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Introduction 

 

Farmers’ Markets (FM) are a relatively new phenomena. The 

first FM in the United Kingdom was launched in Bath in 

1997.  The appeal of the concept for producers and 

consumers has seen rapid growth, with 450 markets held 

regularly by September 2002 in England and Wales (NFU, 

2002). The National Association of Farmers’ Markets 

(NAFM) was established in 1999 jointly by the NFU, the 

Soil Association, Farm Retail Organisation and Envolve to 

“ support, promote and represent” Farmers’ Markets (NFU, 

2002). NAFM defines a Farmers’ market as;  1  

 

“ One in which farmers, growers and producers from a 

defined local area are present in person to sell their 

own produce, direct to the public .”   

 

To this extent, at least, they have created a new space 

in towns and cities across the U.K. The departure point 

for this study is inspired by Holloway and Kneafsey’s 

                     

1 There has also been a simultaneous growth of markets that are similar to 
FMs yet are not affiliated to the NAFM. These markets range from informal, 
independently producer -led initiatives to organised producer markets  that 
do not limit themselves to local producers and welcome others from, 
typically, France and Spain. Other markets that have benefited from 
promoting producer links to attract customers include inner city, ex -
wholesale markets such as Spitalfields and Borough in London. 
This study focuses on Association affiliated markets. It is important to 
note, however, that the concept of FMs represents a broader trend in which 
consumers are being attracted to producer connected or orientated market 
places. The discussion will attempt to envelop this wider context.  
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reading of the FM as a liminal space in that it “ subverts 

the normal experience of food shopping… but also re -

inforces free market entrepreneurialism”,  thus is 

“ simultaneously alternative and reactionary”  This study 

sets out to conceptualise FMs as a hybrid, negotiable 

space for a variety of discourses that relate to 

agriculture, rural economy, the environment, food 

production, healthy eating and consumer values. Beyond 

the immediacy of the event that focuses on the 

transaction between producers and consumers, the FM is a 

physical manifestation of, and a forum for these debates. 

 

Setting out the stalls. 

 

The discourses that are brought to the market and help 

define the space can be seen in three distinct 

categories. Broadly they represent the agendas of the 

producers, environmental concerns and consumers. 

 

For political representatives of the farming community, 

FM are seen as part of an adaptive strategy to stem the 

socio -economic crisis facing agriculture in post -

industrialised Britain. The National Farmers Union’s 

(NFU) 2002 FM business survey reports a growing sector 

that can provide vital income during difficult times. It 
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also draws attention to the benefits to the local economy 

and tourist industry (NFU 2002). The Curry Report, was 

commissioned by the government following the 2001 foot 

and mouth epidemic. It welcomes the expanding sector and 

its potential to reconnect producers and consumers by 

bringing economic benefits and increased trust. The 

report recommends specific policies to help their further 

expansion in scale (PCFFF 2002 pp45).   

 

Promoting the local ecology of food, supporting 

environmentally sensitive farming and limiting the 

ecological footprint of the food chain by reducing 

pollution, packaging and food miles are central to the 

environmental agenda of FM.  FM explicitly attempt to 

reduce “food miles”. They promote locally grown produce 

that often expresses the physical restrictions and 

opportunities to producers. Fresh fish and crabs near 

coastal areas and sheep’s cheese, for example, produced 

in low -lying pastureland. An emphasis on the engaging 

the producer and the consumer promotes diversity, both in 

terms of the products traded and of the implied impact on 

the production environment. Holloway and Kneafsey (2000) 

observe a correspondence between the distribution of FM 

and an “organic core” (Ilbery et al 1999). They suggest 

that the associated discourses of rurality and food 

quality have a powerful influence on the location and 
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success of FM. Many local authorities link the 

establishment of FM with Agenda 21 strategies to promote 

sustainable development. Sustain, an alliance campaigning 

for better food and farming, promotes FM as one 

initiative towards achieving sustainable local food 

economies (Sustain 2002);  

“A system of producing, processing and trading, primarily 

of organic and sustainable forms of food production, 

where the physical and economic activity is largely 

contained and controlled within the locality or region 

where it was produced, which delivers health, economic, 

environmental and social benefits to the communities in 

those areas’ .” (Soil Association 2001)  

In addition to a clear emphasis on environmental 

sustainability, these concerns also give great 

significance to the importance of locally integrated food 

economies on the health and social well being of future 

communities.  

 

FM also reflect changes in consumer attitudes and 

behaviour with regard to food. Demand for food that is 

authenticated by being quality, local, produced 

organically or traded ethically has risen dramatically in 

recent years. These trends are associated with increased 

health and environmental awareness arising partly in 

reaction to food scares such as salmonella in battery 
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eggs and BSE in beef. Sales for organic food continue to 

grow faster than any other food and drink sector, with a 

growth rate between 2002 and 2003 of 10.4% (Soil 

Association 2003). The press and media have endorsed FM, 

representing an increasingly food conscious culture. 

Celebrity chefs such as Jamie Oliver visiting Borough 

Market and Rick Stein celebrating local “food heroes” 

illustrate the culture of consumption associated with FM. 

Consumers can come to the market for more than food, for 

some, they are an accessible and palatable rural 

experience; 

“ make your (picnic) hamper as fresh and colourful as the 

scenery… Interrogate the maker about exactly how they did 

it. Often garnished with… entertainment and other rustic 

revelry, a farmers market makes a fun outing in itself.” 

( Vincent Crump in The Sunday Times, 15/6/2003.)  

The underlying reasons and longer term predictability for 

these trends is less clear however. Imported organic 

produce accounted for 56% of total 2002 sales, 38% of 

total sales were of imported produce that can be grown 

indigenously. While this could represent the inertia of 

producers in meeting market demands, the accumulation of 

“food miles” usually undermines the environmental 

advantages of organic food (Millstone and Lang 2002). The 

market share of organic food only accounts for 1 – 3% of 

the food economy (Millstone and Lang 2002)  -Farmers 
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Markets being a much smaller proportion -and with higher 

prices is only purchased by higher income consumers. 

 

The Problem 

 

This broad categorisation represents agendas that reflect 

policies and practices that are often deeply intertwined. 

For example; diversification of agricultural production 

is both a reaction to environmental concerns to protect 

biodiversity and prevent pollution as well as taking 

advantage of consumer demand for regionally identified 

quality foods. On the other hand some of the agendas and 

discourses that seek to define the FM have 

incompatibilities. While markets developed in products 

produced and marketed in environmentally friendly ways 

depend on niche markets for wealthy consumers, the long 

term economic and environmental sustainability is 

undermined. 

 

The problem that this study seeks to investigate is 

whether the forum imposed by the FM further entrenches 

these differences or whether the connections and 

relationships fostered by the forum are bringing about 

constructive mediation and change. The integration of 

these agendas is important when considering the potential 
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of FM and other local food networks to move into a more 

permanent and sustainable position in the wider food 

production/consumption arena. 

By looking at the various discourses in FM a better 

understanding of what drives them can be arrived at. More 

specifically their potential to contribute to sustainable 

development can be evaluated. 

