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Abstract

Farmers’ markets have recently enjoyed some academic attention and situated within this 1s a
valuable reading of the contexts that surround markets, of particular interest have been the
nascent forces that have encouraged the re-emergence of food markets. Prior to the more recent
growth in interest towards food production and sourcing, opportunities to engage with
alternative means of food sourcing were somewhat limited in a Briush context. The cultural
significance of such reactions are undoubtedly important and while farmers’ markets offer a
relatively ephemeral window into the economic processes of local economies and of actually
buying and selling food, they also offer a distinctive approach in understanding the contexts of
such actions. Previous work has considered notions of trust, face-to-face traﬁsaction, high quality
and social embeddedness. These concepts strengthen what makes the markets both different

and unique, as compared to conventional means of shopping; for instance, meeting and talking
to the person who actually produces the product on sale is a novel idea in an age of post-
industrialization. This thesis examines the act of buying and selling at farmers’ markets and the
colliding networks, associations, symbolic meanings and understandings often present within

these spaces of consumption. Focusing upon the construction of relationships between

producers and consumers, the work unpacks the socio-economic impacts and implications
generated when farmers' market producers and consumers meet and highlights the social
intricacies and subtleties that can be produced within spaces of consumption. The thesis reviews
relevant sources and matenial in relation to farmers’ markets, the UK food and the agricultural
industry. The research for this thesis was supported with approaches that included in-depth
interviews, participant observation and participant surveys and the focus of the thesis rests upon
the moments when producers and consumers meet at the markets and the actual physicality of
the emotive or affective notions tied up in such a construct. The thesis argues that a more
agency-led approach has the potential to expand geographical understandings of social relations
and social practice, and explores this with a theoretical emphasis on materiality, affect,

performance and ephemerality.
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Chapter 1

Introduction

One feature of food systems in industrialised nations 1s the power of the middlemen: the
food-processing companies and large supermarket chains. Three charges are levelled
against these players: they push up pollution by transporting food crazy distances to
centralised collections and processing centres; they push down prices, so farmers eam
less money for their produce; and they cut consumers off from farmers... But fresh ideas
are changing this picture. While countries such as France have a long tradition of farmers
selling direct to consumers, 1n the US, UK and Ireland the idea had to be reinvented 20
years ago. The resulting farmers’ markets now bring in hundreds of millions of pounds

each year.

(New Scientist 2004)

Farmers’ markets are not new; direct sales, agricultural marts and markets have been common 1n
the UK for the past few centunies. However, farmers’ markets as they are understood today are a
relatively new phenomenon, and they have siezed the imagination of the UK public in a manner
that marts and fairs never quite managed, thanks mainly to media-friendly chefs such as Hugh
Fearnley-Whittingstall or Rick Stein and to the many Sunday newspaper food supplements. A
wave of enthusiasm has swept much of the UK towards locally produced food, perceteved by
many as being of high quality or, at the very least, something that contains more nutntional or
taste benefits than food commonly available at a supermarket (Moore 2006: 213). Of course, the
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socio-economic context should be noted, in that buying ‘high quality’ food is not applicable to all
consumers (see Szmigin et al. 2003). Nevertheless, what is suggested is a movement or ground
swell towards something moderately unusual or different. The first farmers’ market 1n the UK
took place in Bath in 1997 and from here the concept grew; indeed the Bath farmers’ market has
spawned much literature in relation to how a farmers’ market can ‘be done’ (see Chubb 1998). In
essence, Bath is viewed as the model upon which to build a market, although the National
Farmers' Retail & Markets Association (FARMA) does now offer advice on starting a market 1n
the UK. Evidently, farmers’ markets have become successful, with over 550 markets, 9500
market days and 230,000 staltholders throughout the UK (farma.orguk 2007). Of the 550
markets, at least 19 take place in the north east of England.’

Most interesting regarding farmers’ markets are the interactions between producers and
consumers: here something different 1s happening, a producer selling directly to the consumer.
While such a style of selling is not unique to farmers’ markets in the UK, it provides one of the
few instances in which this type of interaction takes place and in which the nature of the
interactions are themselves significant. It thus offers an opportunity to explore some of the

intricacies of consumption. For example, farmers’ markets involve the dynamics of economucs,

politics and sociability in structunng how the markets are ‘played out’ (or simply, what goes on at
the markets) and equally, how interactions at the markets become mobilized and realized. Actors
bring to these situations or these moments of consumption subtle and intricate appreciations,
influences, knowledges, networks and links that allow the markets to happen and function.
Consuming practices awaken appreciations of, for instance, lifestyles, cultures and emotions
(Williams et al. 2001; Ekstrom and Brembeck 2004; Goss 2006), and farmers’ markets offer a
flavour of how buying food at the markets is different. Rarely at supermarkets or comer shops 1s

something bought directly from the person who produced it. The moment of transaction at 2
farmers’ market is the focus of this thesis, and of significance is the physicality of participating n
such an event. The physicality of being there, how actors conduct themselves, interact, employ

their senses and negotiate sociabilities and materialities all playa distinctive role.

