the literature here suggests it is more useful
to think of territorially distinctive foods as the result of long-standing processes of cross-

fertilisation of goods, people and ideas from different territories.

2.3.3 Organisation of Social Hierarchies

Another factor impacting on the links between food and territory, though perhaps more
obliquely than tEade or population migration, is that of the social organisation of peoples
within a geographic area or nation. Broadly speaking, from the literature, it appears that
social hierarchies can militate for or against the existence of territorial distinctiveness in
foods in two ways: first, through the manner in which different echelons within a society
procure foods; and second, through the ways in which foods are accorded status by the
consumers of that community (the latter following the anthropological notion of food as a

symbol of expression of self-identity, and a means by which individuals relate to others).

In terms of the manner of food provisioning by different members of a social hierarchy, it
may be appreciated already from this Chapter that many speciality regional foods are
items derived from the lifestyles and needs of the rural poor: they are products of a small-
scale, subsistence type of agriculture where particular techniques are employed to turn

local natural raw materials into edible, preferably non-perishable, nutrition. In societies
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where there is an abundance in the population of this type of peasant lifestyle, such as in
all European countries in the Middle Ages, it may be argued that territorial differentiation
in foods is likely to be found!. However, such differentiation is also influenced by the
food provisioning patterns of the wealthier echelons. Mennell, for example (1996),
argues that food procurement for the French and English aristocracy of the Middle Ages
was quite distinct. In France, the absolutist monarchy of the ancien regime required the
nobility to be deeply subservient to the King, spending much of their time in court in
Paris. Their culinary habits were based on a 'centralist' principle of food provisioning,
whereby raw materials were sourced from around the country to concoct the definitive
dishes and meals of the court. As a result, the culinary habits of the provincial aristocracy
were not based primarily on local produce. By contrast, the English aristocracy had more
independence from the monarchy and spent more of their time at their country seats,
consuming the local produce of their estates. Mennell asserts therefore that greater
territorial differentiation in food habits was found in England than in France during this

€ra.

Linked to the impact of social hierarchies on territorial differentiation in food is the status
accorded to foods by each element of these hierarchies. If social elites prize the products
~ of certain regions or areas for example, these products will become renowned and special:
if not, not. The fortunes of a number of foods has fluctuated over time according to their
perceived status: shellfish were once despised in the 12th century, yet came to be
regarded as a delicacy in the 19th and 20th centuries (Montanari, 1994). Similarly, the
salmon which is so highly prized today was firmly associated with poorer classes in the
18th century (Mason, 1999). In terms of territorial distinctiveness however, a highly
significant impact of status appears to have occurred in the Enlightenment era of the 17th

and 18th centuries, where the beginnings of a formal codification of culinary practice - or

1 Some authors go further, to argue that the existence of a stable, landed peasantry is associated with the
development of a solid, distinctive food culture: for example, Symons (1982), cited in Mennell et al
(1992), asserts that Australia has one of the "worst" food cultures in the world because the country
evolved rapidly from a hunter-gatherer to an industrialised mode of food provisioning, with no stable
period of landed peasantry in between.
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haute cuisine - were seen, first in Italy, then more significantly in France. Broadly, most
authors agree that prior to this era, the differences between the food habits of the wealthy
and the poor in Europe were principally quantitative rather than qualitative (Mennell,
1996; Montanari, 1994; Tannahill, 1988): that is, the wealthy ate greater amounts of food
than the poor, but that these foods were of the same type - locally derived and therefore
territorially distinctive. With the emergence of haute cuisine however, a new set of
culinary habits, based on a complex structuring of meals and the centralist provisioning
principles of the French ancien regime, was presented to the European aristocracy
(Mennell, 1996). The cuisine was based on the use of made dishes and sauces derived
from a wide variety of diversely (and expensively) sourced ingredients, rather than

through the use of locally derived produce or culinary habits.

Haute cuisine quickly became fashionable amongst the European aristocracy, as it was
identified with a more sophisticated, refined (and necessarily moneyed) way of life,
which set the wealthy elite apart from the lower echelons in society (Mennell, 1996).
Many authors (e.g. Brown, 1990; Driver, 1983; Mennell, 1996; Montanari, 1994) attest
that the British aristocracy embraced haute cuisine with particular enthusiasm, employing
French chefs and abandoning their traditional culinary habits based on locally produced
foods. Furthermore, it is argued that the bourgeoisie of the 19th and early 20th centuries
were also quick to adopt the status-oriented haute cuisine, reinforcing the lack of regard
for indigenous foods amongst moneyed classes (Driver, 1983). The way in which
French culinary culture has been adopted as a status symbol by British upper and middle
classes has, it is argued, militated against territorial differentiation in food habits and,
through lack of accorded status, has militated against the sustaining and proliferation of

territorially distinctive food products.
2.3.4 Industrialisation

Like all the other macro-environmental impacts discussed so far, industrialisation has had

a far-reaching impact on territorial distinctiveness in foods in the UK. However, unlike
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the others, the influence of industrialisation appears to have been more ambiguous. On
the one hand, at a superficial level, it may be argued that the forces of industrialisation
strongly militate against the proliferation of the type of small-scale agriculture associated
with typical foods, and also militate against territorial differentiation in food consumption
patterns. However, at a deeper level of reading of the literature, it may be argued that the
socio-economic circumstances of 19th century Britain did give rise to distinctive foods
linked to specific places and, moreover, created a new type of market environment where
territorial specialities were allocated distinct identities for the first time. These points are

explored in more detail below.

First, there is an argument that industrialisation was a force for destruction of territorially
distinctive foods. This centres mainly on the notion, put forward in the previous section,
that speciality regional foods are largely derived from a small-scale, peasant style of
agriculture, where the production and processing techniques used to turn agricultural raw
materials into edible nutrition are non-mechanised, heavily reliant upon human labour and
collective know-how developed and passed on through generations. This vision of
regional foods also depicts food production and consumption as taking place within close
geographic proximity, with the producers of these foods either consuming them for self-
sustenance, using them for rent payments in kind, or exchanging them at local markets.
With industrialisation however, it is argued that a 'delocalisation effect’ impacted on
systems of food production and consumption, such that instead of being conducted
within close proximity, these activities began to take place at increasing geographical
distance from one another (Montanari, 1994). Furthermore, it is argued that both
processes of production and consumption, instead of being dependent primarily on the
socio-economic environment of the local area, became inter-dependent with the political,
social and economic circumstances at a global level (Pelto and Pelto, 1983). Thus the
nature of sugar production and refining in the Caribbean in the 19th century was not the

result of local population needs, but rather a reflection of the political power of the British
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Empire, the existence of the slave trade from West Africa and the growth of consumer

demand in industrialising Western markets (Mintz, as discussed by Mennell et al, 1992).

What, more precisely, were the elements involved in industrialisation, and how are they
seen to have militated against territorially distinctive foods? First, on the production side,
industrialisation saw the introduction of increased mechanisation in agriculture as well as
the application of science and technology to cultivation techniques and animal breeding.
These new techniques and methods were adopted widely by landowners across Britain,
leading to the homogenisation of otherwise geographically diverse agricultural practices.
Furthermore on the production side, food processing activities such as butter and cheese-
making, baking and meat processing began to be conducted on a mechanised scale, often
with a very small number of large firms emerging to dominate production. For example
in the West Country, cider-making had been conducted on a localised, but qualitatively
varied, scale since the Norman introduction of the 12th century, but by the end of the
19th century production was dominated by two large companies, Bulmers and Taunton
Cider, who mass-produced an homogenised, mechanised product (Twiss, 1999). In
terms of the impact on territorial distinctiveness therefore, homogenisation infers the loss
of geophysical facets (e.g. through the use of standardised, non local materials), whilst
mechanisation infers the production of foods using methods which do not rely on human

manual skills or know-how, that is, the loss of human facets of territorial distinctiveness.

However, in addition to changing the technical nature of food production activities,
industrialisation also heralded a change in the lifestyles and food habits of those sections
of the population who had been associated with the production of speciality regional
foods. With the growth of industrial manufacture, many of the rural poor moved to the
developing cities for work. As they did so, they left behind them the techniques and
methods of 'peasant' food production and, as Oddy and Burnett assert (1992), became
part of a food provisioning and consumption system based largely on industrialised

production: collectivised milk, processed, preserved and dried goods. As it has been
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asserted in the preceding section that the upper and middle classes of this era based their
culinary habits on a French model, it is argued that overall, territorial differentiation in
food habits, and the existence of territorially distinctive foods, suffered from
abandonment by all levels of British society during industrialisation. Indeed, this
combination of changes in the food production and consumption habits of both rich and
poor in 18th and 19th century Britain is put forward as one reason to explain why Britain
has apparently few regional specialities, while France, where the effects of

industrialisation were less severe, has a proliferation (Mennell, 1996; Driver, 1983).

Such are the arguments put forward to explain the negative impacts of industrialisation on
territorial distinctiveness in foods. However, close reading of the literature also reveals
evidence to suggest that the industrialisation era, whilst not exactly favourable to the
production of territorially distinctive foods, did give rise to some regional specialities.
First, it is possible to identify a set of products emerging in this era which, though
comprised of distantly sourced ingredients and produced in an urban, rather than a rural
setting, nevertheless owed their special characteristics to specific historical circumstances.
An example of this is Harrogate Toffee (as discussed by Mason, 1999), a type of hard
boiled sweet flavoured with lemon. This product was designed by local grocer John
Farrah specifically for Victorian ladies to take after drinking the town's famous spa
waters, in order to remove their bitter taste. Although produced in the town from non-
local ingredients (for example, sugar and lemon), the distinctive flavour and texture of the

toffee has it origins in precise, place-related circumstances.

A second set of industrial era products are those which, although the result of mechanised
manufacture, also owe their distinctive characteristics to the socio-economic
circumstances surrounding their production. Vimto is an example of this type: formulated
by Manchester druggist John Nichols in 1908, and containing 29 fruit and herb
ingredients, it was originally intended as a health tonic. However, given the strength of

the temperance movement at that time in the urban areas of the north west, the drink
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gained popularity instead as a healthful leisure drink (Mason, 1999). Like Harrogate
Toffee, this product appears to have strong ties to place (in this case, the urban working
class areas of north west England), and also, though invented in the 20th century, has its
origins in the medieval practice of making herbal cordials for restorative and medicinal
purposes (Bumnett, 1999). In both types of product therefore, elements of either
geophysical or human facets of typicity can be identified, though these foods are far from

the common perception of speciality regional foods as the products of peasant agriculture.

The final way in which the industrial era could be seen to have had a positive impact on
speciality regional foods is through the creation of market conditions conducive to the
appearance of clearly identified, branded products (as discussed by Oddy and Burnett,
1992). In pre-industrial eras, the literature appears to suggest that much production of
territorially distinctive foods was haphazard, resulting in individual products of variable
characteristics and quality. With the emergence of mechanised, technology-driven
production processes however, coupled with commercially oriented businessmen, it
seems that products began to appear on the emerging national-scale marketplace,
endowed with modern characteristics such as quality specifications and brand identity.
For example, many of the plant and animal species perceived in the UK today as
'traditional’ and place-rooted - Cox's Orange Pippins and Bramley's apples (Twiss,
1999), Aberdeen Angus beef and Gloucester Old Spot pigs (Mason, 1999) - owe their
renown to the 'improving' tendencies of 18th and 19th century agronomists and livestock
rearers, combined with the promotional efforts of enthusiastic societies or entrepreneurial
individuals. Another example is smoked fish: whilst it has been identified in preceding
sections that fish smoking took place all along the east coasts of Scotland and England, it
was one John Woodger from Seahouses, Northumberland, who deliberately invented and
branded what is now known as the Craster Kipper in the 1840s, explicitly intending the

product for the London market (Mason, 1999).
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A final, but noteworthy, impact of industrialisation on territorially distinctive foods was
in the origins of a trend amongst urban middle classes to appreciate products of hand-
crafted, artisan labour, particularly when such products could fit in with the fashionable
continental culinary style. As in other product sectors where industrial processes gave
inexpensive goods, hand-crafted foods had an expensive cachet. For example, whilst
fish pastes were seen as lowly products in Victorian times - industrially manufactured
foods derived from the cheapest ingredients - ‘potting', the process of hand-preserving
shellfish in butter, gave rise to a 'coastal delicacy' (Mason, 1999). Such products also
fitted in well with the emergence of tourism, which entailed the purchasing of perceived
fancy gift items. Overall therefore, it seems that industrialisation has had a complex and

far-reaching impact on territorial distinctiveness in foods.

2.3.5 Agrifood Policy

Like industrialisation, the final macro-environmental impact considered here appears to
have had a similarly far-reaching impact, though its effect seems to have been more
straightforward: much of the evidence seems to point towards British agrifood policy in
the 20th century militating against the existence and development of territorially distinctive

foods.

First, is the observation that the mechanisation and technology-driven production
processes of the industrial era, so apparently damaging to the existence of speciality
regional foods, were supported and encouraged politically. This can be construed as
logical, given the status of Britain as an island-based nation keen to ensure self-
sufficiency in food and nutrition. These preoccupations were compounded in the early
years of the 20th century, when large scale medical examinations accompanying
conscription for W.W.I revealed the general state of ill-health and malnutrition within the
population (Oddy and Burnett, 1992). This led to an agricultural policy focused on

production maximisation and a food policy focused on dietary improvement, through the
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application of scientific and technological advancements to dietary advice. Both could be

construed as being detrimental to territorial differentiation in foods.

Furthermore, state controlled Marketing Boards were set up to regulate the distribution of
agricultural products: this system of food provisioning effectively treated agricultural
products as standardised, homogenous commodities, with differentiation - territorial or
otherwise - not encouraged or incentivised. In addition, these Boards were accompanied
by a widespread perception amongst farmers that any type of on-farm processing (e.g.
cheese-making from milk) was forbidden (Mason, 1999). Thus the middle years of the
20th century saw the ceasing of production of a huge proportion of small-scale, on-farm
processing activities, especially farmhouse cheese-making, with a great many of today's
speciality cheeses being 'revived' only within the last 20 to 30 years. Finally, with the
advent of W.W.II, the emphasis on food security increased, putting continued emphasis
on production maximisation and standardisation of agrifood products. On the demand
side meanwhile, many authors point to the impact of long-term food rationing on the
culinary habits of the whole of the UK population: although this is perceived as having an
homogenising e.gfect on the diets of rich and poor, it is asserted that the 13 years of
existence on a limited variety of foods and ersatz products broke down further the links
between (particularly urban) populations and their traditional culinary practices (Driver,
1983; Mason, 1999). Overall therefore, the production maximisation and efficiency
based agrifood policies of the 19th and 20th centuries appear to have strongly militated

against territorial differentiation in food, and the existence of regional specialities.

2.3.6 Summary

In summary, what can be said about the links between food and territory in the light of
this review of macro-environmental impacts? The social historical literature has been
illuminating. Whilst a simple picture may be painted of an ancient era where geographic
differentiation in food production and consumption was once 'the natural order of

things', the impact of macro-environmental forces can be seen to have been prevalent
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even from early times. In eras of migration of significant peoples (e.g. Cistercian monks
to northern England in the 12th century) and international exploration and trade (e.g. the
15th and 16th century epic voyages), new techniques and new products have appeared in
Britain, many of which have become subsumed and naturalised into local production and
processing habits. This process is moderated by the ways in which social hierarchies in
different communities work: some items become prized and associated with wealth and
prestige (such as foods associated with haute cuisine), leading to differentiation in food
habits by social strata rather than by geography. Industrialisation, furthermore, has a
complicated role to play, with forces of mechanisation and standardisation of production,
and movement of populations to urban areas all mitigating against territorially distinctive
foods, yet within the UK context, these forces are associated with the appearance of
certain place-related specialities, and also with the emergence of a commercial marketplace
with strongly identifiable, branded products. Finally, agrifood policy within a UK
context may be seen to have had a more straightforward impact on territorial
distinctiveness in foods, encouraging a socio-economic environment where the emphasis
has been on production maximisation and standardisation, and where the predominant
food culture is.;.based on the application of industrialised methods and scientific
discoveries rather than the appreciation of territorially distinctive raw materials or

traditional, human, techniques of production.