This study looks in detail at a single case study of a 

thriving and established FM in West Wales. Ethnographic 

data is collected from a wide range of participants 

through participant observation. The data creates a rich 

and complex reflection of the discourses outlined above. 

While conclusions can be drawn about the case example, 

only tentative statements towards a wider understanding 

can be made. 
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Aims and objective 

 

The overall objective of this study is to bring 

illumination to the theoretical significance of Farmers’ 

markets and by implication other local food network 

initiatives, by investigating a case example. Bearing in 

mind the uncertainties revealed in wider discussion, the 

aims are as follows; 

 

·  To investigate who is involved in farmers markets, and 

what their involvement is – producers, consumers and 

organisers 

·  To identify the attitudes and motivations for 

involvement in farmers markets. 

·  To identify and analyse issues of communication and 

conflict in Farmers’ Markets. 

·  To understand how the people involved work together in 

relation to the conflicts. 
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Literature Review 

The literature review looks at the agendas outlined in 

the introduction from a theoretical perspective. 

Initially the perspective of producers is explored by 

looking at the how the role of agriculture has changed in 

a transition from a productivist to a post productivist 

system. The incorporation of environmental and more 

recently consumer agendas into agri -rural research and 

practice is given attention before looking at those 

theoretical positions and agendas more closely.  The 

literature highlights methodological implications that 

are carried into the research methods chapter. 

 

The Productivist agri -food system (PAS) 

 

U.K. agriculture since the industrial revolution and 

especially in the post -WW II period has been subject to 

extensive technological and economic developments. These 

have influenced the way in which food is produced, but 

also how it is traded and consumed. Ilbery and Bowler 

(1998) demonstrate different ways in which to interpret 

this phase that promoted increased productivity and 

involved adopting modernising and industrial practices. 

Theoretical approaches to describing the PAS reflect 

polarised theoretical and essentially political debate. 
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Neo -classical, commercialisation analyses highlight the 

importance of outputs from the farm system, influenced by 

supply and demand relations in the economy and measured 

in terms of productivity, efficiency and competitiveness. 

The industrialisation analysis illustrates how industrial 

technology has appropriated and substituted biophysical 

and natural processes (Goodman & Redclift 1991). A series 

of technological introductions have appropriated these 

processes from mechanical replacement of human and animal 

labour to agro -chemicals and hybridised seeds replacing 

closed system, natural biological processes. Further 

technological advances at the molecular level substitute 

agricultural products with industrially synthesised 

equivalents (Le Heron 1993).    

Structuralist, commoditisation analyses emphasise the 

impact of a capitalist, consumer society on traditional 

family farms (Redclift 1984; Vandergeest 1988; Hart 

1994). Agricultural autonomy is eroded through vertical 

integration where capital value is added to produce 

further up the chain.  

 

In practical policy terms, government intervention has 

played a crucial role in shaping the economic context for 

the Agricultural Regime in the second half of the 

twentieth century. The Treaty of Rome and the Common 
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Agricultural policy were defining policies for an 

economically integrated European union and sought to 

ensure increased agricultural productivity while 

protecting the livelihoods of the agricultural community 

and stabilising markets with low food prices for 

consumers(from Brouwer and Lowe, 1998 pp13). 

 

Although agricultural production increased under the PAR, 

the contribution to GDP from the industry continued to 

fall. Institutional policy towards agriculture had to 

take increasing account of the need to support the 

incomes of farmers, especially in marginalized areas.  

In the 1980s and 1990s agricultural policy, influenced 

principally by neo -classical economics but also 

environmentalist concerns, shifted towards controlling 

over -production with quotas and set -aside initiatives. 

The vertical integration of the agro -commodity chain, 

illustrated by Whatmore (2002) in figure 1, extends to 

the global level. The GATT free market negotiations have 

forced interventionist and protectionist policy towards 

the agricultural industry to be liberalised to allow the 

growth of global economic trade. Concern regarding the 

environmental impact of increasingly intensive 

productivist agriculture has developed since the 1960s 

and 70s, initiated perhaps with Carson’s influential 

(1963) work on the use and accumulation of pesticides in 
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the food chain. Debate continues over the problems faced 

by the application of biotechnology to farming and the 

consequences of vertical integration of the food chain 

for public health. Following these policy shifts, it has 

been suggested that the factors influencing the 

agricultural economy and practice are so changed that the 

Productivist Agricultural Regime needs to be re -

conceptualised as a Post -productive Agricultural Regime 

(PPAR). Ilbery and Bowler (1998, pp.70) interpret the 

PPAR as “ a progressive reversal of the trends that 

dominated the proceeding productivist era in EU and US 

agriculture.” 

  

 

 

 

 

 

 

 

 

 

 

 

Figure 1. an outline of the contemporary agri -food 

system. Whatmore 2002, pp61. 
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The Post -productivist agricultural system 

Studies of the PPAS reveal a spectrum of changes to the 

economic and social context of the agricultural industry. 

Debate continues, however, regarding the significance of 

changes and indeed if a paradigm shift is an appropriate 

interpretation. The objective of exploring the 

interpretations in this section is to identify an 

understanding of the economic and social context in which 

Farmers’ markets occur. 

As mentioned in the above discussion of state 

intervention in agriculture, the influence of neo -

classical economics and environmental concern was to 

transform the economic context for farming. At the time 

of CAP reform and GATT negotiations in the early 1990s, 

the first discussions of such significant changes as to 

merit the terming PPAS were published (Wilson 2001 

referring to Marsden et al 1993, Ward 1993, Shucksmith 

1993, Murdoch and Pratt 1993). Commentary drew attention 

to “the loss of the central position of agriculture in 

society” (Lowe et al 1993). Ilbery and Bowler (1998) 

summarise the post -productive pressures on farming in 

three dimensions; from intensification to 

extensification, from concentration to dispersion and 

from specialisation to diversification. 

Wilson (2001) reacts to the lack of a clear definition of 

the PPAS by providing a more comprehensive comparative 
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framework using seven “inter -related” dimensions; 

ideology, actors, food regimes, agricultural production, 

agricultural policies, farming techniques and 

environmental impacts. Significant shifts are noted in 

each dimension. He is critical, however, of the PPAS 

being conceptualised from predominantly political economy 

and structuralist perspectives and develops a more 

inclusive model of a Multi -Functional Agricultural 

Regime (MAR). The MAR takes account of what Whatmore 

(2002) refers to as plurality within agri -food networks, 

with “numerous, co -existing food production and 

consumption practices”.  

 

Alternative Agri -Food Networks(AAFN) / Re -localisation 

of the agri -food system 

 

Whatmore’s (2002) political economy/structural analysis 

of the agri -food regime demonstrates that the PAS 

continues to vertically integrate in line with 

globalising economic trends. Transnational corporations 

continue to dominate the technological inputs to 

agriculture, while supermarket chains oligopolise the 

food retail sector. At the margins of the Agri food 

regime however, in between what she terms “nodes of 

production and distribution”, are significant, 

alternative food consumption and production practices 
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(Whatmore 2002 pp65). While some of these practices are 

articulated as traditional subsistence systems and 

informal market networks, others use food to express 

resistance to the dominant agri -food regime over 

concerns for environmental issues, regional politics and 

cultural identity (Whatmore 2002 pp65 -66). 