2.4 Speciality Regional Foods as Marketable Products

So far in this Chapter, the emphasis in addressing the question 'what is a regional food?'
has been on reviewing what the literature says about where territorially distinctive foods
come from, and what forces have combined to influence their 'journeys'. It has been
identified that territorially distinctive foods have two distinguishing dimensions:
geophysical and human facets of typicity, and that these are impacted over time by forces
of trade, migration, the organisation of societies, industrialisation and implementation of
agrifood policies. Mainly the discussion has focused on what these forces mean for the

ability of a food product to demonstrate geophysical and human facets of typicity.
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However, in the course of this discussion it has emerged that territorial distinctiveness in
foods can be shaped by the purchasers and consumers of foods. For example, in
discussing foods as status symbols, it has been noted that where products are highly
prized by social elites, they achieve a certain renown or reputation: thus, they become
'specialities' associated with their place of origin. Similarly, in the industrialisation era, it
has been noted that it was the efforts to 'brand’ certain foods which helped to give these
products distinctive identities, again, turning them into place-associated specialities. This
notion of territorial distinctiveness as an appealing product feature, attractive to
prospective consumers, is derived from the marketing perspective of food products. In
this perspective, objects are analysed not in terms of their place in social history, their
physical composition, or the techniques of their production, but rather in terms of what
they offer and communicate to consumers within an economic exchange transaction. It is
from this marketing perspective that the final third of this chapter will seek to address the

question 'what is a regional food?'.

2.4.1 A Marketing Perspective of Food Products

First, what are the precise elements of a marketing perspective of food products and what
insights can this bring to an understanding of speciality regional foods? Essentially, the
perspective takes as its starting point the notion of products as exchange commodities:
items offered up by producers to attract the custom of a purchaser, over and above what
is offered by competing products. Any speciality regional food therefore, is thought of as
a 'bundle of attributes', a set of tangible and intangible features and qualities from which
a consumer may derive satisfaction. A simple framework is commonly used to classify
these attributes (Figure 2.3). What this framework proposes is that at the heart of any
product is a set of core benefits: these represent the fundamental reasons why a consumer
purchases a particular product, the sources of 'need satisfaction'. In typical food
products these may involve, for example, the simple satisfaction of hunger, the hedonistic
enjoyment of distinctive flavours, or the ability to impress a peer group with a

demonstration of culinary knowledge and good taste. At the actual level, there are the
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physical and tangible attributes such as product texture, appearance, packaging and brand
name: all the product features which can be recognised and perceived through the five
senses, and which can be adjusted to communicate certain core benefits. For example, a
bottled beer packaged in a screw-top vessel with a hand-written label communicates
different types of core benefits to one packaged in more elaborate materials. Finally,
there is the augmented product level: all the additional service features which are
conducive to the purchase of the product and its core benefits. In terms of speciality
foods, these may include things like assurance of a direct relationship between the

producer of the product and the end consumer, or the provision of product guarantees.

Figure 2.3 A Marketing Perspective of Products
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With respect to the question of 'what is a speciality regional food?', this marketing
perspective of products gives rise to two important points. First, there is the novelty of
analysing a territorially distinctive food not in the scientific terms of its composition, nor
in the social historical terms of its production and use, but rather in terms of the end
product qualities it offers the consumer. Such a perspective is extremely valid for a set of
products which exist within a competitive marketplace: to appreciate and understand their
meaning and value, the perceptions of the consumers which give them their value must be
taken into account. Second, and leading on from this point, is the notion that consumers,

drawing from what is communicated to them through the actual product level, project
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onto products their understanding of what these products are and what they represent,
irrespective of the reality underpinning the product (as highlighted by Trognon, 1998).
In terms of territorial distinctiveness therefore, consumers may make judgements about
the nature of geophysical and human facets as they perceive them within a product, which
may be at odds with the essential product history. Furthermore, the marketing
perspective also highlights that producers can adjust and manipulate the actual product
level to communicate 'truths’ which may be likewise at variance with the essential product
history (as discussed by Amilien, 1999 and Tregear et al, 1998). The marketing
perspective therefore introduces the notion of territorial distinctiveness as a fluid,
imagined entity, subject to the manipulations and interpretations of the individuals

involved in speciality regional food production and consumption.

2.4.2 Consumer Perceptions of Speciality Regional Foods: 'Country of Origin' Studies
So what is the nature of these intangible end qualities which are attached to speciality
regional foods? What indeed are the perceptions of consumers with regard to these
products? One obvious area of literature to turn to for answers to these questions is
‘country of origin' research:  a popular and long-standing field of consumer research
which investigates how the indication of place (usually country) of origin on a product
label impacts on consumer perceptions and purchasing behaviour. This literature
suggests, for example, that consumers have preferences for products of their own
country or region, that is, they display 'ethnocentric' behaviour (Guerro et al, 1998;
Wirthgen et al, 1998), and that country of origin can be used as a cue to infer product

quality when a consumer is unfamiliar with a product category (Han, 1989).

However, despite the vast array of empirical studies which exist in the field of country of
origin research (e.g. Bilkey and Nes, 1982; Eroglou and Machleit, 1989; Gaedeke, 1973;
Kaynak and Cavusgil, 1983), much of this literature is in fact of limited use .to the
analysis of consumer perceptions of territorially distinctive foods. First, very few of

these studies have been conducted specifically on food products: given the special and
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distinctive way in which foods are associated with territory, with all the accompanying
complexities, it would appear over-ambitious to try to extrapolate too enthusiastically
from the results of non-food studies (Skaggs et al, 1996). Second, even amongst those
studies which have focused on food products (e.g. Howard, 1989) - and indeed those
which have included specified produits de terroir in their investigations (e.g. Alvensleben
and Schrader, 1998; Giraud, 1998) - the dominant approach has been to employ
multivariate techniques such as factor and conjoint analysis to explain consumer
perceptions. As Verlegh and Steenkamp point out (1998), such methods may be useful
in indicating the relative effect of different product variables on consumer perceptions
(e.g. taste, texture, quality, price), but they give little insight into how these perceptions

have been arrived at.

2.4.3 Consumer Perceptions of Speciality Regional Foods: A Qualitative Study

A more in-depth approach was taken however by Kuznesof et al (1997) in their study of
consumer perceptions of 'regional' and 'northern' foods in the UK. Recognising that
food and territory may be linked together in complex ways, and that the nature of
consumer perceptions of these links is likely to reflect this complexity, the researchers
employed a qualitiative methodology to allow research participants to express their
perceptions and experiences more fully and in their own words. A series of eight focus
groups was conducted, in which participants were asked to give examples of 'regional’
foods, then discuss in depth their perceptions and behaviour relating to such foods.
Overall, consumers were found to attach a substantial variety of meanings to the term
'regional food', and a number of complex associations was found to underpin these. For
example, regional foods were described as being 'foods specific to a country, region or
area', 'products suited to a climatic area', and the 'free food of an area. Regional foods
were also associated with certain types of lifestyle, being described as 'old-fashioned
food', ‘poorer people's food, and 'home-cooked food'. To consolidate this variety of
perceptions, the authors propose a hierarchical construct of concepts and ideas (Figure

2.4). This identifies that the dimension of tradition or heritage in regional food - the
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dimension which distinguishes regional food from other types of food - is derived from a
combination of custom- and locale-related features. Thus, the use of particular recipes
and/or methods of food preparation and service are custom-related means by which a
food may be perceived as regional. Particular climatic conditions or soil types,
meanwhile, constitute the more geophysical or locale-related means by which a food may

be perceived as reigonal.

Figure 2.4 Factors Relating to the Tradition and Heritage of Regional

Food.
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food . /\
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One of the striking things about this construct of consumer perceptions is its resemblance
to the depiction of territorial distinctiveness given at the start of this Chapter, whereby
typicity in foods is seen to be comprised of geophysical and human facets. At a basic
level therefore, it would appear that consumers appreciate the 'essential’ characteristics of
regional food products. However, this study also highlights the variety and complexity
of other meanings attached to regional foods, which suggests that perceptions of the end
product qualities of these foods are varied and complex. Indeed, Kuznesof et al go on to

find that regional food products are sometimes perceived as gourmet specialities,
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sometimes as natural and free from additives, sometimes as rather basic and stodgy

foods. Clearly, there are many perceptions at play here.

Although the above research gives more insights into how territorially distinctive foods
may be perceived by consumers, a solid, comprehensive account of the end product
qualities associated with such foods is still lacking. Therefore, to conclude this Chapter,
the final sections propose an hypothesised list of such qualities, drawing from the
insights gained in this Chapter from the scientific, social historical and marketing
literatures. In effect, this list is a synthesis of the key points addressing the question
'what is a speciality regional food?' It proposes that there are five main qualities
associated with territorially distinctive foods: 'rustic', ‘gourmet, 'natural’, 'traditional'

and 'local pride’. Each is now described in turn.

2.4.4 Speciality Regional Foods as 'Rustic’

A initial quality which may be perceived within a territorially distinctive product is that of
rusticity: for example, in the study of Kuznesof et al (1997), it was asserted by
consumers that 1:§gional foods can be basic, simple items, produced and processed in an
inexpensive way by local people of lowly means. This perception has much support in
the social historical literature reviewed in this Chapter, as the work of many authors (e.g.
Mennell, 1996; Montanari, 1994; Peltd and Pelto, 1983; Tannahill, 1988) has
demonstrated how territorially distinctive foods arose from peasant lifestyles and
subsistence agriculture. Rusticity is also echoed in the human facet of typicity proposed
at the beginning of the Chapter, whereby human inputs are viewed as basic means of
extending the nutritional lifespan of local raw materials. Delamont's work (1995)
emphasises rusticity even further by highlighting the laborious, messy and often
thoroughly unpleasant nature of traditional food production (e.g. the slaughtering,
rendering and curing of pigmeat by hand to make ham), portraying it as a binding,
inhibiting ritual, particularly for the female members of local populations. As such, both

she and Oddy and Burnett (1992) are quick to point out how the ready-processed, mass-
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produced convenience foods of the industrialised era were highly prized by such

populations, as they offered liberation from a laborious and tedious lifestyle.

2.4.5 Speciality Regional Foods as 'Gourmet'

In contrast however, another quality associated with speciality regional foods, expressed
within the literature of this Chapter, is that of their savourable, or 'gourmet' nature.
First, Kuznesof et al (1997) reported that consumers sometimes spoke of regional foods
with pleasure and anticipation, conveying the perception of these products as unusual and
special, comprising taste and texture sensations which give rise to an enhanced
gastronomic experience. This perception has echoes in the anecdotal evidence, reported
at the beginning of this Chapter, in support of the geophysical dimension of typicity in
foods. That is, frequent claims are made to suggest that the products of certain defined
geographic areas are imbued with special organoleptic characteristics, giving them refined
and superior flavours. Furthermore, other work points out that as speciality regional
foods are derived from small-scale, artisanal production methods, they can be imbued
with an exclusive, rarity value (e.g. Kupiec and Revell, 1998). As such, speciality
regional foods may be considered 'gourmet’ because of their lack of ubiquity. Finally,
some authors also point to the fact that distinctive foods from certain territories, when
made available in other geographic areas, may take on qualities of exoticism, lending
them a specialist cachet (Jordana, 2000). Thus, what may appear to be commonplace and
humdrum in one area may become a remarkable luxury in another.

It is intriguing to note that speciality regional foods can be associated with both 'rustic’
and 'gourmet’ qualities: dimensions which appear to be the opposite of each other.
Drawing from the literature presented in this Chapter however, a number of explanations
can be put forward to explain the contradiction. First, there is the anthropological notion
of foods as symbols of status and identity: when foods become fashionable or associated
with elite groups within society (as highlighted by the adoption of haute cuisine amongst

the European aristocracy in the 18th and 19th centuries) the food products themselves
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become imbued with status and prestige, irrespective of their potentially basic, simple
origins. This according of status fluctuates over time, as evinced by the previously cited
example of shellfish being despised in the 12th century (Montanari, 1994), but prized as a
coastal delicacy in the 19th century (Mason, 1999). Currently in UK food culture, it
would appear that speciality regional foods are accorded high status by certain
consumers, because geophysical elements and hand-crafted, traditional production
methods are perceived as 'markers' to enhanced organoleptic qualities in finished
products. As Moran (1993) points out however, this use of territory is only one means
of 'marking out' high-status foods (it happens to be a very French way), with the
implication that in cultures or eras where other markers of status are used, speciality

regional foods may lose their gourmet appeal.

A final set of arguments to explain the apparent contradiction of rustic and gourmet
qualities derives from the sociological accounts of the impact of industrialisation on food
habits. As Montanari (1994) asserts, once populations became 'delocalised' from small-
scale agriculture and food production by moving from rural to urban areas, foods derived
from such small-scale production became imbued with new values: the laborious,
painstaking processes and the peasant lifestyles embodied within the products became
perceived positively by de-racinated urban dwellers, in a mood of wistful nostalgia. In
this way, he points out, the rustic qualities of speciality regional foods become highly

prized themselves.

2.4.6 Speciality Regional Foods as 'Natural'

A third distinct quality associated with speciality regional foods is that of naturalness: the
notion of typical foods as being fresh, pure and unadulterated. Thus, despite the earlier
assertion of Levi-Strauss that all foods represent the transition from 'nature' to ‘culture’,
typical foods appear to be associated with a less drastic transformation, using methods
which are environmentally and ecologically sustainable. From the study of Kuznesof et

al (1997), consumers were found to perceive regional foods as non-artificial, with the
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standpoint that where end products contained synthetic additives, this would detract from
their status as 'regional’ foods. In a similar vein, Jordana (2000) alludes to the popularity
of speciality regional foods being derived from their quality as 'anti-Frankenstein foods',
in an age where genetic modification and other scientific incursions in food production are
objects of consumer concern. Thus, there appears to be a distinction between typical
foods as the products of primarily human interventions, and industrialised foods, as the
products of scientific and technological interventions, designed for an industrial

marketplace.

2.4.7 Speciality Regional Foods as 'Traditional’

A fourth quality associated with speciality regional foods is that of 'tradition’. As
Kuznesof et al highlight (1997), tradition and heritage are concepts which can be used to
distinguish regional foods from all other types: it is the particular place-related production
'stories' which they offer which makes them distinctive as a set of products. Participants
in this study associated tradition with both the methods of food production and
processing developed within an area, as well as the habits, customs and lifestyles of the
local people using the foods. Throughout, the input of human labour, skills and expertise
was recognised. These perceptions echo the assertions of Bérard and Marchenay (1995)
and Mason (1999), who depict regional foods as those arising from the inter-generational

transfer of skills and savoir-faire in hand-crafted products.