Whatmore (2002) continues by highlighting the emergence 

of two categories of resistance; some against industrial 

food products and others on environmental grounds. Recent 

opposition to GM crops and foods in the UK (Heller 2003), 

consumer boycotting of foods associated with health 

scares; eggs, beef and most recently farmed salmon and 

fair trade networks (Whatmore and Thorne 1997) are 

examples of the first type of resistance. Pro -

environmental resistance is institutionalised in that 

agricultural policy and regulation promotes the 

production of “environmental goods” -from regulating 

pesticide use to subsidising organic conversion. The 

organic food sector continues to show impressive growth. 

Shelf space increases in supermarkets and other 

specialised retail outlets including box delivery schemes 

and Internet marketing. The categorisation of AAFNs 

belies the fact that many are founded on a combination of 

factors. 

Agri -rural research is actively addressing the 

relationship between producers meeting diversifying 
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markets and increased consumer demand for products 

embedded in local ecologies and carrying the notions of 

quality, locality and nature. For Murdoch, Marsden and 

Banks (2000), looking at “quality” producers in Wales, 

the notions of embeddedness are contested between those 

who integrate locally and those who seek to adapt to the 

vertically integrated dominant AFN. Hinrichs (2000) shows 

how the complexities of activity at FM in America are a 

function of the tension between the embeddedness of 

produce and the market -ness. This view echoes Holloway 

and Kneafsey (2000) when they illustrate the liminality 

of FM, combining alternatives to the dominant AFN 

(supermarkets) while encouraging market principles. 

 

Authors such as Tim Lang, Jules Pretty and others from 

the field of agri -food research associated with the 

campaign organisation Sustain ( www.sustainweb.org.uk ) 

combine arguments ranging from public health to global 

food inequalities and environmental impact in advocating 

the importance of urgent and radical - wholesale (Lang 

2003) - food policy change.  According to Sustain, the 

externalised effects of productivist, industrialised 

agriculture include causing diet related disease such as 

obesity, diabetes and heart disease. International 

transportation of fresh produce clocks up unnecessary 

“food miles” causing pollution and compounding economic 
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and nutritional inequality but also, and perhaps most 

importantly, perpetuates a chasm of understanding between 

consumers of a -seasonal, imbalanced diets. Sustain’s 

campaigns are strongly orientated towards promoting 

policies that forge links between producers, responsible 

farming, consumers and healthy diets. For instance the 

campaign to eat more than five portions of fresh and if 

possible locally produced fruit and vegetables has been 

adopted by the Department of Health. From a theoretical 

perspective, AAFNs are problematic to conceptualise. 

Marsden, Banks and Bristow (2000) hint that their 

irrationality compared to industrial food chains and 

their empirical weakness undermines the ability of rural 

development studies to accommodate them (pp 424&425). 

Despite rapid growth rates, Goodman and Dupuis (2002) 

estimate the market share of AAFNs to be no more than 2 -

3%, Goodman and Redclift (2003) also draw attention to 

the spatial distribution of AAFNs predominating in 

Northern Europe. The key question revolves around who is 

involved and why. A Marxist analysis, quoting Goodman and 

Dupuis (2002) describes the consumer involvement in AAFNs 

as “ Bourgeois ideology.. which.. gives consumption the 

appearance of emancipation when, in fact, it is 

implicated with capitalism as, for example, when upper 

income consumers buy so -called “niche market” products.” 

Contrasting conceptualisations of the role of consumer do 
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little to empower, or attach significance to their 

actions. Marsden et al (2000) show in their study of 

Short Food Supply Chains (SFSC) – a type of 

producer/consumer alliance AAFN with production location 

as central to its meaning -that producers nurturing this 

form of marketing create an expression of farm 

diversification under the PPAS. Interestingly, however, 

in their struggle to define SFSCs they concentrate on the 

notion of a “product embedded with information” (2000 

pp425).  Extending this definition to other AAFN’s puts 

food in the centre of the debate and enables 

communication between; the values and methods of 

production and the consumer making sense of the food’s 

production and consumption. 

The significance of AAFNs, producer -consumer alliances 

challenging the dominant Agri -food network, becomes 

clearer, perhaps, when considered from a wider 

sociological perspective. Goodman and Dupuis (2002) are 

concerned about the predominantly productivist approach 

to analysis of the agri -food system. They outline ways 

in which broader humanities and social sciences could 

shed light on the significance of consumer behaviour. 

Their review of theoretical frameworks; commoditisation, 

actor network theory and the consumption turn in social 

theory, attempts to find ideas useful for bridging the 

gap between production and consumption approaches. In 
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criticising these models they indicate potential but find 

insufficient analytical power in models that favour the 

productionist paradigm, take an apolitical stance or 

overstate the role of the consumer (Goodman and Dupuis 

2002). In conclusion they reassert the political 

significance of consumer oriented AAFNs; “.. the knowledge 

practices of reflective consumption are expressions of 

agency and so constitute a politics of food. If a “broad 

church” approach is adopted, the consumer politics of 

organic food can be admitted without prejudice to other 

modalities of food politics.”  (Goodman and Dupuis 2002 pp 

18).  

They express the need for a more inclusive theoretical 

framework for food production and consumption, perhaps 

centred around understanding the knowledge struggle 

between producers attempting to create an alternative 

food system and consumers learning about food and its 

place in their lives. 

Wary of the theoretical and empirical uncertainty of the 

significance of emerging AAFNs, yet engaging with broader 

social and environmental concerns, Goodman and Redclift 

(2003) highlight an uncertain new era for food politics 

in Europe. The politics of food consumption are 

insufficiently integrated into agri -rural research and 

agricultural policy. They claim that only when health, 

the body and the environment are incorporated into a new 
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social contract, similar in scale to post WWII 

agricultural integration, will the modern food system 

progress. 

This summary review of the growth and significance of 

AAFNs highlights the highly political nature of 

challenges to the dominant agri -food network. The stakes 

are high, with the health of consumers, the livelihoods 

of farmers, stable macro -economic growth and 

environmental sustainability all in question.  

 

 

Farmers’ Markets in the literature 

The literature relating to the specific study of FM as 

forums for these debates is not wide. Agri -Rural studies 

have looked at how producers are adapting to the market 

for environmentally embedded, quality and local food 

(Murdoch et al (2000), Hinrichs (2000)). Some consumer 

oriented studies have been published ( LaTrobe (2001), 

Youngs (2003), Archer et al (2003), Szmigin et al (2003). 

The most inclusive of these in approach is Holloway and 

Kneafsey (2000), who advocate a variety of approaches to 

further study including using an Actor Network Approach 

to examine the ways in which various actors are 

“ implicated in hybrid configurations of relations, the 

effect of which, is a specific FM.” Despite being 

rejected by Goodman and Dupuis for being insufficient for 
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looking at producers and consumers, ANT could be a useful 

analytical tool for looking at the relationships between 

discourse and practice in the FM space. 

 

 

Methodology 

 

The problem of understanding the significance of Farmers’ 

markets requires data to substantiate them on an 

empirical, quantitative basis. To understand the social 

and cultural aspects, qualitative enquiry is also needed. 

The scale of this study is limited in its scope with only 

enough resources to look at an isolated case study over a 

short period of time. Empirical data is beginning to 

emerge from various sources (re: NFU 2002, LaTrobe (2001) 

and the issue of the BFJ – Szmigan et al, Youngs (2003). 

This data can begin to inform wider discussion and 

conclusions. The focus of this study is a qualitative 

enquiry into the nature of a thriving FM in West Wales.  

 

It is important at this stage to declare the personal 

involvement of the researcher in this market. The 

researcher’s family’s horticultural business has had a 

stall at this and other FMs since it was established in 

1999. As an occasional participant in the market, the 
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researcher has developed a working relationship with 

other producers, the organisers and consumers at the 

market. In addition the researcher has wider experience 

in food retail, the organic food sector and fair trade 

with developing nations. These interests and experiences 

in the “Alternative Food” industry have provided the 

broad context for motivating this enquiry. While this 

involvement has many positive implications for gaining 

access and insight into practices at the market, especial 

care and attention needs to be exercised during the 

research design with regard to methodology, objectivity 

and not least, ethical considerations. 

 

Research Methods 

 

The need for qualitative data and the involvement of the 

researcher tends towards adopting a Participant 

Observation approach to collecting data. Cook (1997) 

illustrates how Participant Observation has enabled 

researchers to develop an ethnographic picture of the 

world views and ways of life of people by taking part in 

the context of their everyday, lived experiences. “ By 

immersing themselves in the rhythms and routines of daily 

life and developing relationships… people can show and 

tell them what is going on” (Cook 1997). 
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The role of the researcher as Participant Observer is two 

-fold. In one instance they immerse themselves. 

Simultaneously they are recording impressions of the 

community by creating and gathering material evidence, 

written notes and photographs. This “data” returns to the 

academy with the researcher for analysis and discussion. 

To conduct this research, the normal role of the 

participant/researcher was altered so access needed to be 

negotiated. To formalise the arrangement the researcher 

sought permission from the market organiser at the outset 

and consent was requested when approaching producers and 

consumers in the market. The context of the researchers 

role meant that assurances of anonymity and discretion 

had to be given when discussing issues that were 

commercially sensitive or could influence the 

individual’s position or relationships within the market. 

Although the researchers discretion can be guaranteed, it 

cannot be assumed that these assurances were universally 

“believed” and that a fully objective data set was 

collected. 

The choice of Participant Observation as a methodological 

approach can be summarised as having advantages and 

disadvantages. Having prior knowledge and established 

relationships with people in the market gives insider 

access to gatekeepers from which a detailed picture can 

be drawn. However, the nature of prior involvement can 
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create barriers to accessing an objective and unbiased 

sample of gatekeepers. It is anticipated that measures 

taken to provide assurances go some way to minimising 

this effect. Reflecting on the context of participation 

and the bias of observations is important when evaluating 

the results. 

 

Research Agenda 

 

Taking into account the theoretical “claims” on the 

significance of farmers markets and the scope and 

limitations of this study, it is necessary to identify an 

agenda for research; a plan of what type of data needs to 

be collected. Looking qualitatively at the forum of the 

Farmers’ market focuses on the nature of discourses and 

conflicts relating to the environment, food consumption 

and production, and agriculture. Access to these 

discourses is gained by talking to and observing the 

producers, the consumers, the organisers of the market 

and the communication between them (including promotional 

literature, websites etc). 
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Interviews 

 

Participants at the market were approached for semi -

structured interviews. A questionnaire approach was 

avoided to allow a more flexible format in which the 

researcher could “ explore the subjective values, beliefs 

and thoughts of the individual respondent” (O’Connell 

Davidson & Layder 1994). An interview schedule was used 

to bring focus to the conversation and provide a 

checklist. The schedule helped to move the interview from 

more general, factual questions about the background of 

the respondents into the more discursive area of 

motivations and impacts and networks created by the 

market. (See Appendix 1 and 2 for producer and consumer 

interview schedules.)   

The context for interviewing producers and consumers was 

different due to the amount of time available with 

respondents. The researcher was able to “buy” time by 

offering help at the beginning and end of the market. 

(This participation also yielded valuable observational 

data.) Having arranged a convenient time, the producer 

interviews were normally held at the stall between 

customers being served (again, yielding observational 

data of producer/consumer interaction). In contrast to 

the extended conversations held with producers, consumers 

had to be interviewed much more rapidly as they moved 
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through the market. During trial interviews, held in 

Pimlico FM in London, consumers responded better to the 

interviewer referring to a checklist of topics that 

appeared to re -assure the respondent of the purpose of 

the discussion. Consumers were approached partly as a 

result of being “introduced” through producers and partly 

at random (continuous random sampling) as they stood back 

or moved past the stalls. In a few cases customers were 

interviewed outside the context of the market. 

Extended interviews with market organisers were arranged 

and held outside the market space but often their 

activities and comments were noted during the markets.  

 

Gathering other material 

 

Interviews with market participants provided the main 

bulk of data collected but other material was gathered. 

Particular attention was given to publicity material; 

signs were noted and photographed and leaflets/pamphlets 

collected. Information held in these often stimulated 

discussion in interviews. In addition, photographs and 

notes were taken to document the patterns of activity 

during the market.  

In an attempt to embrace an Actor Network approach to 

data gathering, some of the products were traced from 
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“field to plate”. This involved visiting farms and 

observing the production practices and “following” the 

food to the market and into the consumer domain and 

taking note of the people and processes involved on 

route.  

Collecting additional data of this nature compliments the 

ethnographic picture created from interviews and 

“triangulates” data by adding different perspectives and 

“ maximising the understanding of … the… research question”    

(Valentine 1997). 
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Results and Analysis 

 

Data was collected at 7 consecutive markets held between 

June and September 2003. Interviews with 16 stall holders 

and 50 customers were recorded and transcribed for coding 

(Crang 1997). An observation notebook was used to record 

other information about the market including notes about 

how markets progressed through the day, the arrival of 

producers, setting up stalls and waves/patterns of 

consumers. 

The presentation of results draws on interview data, 

observations and material gathered from leaflets and 

websites offered by producers as well as photographs 

taken during fieldwork.  

Representing the views and practices of individuals while 

preserving anonymity presented some practical problems 

while compiling results. As a general rule of thumb, the 

researcher has sought to protect the identity of 

individuals by anticipating the effect of it being 

revealed by being read within the community of the 

market. In some cases publicity material has been quoted 

and photographs used. Care has been taken to separate 

interview quotes from identifiable material. Products and 

backgrounds have been manipulated and obscured in 

quotations. Where identity is revealed, explicit 

permission has been obtained from the people involved. 
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Initially the background of the market is explored, 

highlighting the role of the organiser and the NAFM. A 

profile of the market is given, exploring the variety of 

producers and consumers and produce found at the market. 