A number of food sociologists have contemplated more deeply the apparent popularity of
qualities of tradition and hand-craft in foods today. Fischler (1988) for example, asserts
that food derived from agro-industrial processes is food without origin, history or
identity. This makes consumers 'angst-ridden’ over their food choice, an angst which
may be alleviated through the purchase of foods conveying qualities of 'tradition’.
Similarly, Warde (1997) and Amilien (1999) argue that traditional, hand-crafted foods
offer a 'moral and aesthetic anchor' in the modern world, a source of security in the face

of 'McDonaldization' (after Ritzer, 1996). Rochefort, cited in Trognon (1998), goes



further to argue that the demand for traditional foods springs from the desire of modern,
urbanised consumers to return to their roots: a notion which echoes other authors'
observations of the concept of rusticity. However, Kupiec and Revell (1998) allude to a
slightly different notion of what traditional, hand-crafted products offer the consumer:
that of the ability to have knowledge of the production process and thereby enter into a
more direct and intimate relationship with the producer. A startling example reported by
these authors serves to highlight this point: at the time of the listeria scare surrounding
Lanark Blue cheese in the early 1990s, respondents to the authors' survey reported
increasing their consumption of this cheese, or trying it for the first time. It may be
interpreted that the feature of this cheese as artisanally produced led to feelings of

confidence and trust amongst consumers, notwithstanding the uncertainties surrounding

the product's safety.

2.4.8 Speciality Regional Foods as Symbols of Local Pride

The fifth and final quality of speciality regional foods proposed here is the ability of such
foods to tap into, or represent, the pride and aspirations of local people. As the
participants of t11¢ study of Kuznesof et al asserted, regional foods are the products used
and consumed by local people. However, what many 'country of origin' and related
studies find is that consumers tend to express a preference for products of their own
country or region (e.g. Guerro et al, 1998; Wirthgen et al, 1998) which suggests that
consumers may imbue such products with positive features which they associate with
themselves. This tendency can be explained through the anthropological theory, noted
already in this Chapter, that foods are expressions of identity, used by human beings to
indicate belonging to a community, or to indicate difference from others. Thus, a
speciality regional food may be valued and appreciated not necessarily because of its taste
characteristics or precise method of production, but rather because it embodies the human
skills, ingenuity, efforts and resources of the local area. Driver (1983) goes further than

this, to argue that foods may be associated with local political activities, using the re-
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emergence of nationalist politics in the 1980s in Scotland and Wales to explain the rise in

interest in regional cuisines during this time.

2.5 Summary

This Chapter has addressed the question 'what is a speciality regional food?' by
investigating in depth the nature of the link between food and territory, drawing from the
scientific, social historical and marketing literatures. First, two key facets - geophysical
and human - have been proposed as comprising the 'essence’ of territorial distinctiveness
in foods. Next, a series of macro-environmental forces have been presented
(international trade; population migration; organisation of social hierarchies;
industrialisation and agrifood policy) and their impacts on geophysical and human facets
of typicity discussed. With these, it was demonstrated that trade and migration
continually change the geophysical and human facets of typicity, highlighting the fallacy
of perceiving territorially distinctive foods as 'fixed' in time and space. The organisation
of social hierarchies meanwhile, highlighted how foods can be accorded different levels
of status and prestige over time, which can serve either to reinforce or erode territorial
distinctiveness in foods. The force of industrialisation was seen to have had a complex
and ambiguous impact on territorially distinctive foods in the UK, standardising food
production and homogenising food habits on the one hand, but creating new specialities
and giving rise to branded, identifiable products on the other. The impact of agrifood
policies in the UK over the last century, however, was found to have had a more

straightforwardly detrimental influence on the existence of speciality regional foods in this

country.

Having considered the essential elements of a territorially distinctive food, and the
environmental impacts moderating them, the Chapter then presented the perspective of
speciality regional foods as marketable exchange items which offer particular qualities and
features to consumers. From this perspective, it was determined that territorial

distinctiveness can be viewed as a fluid, manipulable attribute, subject to the
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interpretations of both producers and consumers. In terms of the end qualities that
consumers associate with speciality regional foods, the findings of existing consumer
studies were synthesised to propose a five-fold list (rustic; gourmet; natural; traditional
and 'local pride'), the permutations of which were then discussed with reference to the

scientific and social historical evidence presented earlier in the Chapter.

In terms of answering the question 'what is a speciality regional food?' therefore, this
Chapter has highlighted that territorially distinctive foods may be analysed from a variety
of perspectives and comprise complex meanings and associations. As such, the
discussion has paved the way for an in-depth, empirical investigation of speciality
regional food products currently on the market. Before this is conducted however, an
understanding is needed of the producers of these products: whatever complex meanings
and associations are present in speciality regional foods must be at least partly due to the
mentalities, objectives and decisions of the individuals who bring them to the market.

These issues and considerations are the subject of Chapter 3.
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Chapter 3  Speciality Regional Foods: The Producers

3.1 Introduction

Having explored in depth the essential composition, social history and marketing qualities of
speciality regional foods, the focus of this investigation now turns to the producers of these
products. As emphasised in previous Chapters, any study of the marketing of items such as
territorially distinctive foods is incomplete without a consideration of the individuals and
firms who create them and bring them to the marketplace. Whatever impacts the various
social, economic and political forces have had on territorially distinctive foods over time, the
nature and qualities of such foods currently on the market are, at least in part, a reflection of
the mentalities of their producers. Thus, the purpose of this Chapter is to explore who
speciality regional food producers are and how they behave. What are the characteristics of
these individuals and enterprises? What are their feelings and dispositions towards what they
do? How do they make decisions about their products, both in terms of methods of
production and how they are offered onto the market? To address these questions, literature
from a wide variety of fields is drawn from including small business, marketing,
entrepreneurship and sociology. The Chapter begins with a brief review of existing empirical
studies of speciality regional food producers in the UK, summarising the apparent key
profiles and characteristics of such producers. Next, an exploration is conducted into how
individuals and enterprises of this sort might behave, beginning with the theories proposed in
the marketing and small business literatures, and continuing with those arising from studies
of entrepreneurship. Finally, the exploration draws from sociological work, particularly
studies of craftspeople or artisans, to shed further light on speciality food producer
behaviour. The Chapter concludes with a summary of the key points to take forward for

primary research.
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3.2 Profile and Characteristics of Speciality Regional Food Producers

First, who are speciality regional food producers and what can be said about their profile and
characteristics? Already, the review of the social history of regional foods in Chapter 2 gives
an indication of the potential variety of producer types which may currently exist. On the one
hand, speciality regional food producers may be small-scale, ‘peasant’ agriculturists,
drawing from on-farm resources and/or generations of tradition to make hand-crafted
products, in spite of the contrary forces of industrialisation and 20th century agricultural
policy. On the other hand, they may be the descendants of the Victorian entrepreneurs who
gave distinct brand identities to certain foods for the first time, and turned them into ‘regional
specialities’. Or, they may be simply businessmen and women producing and marketing
goods to make a livelihood just like their contemporaries in any other processing or
manufacturing sector. The potential for different types of behaviours and product and

marketing decisions would appear to be vast.

The first task therefore, is to try to identify any common features or characteristics of
speciality regional food producers. An extensive literature search revealed three existing
empirical studies focused specifically on such producers: two surveys of the 'speciality' food
sector commissioned by Food From Britain (MORI, 1995, cited in Food From Britain, 1996;
and DTZ Pieda Consulting, 1999) and a study of the development needs of the speciality
food and drink sector in the north west of England (Cope, 1997). Although the sampling
frames of these studies differ from one another, some conclusions about basic producer

characteristics can be drawn:
(i) Size. Speciality food producers tend to be small, or micro businesses (DTZ found that

nearly 70% of their sample had 10 employees or less; Cope found that 84% employed 4

people on average);
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(ii) Turnover: These producers tend to have a limited turnover (both the MORI and DTZ

surveys found average firm turnover to be less that £250,000);

(iii) Location:: T70% of producers are located in rural areas (DTZ);

(iv) Production Methods: although not formally investigated within the surveys, there was
some evidence to suggest that the use of hand-crafted production methods, though not a

defining feature of speciality food firms, are nevertheless important to many such producers.

Thus, the results of these studies do give some basic information into the profile of speciality
regional food producers. However, as they take primarily a structured, quantitative
approach, little insight is given into what these identified characteristics mean for the
mentality and behaviour of such producers. It is not indicated, for example, what impact
limited human and financial resources might have on the way a speciality food producer deals
with production and marketing activities, or what the engagement in hand-crafted processes
might mean for the way he or she regards the purpose of the enterprise. It is these issues
which are crucial to this investigation. Fortunately, work in the small business,
entrepreneurship and sociological literatures does give further insights into these questions,
although the studies are not focused specifically on the speciality food sector. Before
exploring this work however, the notion of what is meant by 'mentality’ and 'behaviour' in
business needs to be introduced and explained more fully. This is discussed most

comprehensively in the marketing literature and is the subject of the following section.

3.3 Market Orientation: Theory and Construct
Whatever their particular circumstances or profile, from an economics or marketing
perspective it may be asserted that speciality food producers in the UK today are private

enterprises operating in a free market. As such, their existence is underpinned by a basic
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economic truth: no matter what the social historical significance of their products or the
unique raw materials comprising them, if sufficient income is not generated to cover the costs
of production, these producers will cease to exist. In the marketing and management
literatures, it is argued that producers can address this truth’ with certain behaviours - ways
of thinking and acting - which will increase the likelihood of the survival and growth of their
enterprises in the long term. Specifically, the behaviour that is advocated for long term

commercial success is that of 'market orientation'.

Market orientation has been defined variously as a "shared set of beliefs and values that put
the customer in the center of the firm's thinking" (Deshpande and Webster, 1989), a "state to
which a business tends towards its customers” (Dalgic, 1998) and an "organisational culture
focused on the market" (Harris and Ogbonna, 1999). What these definitions have in
common is the notion of market orientation as a state of mind or guiding philosophy
inherently possessed by a producer or manager, which is also permeated throughout an
enterprise and shared by the employees. The substance of this philosophy involves
appreciation, by producers, of the critical role played by consumers in business survival and
growth. Without consumers, a business will soon fail. Therefore, in a market oriented firm,

all individuals are said to share the common purpose of attracting and retaining customers.

Altilough such definitions convey the broad meaning of market orientation, the implications
in terms of actual implementable behaviour are less clear. What does a producer actually
have to do in order to become market oriented? How can market oriented behaviour be
recognised? Some authors have investigated this by developing theoretical constructs of
market orientation, which propose particular behaviours and activities conducive to this
orientation. The pioneering work of Narver and Slater (1990), Kohli and Jaworski (1990)
and Jaworski and Kohli (1993) has been most influential, with their constructs being

extended and modified by a plethora of subsequent studies (e.g. Deng and Dart, 1994,
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Greenley, 1995; Gray et al, 1998; Pelham, 1999). Synthesising the key elements of the
constructs developed in these studies, it appears that market oriented behaviour involves the
following combination of mindsets (ways of thinking) and activities (ways of doing) (Figure

3.1).

Figure 3.1. Components of Market Oriented Behaviour

. MARKET ORIENTATION
MINDSET ACTIVITIES
external focus, esp. customers information gathering
growth driven planning
profit driven co-ordination
strategic perspective:
- long term
- ‘portfolio’

Thus on the one hand, market oriented behaviour appears to involve a mental predisposition
towards certain phenomena and goals. First, there is the focus of the producer on factors
external to the firm: most emphatically the customer, however the constructs mentioned
previously also propose that a focus on competitor activities and macro-environmental trends
are also integral to market oriented behaviour. Next, it is proposed that market orientation
involves the prioritisation of growth and profit objectives by the producer: crucially, all
studies appear to assert that market oriented behaviour involves the choice of the producer to
focus on growth and profits as primary objectives. Finally in terms of the 'mindset' of
market orientation, some studies (e.g. Narver and Slater, 1990) include the predisposition of

the producer towards what may be called a 'strategic' perspective: that is, a readiness to

52



contemplate the long-term consequences of actions and/or the inclination to perceive the

enterprise as a portfolio of activities and resources, open to judicious 'mixing'.

On the other hand, market oriented behaviour also appears to involve the execution of certain
activities. Most readily noted by previous studies (in particular those of Kohli and
Jaworski), are information gathering and processing activities within the firm. As may be
expected, studies appear to emphasise market and customer information gathering above all,
though continuous research of the general external environment is also considered integral to
a market orientation. A second set of activities involves planning: that is, the logical,
systematic setting out of courses of action in response to gathered information, so that
objectives may be achieved. Finally in terms of activities, and highlighted in particular by the
studies of Kohli and Jaworski (1990; 1993) and Harris and Ogbonna (1999), the co-
ordination of individuals and functions within the enterprise are also considered instrumental

to a market oriented firm.

3.3.1 Empirical Support for Constructs of Market Orientation

Overall therefore, market orientation is proposed to be a multi-dimensional construct of
producer behaviour which combines a set of mental predispositions or modes of thinking
with the execution of certain activities. In fact, there is some empirical support for the
validity of this construct in the work of Narver and Slater (1990) who, in testing the
robustness of their own specific construct, verified that the sets of mentalities and activities
akin to those presented in Figure 3.1 are mutually complementary, and together seem to
describe a coherent orientation (although authors such as Gray et al (1998) do point out that
the precise emphasis of the separate components of the behaviour may vary from sector to
sector, or from country to country). In addition, studies have also measured the impact of
this behaviour on the financial performance of enterprises, demonstrating most frequently

that market orientation does have a positive impact, although, for example, the competitive
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environment (Greenley, 1995) or the type of product (Narver and Slater, 1990) may have
moderating effects. Overall however, for any speciality food producer operating as a private
enterprise in an industrialised and competitive free market, there does appear to be support
for the notion that market orientation is a sensible behaviour to adopt to ensure survival and

growth.

3.3.2 Critiques.of Market Orientation

Despite the intuitive appeal of the logic of market orientation and the empirical evidence to
show its impact on enterprise performance, a number of concerns and criticisms have been
raised regarding the manner in which the concept is advocated by its proponents, as well as
towards weaknesses in the construct itself. These are all very relevant to its potential as a
useful mode of behaviour for speciality food producers. First, it is argued that the manner in
which proponents advocate marketing orientation, typically as the culmination of a linear
progression of orientations going from production through to sales, gives the impression that
it is the most enlightened form of enterprise orientation, superior to all others (Pearson,
1993). This gives the impression that market orientation is a universally applicable 'magic
formula' which can bestow benefits regardless of enterprise size, sector, or environment.
This normative stance overlooks the fact that there are costs associated with conducting
market research or instigating planning activities and these may, in certain circumstances,
outweigh the benefits of executing them. Recalling the survey evidence of Cope (1997) and
DTZ (1999), the fact that speciality regional food producers have limited resources means
this problem of costs may be highly relevant. Furthermore, Houston (1986) argues that the
success of any behavioural orientation is dependent upon competitive and market
circumstances, such that situations where a firm has no other competitors, or customers
actively seek out the firm's products, a production or sales orientation may prove more
profitable because these involve reduced costs. This argument has some empirical support in

the work of Narver and Slater (1990) and Greenley (1995), who both find that under certain
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circumstances, higher levels of market orientation are associated with reduced performance.

Again, speciality food producers may find themselves in these types of market conditions.

A second set of criticisms comes from management researchers who take issue with the
prioritisation in market orientation of customer needs above all other others. Kimery and
Rinehart (1998) and Greenley and Foxall (1997) for example argue that to be successful a
firm must consider the needs of a much wider set of stakeholders, both internal and external
to the firm, than customers alone. Over-emphasis on just one stakeholder group, they argue,
is potentially dangerous. Indeed Greenley and Foxall's empirical study shows that
achievement of a balance between different stakeholder interests is more effective than trying
to prioritise one or two interests over the others. For speciality food producers engaged in
up-holding a socially significant artisan practice, or who are offering employment in remote

rural areas, these criticisms may well have resonance.