The findings are further analysed by highlighting the 

topics commonly discussed and the conflicts and 

resolutions that they represent. 

 

Haverfordwest, the setting for the market 

 

The town of Haverfordwest is located in the centre of the 

county of Pembrokeshire; it is the administrative centre 

for local government and the Pembrokeshire Coast National 

Park. It is connected by rail to South Wales and by road 

to the M4 corridor via the A40 trunk road that passes 

through the town from Fishgaurd; an important ferry link 

to Ireland. The Riverside Quay shopping centre was built 

during regeneration of the lower town along the banks of 

the upper tidal limit of the Western Cleddau River. 

Haverfordwest continues to function as a community and 

market focus for the rural county with two large 

supermarkets (Tesco and Safeway), a regenerated cattle 

market and slaughterhouse and the location of public 

services such as the hospital and further education 

college.  
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Map 1. Pembrokeshire; showing the location of 
Haverfordwest, major roads and the National Park. 
 
Map 2. Haverfordwest Town Centre, showing the location 
of the FM and other services. 
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Background to the market 

 

The Farmers’ Market in Haverfordwest was first held in 

1999 following a consultation between local producers and 

the Food Officer employed by the County Council. The Food 

Officers wider role is to help and assist local producers 

and to promote local farm produce to the retail and 

tourist sector both regionally and nationally. Activities 

involve communicating policy initiatives such as EU 

objective 1 funding and the Welsh Development Agency 

“food culture” programme, from a regional to a local 

scale. In this context, the food officer was commissioned 

to write a report into the viability of a FM in the 

county following the success of FM in Bath, Bristol and 

Columpton (Devon). Motivated by the potential to help 

farmers financially, an open meeting was held with local 

producers to gauge interest. 

“So it was very much trying to be producer led all 

the way. From that meeting they decided where they 

would like it held, on what day and how often they’d 

like it. We could see from the results of that report 

that it was worth giving it a go.” 

“After the first three markets we did as a pilot, 

everyone said “yes, we want to keep it going” then we 

went from monthly to fortnightly as well.” 

Market Organiser. 
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2The Food Officer, aware of her wider role keenly stresses 

the financial independence of the market and the amount 

of resources put in by her office. 

“ Now that its up and running and all the information 

is held on a database, the running of the market 

occupies less than 4 hours a month of my time.” 

The market administration, however, often combines wider 

initiatives. For example, a letter to producers giving 

market information; a map of stalls etc., contained 

additional information about a training course (Hazards 

Analysis) offered to producers under EU objective 1 

funding. 

 

 

Plate 1 and 2. Contractors lay out stalls and erect ed stalls along the river. 

 

                     

2 A grant was obtained for the initial purchase of stalls; collapsible metal 
frames with green and white canvas covers and tables. Producers are 
responsible for erecting stalls and collapsing them at the end of the 
market. A ground fee is collected for each market that covers the rent to 
the privately owned Riverside Quay shopping centre and the use of County 
Council contractors to distribute and collect stalls. Along with additional 
income from renting out the stalls to other events, such as the Count Show, 
the overheads are covered in full. This includes the funding of maintaining 
equipment and investing in publicity material such as branded carrier bags, 



 36 

 

In a professional capacity the role and agenda of the 

Food Officer as Organiser of the market is political and 

economic. The initiative came about as a result of local 

government “ looking at the situation of agriculture being 

really down” (Market Organiser). An important indicator 

of success from this perspective are the producers that 

have been given a boost, an opportunity to develop, and 

producers that have moved on into wider markets; the FM 

providing initial income and advertising. A smoked fish 

producer and a cheese maker are cited as prominent 

examples of such success. Indicators of success are 

difficult to gauge; asking producers about takings is a 

sensitive issue for some producers. Some are more 

forthcoming and help enormously by sharing observations 

eg comparing weekly takings against previous years. 

Evaluation for the Organiser tends to rely on feedback 

and turnout. The location is important; 

“People say it is such a lovely FM to come to with 

such a pretty position on the river. Adjacent 

businesses in the Riverside Quay – for the most part 

-say it is a positive benefit; drawing people in and 

making them slow down.” 3 

“Year on year more and more producers have come to 

the market earlier in the season. There were 15 or 16 

                                                           

aprons for producers, advertisements in the local press and a new 2004 
calendar.  



 37 

producers in March this year, that must mean that 

people are finding it worthwhile.” 

Market Organiser 

A significant aspect of the Organisers role in the 

Haverfordwest FM has been to secure NAFM certification 

and use the guidelines set out to administer the market. 

Although not a legally binding definition for the FM it 

has been instrumental in setting down rules. In some 

cases producers have been excluded from the market 

because they are not directly involved in the product; 

using wholesalers to supply cured bacon for example. The 

association with NAFM has also enabled liaison and 

support from other FM both regionally and nationally. 

Comparing the FM with those of her equivalent in 

Cardiganshire, she attributes success in Pembrokeshire to 

a lack of competition and clearly defined area. Markets 

held in small towns in the more elongated county of 

Cardigan have had difficulty getting established with 

producers swapping and moving to find better profits. 

“It creates quite a lot of problems when you get 

markets popping up within 15 miles of each other.” 4 

 

The organiser’s commitment to working within the guides 

set out by NAFM enables her to define her role as an 

                                                           

3 This observation supports findings brought togethe r by Bullock/FOE 
(2000) (pp 8.) from the UK and US that indicate the  positive benefit 
to adjacent businesses. Also NAFM Website gives un -referenced data. 
4The impact of markets being held close together in time and space is 
discussed by Youngs (2003) with regard to markets i n NW England. 
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economic manager of the market. Her personal commitment 

to the environmental and consumer culture agendas is 

easier to incorporate from within her position as public 

servant. As County Food Officer she brings background 

knowledge and an interest in promoting the diversity of 

local food and the linking of consumers and producers. In 

addition to the “accountability” of her approach, the FM 

for the local authority is also a mechanism for building 

social and environmental capital.  

Maintaining the strict focus on the direct interface 

between producers and consumers as outlined by NAFM is 

evidence of the importance to the local authority of the 

other agendas brought to the FM. 

“Part of the FM thing was educational, to get people 

back into realising strawberries don’t appear in 

January normally… no we don’t grow olives and oranges 

here, but this is what we do grow.” 

“I used to do professional cookery demonstrations for 

WDA (previous appointment), now with the market I try 

to do them whenever possible. I’ll take some produce… 

say salsify… that a producer has said to me no one 

knows what to do with and develop recipes for it and 

demonstrate at the market. There’s one coming up now 

in September for the Harvest Fair market where I’ll 

do some demos. Next year we’re doing a calendar that 

will feature seasonal recipes I am writing, using 

local produce all available at the market.”  

The organiser demonstrates the “many hats brought to the 

job, but in the final analysis -perhaps pragmatically -

the market is assessed on its economic viability. Her 
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analysis of the types of producers at the market provides 

a starting point for the next section of the results. 

Illustrating the profile of participants at the market 

also needs to be analysed through the lenses of the 

environmental and consumer agendas. 

 

 

Plate 3. NAFM certification, displayed at the market. 

(see Introduction for NAFM definition of FM) 

Producer Profile 

 

“You’ve got those who use it as a stepping stone 

towards other things; perhaps bringing vital revenue 

and advertising until get too busy too come to market 

and the main part of their business plan takes over” 

 

“You’ve got those who come to the market regularly 

for a fairly predictable income… perhaps they have 

lost out on previous business with local retailers 

that have gone bust or buy from elsewhere. It’s a 
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good way for them to shift fresh produce and a good 

advert for the farm shop and supports other aspects 

of their business. There are some who rely entirely 

on FM – food fairs – more FM for their living and 

don’t want or need to go any further.” 

 

“Another group would be those who don’t appear to 

need to be there; at least not judging by how much 

they sell… but they like to be there.” 

Market Organiser 

 

These observations reveal various strategies that 

producers have in using the FM as part of their 

livelihoods. With this categorisation of producers in 

mind, the analysis can turn to producer interviews for 

cross -examination. 

 

The economic or business agendas of producers  

 

A grower in conversion to organic status discusses the 

way in which they have used the FM. 

“When we first came to Wales our intention was to 

grow for box schemes that we had been involved in 

before. We knew that they’d be reluctant to take “in 

conversion” produce because it involves a paper trail 

and different packing etc… I go to 5 FM and they’ve 

been important for cash flow, getting ideas about 

what the customer wants and getting out there and 

making a name for ourselves. We have been pleasantly 

surprised to find that there is a local market for 

our produce… its not necessarily growing though… so 
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we’ll certainly keep on the best of the FM like this 

one, perhaps find somebody to help us. We will be 

less dependent on them, our customers up the line 

will become more financially important though.” 

Producer #1. 

 

  

For another producer a series of FM, a calendar of 

festivals, events and fairs has always represented more 

than 50% of their income from selling a local speciality 

attractive to local customers and as a tourist souvenir. 

 

“We sell through a wholesaler and they ( the products) 

go as far as Snowdonia and Yorkshire now, but you 

can’t beat the markets for shifting the stuff face to 

face… you know, you can give ‘em (sic) the flannel 

and they buy it.”  

Producer #4 

 

The final category of “ those who just want to be there” 

is less visible. Although it is clear that some producers 

take less cash at the market than others, the FM 

represents different opportunities for different 

producers. In the past there have been stalls at the 

market with the purpose of promoting a delivery scheme 

with no actual product changing hands. A few interviewees 

suggested that for them, coming to the market had value 
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in terms of the social occasion and the need to use other 

facilities in the town. 

 

“ It’s important personally to meet other producers; 

the sense of community is a novelty after years of 

dairy farming. I usually exchange goods at a 

discounted rate with other producers at the market… 

probably about £30 every week…  The market is a shop 

-front, most of our sales are at the farm gate and 

over the Internet.” 

Producer #14 

    

  

To some extent the analysis of the market organiser is 

borne out by the interview data. Looking at it from this 

perspective shows that the FM is a tool being used under 

the conditions of the PPAR. To the first category the 

market represents a supportive platform for producers in 

the process of adapting to niche markets and diversifying 

their production activities to establish secure incomes. 

Producers in the second category utilise the market as a 

means to an end … as the niche market they are aiming 

for, or perhaps as a safety net to replace markets that 

have disappeared as vertical integration in the food 

production arena has occurred. The final category, while 

on first impressions can be dismissed as apparently 

unsuccessful or unsustainable practices at the market 

reveal on deeper analysis that the market is just one of 
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a number of livelihood strategies employed by these 

farmers. The market for these individuals is as 

“profitable” for them for as long as they get what they 

are coming to the market to find. 

 

Environmental agendas of producers  

 

A spectrum of environmental agendas is evident in the way 

producers present their products at the market. For some 

the identity of their produce is firmly embedded in its 

environmental credentials. Extensive literature 

accompanies a specialised baker;  

“Sustainable nutrition in the bag” “99% of our 

ingredients are certified organic, only the sea salt 

and bicarbonate of soda are not” “We use Spelta flour 

because it has not been excessively hybridised like 

modern varieties of wheat.” “unpasturised to preserve 

the natural enzymes which help to make the food taste 

better and more easily digestible.” 

Producer #10 (Website) 

The explicit and extensive communication of environmental 

embeddedness is central to the value of the produce sold. 

Purchasing from this particular producer is a 

comprehensive preparation for the experience of consuming 

sustainability, and when it is eaten, the customer is 

asked to return the containers for recycling and a 

refund. 
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Another approach to communicating environmental 

credentials occurs where the product has no formal 

identification like free range or organic, but a degree 

of self -regulation is apparent. The organic in 

conversion grower introduced above is a good example of 

this. Another non -organic grower is keen to point out 

that although his food is not organically grown, he uses 

a whole range of biological controls, from the 

atmospheric control of the poly -tunnels to use of 

natural predators introduced into the soil around plants. 

He is keen to promote these technological solutions to 

his customers as examples of how conventional 

horticultural practice takes a responsible approach to 

environmental issues. 

 

 

A further group of producers allow the quality of the 

produce to speak for itself. When questioned about a 

distinct lack of literature and production information, 

most of these producers seemed to regard the attractive 

presentation of honestly produced food, backed up with a 

transparent attitude to questions as being most 

important. The proof being when regular customers return 

week after week. 

“I looked at going organic, but to me it’s just a 

trend, in fact I use chemicals to the bare minimum 

because of the cost. Very few people even ask about 
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whether its organic, maybe fewer than 1% and then it 

might lead to discussion... with the (.. PRODUCT..) 

for example there’s no spraying, only the seed comes 

to us coated.” 

Producer #9 

 

 

 

Plate 4. Attractive and creative decoration of stall to communicate 

production authenticity 

 

Consumer related agendas of producers  

 

Producers display a variety of ways in which they 

interpret and cater for the demands of the consumer. The 

stalls at the FM offer a wide range of products to the 

consumer from fresh vegetables to prepared meals. Each 

stallholder goes about attracting customers in their own 

way, displaying the colours and shapes of produce in 

attractive baskets, frying up mouth -watering samples. In 

many ways they are competing for the same customers, but 
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in other ways they are appealing to specific tastes with 

quite different products. 

 

Producers such as the specialist baker introduced above 

are specifically targeting a health conscious, 

environmentally aware, gastronomic customer. Others such 

as the Women’s Institute stall are selling traditional 

home baking and jars of fresh jam. Some producers 

(organic and conventional) offer abundant quantities of 

fresh, competitively priced produce that offers real 

price advantage over supermarkets. These strategies are 

appealing to different customer preferences. The 

consumers at the FM are complex however. Although there 

is producer differentiation – illustrated as multi 

faceted in this section, consumers are also multi 

faceted. 