Finally, other authors argue that the construct of market orientation itself is conceptually
weak and over-simplified (Harris and Ogbonna, 1999). Previously developed theories of
market orientation give no consideration of the subtle complexities of individual psychology
or organisational culture, thereby ignoring the difficulties associated with producers'
adoption of a mindset, as well as those associated with enterprise-wide 'permeation’ of a
philosophy. As a result, it is unclear what concepts such as 'customeri focus' or 'strategic
perspective’ involve exactly in terms of individual abilities, skills or resources, and it is
similarly obscure how mindsets or ideas may be transmitted between employees. Harris and
Ogbonna also criticise the constructs of market orientation developed for empirical testing,
such as those of Narver and Slater (1990) and Kohli and Jaworski (1990; 1993), for being
too reductionist, boiling down complex behaviours to certain parameters which can be
measured through structured research instruments and then quantitatively analysed.

Behaviour is effectively 'de-humanised’, overlooking the role and value of producer
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mentalities and activities which do not contribute directly to economic or financial goals. As
such, it is argued that these constructs can only give a partial picture of actual producer

behaviour (also discussed by Hackley, 1998).

Thus, the principles of market oriented behaviour have been introduced and explained, with
arguments and some empirical support to suggest that this behaviour is useful and
appropriate for. enterprises, such as UK speciality food producers, who operate in
competitive, industrialised free market economies. However, some caveats and weaknesses
have been noted in the conceptualisation and construct of market orientation, which may have
strong relevance to speciality food producers given their profile and characteristics. These
raise questions as to exactly what sort of behaviours such producers should and do adopt. Is
it possible for speciality food producers to be market oriented? If so, in what form? If these
producers are not market oriented, then what behaviours do they display and what does this
mean for their fundamental need to survive or grow in competitive markets? To address
these questions, the next sections go on to review the work conducted in the literatures of
small business, entrepreneurship and the sociology of craft production: this will allow more
in-depth exploration of the behaviours which may be found in firms akin to speciality food
producers, with indications for what this means in terms of their propensity for market

orientation.

3.4 The Behaviour of Small Firms

From the survey evidence of Cope (1997) and DTZ (1999), it appears that a very common
characteristic of speciality food producers is that they are small or micro-sized, thus a starting
point in understanding their behaviour is to explore more generally the behaviour of small
and micro businesses. In the literature, firm size is usually defined according to employee
numbers, with 'small’ indicating enterprises of 100 employees or less, and ‘'micro' indicating

employees of 10 or less (Storey, 1994). A first point to note therefore is that small firms are
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heterogeneous in nature, from quite formalised, hierarchical enterprises, to family firms,
partnerships and individual entrepreneurs. Speciality regional food producers may fall into
any one of these categories of small firm. In discussing their behaviour however,
researchers are keen to emphasise that, as a group, small firms possess distinctive
characteristics which set them apart from their larger counterparts, making them quite unlike
miniature replicas of large firms (Storey, 1994; Carson, 1990). As such, any 'received
wisdom' regarding management behaviour and orientation developed from large firm
research needs to be treated with caution. In particular, three distinctive small firm
characteristics, all of relevance to speciality food producers, are put forward as posing
particular problems for classic behavioural 'wisdom': the limited resources of small firms; the
nature of their markets and customer relations; and the distinctive influence of the small firm

owner/manager.

3.4.1 Limited Resources

Many authors point out that one of the key distinctive characteristics of small firms (in
particular, as has been seen, in speciality regional food producers) is that they have limited
resources, which are expressed in terms of a lack of time and personnel as well as financial
resources. Empirical studies show that a fundamental concern of small firms relates to
financial matters such as cash flow and the location of sources of finance (Binks and Ennew,
1997). Small firms tend to have tight operating margins which leaves them highly vulnerable
to late payments and bad credit. In terms of the lack of human resources, small firms by
definition have fewer individuals available to perform all the necessary tasks within a
business (Carson, 1995). This implies a lack of specialised labour and the likelihood that
single people in small firms will be adopting multiple work roles. Finally, the lack of
personnel has the consequence of placing severe time pressures on the small number of
workers available. These problems appear to become particularly acute in family firms,

where the delicate nature of inter-personal relations seems to aggravate the situation (Baines

57



and Wheelock, 1997). Small firm employees are therefore stretched in their abilities to

accomplish tasks effectively.

On the face of it, the lack of resources characteristic of small firms raises strong doubts about
their ability to behave in a market oriented manner. First, the practical implications of a lack
of resources is that the activities associated with market orientation (e.g. research and
planning) are unlikely to be conducted, either because the enterprise is too cash poor to
resource them, or too busy producing products to devote time to them, or specialist personnel
are not available to 'champion' such activities and execute them fully. Empirical work
strongly supports these notions, revealing that small firms tend to adopt ad-hoc approaches to
decision-making and eschew market research or planning activities (Carson and Cromie,
1989; Hogarth-Scott et al, 1996; Horng and Cheng-Hsui Chen, 1998). Second, the
preoccupation with day to day worries, combined with a 'fire-fighting' approach to peaks
and troughs of demand, implies that small firms find it difficult to adopt long term
perspectives or focus on the external environment. Therefore, limited resources appear to
detract from market oriented behaviour.

On the other hand, some authors argue that a small critical mass of resources can have quite
contrasting implications for market orientation. In particular, it is argued that the lack of
heavy capital investments, specialised functions or separate departments allows small firms to
be highly flexible, adaptable and innovative (Carson, 1995). Whereas large firms, with all
their organisational and resource 'baggage’, may take a long time to switch direction or
respond to changing customer needs, small firms are able to make rapid responses to shifting
trends or market developments. This argument has some empirical support in the work of
North and Smallbone (1996), who found in their study of small firms in northern England
that rural-based firms were adaptive and innovative in their management decisions, despite

suffering disadvantages and limitations on account of their remote locations (in fact, the
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authors suggest that innovativeness is the result of such limitations). This kind of flexibility
may be thought of as an essential element within market-oriented behaviour. Lack of
resources therefore leads to alternative implications for the propensity for market oriented

behaviour in small firms.

3.4.2 Nature of Markets and Customer Relations

The second distinctive feature of small firms concerns the basis on which they compete in the
marketplace as well as the nature of their customer relations. This is an intriguing
characteristic to contemplate for speciality food producers, given the fact that their products -
with their geophysical and human facets - lend themselves to differentiation and that the long-
standing renown of some product names implies an established customer base. Many
authors indeed argue that the most effective competitive strategy for small firms is that of a
niche or focus strategy, whereby a particular set of customer needs are targeted, most usually
with high value products featuring additional quality and service attributes (Carson, 1995;
Greening et al, 1996). In view of their small size, small firms are thought not to be able to
compete effectively on price, therefore the logic is that they should avoid direct competition
with larger firrns.;and effectively develop mini ‘monopolies’ of their own with specific
customer groups. Empirical work suggests that many small firms do in fact operate in niche
markets, engaging in close and direct relations with their customers and éxpen’encing alot of
repeat custom (e.g. Bryson et al, 1997; SBRC, 1992). For studies where comparison is
available, it appears that those firms who operate in niche markets perform better than those

who don't.

What implications does this have for market oriented behaviour in the small firm? One initial
conclusion is that if small firms perceive themselves to be operating in niche markets then it
suggests that they are aware of the nature of their customers and competitors, and take

decisions on the basis of that 'feel' for the external environment. This notion has some
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empirical support in the work of Hogarth-Scott et al (1996) who found that despite limited
resources which curtailed research and planning activities, many of the small firm managers
they studied had the ability or 'knack' for spotting opportunities and relating well to
customers. Furthermore, in a series of in-depth interviews with speciality food producers in
the north west of England, Cope (1997) found that participants demonstrated versatility and
adaptability, developing new products and opportunities through informal customer feedback
and via an instinctive 'feel' for what would work. In both cases, such behaviour appears to

echo that of the external focus of market oriented behaviour.

However there is a contrasting interpretation of the nature of small firm markets and customer
relations which has quite different implications for producer focus and orientation. Niche
markets may be thought of as involving committed, loyal buyers who are willing to seek out
the small firm and pay a higher price for the product. Following the arguments of Houston
(1989), this is a type of producer-consumer relationship where extensive activities such as
market research would be counter-productive, as the costs would outweigh the benefits. In
fact, in this type of market, Houston proposes that production-oriented behaviour is
appropriate, whereby the producer's mindset and activities are focused on making efficient
the processes internal to the firm, rather than being predisposed towards the external
environment. Although it may be counter-argued that with customer needs always changing
in free-market economies it is important to maintain some external focus and activities, the
arguments of Houston do raise questions about the appropriateness of market oriented
behaviour in small firms. Overall, the nature of small firms' markets and customer relations
raise some intriguing questions about speciality food producers’ behaviour and their

propensity to be market oriented.
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3.4.3 Influence of the Owner/Manager

A third distinguishing characteristic of small enterprises such as speciality food producers is
the influence of the owner manager. Given the few individuals employed in small firms,
many studies point out that overall, owner managers in small firms have more autonomy and
authority in their management decisions and, as such, their personalities and management
styles predominate to a greater extent than would be the case in larger firms (Carson, 1990).
One key aspect of this influence relevant to the question of market oriented behaviour is the
small firm manager's mentality towards growth. Although a focus on growth is seen as an
essential underpinning characteristic of market orientation, empirical studies have found
repeatedly that the majority of small producers do not prioritise growth objectives (e.g.
Brooksbank et al, 1992). Whilst this tendency appears to vary according to small firm size
and type, with fewer microfirms (SBRC, 1992) and family firms (Binks and Ennew, 1997)
prioritising growth objectives, overall it has been estimated that as few as 10% of small
producers actively wish to grow (Binks and Ennew, 1997). It seems that in many small
firms, once operations have reached a certain level, managers are content to supply the needs

of the existing market with existing products, and 'progress' no further (Carson and Cromie,

1989).

Clearly, the influence of the small firm owner/manager and his or her lack of growth
objectives have implications for the propensity for market oriented behaviour. Following the
constructs of market orientation presented earlier, growth objectives supply the underpinning
rationale for diverting resources to market oriented activities such as research and planning,
In addition, without growth objectives, the impetus to focus on the external environment, to
study changes in customer needs and competitor activities as well as to take a long term
perspective, is reduced. In this sense, the lack of growth objectives of many small firm
managers appears to undermine their propensity for behaving in a market oriented fashion.

Alternatively, it may be argued that firms who wish 'merely' to survive may also adopt
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market oriented behaviour. Although growth objectives may provide impetus for the
adoption of market oriented mindsets and activities, managers of any type of private
enterprise may find such behaviour appropriate in an economic climate where customer needs
and the external environment are changing constantly. Thus it is possible to envisage
speciality food producers who, although not intent on increasing significantly the size or
scope of their enterprises, nevertheless aim to achieve financial targets and display behaviour
appropriate to this. The growth objectives of small firm managers do appear to raise

questions about market oriented behaviour therefore.

The above sections have considered how three key characteristics of small firms may impact
on their propensity for market oriented behaviour. Thus far, it may be concluded that the
impact may be mixed. In considering these characteristics however, it is noteworthy that in
the main they relate to conditions and circumstances which small producers may find
themselves in: there is very little direct insight as to how such producers think and behave as
individuals. Such insights are important to a consideration of the overall behaviour and
orientation of speciality food producers. For example, a speciality food producer may not
undertake planning or research activities through lack of resources, however he or she may,
as an individual, just have an intuitive feel for customer relations or a predisposition towards
taking stock of the external environment. One body of literature which considers the small
producer as an individual with innate traits and characteristics is entrepreneurship. This

literature is considered in the next section.

3.5 The Small Producer as Entrepreneur

Many studies have been undertaken in the area of entrepreneurship, although clear definitions
and characterisations in this field appear to be elusive (Bridge et al, 1998). The concept
itself has its roots in macroeconomic theory, in particular the work of Schumpeter (1934),

who identified entrepreneurs as the source of 'creative destruction' in economies, using new
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and innovative technologies and methods in their acti\.zities which render existing patterns of
exchange transaction obsolete, thus altering the nature of production and consumption in an
industrial sector. Thus, entrepreneurs are conceived of as individuals starting up and running
small businesses, who act as 'agents for change'. Those speciality food producers who have
recently set up their enterprises, such as the revivalist cheese-makers of the 1970s and 80s,
may therefore have been acting entrepreneurially, their craft-based production methods being
'innovative' in a sector dominated by mechanised manufacture. Similarly, the small-scale
agriculturists who have diversified into speciality food production whilst their contemporaries
have continued to produce basic, undifferentiated commodities may also be conceived of as

'entrepreneurs’.

According to the literature however, not everyone who starts up or runs a small firm is
automatically an entrepreneur. Rather, some authors (e.g. McClelland, 1961) argue
entrepreneurship is associated with certain personality traits and behaviours. Although the
precise findings of individual studies vary, it seems to be generally agreed that these traits
include creativity, independence-seeking, risk-taking, and achievement orientation (see
Stanworth ez al, 1989; Carson, 1995; Bridge et al, 1998). The entrepreneur is characterised
as an individual who possesses imaginative and creative abilities, is open to and willing to act

upon opportunities, dislikes authority and has inner convictions and the 'will to succeed'.

Since this early work of the trait theorists however, other authors have taken a social
psychological approach to the study of entrepreneurship, arguing that entrepreneurs are
shaped through early socialisation and later work experiences, which provide individuals
with the beliefs and motives which drive them to behave in particular ways (e.g. Stanworth
and Curran, 1976; Smith and Miner, 1983). These studies of entrepreneurship tend to
propose categorisations or typologies of small business managers according to the types of

motivation or cues which drive their behaviour. One interesting aspect of these typologies is
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that the appellation of 'Craftsman' or 'Artisan’ is used commonly to denote small firm
managers who do not possess the creativity, risk-taking or achievement-oriented
characteristics of the 'classic’ entrepreneur. Such individuals are considered to be poorly
equipped to deal with a management role in a larger sized firm, and they do not seek growth
objectives. A useful synthesis of these studies and their typologies is provided by Hornaday
(1990). This author proposes three types of small business owner, distinguished according
to the perceived goals and instrumental activities they pursue (Figure 3.2). 'Perceived goals'
(depicted in upper case) represent the owner's perceived source of satisfaction in their
working life. 'Instrumental activities' (depicted in lower case) are viewed as those activities

which move the business owner nearer towards their perceived real purpose in life.

Figure 3.2 Three Types of Small Business Owner

CRAFT

Practising a trade, craft
or occupation

PROFESSIONAL
MANAGER

PROMOTER

EXPLOIT-

ATION OF
GROWTH

Building an
organisation

Pursuing personal

Source: Hornaday, 1990.

Therefore, in this categorisation, Hornaday identifies first the 'Promoter": this, in many
ways, is the 'classic' entrepreneur type driven by the need for independence and the
exploitation of growth, whose primary activities are geared towards the pursuit of personal

wealth accumulation. Second is the 'Professional Manager', who shares the Promoter's
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growth-driven needs but rather than seeking independence, is motivated by loyalty to his or
her own career within the firm. The Professional Manager's primary activities are geared
towards building an organisation, as befits an individual whose perceived self-purpose and
source of satisfaction is in managing people. Third, the 'Craft' owner is identified as an
individual who shares the Promoter's desire for independence, but who feels a sense of
loyalty to his or her own career in the existing trade. A Craft owner's instrumental activities
involve the practice of his or her trade, as befits an individual whose primary enjoyment
comes from being involved in producing products. This typology is useful in that it
underlines the fact that not all small producers share the same traits, nor do they pursue
identical goals. Thus, amongst speciality food producers it may be possible to identify
individuals who are classically entrepreneurial: that is, notwithstanding the social historical
significance of their products, or the attachment to particular methods of production, they are
predisposed to new opportunities, ready to exploit new markets, eager to achieve commercial
success. Equally, it may be possible to identify speciality food producers who are motivated
primarily by a love of the product or traditional production process, and for whom the
dimension of the enterprise as 'commercial’ is a tedious necessity. The typology also
highlights the fac{_that there are overlaps between the different sorts of small firm manager
behaviour: traits and characteristics are not mutually exclusive therefore, and changes in

circumstances may cause a manager to shift between different behaviours over time.