 

Plate 5. Customers queuing for a vegetable stall.  
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Consumer Profile 

 

The wide variety of producer strategies for tapping into 

consumer demand for FM produce reflects in turn a variety 

of different consumers. Youngs (2003) finds that age 

groups visiting markets in rural NW England are older 

than in larger towns and cities. Other studies have 

tended to concentrate on evaluating motivations for using 

FM (LaTrobe, 2001). The following analysis of consumer 

data collected shows that although these findings are to 

some extent confirmed, the customer base at the fm is 

differentiated in background and what they seek from the 

market. 

 

The most striking distinctions observed in consumers were 

their backgrounds and the motivations for using the FM. 

Most of the customers interviewed lived in the county, 

often making a trip into town by bus or car specifically 

to attend the FM and incorporating other shopping, 

visiting the bank etc. Producers report, and observation 

notes confirm, that market activity is strong between 

opening before 9AM until about 11, when a lull is 

experienced until a later surge of customers 

corresponding to the lunch breaks of people working in 

town.   
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A large proportion (34%) of the consumers interviewed 

were on holiday in the area. Although finding tourists in 

the market is to be expected during the summer months, 

the comments of interviewees suggest that the FM was a 

significant factor in their decision to visit the town on 

that day. While a number had been before, many reported 

that they had been made aware of the FM by publicity in 

the local but also national press. Often customers at FM 

or other local food initiatives in their own region, the 

opportunity to sample local food while on holiday 

enhanced their experience of Pembrokeshire. 

 

“We’re here for a week in a self catering cottage. I 

saw an article in the BBC good food guide which was 

great… I suppose with the other markets and farm 

shops we’ve visited here we’ll have brought 90% of 

the serious food for the week and I’m taking a load 

of veg. home; it’s so much cheaper than London. I use 

the FM as much as possible in London but here its so 

much better… it’s more honest in a way, there you 

don’t really know where they (producers) are from.” 

 

“This is one of the highlights of our holiday, 

meeting the local producers makes the food taste 

better in a way and the experience is like a souvenir 

to remember.” 

 

“We’re staying on a campsite owned by one of the 

producers here, she told us about it and we’ve come 

along to get our last weeks food shopping.” 
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The comments of tourist customers suggest that consuming 

local food is an important part of their holiday, 

complimenting the rural experience, but also a comparison 

to using FM at home. Producers regard the attraction to 

tourists as a welcome extra to underlying regular return 

custom. Others felt that once consumers had experienced 

the environment, met the producer and tasted the produce, 

sales over the Internet and mail order were far more 

likely. 

 

While quality food and adding a sensual dimension to 

their vacation was important to tourists, the comments of 

local customers make an interesting comparison. The 

notion of wanting to support local trade occurred very 

frequently. This finding was surprising, as compared with 

other studies into consumer motivation for attending FM 

have not reported such strong feelings on this subject. 

LaTrobe (2001) found 6% attended “to buy local produce”, 

Archer et al (2003) report 9% “supporting local farmers”. 

A possible explanation of this would be the level of 

integration in a rural community. A lot of interviewees 

referred to the opportunity for meeting people and 

maintaining personal connections in the FM. 

 

“I know one of the producers, I use her farm shop all 

the time. My friends and I quite often come on a day 

trip together, using the bus to visit the market.” 
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“A couple of friends suggested I come… It’s only the 

2nd time I’ve been but I’ve seen a lot of people I 

know… I was just talking to (…producer…) its years 

since I saw her, my daughter went to school with her 

son…” 

These findings across age groups support Szmigin et al. 

(2003) who argue that FM provide an important community 

function, replacing social exchanges lost in modern 

shopping experiences. Many of the exchanges recorded 

between producers and consumers concerned local and 

social issues. 

 

“Oh! How did you get on in St Davids last week?” 

“Well we won, but I’m in trouble… too much cricket 

and not enough family at the moment!” 

   

Local consumers also made extensive reference to 

preferring the quality and diversity of food available, 

and also the value, compared to the supermarkets. 

 

“I can’t afford the organic stuff in the supermarket, 

but I do prefer the idea of no pesticides; here I can 

afford to buy much better quality fresh food. It’s 

quite a treat!” 

 

“It’s a much better shopping environment, I know that 

I can trust what I buy here, I know where it’s coming 

from its fresh and… yummy!” 
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Discourses – Conflicts, resolutions and challenges 

  

 

Plate 6.  

 

 

The profiles of the market looked at from the perspective 

of the organisers, the producers and consumers illustrate 

many of the discourses in action. The thriving nature of 

the market as testified by increased producer 

participation and the reliability and steady growth of 

returning customers demonstrates growing trust between 

participants. Consumers have made commitments to the 

producers in response to the range of products offered 

and the way in which producers have communicated the 

authenticity of the food. Adaptation and continued 

success can be seen as effective resolutions to 

conflicting, or misunderstood discourses.  
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·  Offering a wide range of produce, over an increasing 

season has offered reliability to the producer. This 

reflects efforts by the organiser to maintain standards 

and balance on the market and the producer to alter 

production methods. 

·  Offering identity to the market with branded bags, 

aprons, a “Pembrokeshire Quality standard”, publicity 

and an attractive profile in the media has created a 

positive public image. 

·  Producers listening and adapting to consumer 

requirements; developing new recipes, cuts of meat and 

pre -weighing produce etc.    

·  The communication between producer and consumer about 

how the food is produced has been facilitated by 

literature, photographs at stalls, the use of 

recognisable standards such as Soil Association 

Certification, the presentation of food, and also the 

transparency and willingness for producers to talk about 

their product with customers. 

 

In other respects, the market continues to carry 

discordant agendas that remain unresolved. Some consumers 

remain wary of the standards maintained at the market, 

especially by stalls using refrigeration for meat and 

dairy produce. 
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“I wouldn’t buy any cheese or meat though, I don’t 

like the look of some of those fridges. I prefer to 

get my meat from the supermarket where its shrink 

wrapped and I know it’s been cold and clean.” 

 

This customer was extreme in her preferences, but 

interviewees commonly mentioned the concern. A producer 

using a glass -fronted fridge for displaying sausages was 

surprised, saying; 

  

“That fridge is serviced every six months, I have a 

digital thermometer on display here… I can’t afford 

to cut corners, I’ve got too much to lose.” 

Producer#16 

What seems most likely in this situation is that 

customers make informed choices in the market, which are 

not necessarily modified by the producer’s efforts to 

communicate. They reflect a distrust that runs deeply 

between food producers and consumers discussed in the 

introduction. Efforts by the Organisation of the market 

to help create the positive and uniform image and strict 

standards are important in mending this type of wound. 
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Plate 7 . Fridges used for displaying produce. 

 

The main issue raised by consumers included the scale of 

the FM and the limits to which the consumer could rely on 

it. 

 

“I would get a much greater part of my weekly shop 

here if it was held more regularly. I used to come 

every time, but now I have to work some Fridays and 

can’t get in.” 

 

“I still get most of my weekly groceries from the 

supermarket just because it’s so convenient… I hate 

it.” 

  

 

These concerns are echoed by the producers in different 

ways, but relate to the challenges that face the market 

in meeting increased demand and a wider market. Many 



 55 

strongly held views were aired by producers on this 

subject. 

 

“I’d love to be able to go to Fishgaurd market, I 

know that the customer spend there is high and it 

would be worth my while on the day, but I simply 

can’t afford the time. Having a vehicle tied up for 

another day, not to mention myself just cripples the 

operation at home.” 

Producer#13 

 

A solution to this type of producer, who has a valued yet 

limited time to spend a day at market is a proposal for 

local producers to be represented in a permanent retail 

outlet in town. 

 

“ I don’t know, I think the producers at the market 

should look at the possibility of taking over a big 

shop, and consider how it could be run, perhaps with 

producer space allocated and a permanent manager and 

staff. Grants might be available for setting up a co 

-operative like that.” 

Producer#2 

 

This solution is opposed on grounds that … 

 

“As soon as you go down that route you have 

undermined the most valuable thing that FM have, 

that’s the direct producer interface. People would 

have less of a reason to shop there, and where do you 

stop? Do you stock lemons and oranges as well?” 
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Producer#   

These views are part of a discussion that questions the 

organising principles of the market and the guidelines 

adopted from NAFM. While strict guidelines protect 

producers and the identity of the market at the outset, 

producers who are being held back by these guidelines 

from developing bigger markets need to step out of the FM 

framework to achieve them. In this context there is no 

framework to identify or protect initiatives within the 

wider market economy. For some this is a positive aspect; 

 

“Local food initiatives need to move away from 

centralised, often council control. This group -

Farmers Markets in Wales ltd -aims to act as an 

umbrella organisation… like NAFM, but for Wales. As a 

private co -operative initiative made up of producer 

members it could secure funding to open into other 

“local food” markets; like shops in some of the 

bigger towns and combined delivery schemes.” 

Producer#3 

 

“If such an initiative received State Aid (Under 

Objective 1), it would be obliged to open up to 

producers from within the EU, and suddenly it 

destroys the central concept of local produce, food 

miles etc.” 

producer#(protected) 
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Another solution addresses the ownership of local food 

markets. 

 

“I think that local food initiatives should move 

towards consumer ownership, we should be starting 

with engaging the consumer in their commitment. The 

bags and aprons are a step in the right direction, 

what about reward schemes, trolleys… I don’t know. 

The Organiser here is really important, that 

objectivity is crucial. I’ve seen in other markets 

that are entirely producer led how vested interests 

can distort the market and create imbalance… because 

the exercise of power limits competition and 

ultimately affects the consumer’s experience.” 

Producer# 

 

These discourses relating to the future of the market and 

the producers, but also the assumptions made about the 

consumers are unresolved “conflicts”. The organiser of 

the market in 2002, asked the producers to elect a 

committee of representatives, an initiative to “ help the 

FM organisation continue to be represented by producers.” 

Such a mechanism could be seen as a necessary step in 

resolving these conflicts in the future. If the market 

continues to succeed then more initiatives may develop 

within this framework based on 

social/economic/environmental (NAFM) principles mediated 

through a public interface with producer support. 
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Conclusions 

The literature review highlighted the need to adopt an 

inclusive approach to looking at the roles of producers 

and consumers in looking at food networks. The conclusion 

aims to take a broader perspective and reflect on the 

results presented with some of these theoretical 

perspectives in mind. 

Actor Network Theory (ANT), developed by Serres and 

Latour (eg Serres and Latour, 1995) is a tool for looking 

at complex sets of representations such as the FM. It 

allows the analysis to look at the relationships between 

various actors in the FM including producers, consumers, 

policy makers, produce, the media, market stalls and the 

market space (Holloway and Kneafsey (2000). ANT analyses 

the FM in terms of flows of information, regulation, 

capital, trust and  perception between these actors. 

For Hinrichs (2000) the tensions between embeddedness and 

market -ness & instrumentalism bring to light how 

dynamics of power and privilege characterise – sometimes 

subtly – many direct agricultural markets. The links 

between actors at the FM are a function of this tension. 

At the Haverfordwest FM, embeddedness is illustrated in 

many ways; the different strategies for communicating 

environmental, local and other definitions of quality by 

producers and the way consumers interpret them. The face 

-to -face interaction during these negotiations and 
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transactions over the non -human actors at the centre of 

the market is perhaps most important symbol of 

embeddedness. Market -ness and instrumentalism is also 

expressed in a number of ways, from the variety of 

livelihood strategies the producers employ, to the 

different values consumers attach to produce – its 

comparative supermarket value, and its sensory value. 

From this perspective it can be seen that in terms of 

scale the FM is a niche market that is catering for 

different categories of consumers. The economic 

opportunities of such embedded products, though, has 

further potential for expanding its market share. This is 

demonstrated through a combination of consumers 

displaying unsatisfied demand, the producers unable to 

meet that demand and the potential for the environment to 

be flexible in terms of the range of appropriate food it 

can produce. 

For Latour (1991), technology is society made durable. If 

the social activities and transactions in the FM have 

been shown to be durable; that is reliable and dependable 

for producers and consumers (and organisers, and the 

environment -the food, the ecology) by meeting their 

needs, then the basic ingredients for expanding the use 

of FM and local food networks as technology exist. As 

demonstrated in the unresolved conflicts, is the current 

mechanism for expanding the concept of FM. In this 
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analysis, the technology of FM is limited in its ability 

to provide more extensive local food networks without 

actors beyond the forum adjusting rules, regulations and 

market conditions. However, for the time being it is 

creating a constructive forum for negotiating and 

exchanging knowledge. In a sense, the forum for “local” 

producers, food and consumers has been introduced and 

begun to be established, and whatever happens in a wider 

sense, those actors will not change. 

 

In conclusion, the FM has been shown to represent a rich 

and varied set of discourses relating to food production, 

consumption and the environment. In some areas the 

variety of strategies, responses and patterns is seen to 

contribute to greater understanding between agendas. 

Social and economic ties have been strengthened and the 

FM has fostered to some extent a re -integration of food 

networks at a local level. In other areas, particularly 

relating to how this integration can continue to 

strengthen and develop, there are conflicting agendas 

that remain unresolved, but nevertheless are discussed in 

the FM forum. 
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Appendices 

Appendix 1 

Producer interview schedule/ aide memoire 

 
Producer Schedule. 
Context. 
·  Who, what do they sell , where from. Background. Co llect any 

literature and website info. 
·  How long have they been coming? 
·  What other markets outlets do they use. Only Farmin g? 
·  How significant is the market? 
 

 Motivations. 

·  Why are they involved? Ideals goals of FM? Ease/loc ality/financial 
advantages, other.  

·  Are they organic… how does that work? Ideals or mar ket or subsidies?  
·  Other quality assuarance schmes? Little red tractor . How do they 

display it. Is it important?  
·  What is good about their product?  

Networks 

·  Do they/ did they know any other producers? What is  the nature of 
relationship? Is it beneficial in other ways? 

·  What do they talk to customers about? Who are their  customers? 
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Appendix 2 

Consumer interview schedule/ aide memoire 
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Appendix 3 

Map distributed to producers before each market informing 

location, other producers etc. 
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