Overall then, what are the implications of entrepreneurship research for investigating
behaviour in small firms? First, there are implications at the level of comparing ‘classic’
characteristics of market oriented and entrepreneurial tendencies. On the one hand, it may be
argued that many of the characteristics identified in entrepreneurs are very similar to those
considered integral to market oriented behaviour. First, there are the growth orientation and
profit accumulation characteristics, thus both behaviours appear to be underpinned by

commercial motivations. In addition, the propensities for risk-taking and opportunity
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exploitation found in classic entrepreneurs may also be considered apposite to the mindset of
market orientation. On the other hand however, 'classic' entrepreneurs appear to be
characterised by single-mindedness and pursuit of their own beliefs, with decisions made
impulsively and on the basis of gut feeling. Such characteristics appear to be somewhat
contrary to the external focus of a market oriented mindset, and they also imply that
entrepreneurs do not tend to act in a planned, research-led fashion. At this level therefore,
research into entrepreneurship gives mixed implications for the propensity for market

oriented behaviour amongst small producers.

On another level, the entrepreneurship studies described above give insights into potentially
fruitful theoretical stances on which to base investigations of small producer behaviour.
They demonstrate the complexities of individual mentalities and highlight the importance of
considering the wider social context in which the small firm manager is situated. In
particular, the work of Hornaday emphasises how diverse behavioural traits and
characteristics can overlap with one another, thus it may be possible to identify small
producers who possess aspects of both entrepreneurial and market-oriented mindsets, and
other producers who possess neither. Hornaday's work also highlights how behaviour may
change over time in response to circumstances and their impact on managers' values and
motivations. Therefore, when investigating the behaviour of speciality food producers it
appears that there is a range of characteristics and propensities to look out for which may be
‘classically’ entrepreneurial or 'classically’ market-oriented (both of which may be essential
to the survival of such producers in free-market economies), but a fruitful approach to
explaining their existence may be to relate them to the individual producers' underpinning

goals and motivations, as well as to the wider social context of the small enterprise.

A final, intriguing insight from studies of entrepreneurship is the fact that authors frequently

apply the labels of 'artisan' or 'craftsman' to categorise small firm managers lacking in
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entrepreneurial spark or external focus. The belief appears to be that artisan and craft
producers have distinct motivations and characteristics which set them apart from other types
of small firm: an important suggestion for this study, given the evidence that craft-based
methods are important to many speciality food producers. However, it should be noted that
these labels are applied as convenient ‘catch-alls' to denote types of behaviour rather than
being based on studies specifically of craft or artisan enterprises. To complete this Chapter's
consideration of behaviour in small firms akin to speciality food producers therefore, the

following sections now review the literature relating more specifically to these enterprises.

3.6 The Behaviour of Craft or Artisan Producers

In reviewing literature on craft and artisan producers, it is noteworthy that relatively few
studies exist which have considered craft firms in modern industrialised economies (Terrio,
1996 and Fillis, 1999 are notable exceptions). A substantial literature can be found relating
to craft firms in C18th and C19th Europe, the so-called time of ‘crisis' for the craft sector in
the face of the forces of industrialisation, when the Arts and Crafts Movement came to
prominence (e.g. Anscombe and Gere, 1978; Cookson, 1997; Grayson and White, 1996;
Hilton, 1998). Equally, many studies exist which investigate the present day craft or artisan
producer in developing countries, contemplating their changing status as global, free-market
systems impact on their livelihoods (e.g. Lackey, 1988; Littlefield, 1979; O'Conner, 1996;
Nash, 1993; Rasmussen, 1995). The following sections draw from both sets of literature to
make inferences about the status of craft-based production in the UK today, and to determine

the implications of this for the behaviour and orientation of the producers themselves.

3.6.1 The Craft Producer
Although no official definition of craft or artisan producers exists in the UK, a generally
accepted view of the craftsperson is as 'a self employed worker who makes traditional hand-

made and artistic objects’ (ENSR, 1996). Thus in today's terms, craft enterprises: are
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considered to be a certain type of small enterprise distinguished by the relatively high level of
manual input into their production processes, often with recourse to historic or traditional
methods. Also incorporated is the notion of craft products having an aesthetic or artistic
dimension. Within this broad definition however, a number of different types of
craftsperson can be seen existing in society today. For example, there is the workshop-
based, highly trained, technically skilled 'master’ craftsperson producing very specialised
items such as musical instruments, saddlery, or - in the case of foods - grand cru chocolates
(Terrio, 1996). The specialist baker or confectioner may also fit into this conceptualisation.
Alternatively, there is the self-taught, lifestyle-oriented craftsperson making simple,
functional, rustic items out of natural materials. Some cheese-makers may belong to this
category. There are also 'ethnic' craftspersons (Lucie-Smith, 1981) in both developed and
developing countries who produce primarily decorative items according to traditional or

pseudo-traditional designs, and who may be thought to have much in common with artists.

The concept of craft production itself is similarly subject to multiple meanings: craft
production may denote technical, manual skill within a defined genre, or an empathic
sensibility towards natural materials, or an aesthetic ideal. To investigate further these
multiple meanings of craft and craftspeople, and thus to understand the behaviour of craft
producers themselves, it is useful to take an historical perspective on the status of craft
production in European countries. Following the work of Lucie-Smith (1981), three main
eras in the evolution of craft can be identified: ancient and medieval times; the Renaissance to
the 18th century; and the Industrial Revolution to the 20th century. It should be noted that
throughout these historical accounts, the ‘crafts' which are the subject of the investigations
are those non-food categories such as jewellery, ceramics and textiles, which came to such
prominence in connection with the Arts and Crafts Movement. However, there are many

insights to be gained which are of relevance to the understanding of speciality food
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production over time, and within this, insights into how speciality food producers may think

and behave.

3.6.2 Craft Production in Ancient and Medieval Times

First, Lucie-Smith identifies 'ancient’ or 'traditional’ times, from pre-history to the Middle
Ages, when virtually all production activity in society was craft-based, and much of it
undertaken in the household to be consumed by those who produced it. In terms of food, the
ancient peasant-style, subsistence level production and processing of agricultural raw
materials (as depicted in Chapter 2) appears to be an example of this vision of craft activity.
Even in these ancient times however, Lucie-Smith notes that professional craftsmen began to
organise themselves into associations or guilds. These guilds sought to maintain quality
standards and regulate the entrance of new craftsmen into the trade, reaching the height of
their power and influence in medieval times. By this time, many craft trades were organised
in a very structured fashion with a strict hierarchy of labour. In large workshops, production
was broken down and allocated between individual workers, who were largely engaged
therefore in mechanical repetitive tasks. The master craftsman's role focused on the adding
of final artistic touches to the products, thus there emerged a huge gap in income and social
status between the master craftsman and jobbing journeymen. Although this vision of
production does not accord readily with foods, it can be asserted, for example, that the
production of Parmigiano-Reggiano cheese was regulated and controlled from medieval
times, and would also have involved a distinction between the 'master' cheese-makers and
the lowly labourers. From a fairly early stage therefore, craft production has involved
organised labour and division of production tasks: characteristics more commonly associated

with industrial or factory production.
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3.6.3 Craft Production from the Renaissance to the 18th Century

Whilst the craft guilds and workshops continued operating, in the Renaissance period a
significant conceptual divide appeared between fine art, craft, and the values and status
associated with producers of each (Lucie-Smith, 1981). Whereas fine artists were deemed
intellectual, creative and bestowed of a divine gift of genius, craftsmen were considered
lowly, engaged in activities which were the result of sheer hard graft. In addition, whereas
fine artists were seen as the designers of taste, guiding society's aesthetic and cultural
sensibilities, craftsmen were seen as the providers of functional objects, and as such were
viewed as utilitarian businessmen, creating products for the purpose of exchange with others.
At this stage therefore, craft producers were associated with economic objectives and actions
related to 'market orientation'. In terms of food, it is possible to envision a parallel gap
emerging between 'art’ and 'craft': the appearance of fashionable, high status, haute cuisine
foods (as described in Chapter 2) produced to be savoured and admired by wealthy elites as
culinary art, existing alongside the bulk of food production designed for basic nutritional and
economic necessities. As the 17th and 18th centuries progressed however, a proliferation of
different types of craft producer is noted, from the fashionable, sophisticated urban
workshops producing virtuoso items for wealthy socialites, to the rustic, rural producers
making functional goods to fit in with local needs and lifestyles. At this stage therefore, craft

production also seems to have had multiple meanings.

3.6.4 Craft Production from the Industrial Revolution to the 20th Century

The Industrial Revolution has been described as a time of crisis for craft production, and
Chapter 2 has certainly emphasised the dramatic impact this period had on methods of food
production and processing. However, what authors in this literature highlight in particular is
the implications industrialisation had for the status and behaviour of individual craft
producers, as the conditions of modern, free-market economies began to take shape. As

Grayson and White argue (1996), the changes in craft production were not so much due to
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machines replacing people (as many new factories continued to employ large numbers of
workers), but rather because of the breakdown in the established hierarchies of labour
organisation in craft production. The capital-less craftsmen, even master craftsmen, became
itinerant, competing fiercely with one another and causing a general devaluation of their skills
and status. At the same time, the rise to power of mercantile traders was witnessed, which
further complicated the social status of craft producers and changed the nature of the
economic exchange of manufactured goods. In contemporary accounts of artisans in
developing countries (e.g. Nash, 1993), the emergence of professional traders is viewed
with some concern, as they are perceived to have the potential to exploit craft producers
through abuse of their powerful economic situation. There appears to be a notion therefore
that the free-market systems which came into being with the Industrial Revolution are in
some ways problematic for the status and expression of craft production, and that the
behaviours adopted by individual craft producers to deal with these circumstances are in

some way damaging, or antithetical to the essence of craft.

It was at the time of the Industrial Revolution that the Arts and Crafts Movement came to
prominence. This was an aesthetic and political (primarily socialist) movement spearheaded
by intellectuals and professionals which conveyed a particular notion of craft that many
authors argue forms the basis of 20th century conceptualisations of 'true’ craftsmanship
(Anscombe and Gere, 1978). On the aesthetic side, the Movement preached the production
of goods with simplicity and fitness for purpose, often drawing from naturalistic medieval
designs for inspiration. Proponents perceived that an inelegant jumble of styles and designs
of objects had arisen in the 18th and 19th centuries, the result, it was felt, of market forces:
that is, individual producers were perceived as seeking indiscriminately to court the custom
of emerging middle class consumers (Who were perceived as lacking in aesthetic taste). In
this sense, the concept of craft conveyed by the Arts and Craft Movement opposed the notion

of the craftsperson being 'led' by the market, rather, the producer was seen to have a moral
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responsibility to present the public with items of 'good taste' (Lucie-Smith, 1981). In the
terms of this research therefore, Arts and Crafts Movement sympathisers exhorted a
production-oriented approach to craftsmanship, guided by certain aesthetic beliefs and
values. On the political side, the Movement sought to raise the status of craft producers by
extolling the virtues of manual labour and technical skill (Anscombe and Gere, 1978).
Reacting to the Renaissance judgements of the value of craft, and the focus of the Industrial
Revolution on mechanisation of production, Arts and Crafts Movement sympathisers
emphasised the social value and moral benefits of production processes which require high
levels of human input. In this sense, the Arts and Crafts Movement highlighted the social
dimensions of production activities over economic aspects. Interestingly however, the
Movement does not appear to have campaigned with the same vigour on food products,
where the de-humanising elements of science, technology and mechanics were being applied

enthusiastically to production processes.

As the 20th century began however, the Arts and Crafts Movement was eclipsed in an
aesthetic sense by the Deutsche Werkbund and Bauhaus workshops, who developed and
modemised the ideals of simplicity and functionalism in design. In practical terms, many of
the workshops set up under the Movement became bankrupt, although, as Lucie-Smith
notes, small numbers of Arts and Craft Movement sympathisers continued to practice and do
still exist today. However, as the 20th century has progressed, what many authors testify to
is a gradual blurring of the edges' between art, craft and industry (e.g. O'Conner, 1996). It
seems that in some senses the Renaissance and Industrial Revolution conceptualisations of
art, craft and industry do still exist, but in other senses, the barriers between them have been
broken down. For example, although Bauhaus creations possess the aesthetic ideals of the
Arts and Crafts Movement, their manufacture involved largely industrial processes (Lucie-
Smith, 1981). Furthermore, in the latter 20th century, some craft products, both historic and

contemporary, have become prized as items of fine art (Becker, 1978). Equally, styles of
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fine artists have become incorporated into craft products. In terms of food products, these
observations echo those of Montanari (1994), described in Chapter 2, who notes how rustic
peasant foods such as dark breads have become gourmet items amongst urban middle
classes. The concept of craft now appears to be open to multiple meanings and

interpretations.

This historical overview of the changing conceptualisation of craft and the evolving status of
the craftsperson gives insights into the way in which craft and artisan producers are perceived
today. It allows for deeper reflection upon the ‘classic' characterisation of the craftsperson as
a small independent producer making hand-made, traditional products. From the historical
overview, it may be seen that this characterisation represents only one type of craft producer:
one which has its roots in the 19th century notions of the Arts and Crafts Movement. In fact
for many centuries, European craft production has involved hierarchically organised labour
and division of production tasks between workers: notions quite removed from the classic
characterisation. Furthermore, the historical overview highlights the changing perceptions of
the aesthetic, artistic value of craft production over the course of different eras: in some
periods, craftsmen have been considered businessmen producing utilitarian goods designed
for a consuming public. In others, craftsmen have been perceived as messengers of a set of
moral and aesthetic ideals, desirous of converting the values of the consuming public. With
the notion that the boundaries between art, craft and industry have been blurred in the late
C20th, it appears that elements of contrasting characterisations may co-exist within the same

craft or artisan producer today.

Although the above discussion helps to explain the multiple meanings associated with craft
and artisan producers today, what does it indicate for the behaviour of such producers? Can
anything be inferred about the mentalities such producers have and the way they may

orientate their enterprises? To synthesise the insights of the preceding sections on craft
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production, two main types of craftsperson are identified - the 'artist' and the 'pragmatist’,
and, drawing from what this Chapter has discussed about market orientation, small

businesses and entrepreneurs, distinct behaviours are identified in each.

3.6.5 The Craft Producer as 'Artist’

Following the ‘classic’ characterisation of the craftsperson as put forward by the Arts and
Crafts Movement, the craft or artisan producer may be viewed as an individual who
possesses strong moral and/or aesthetic values and who chooses to channel these through
production activities. As Hirschman argues (1983), such an individual is very unlikely to be
oriented towards meeting the needs of the consuming public with their products because it is
the process itself of creating the product which gives the source of satisfaction, not the
exchange of it with consumers. Indeed with this type of 'artistic' producer, the consumer is
actually the artist him or herself - or a small, knowledgeable elite group - rather than a section
of the paying public. Any commercial or economic possibilities of the craft activity are
perceived to be detrimental to the artistic integrity of the producer (Fillis, 1999), and notions
of mechanisation or standardisation to achieve efficiency are eschewed. Furthermore, on a
more macro level, both Nash (1993) and Roy (1998) argue that the free-market system is
damaging to the social and cultural role of the craftsperson, causing a cheapening of
production processes and lowering of product quality. Both aesthetic and cultural ideals of
craft activity are opposed, it seems, to free-market mechanisms. In terms of speciality food
production, it is possible to think, for example, of some revivalist cheese-makers, or

individuals committed to organic production, fitting this conceptualisation of a craftsperson.

What does this conceptualisation mean for producer behaviour? First, there appears to be
little in terms of mindset or objectives which is complementary to market orientation. On the
contrary, much of the behaviour implicit within this type of producer appears to be the

complete antithesis of market orientation: concern for consumer needs is detrimental to artistic
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integrity, the focus on the creative process suggests a lack of care about the external
commercial environment, and conventional business notions of growth or profit are also
antithetical to the inner-directed, aesthetic goals of the artist. This characterisation of craft
producers appears to raise some serious questions for the applicability of the 'received
wisdom' of market orientation. With respect to empirical evidence for the existence of this
type of producer, the study of small business start-ups in rural areas undertaken by Townroe
and Mallalieu (1993) found that individuals who started up craft-based enterprises were more
likely than other enterprises to have done so for lifestyle reasons, pursuing non-profit and
non-growth objectives. Although these findings do not incorporate the more aesthetic
dimensions of the characterisation of craft producers given in this section, they do indicate
that some craft-based producers may have objectives and behaviour patterns which are
antithetical to market orientation. They would also appear to be antithetical to aspects of
entrepreneurial behaviour, with the lack of interest in personal wealth accumulation, and lack
of interest in making a commercial success of the enterprise. However, the entrepreneur's

desire for independence may be echoed by this characterisation of the craft producer.

3.6.6 Craft Producer as 'Pragmatist’

An alternative conceptualisation of the craft producer synthesised from the literature is that of
the craftsperson as a pragmatic producer of utilitarian goods, designed to be purchased and
used by the consuming public. Becker for example (1978), argues that craft producers'
needs are subordinate to those of their 'employers' (i.e. income providers), such that their
purpose is to supply items which they will want to purchase and use. This characterisation
of the craft producer has empirical support in the historical accounts of craft production in
Europe: for example, Hilton's (1998) study of specialist tobacconists at the turn of the C20th
highlights the adaptability of these artisans to changing market conditions and their ability to
act in a commercially astute manner. Furthermore, Cookson (1997) emphasises the long-

term, strategic visions of family textile firms of 18th and 19th century Yorkshire. The
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'pragmatist’ characterisation can also be observed in studies of craft production in developing
countries, where accounts are given of producers changing designs, altering materials and
adjusting quality in response to demand signals, either directly, or (more usually) through a
tradesperson (Littlefield, 1979). Indeed, some authors have found that some ‘ethnic’
craftspeople are completely unconcerned about aesthetic or cultural notions such as artistic
integrity or faithfulness to tradition in the face of the need to provide income for their families
and communities (Lackey, 1988). Other studies reveal how developing country craftspeople
adopt dual strategies, producing both 'real’ craft items for the local market and 'pseudo’

items for tourist and export markets.

In speciality food producer terms, this conceptualisation of the craftsperson has echoes in the
commercially oriented Victorian enthusiasts, who consolidated production and gave brand
identities to territorially distinctive products for the first time. The parﬁcipa;lts of Cope's
study (1997), with their versatile and adaptive approaches, are also echoed in this
conceptualisation. With respect to propensity for market oriented behaviour, this
characterisation of craft producers suggests objectives and mindsets akin to those found in
the market-oriented producer. Here, craft activities are engaged in for commercial rather than
aesthetic reasons, and with the goal of economic exchange an important driving force.
Similarly, there appears to be entrepreneurial characteristics in how such craft producers tap

into market signals and exploit opportunities.

These two characterisations of the craft producer - the "artist' and the ‘pragmatist’ - give clues
to how speciality food enterprises may be oriented and how the producers, as individuals,
may think and behave. According to one conceptualisation, it appears that some
characteristics of craft producers are antithetical to market oriented behaviour, however in the
other conceptualisation, characteristics appear more apposite to market oriented behaviour.

However, there is a final implication to be considered from the previous discussion of craft
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producers. This relates to the testimony by some authors that the boundaries between art,
craft and industry are blurred. With this notion, it follows that a single enterprise may adopt
'shades’ of artistic or pragmatic characteristics (or indeed industrial characteristics in the
shape of mechanised production processes: this is alluded to by O'Conner, 1996). Thus, it
may be possible to find producers who use industrially produced materials and automated
processes but nevertheless regard their end products as 'traditional’ and/or possessing an
aesthetic value, which satisfies the producer more than successfully selling them to
consumers. Alternatively, an artistic craftsperson with completely hand-made, aesthetically
pleasing products may take pleasure from engaging with customers and customising products
to meet their needs. As such, this notion of blurring' raises intriguing and complex
possibilities regarding the propensity for market orientation in enterprises such as those

producing speciality regional foods.

3.7 Summary

This chapter has drawn from four main strands of literature - marketing, small business,
entrepreneurship and the sociology of craft production - in order to investigate the likely
behaviour of speciality food producers, in particular their propensity to display market
oriented behaviour. The findings have revealed some intriguing issues. First, the small
business literature indicates that the lack of financial, time and personnel resources available
to small-scale producers has a detrimental effect on their ability to adopt market oriented
activities such as research and planning, as well as distracting them from an external and/or
long-term, strategic focus. Second, many small firm managers have been shown not to
prioritise growth objectives, considered to be an underpinning rationale of market oriented
behaviour. The entrepreneurship literature further suggests that some small firm managers,
through their backgrounds, drives and motivations, have characteristics of single-mindedness
and impulsiveness which are contrary to market-oriented behaviour. Finally, there is

evidence from studies of craft enterprises that some of the aesthetic and social ideals of craft
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activity are antithetical to those of market orientation. On the basis of this literature therefore,
it would seem that speciality food producers, as small-scale, craft-based enterprises, are quite

unlikely to adopt market-oriented behaviour.

On the other hand, contrasting evidence for the propensity for market orientation may be
found in the same strands of literature. Although small firms lack resources, evidence
suggests that this gives them advantages of flexibility and innovativeness, enabling them to
exploit changing market conditions and opportunities. Empirical studies show that some
small firm managers do have a 'knack' for feeling the pulse of the market in this way.
Overall, some characteristics of the entrepreneurial small firm manager, such as their
predisposition to opportunity and propensity for risk-taking, do seem to be apposite to
market-oriented behavioural characteristics. The studies of craft enterprises reviewed in this
Chapter also give rise to findings which suggest that some craft producers have a long-
standing tradition of acting in a market-oriented manner, and examples abound today of
artisans who display commercial motivations and acumen. Indeed, given the proposed
multiplicitous nature of contemporary craft enterprises, incorporating varying levels of
artistry, craftsmanship and industry, it is uncertain whether the ‘classic’ view of the artisan
producer as inner-directed and aloof from commercial considerations has much validity.
Following the theories of Hornaday (1990), small-scale craft producers today may be more
meaningfuily conceptualised as having characteristics which overlap with larger-scale, or
non-craft enterprises. Thus, there is much evidence in this Chapter to suggest that speciality
food producers, as small-scale craft producers, have every propensity to act in a market

oriented manner.
A final intriguing insight from the literature reviewed in this Chapter is that the nature of the
markets that many small firms operate in, and the commitment which customers seem to

show them, suggests that over-enthusiastic market-oriented behaviour may be counter-
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productive. It may be then that the 'received wisdom' of market orientation is inappropriate
for these producers. Overall, the literature gives rise to some important questions regarding
speciality food producer behaviour. How do these producers perceive their enterprises and
livelihoods? How do they take decisions with regard to their production processes, products
and customers? Do they display entrepreneurial characteristics? Do they behave in a market-
oriented manner? To what extent are craft-based concerns evident? Finally, how are these
different characteristics reconciled? These questions are the subject of primary investigation,

the methods of which are discussed in the following Chapter.

79



Chapter 4: Methods

4.1 Introduction

In preceding Chapters, literature has been reviewed relating to the nature and meaning of
speciality regional foods, as well as to the profile and behaviour of the producers of these
products. Despite gleaning some useful insights with respect to the research questions,
much uncertainty still seems to surround the issues of what speciality regional foods are
and who produces them. Thus, an empirical study was conducted to gather more specific
data of direct relevance to the research questions, and to discover whether some of the
assumptions made in the literature regarding the nature of speciality regional food
products and producers are actually borne out in practice. The empirical study itself
comprised a series of in-depth interviews with 20 speciality regional food producers in
the north of England: the purpose of this Chapter is to set out the rationale, methods and
procedures adopted for this study. First, a summary is given of the outstanding
questions and issues emerging from the literature review, for which, it is argued,
empirical work is required. Next, the nature of these questions and issues is
contemplated, and the implications for research methodology discussed. Concluding that
a qualitative approach is most appropriate for this study, the following sections then set
out in more detail the nature and purpose of qualitative research, followed by description
and explanation of the precise data collection, sampling and data analysis tools used for
this study. In each section the theory and techniques of 'best practice' are presented,
followed by an account of the specific procedures executed for this study. Finally, the
Chapter concludes with a set of ‘'mini-biographies' of the 20 producers comprising the
research sample, the purpose of which is to provide background and contextual

information for the two results Chapters which follow.
4.2 A Summary of the Research Questions

This thesis has set out to investigate the nature and meaning of speciality regional foods in

the UK today by focusing on two areas of inquiry: first, the nature and meaning of the
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food products themselves, and second, the profile and characteristics of the producers
who make them and bring them to the marketplace. The literature review has shed some
interesting light on both these areas of inquiry. In terms of speciality regional food
products, it has been identified that food and territory have a complex relationship,
influenced, over the course of history, by macro-environmental forces which have served
alternately to dilute, reinforce or obfuscate the strength of linkage between the two.
Furthermore, it has also been identified from the literature review that these foods, as
marketable exchange items, communicate things about territorial distinctiveness or
typicity through their end product qualities. These qualities, whether they be 'rusticity’,
'‘gourmet’ or 'tradition’, are also relevant to the understanding of how foods relate to
territory, so also need to be taken account of in the investigation. The questions which
emerge from the literature review therefore are first, given the complex social history
underpinning the relationship between food and territory, how territorially distinctive are
speciality regional foods on the market today? Do they have geophysical or human facets
of typicity? To what degrees and extents may these facets be apparent? Second, given
the proposal that a variety of contrasting end qualities may be associated with speciality
regional foods, to what extent are these qualities apparent in practice? Is there any
relationship between essential levels of territorial distinctiveness in speciality regional
foods and the types of end qualities or appeals they project? These are the questions

relating to speciality regional foods which were taken forward in the empirical study.

With respect to speciality regional food producers, the literature review found that these
producers are likely to be small in size and that they employ some level of craft-based
methods in their production processes. In terms of the consequences of these for
behaviour however, much of the literature presented a rather pessimistic picture of the
ability of producers such as these to think and act in ways conducive to commercial
success. Thus, the limited resources of small firms were seen to militate against the
adoption of market-oriented behaviour, whilst the mentalities and activities associated

with craftspeople were seen to be opposed with both market-oriented and entrepreneurial
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behaviour. Some authors did, however, argue that small firms can be market-oriented
(although it may not be in an orthodox, textbook style), whilst others, drawing from the
social history of craft production, noted that some craft producers have always been
rather market-driven in mentality. A final point from the literature review highlighted
how notions of craft, art and industry have become somewhat blurred over the course of
the 20th century, to the extent that confident assertions about the essential nature of each
are difficult to.make. Overall therefore, a lot of uncertainties emerged with respect to the
profile and behaviour of speciality regional food producers, giving rise to the following
questions. First, is it valid to characterise speciality regional food producers as small,
primarily craft-based enterprises? What, in fact, are their sizes and characteristics, and
what can be said about their production processes? Second, how valid is the
characterisation of speciality regional food producers as inward-looking, product
deterministic, lifestyle-oriented craftspeople, uneasy with the commercial aspects of their
enterprises and ill-disposed towards the market? Are some authors correct in asserting
that small, craft-based producers do adopt market-oriented and entrepreneurial
characteristics? How, in short, do speciality regional food producers actually think and
act with respect to their enterprises? These are the questions relating to speciality regional

food producers to take forward in the empirical study.

4.3 The Nature of the Research Questions

Having set out the substance of the research questions, consideration now needs to be
made of the broad investigational approach required to address these questions within an
empirical study. Some approaches are structured and quantitative, concerned with
measuring pre-determined variables and testing hypothesised theories on statistically
representative populations. Other approaches are more free-flowing and qualitative,
concerned with developing deep, rich, context-specific explanations of phenomena. In
any study, the nature of the research questions, and that of the phenomena they relate to,
are important determinants of the type of approach adopted (Mason, 1996). With respect

to the current study, a number of factors suggested that a qualitative approach would be
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most appropriate. First, the fact that very few previous studies had been conducted on
speciality regional food producers meant that the current study was commencing with
many 'unknowns' regarding the characteristics of speciality regional foods and the
behaviour of producers. This renders structured approaches - with their dependence on
firm, pre-developed theories and tightly defined categories - inappropriate (Shaw, 1998).
Second, the actual subject matter of the current research - whereby phenomena such as
'regional', 'traditional’ or 'craft’ embody complex, shifting meanings and possible
multiple interpretations - implies a need for a qualitative approach where sensitivity to
complex meanings and their construction become the focus of the study (Walker, 1985a).
In addition, the current research sought to investigate specific questions in relation to
producer behaviour: as Stanworth and Curran point out (1976), behaviour in small firms
cannot be assumed to operate predictably according to prescribed influences or laws.
Instead, small-scale producers think and feel and act according to multiple, diverse factors
and processes, actively constructing meanings to make sense of their world. Again, this
points towards a qualitative approach being most appropriate. Finally, in taking a
qualitative approach to understanding the behaviour of speciality food producers, the
current research_ responds to the criticisms of Harris and Ogbonna (1999), who argue that
the behaviour of firms, with their complex socio-cultural influences and dimensions,
cannot be adequately captured in the structured approaches of studies such as those
conducted by Narver and Slater (1990) and Kohli and Jaworski (1990). Instead, these
authors argue for more in-depth, complexity-sensitive approaches which allow for the
capturing of more complete dimensions of behaviour. The next section sets out in more
detail what is meant by qualitative research, and the different methods which can be

pursued within this broad investigational approach.

4.4 What is Qualitative Research?
As may be appreciated from the previous section, qualitative research involves a flexible,
context-specific investigational approach where the subject matter of the research is

studied in all its complexity and multiplicity of meaning (Denzin and Lincoln, 1994), and
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where the meaning of experiences or events is interpreted through the eyes of the research
subjects (Henwood, 1996). However the starting point for understanding this approach,
as with any research approach, is to explain the intellectual "position' of the researcher
with respect to two key facets: (i) ontology (what the researcher believes is valuable or
meaningful to know about the world) and (ii) epistemology (how the researcher believes
it is possible to gather or collect this knowledge from the world) (Mason, 1996). In
marketing, as in many social science disciplines, the dominant intellectual position of
researchers has been that of logical positivism (Brown, 1993). In research approaches
inspired by this position, it is believed that objective, fixed, universal truths and realities
exist in the world, independent of human agency, and that these can be discovered or
revealed by researchers employing neutral tools and statistically valid measurements on
representative sample populations (Silverman, 1993; Henwood, 1996). Logical
positivism is an intellectual position derived from research in the natural and physical
sciences (Woolgar, 1996), and one which gives rise to structured, quantitative empirical
studies in the social sciences. Thus, if a logical positivist approach were taken to inspire
the current study, speciality regional foods would be believed to comprise certain
universally idengﬁable features and properties, the knowledge of which is then seen to be
acquired much in the same way as a botanist might examine plants to develop a taxonomy
of species. Similarly in this approach, the behaviour of producers is believed to comprise
an identifiable set of elements and processes, the mechanisms of which operate according
to certain universal laws, which can be gathered and tested much in the same way as a
mechanical engineer might scrutinise and test the workings of an internal combustion

engine.

Qualitative approaches are inspired by an intellectual position which rejects many, in
some cases all, of the ontological and epistemological beliefs of logical positivism. First,
researchers following a qualitative approach believe that unlike the natural world - with its
underpinning fixed and permanent laws - in the social world of human beings phenomena

do not exist untouched by the influence of social processes (Miles and Huberman, 1994;
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Silverman, 1993; Walker, 1985a). Thus human beings, their behaviours and
interactions, are not thought to have fixed, universal characteristics and truths which
transcend specific contexts or processes; instead these phenomena are seen to exist in
connection with the social world, shaped and influenced by it (Mason, 1996; Marshall
and Rossman, 1999). To understand phenomena truly therefore, research subjects have
to be analysed within their social context (Miles and Huberman, 1994; Denzin and
Lincoln, 1994). Second, researchers following a qualitative approach reject the notion of
human beings as either passive 'stimulus-responders’, 'inner-directed slaves' or ‘cultural
dupes' (Jones, 1985a), and instead conceive of them as active agents constructing and
attributing meanings to make sense of their world (Silverman, 1993). Human beings are
perceived as 'purposeful, goal-seeking, feeling, meaning-attributing and meaning
responding creatures' (Hughes, 1976, cited in Walker, 1985a). Understanding of them
must therefore incorporate understanding of these meanings and the processes of their

construction (Miles and Huberman, 1994; Marshall and Rossman, 1999).

A third way in which qualitative approaches differ from logical positivism is that
qualitative resez}_rchers are sceptical of the notion that it is possible to identify a faithful
and universal relationship between signs or symbols representing phenomena and the
reality or essence of those phenomena (Mason, 1996). Thus, for example, qualitative
researchers are sceptical that observation of certain human behaviours in a research
situation can be linked, confidently and universally, to sets of underlying motivations or
feelings in the research subjects. Instead, it is believed that complex and diverse
relationships may exist between what is observed or perceived by the researcher and
underpinning meanings or 'truths' which may be interpreted by the researcher
(Silverman, 1993). Finally, in qualitative approaches researchers tend to reject the
premise of the researcher as a neutral, impartial, non-influencing research instrument
(Denzin and Lincoln, 1994; Richardson, 1996). Instead, qualitative approaches tend to
explicitly acknowledge the active role of the researcher as an agent who is selecting data,

engaging with research subjects and creatively interpreting results. Recognition of
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research activity as an intensely human, social process is perceived to be a valuable added
dimension of qualitative inquiry (Marshall and Rossman, 1999; Woolgar, 1996), further

bolstered by explicit reflection on the process by the researcher him/herself.

4.5 Choice of Data Collection, Sampling and Data Analysis Methods

The main tenets of a qualitative investigational approach have now been presented. From
these, it may be appreciated how the whole of the current investigation is based upon a
'qualitative’ intellectual position. Thus from the start, speciality regional foods have been
investigated from the perspective of embodying multiple, diverse properties and
meanings, derived from historical, geophysical and 'market projection’ influences.
Similarly, the characteristics of speciality regional food producers have not been
definitively categorised according to fixed criteria, nor has there been any attempt to
'model' their behaviour according to set factors or processes. This qualitative intellectual
position, combined with the research questions derived from it, drives the more precise
choice of research methods (data collection, sampling and analysis) employed for the
empirical study. The choice is in fact quite varied, with a number of different
methodological 'pathways' to follow (Denzin and Lincoln, 1994). Thus it is important
that in any investigation, the rationale underpinning the choice of methods is clearly set
out and understood (Marshall and Rossman, 1999; Mason, 1996). This section describes
and explains the particular methodological pathway selected for this empirical study. The
classification of different qualitative approaches developed by Henwood (1996) is helpful
in this regard, as it links the distinctive intellectual positions in qualitative inquiry with

particular research methods appropriate to those positions (Table 4.1).
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Table 4.1 Three Strands of Qualitative Inquiry

Broad Strand Epistemology | Methodological Methods and
Principles Examples

I

Reliability and validity Empiricism Discovery of valid Content analysis
representations

1L

Generativity and grounding | Contextualism Construction of Grounded theory
intersubjective meaning

1.

Discursive and reflexive Constructivism Interpretative analysis Discourse analysis

(Source: Henwood, 1996)

As can be seen, this classification offers three types of qualitative approach, with linked
research methods, presented on the basis of their "proximity’ to the intellectual position of
logical positivism. That is, the first strand is presented as sharing much of the
perspective of quantitative approaches, whereas the third represents a strand of qualitative
inquiry based on the most extreme rejection of the tenets of logical positivism. Thus, in
Strand 1, Henwood argues that although researchers are aiming to obtain greater realism
and contextual sensitivity in their studies than would be found in quantitative approaches
(on the premise that knowledge can be gained from detailed observation of unstructured
field data) these researchers share two beliefs of positivism: (i) the belief in an objective
reality (albeit context-specific) which can be 'captured' through careful data collection and
analysis, and (ii) the belief that it is possible to make confident links between what is
perceived in the field (‘the signs') and what these mean ('the signified’). An example of a
research method which follows a Strand 1 approach is content analysis: the study of
communicative and symbolic media, typically through a process of structured
categorising, sorting and computation of words and phrases to draw inferences about
underlying meanings (Kippendorf, cited in Henwood, 1996). In Strand 2, as in Strand
1, researchers are concerned with close and detailed scrutiny of field data to develop
understandings of the world which are context specific. However in Strand 2,
researchers are also concerned to build in what Henwood describes as "all the

multiplicities, variations and complexities of participants’ worlds" in a more "older-style,
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naturalistic" qualitative way, using analytical methods such as grounded theory. Strand 2
approaches do however share the positivist's belief in the researcher's ability to make
faithful links between 'sign’ and 'signified’. Strand 3 approaches differ in believing that
there can be no firm foundations for knowledge and identities in the contemporary
fragmented world, thus it is spurious to attempt to develop understanding on the basis of
making links between representations of phenomena and essences of phenomena.
Instead, all phenomena are perceived as 'texts' to be deconstructed, and it is the analysis
and theorising of shifting patterns of texts which comprise the research methods under

this strand, for example, discourse analysis.

Of the above Strands of qualitative inquiry presented in the Henwood classification, it is
Strand 2 which was followed for this empirical study. Thus, the perspective of the study
was to regard the subject matter as comprising complex, multiple meanings, the
understanding of which could best be developed through close examination of their
properties and characteristics in their 'natural’ context. In addition, the stance of the
study was to believe that meanings relating to the subject matter are constructed, and thus,
understanding of the subject matter must incorporate, crucially, understanding of the
construction process. Within this stance, it was also believed that a faithful relationship
could be made between the signs or symbols representing phenomena, and the underlying
'essence’ of these phenomena, although it was recognised that such relationships may be

complex and fluid, requiring careful and critical scrutiny (Mason, 1996).

With this particular qualitative position determined, an appropriate accompanying set of
data collection, sampling and analytical techniques emerges. Specifically, the use of in-
depth interviewing of speciality regional food producers was chosen as the data collection
method as it offered an appropriate means of getting direct access to producer perceptions
of their products and enterprises 'in situ', where the active construction of their meanings
could be examined. Furthermore, through interviewees' retrospective accounts, this

method offered a practical way of accessing details of personal experiences and decision-
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making processes amongst a set of busy, time-restricted professionals (McCracken,
1988). In terms of sampling method, purposive sampling was most appropriate, in view
of its emphasis on selection of interviewees on the basis of value to the research questions
and developing emerging theory, rather than on statistical representativeness and testing
pre-existing theory. Finally, the techniques of grounded theory were most appropriate
for data analysis, on the basis of offering context specific, multiple-meaning-sensitive
theory development from the building of links and relationships between representations
of phenomena and their meanings. Having explained the rationale behind the choice of
data collection, sampling and data analysis methods, the next sections now go on to
describe and explain the precise techniques used for each of these methods in the current

study.

4.6 In-depth Interviewing: Theory and Best Practice

Described in an early study as a 'conversation with a purpose' (Bingham and Moore,
1959, cited in Banister et al, 1995), an in-depth interview may be described as a verbal
interaction between two people where the agenda or discussion guide is only loosely
determined in advance (Patton, 1990), where there is flexibility in the precise subject
matter covered, and where the interviewee or participant (Banister et al, 1995) is given
freedom to express their ideas, feelings and perceptions in their own words (Jomes,
1985a). The aim of in-depth interviewing is to 'enter the perspective' of another person,
to discover what is 'in and on' their mind (Patton, 1990), so that the subjective meanings
which they attribute to phenomena may be revealed (Banister et al, 1995). Overall, the
literature stresses how in-depth interviewing is a complicated, shifting, social process,
giving rise to very 'live’, 'human’ experiences which cannot be replicated exactly. To be
an effective data collection method therefore, in-depth interviewing requires careful
preparation and management by the researcher, with conscious awareness of the
procedural judgements and decisions being made and the likely impact of these on the
outcome of the process (Jones, 1985a). Three key areas of consideration arise with in-

depth interviewing: the relationship between the interviewer and interviewee, the
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construction of the interview and the implementation of the interview. In each area, a

number of delicate trade-offs or balances have to be struck.

First, with respect to interviewer-interviewee relations, the literature emphasises how
participants in depth interviews, by virtue of the fact that they are able to express
themselves more freely than in structured interviews, are able to project 'public faces', or
personas of themselves which can then influence the content and style of their testimony.
For example, a speciality food producer may project himself as the owner of a cash-
strapped small enterprise, as a pillar of the local business community, or as a caring
parent or grandparent. Indeed, all may be presented by a single interviewee over the
course of one in-depth interview. Either wilfully or unconsciously therefore, in-depth
interview participants present 'legitimising scripts' which the researcher must attempt to
identify and get behind (Jones, 1885a). Furthermore, it is recognised that interviewees
may use these personas proactively to exert power or status in the interview, or to get
what they want out of the experience. Interviewees may adopt bullying, sceptical,
mistrustful, agreeable or compliant personal fronts, which can all have an influence on the
nature of their testimony. Where in-depth interviewing involves ‘elite’ participants (e.g.
those with recognised social, political or economic power within a community) these
problems are exacerbated as such interviewees tend to have heightened skills in

manipulating the interpersonal dynamics of the interview situation (Dexter, 1970).

To deal with the above issues, it is important for researchers to think carefully about how
they present themselves to interviewees, and the consequences that his will have for
interviewees' perceptions of them and the interview itself (Fontana and Frey, 1994;
Banister et al, 1995). For example, interviews may proceed differently according to
whether the researcher presents him/herself as an 'academic', a 'native', or a 'learner’
(Fontana and Frey, 1994). Researchers must therefore consider the possible impacts of
these self-presentations in relation to their particular investigations, and select the most

appropriate means of self-presentation. Issues of interviewer-interviewee relationships
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can also be addressed by considering and finding the most appropriate balance between
formality and informality. Too much formality represses free and full expression of ideas
and can increase interviewees' anxieties over the process, however too much informality
means the researcher may find it hard to address more sensitive topics, or keep the
discussion 'on track’, for fear of introducing tension into the relationship (Patton, 1990).
Overall, it is recommended that researchers seek to establish a balance between "rapport’
or meutrality' (Patton, 1990) and 'over-identification' (Fontana and Frey, 1994), and
between 'friendliness' and 'overagreement' (Berent, 1966). Issues of interviewer-
interviewee relationships can also be addressed through the negotiation of a 'contract'
between both parties at the start of the interview (Banister et al, 1995), where, for
example, guarantees regarding anonymity and use of the findings can be made.
Irrespective of how the relationship is managed however, the literature does finally
emphasise the value of informing the interviewee about the nature of the research and the
process before the interview commences. Without this awareness, the interviewee is
likely to become frustrated and demotivated, which has negative consequences for the
interview process. In informing in advance however, the researcher should be careful not
to overly influence the nature of the interviewee's testimony (Mason, 1996), nor give
away any of his/her preconceptions about the subject matter under discussion (Patton,

1990).

The key balance to be struck with respect to the construction of the interview is one
between structure and ambiguity (Jones, 1985a). Although in-depth interviews are
intended to be flexible and free-flowing, there is little value in 'presupposition-less’
research (Jones, 1985a), and thus, in-depth interviews need to be planned in advance so
that topic areas of importance are identified and covered (Mason, 1996). Guided by the
research questions and informed by reading of the literature therefore, the researcher
determines in advance what areas are to be addressed in the interview, and why these are
important, yet leaves enough open-ness in the process to allow him/herself to be

'surprised' by what is forthcoming in the interviewee's testimony (McCracken, 1988).
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To construct an in-depth interview, the researcher devises a discussion guide. This
represents a 'checklist' of the afore-mentioned important topics and subject headings
(Patton, 1990), which keeps the discussion focused whilst allowing interviewees to
elaborate their perspectives and experiences. McCracken (1988) likens the discussion
guide to a 'route map' which shows the broad ground to be covered, but which doesn't
specify the exact itinerary. The discussion guide should be subject to some modifications
over time, as the data gleaned from previous interviews feeds into the development of the

researchers knowledge and understanding (Mason, 1996).

The final set of considerations in depth interviewing - that of actual implementation of the
interview - involves the creation of a climate whereby the interviewee gives a free and full
testimony under the guidance of the interviewer. Overall, the aim is to bring the
interviewee 'within sight' of the important topic areas and then 'encourage them to go'
(McCracken. 1988). Ideally, the interviewer should be as unobtrusive as possible during
the interview, only interrupting to encourage elaboration, return to a point, or change the
subject (Berent, 1966). This necessitates a wide range of social and intellectual skills, as
the interviewer is required to identify and encourage elaboration on key topics; be open to
unforeseen areas of interest; spot when the discussion is straying into less relevant areas;
and look ahead' down conversational pathways to judge when to change a topic; all the
while being sensitive to the changing interpersonal dynamics of the interview process.
To address these challenges, McCracken (1988) offers a helpful guide to depth interview
questioning. First, he recommends that depth interviews commence with questioning of
a biographical nature: as Patton (1990) notes, asking interviewees to begin by talking
about themselves is often an easy and 'safe' topic area which creates a comfortable
atmosphere and encourages future elaborations on more difficult topics. Next,
McCracken recommends that key topic areas are broached with 'grand tour' questions:
broad, open questions which indicate the subject matter of importance but which do not
suppose or assume anything of the nature of this subject matter. Following 'grand tour'

questions, the interviewer is then recommended to use 'floating prompts": gentle,
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unobtrusive prompts, such as repetitions of the interviewee's last statement or
paralinguistic cues such as the 'raised eyebrow', which encourage further expansion on
key terms without influencing the nature of that expansion. Finally, McCracken
recommends ‘planned prompts’ to furnish elaborations on points which would otherwise
not be forthcoming, for example, where the topic is more sensitive or controversial.
Such prompts might include presentation of contrasting views to those expressed by the
interviewee, or asking the interviewee to recall an exceptional incident in relation to the
topic. The pattern of 'grand tour’, 'floating' and 'planned' prompts is then repeated for
each topic area in the interview until sufficient data have been collected on all key
questions of importance to the research. To this guidance, Patton also highlights the
importance of avoiding dichotomous and multiple questions, and also cautions against the
use of 'why' questions, on the basis that such questions imply a rational explanation

when the interviewee may not, in reality, have one.

4.6.1 In-depth Interviewing in the Current Study: Procedures and Reflections

Much of the information and guidance presented in the preceding sections was used to
inform the in-depth interviewing procedures for the current study. First, in terms of
relationship establishment with interviewees, a balance was struck between clarifying to
participants why they were being interviewed and over-informing them of the precise
nature of the research questions. Thus, in initial personalised letters posted to each
interviewee (Appendix 1), the broad purpose of the research was conveyed ('to
investigate experiences and perceptions of small to medium-sized food producers in the
region'), without mention of 'problematic' terms or concepts of interest such as
'territorial identities', 'tradition’, ‘craft' or 'marketing'. Similarly, in follow up phone
calls and in preliminary discussions with participants prior to the interviews themselves,
only a broad outline of the topic areas of interest was revealed. In terms of the issue of
researcher 'presentation’, the epithet 'a researcher from the Department of Agricultural
Economics and Food Marketing at the University of Newcastle' was used by way of

introduction to all participants. However, the precise attire and mannerisms adopted for

93



each interview varied according to the environment in which the interview was anticipated
to take place: where it was known that the interview would take place in a cheese-makers
dairy or in the participant's own kitchen, some 'dressing down' was deemed appropriate
to 'fit in' with the surroundings. In other cases where interviews were anticipated in
office surroundings, a more formal self-presentation was adopted to give a more
'serious’, professional impression. This was deemed appropriate to such interviewees
who had attributes of 'elites’, that is, they were recognised as having some social and
economic standing in their local community, and who presided over firms of 20 or more

employees.

In terms of interview construction, a discussion guide was devised which followed the
guidelines set out by Jones (1985a), Patton (1990) and McCracken (1988) above. Thus,
a set of key topic headings was identified to be covered in the interview, under which
further, more specific, subjects were also delineated. Following this process, the final
discussion guide specified five main topic headings: biographical details of the
interviewee; products; location; customers and marketing. It should be noted that these
topic headings, along with more specific subject areas, were specified in this way to act
as an aide-memoire during the interview: actual questioning did not involve the use of
specific terms such as ‘'marketing’ or 'territory', for example, as it was the purpose of the
research to understand interviewees' own perceptions of such terms. The final
discussion guide used for this study is presented in Appendix 2. In terms of
implementation of the interviews, the McCracken's (1988) pattern of 'grand tour'
questions, followed by 'floating' and 'planned’ prompts was used to elicit as full a
testimony as possible from the interviewees, without over-directing or influencing the
nature of those testimonies. Over the course of the 20 interviews conducted, key themes
and issues became easier to spot, and comparisons could be made with previous
testimonies. This enabled questioning to become more focused and less exploratory in
the latter interviews. In addition to written notes made during and after each interview, all

interviews were fully tape-recorded for later transcription, permission to use a tape
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recorder having been sought at the start of each interview. In spite of anticipating the
length of interviews to be approximately 30-45 minutes - and this was the expected length
of time proposed to interviewees at the start - no interview lasted less than 1 hour.
Indeed, all interviewees were found to be unexpectedly generous with their time, some

talking for as long at 2 to 3 hours.

In view of the fact that a valuable aspect of qualitative research involves its reflexivity
(Mason, 1996; Jones, 1985a), this section concludes with some reflections on the actual
experience of interviewing speciality regional food producers in the current study.
Overall, it was found to be a challenging, exciting and rewarding experience. The
unexpectedly generous and forthcoming nature of the participants was a bonus in terms of
data collection, as this resulted in a rich, deep and varied set of perceptions and
experiences of relevance to the research questions. The fact that interviewees were
willing and able to talk at length about matters of importance to the investigation was also
reassuring and confidence giving in view of the applied nature of the research, and the
desire to offer policy-relevant recommendations from the results. However, the high
degree of co-operation from interviewees did lead to a sense of indebtedness to them, in
turn making it difficult sometimes to broach controversial subjects or seek explanations
for opinions and feelings which might have given rise to tension in the interviewer-
interviewee relationship. This problem was further reinforced by the fact that the
interviewees themselves tended to be inspirational, charismatic individuals with an
infectious sense of enthusiasm for what they did and why they did it. In these
circumstances, conscious awareness of the need to pursue difficult topics was found to be
in itself quite helpful, leading to the tactical changing of subjects where necessary to allow

for re-broaching of difficult topics at the most conducive times.
A final difficulty encountered in in-depth interviewing for the current study was the ability

of some interviewees to construct solid public personas or legitimising scripts which

subsequently became problematic to 'get behind' (as discussed by Jones, 1985a, above).
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These personas took two distinct forms. First, a number of interviewees, as managers of
successful small enterprises in their local areas, had been subject to a fair degree of local
press attention and had experienced numerous visits from journalists wanting to hear the
'story of their success'. In some cases, interviewees interpreted the current research as
another example of this kind of journalistic investigation, and thus had a 'success story
script’ which they were clearly ready to wield in the interview. In these circumstances,
interviewees were encouraged away from their 'scripts’' by questions on research-relevant
topics which did not feature in the usual 'story": by the time the story was returned to,
interviewees could then describe it from a fresher perspective. The second type of
persona presented by interviewees was that of the 'salesman/woman': that is, the
interview was taken to be an opportunity to speak positively about or 'sell' the enterprise
and its products to the interviewer, as if the interviewer was a supermarket buyer or other
commercial representative. In these circumstances, techniques proposed by McCracken
were employed, such as offering contrasting views to the 'sales pitch' or asking for
exceptional incidents in the face of the 'positive spin'. In spite of the techniques
employed however, it would be false not to acknowledge that with some interviewees,
the personas or legitimising scripts remained throughout the course of the interview, with
only occasional chinks in the armour revealed. In these cases however,
acknowledgement that the persona or scripts existed at all was in itself a valuable insight,
and one that provided a basis for further reflection on such interviewees' testimonies

during the data analysis phase of the research.

4.7 Purposive Sampling: Theory and Best Practice

Thus far, this Chapter has explained the broad investigational approach undertaken for the
current study and the method employed to collect or generate data. Having described the
considerations and procedures involved in depth interviewing, this section now sets out
the selection and recruitment procedures for the 20 interviewees comprising the empirical

study. The method employed was theoretical, or purposive sampling. First, the method
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itself is described, then the specific procedures adopted for this study are explained and

reflected upon.

Under investigational approaches based on logical positivist intellectual stances and
quantitative methods, the key concern with sampling in an empirical study is to obtain a
sample which is statistically representative of a wider population, thus allowing
generalisation of the views or actions of that sample to the population (Mason, 1996). In
qualitative approaches however, representativeness and generalisability are not the prime
concern in a research sample (Burgess, 1993). Not only would it be very difficult to
reach the kind of sample sizes needed to achieve representativeness using labour-intensive
data collection methods such as in-depth interviewing, but qualitative approaches are also
based on an intellectual stance which is sceptical of the validity and usefulness of research
findings from statistically representative sample populations. Instead, qualitative
approaches are concerned with gathering rich, context-specific data, the meaning and
understanding of which are not intended to extend far beyond the precise empirical cases
studied by the researcher. A different kind of method is needed to select cases for a
qualitative empirical study than the sampling methods found conventionally in quantitative
research. This method is known as theoretical (Burgess, 1993) or purposive (Mason,

1996) sampling.

The aim with purposive sampling is to select cases for inclusion in an empirical study on
the basis of their importance and relevance to the investigation. Rather than trying to
achieve representativeness therefore, the researcher is trying to obtain the most relevant
data for the research questions, with the size of the sample being determined by the extent
to which the researcher perceives he/she has gained sufficient access to the data to be able
to make valuable comparisons between the cases (Mason, 1996). A theoretical sample
may be defined therefore as a small group of cases which contains specific characteristics,
experiences and behaviours of relevance to the research problem (Walker, 1985b).

Drawing from the literature, the researcher has three key considerations to take account of
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with theoretical sampling: first, how to determine what kind of cases are relevant to the
research problem; second, how to select further cases as data collection proceeds; and
third, how to know when sufficient cases have been collected such that sampling can

cease.

To address the above considerations, the literature advises that the qualitative researcher
takes a carefully planned approach to theoretical sampling (e.g. Mason, 1996; Morton-
Williams, 1985; Marshall and Rossman, 1999). Thus, although the researcher is not
seeking to develop a structured sampling frame such as that found in quantitative
research, it is deemed good practice to set out a flexible target or quota of cases to be
achieved, with a breakdown of the types of dimension or characteristic of importance to
the research, which should be identifiable, in some combination, within the quota
(Morton-Williams, 1985). Important dimensions and characteristics will vary according
to the aims of the investigation and the precise research questions involved, however the
researcher should always explain the basis for the particular choice of dimensions, and
comment on the implications of these for the findings derived from the final sample
(Walker, 1985b). In terms of the issue of collecting further cases as the research
proceeds, the literature highlights how in qualitative research, data collection is usually
interactive with data analysis, thus any target or quota of cases needs to be reflected on
and revised in the light of new evidence and understanding (Mason, 1996; Marshall and
Rossman, 1999). Theoretical sampling often proceeds therefore in steps or phases,
whereby an initial set of cases are sampled and data collected from them, the preliminary
analysis of which leads to refinement of the choice of the next set of cases, and so on
(Burgess, 1993). In theoretical sampling therefore, cases are 'incrementally specified'
(Walker, 1985b). In some situations, existing cases or interviewees may be asked to
suggest future cases, on the basis of their in-depth knowledge of a sector or community
of interest to the research: this is known as 'snowball' sampling (Burgess, 1993;
Marshall and Rossman, 1999). In terms of the issue of knowing when to terminate

purposive sampling, Walker (1985b) proposes that a purposive sample may be deemed
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complete when three criteria are met: (i) there are no new suggestions for cases
forthcoming; (ii) the marginal insight from additional interviewees levels off; (iii) the
marginal costs of obtaining additional insights levels off. Overall therefore, what the
researcher is looking for is a state of 'theoretical saturation’, when the gathering of data
from new cases serves to reinforce or confirm, rather than shed new light on, the theory

being developed from the findings of the total sample.

In addition to the above considerations in theoretical sampling, the researcher has to be
aware of one key problem or pitfall: that is the selection of 'reinforcing' cases not on the
basis of the development of a robust theory, but rather on the basis that the researcher has
not thought widely and critically enough about the relationship between the sample
chosen and the population from which it is derived (Mason, 1996). Qualitative
researchers adopting theoretical sampling have to be very careful not to select cases which
'fit in' readily with the theory that the researcher is developing. This will result in a
limited and impoverished theory (Mason, 1996). For example, in the current
investigation of speciality regional food producers, sampling only those producers who
are cheese-makers, or only those whose firms have a long, inter-generational history of
production, will result in only a limited understanding of who speciality food producers
are and what their products mean in the UK today. To overcome this problem, the
literature recommends that researchers deliberately set out to incorporate ‘contrasting or
'contrary' cases: that is, cases which are perceived likely to possess alternative
characteristics, experiences and behaviours to those cases already sampled (Pidgeon,
1996). In terms of the current investigation, this would mean including in the sample
speciality regional food producers engaged in the production of different types of food, or
those with different lengths of experience. In incorporating contrary cases however, the
researcher must also be careful not to 'stray’ too far from the original aims of the
research, and end up incorporating cases of little relevance to the research questions.

Overall, the researcher has to consider carefully the relationship between the sample and
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the population it is derived from, and be clear as to the bases for choosing the sample

(Mason, 1996; Walker, 1985b).

4.7.1 Purposive Sampling in the Current Study: Procedures and Reflections

Following the guidelines from the literature described above, the sample for the current
empirical study was set out as follows. First, the research questions were turned to and
the choice of cases to be included in the study considered in the light of these questions.
Overall, the research sought to investigate speciality regional food products and
producers. This meant that not all food products and producers were of interest to this
study, but a certain type. In setting the boundaries to capture this type however, a
delicate balance had to be struck between using overly restrictive definitions which would
lead to the recruitment of self-reinforcing cases, and employing such broad or flexible
criteria as to render chosen cases indistinguishable from any other food products or
producers. Therefore, it was decided that ‘evidence of territorial distinctiveness' should
be the baseline dimension for selection of a case in this study. This was on the basis that
if a case did not show evidence of territorial distinctiveness even at the broadest level
(whether this be tradition, or craft production methods, or special ingredients, or use of a
place-name), then it was beyond the bounds of relevance for this study. Some
possession or demonstration of territorial distinctiveness was necessary to render data

collection from each case appropriate, given the aims of this investigation.

Having set out the most fundamental dimension for case selection, the next phase in the
sampling procedure involved determining how the other key characteristics or dimensions
of speciality regional food producers should be specified in the sample. According to
some authors, it is good practice in purposive sampling to set out the key characteristics
desired amongst sample cases and use these as a basis for case selection, so that the final
sample displays something of an 'even spread’ of cases according to these key
characteristics. In the current study however, with its emphasis on investigating the

nature and characteristics of speciality regional foods, it was crucial to avoid pre-
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determination of key characteristics: this would simply lead to self-reinforcing, circulatory
arguments in the research. Thus, the approach taken to pinpointing key characteristics of
cases in advance was to set out some of the dimensions upon which all cases in the
sample could be compared (e.g. size and age of firm). However, instead of then
deliberately setting out to gather cases with characteristics at the 'extremes' of these
dimensions (e.g. deliberately sampling microbusinesses, small and large-sized firms),
these dimensions were used to reflect critically on each case post-interview, and on the
profile of the sample as a whole, in the analysis phases of the research. Indeed, the only
dimension where cases were selected in a pre-determined fashion was 'sector type'.
Thus, cases were deliberately selected from a wide variety of sectors, from dairy to
meats, fish, beverages and baked goods. This was considered appropriate given the
study's aim to investigate foods rather than one specific type of product, for example
cheeses, sausages or beers. Having then determined the key dimensions of cases and
their role in the selection process, a tentative decision was made of the number of cases to
comprise the total sample. In terms of sample size, the literature varies in guidelines from
eight (McCracken, 1988) to 30 or more (e.g. Mason, 1996). For this study therefore, a
flexible target of 15-20 producers was determined at the outset, with recognition of the
fact that in purposive sampling the sample size is 'incrementally specified' (Walker,
1985b), and not determined finally until analysis informs the researcher that sufficient

cases have been collected.

In terms of determining where these 15-20 producers were drawn from, it was deemed
desirable, from the point of view of giving context-specific results, to focus on one
geographic area. However, the possibility of the results being influenced by the
particular socio-economic circumstances, or infrastructure of one particular region was
considered less desirable: that is, efforts were made to avoid a 'Cumbrian' effect, or a
"Yorkshire' effect in the results. Therefore, the 'north of England' (taken to be the
counties of Northumberland, Cumbria, Yorkshire and Lancashire) was chosen as the

geographic area of study, combining sufficient breadth of socio-economic and
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infrastructural circumstances with some context specificity. The north of England was an
appropriate study area given the specific subject matter under investigation: although this
area was deemed to contain a number of well-known traditional regional food products, it
was sufficiently diverse an area not to have a single, renowned public 'identity'
promulgated by the area tourist board (as for example, Cumbria or Yorkshire alone might
have). This lack of 'umbrella’ identity underpinning the study area was felt to offer up
more intriguing possibilities with respect to producers’ individual perceptions of territorial

identities in their products.

Having set out the key dimensions of the sample, its approximate size and geographic
location, the next phase in the sampling procedure involved the practical procedures for
actually selecting and recruiting cases to include in the study. First, the research required
a 'frame’ or listing of the total population from which the sample could be drawn. For
this study, the listings drawn from were the membership lists of the Food From Britain
Speciality Food Groups existing in the north of England, that is, the Yorkshire Pantry
(for Yorkshire) and North West Fine Foods (for Cumbria and Lancashire). In
Northumberland, where no Speciality Food Group existed at the time of the study, an
alternative listing of speciality food producers for the region, compiled by
Northumberland County Council, was drawn from instead. The precise selection of
interviewees from each of these lists then followed the guidelines set out in the literature.
Thus, entries for each of the producers in the listings were scrutinised for evidence of the
key criterion of territorial distinctiveness in products. To gain further assistance in the
judgement of listings entries and potential interviewees, in-depth interviews were held
with each of the co-ordinators of the Speciality Food Groups, whose job it was to
administer and manage the Group. In 