! This number varies, hence ‘at least’. Some markets open seasonally, while others have just begun, others have
just ceased. Of the 19 markets that occur in the north east, 13 could be called established — in that they have run

for over 4 years and average over 8 stalls per market.
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Existing literature relating to farmers’ markets tends to focus debate on and around the binanes
of ‘conventional’ and ‘alternative’ (Watts et al. 2005), particularly in terms of the standardization

of food shopping and consumption. For example, supermarkets are often viewed as the

antithesis to altenative means of consumption with the supermarket as the symbol of
conventionality against which ‘alternative’ markets are seen to represent a challenge (see
Cameron 2007; Moore 2008), As a Friends of the Earth pamphlet stresses, ‘customers pointed
out that farmers’ markets represent an excellent altemative to mainstream supermarket shopping
with a fnendly, relaxed atmosphere that cannot be duplicated anywhere else’ (2000: 13). The
juxtaposition of binaries such as conventionality and alterity frame much of this thesis, because
as suggested in Chapter 2 there 1s ambivalence towards farmers’ markets. A farmers’ market 1s
not altemative or conventional, but both, as well as being a much more complex entity than a
single binary would suggest. Understanding farmers’ markets benefits from an all-embracing or
holistic approach, as Castree (2004: 21-2) states: ‘conceptual dualisms ... have for too long
splintered human geographers’. Altenty 1s the context in which farmers’ markets are readily
understood and situated (Youngs 2003; Spiller 2007); as Hetherington (1997) might suggest,
farmers’ markets approprnate a heterotopic space where a marginal force implies ideals - however
temporary or ephemeral that space may be’. Nevertheless the practice of shopping at a farmers’
market often becomes routine and the proficiency of such actions render them normal. In
contrast to what were once reactionary or alternative sites to developments and ncidences 1n
farming and food 1n the UK, farmers’ markets become normalized, or to some extent non-
alternative, which brings into question binanies such as altenty and conventionality as a

framework for understanding.’

The approach of this thesis towards farmers’ markets focuses on the nuances and subtleties
often in evidence during processes of consumption. These markets are the focal position of this
thesis because they offer something different in relation to consumption patterns or expenence
in the UK. Farmers’ markets are different because of, for example, the directness of producer
and consumer interactions, the quality and range of food, the outdoor environment and/or

issues of ‘careful consumption’ (see Chapter 2). The markets are not the normal way to buy food

2 Farmers’ markets in the north east generally occur once a month (the exception being Hexham’s fortnightly

market).
? Particularly when, as Jackson et al. (2006a) have explored, conventional retailers appropriate notions of

alterity or the alternative.
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for the majonty of UK consumers; however there 1s more to be seen and read at the market than
altenty, or indeed conventionality. The emphasis 1s on what motivates both consumer and
producer, and the subtleties of interaction and performance in the matenalities of the farmers’
markets. As will be seen in Chapter 2, there has been debate about farmers’ markets and
alternative food networks, but much of this work is overly attentive to 1ssues that have been
widely covered. In contrast, this thesis applies notions of ‘messiness’, as well as moments of
performance, actor networks and matenalities, to issues of shopping and specifically buying and
selling at farmers’ markets (see Chapter 2). While themes such as these have greatly added to
geographical approaches in other areas, they have only recently begun to be applied to spaces of
consumption (for example, see Latham 2003; Hitchings 2003; Anderson & Tolia-Kelly 2004).
The significance of themes such as these is that they can elucidate the subtleties and nuances of
how people understand and conduct interactions. Moreover, when this action takes place in a

relatively different context, such as a farmers’ market, other parameters, knowledges and

meanings come 1nto play.

Thesis focus

The focus of the thesis springs from an interest in the processes of consumption and what 1t
means to buy and sell - as well as what happens to a product, object or commodity and the
actants involved along commodity chains or networks (Pred 1996; Cook 2004). These types of
processes and meanings concemn the object being sold, how the object actually gets to market
and what happens to it at the market; however this thesis also considers issues of matenality,
affect, performance and ephemerality (see Chapters 4, 5, 6 & 7) because these produce an

amalgamation of influences and complexities in relation to farmers’ markets. This thesis
considers the farmers” market as an assemblage precisely because of the complexities mnvolved m
buying and selling. Goss (2006: 241) highlights ‘assemblages of consumption’ in explonng ‘the
role of cultural intermediaries in promoting new objects and forms of consumption’ and crtes a
number of case studies which demonstrate the effects that influence processes of consumption.
These influences include magazines, new technologies or ethical considerations that help
consumers to remain ‘well-informed” and ready to consume. Many of the choices made by

consumers and producers are guided by ‘intermediaries” and these play a profound role in
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shaping consuming habits and practices. Consumer choices at farmers’ markets are often
mediated through, for example, television cookery programmes or through particular food

movements like the Soil Association,* and as such, these influences form part of the assemblage

of the markets.

Consumption has received much attention in the social sciences and focuses have ranged from
spatial perspectives (see Bromley and Thomas 1993) to ‘new’ retail perspectives (see Wrigley and
Lowe 1996), to cultural perspectives (see Shove and Pantzar 2005) and new theones of shopping
(see Miller 1998b). Within much of the consumption literature, attention has been drawn to
cultural and economic perspectives and while early studies of consumption tended to 1gnore
socio-cultural aspects, more recent studies tend to see the socio-cultural and economic as
interconnected, but do not unravel the complexities of the ‘skills of the shopper (Gregson

1995). The prionty in this thesis is not the social and/or the economic; rather, it is much as
Crewe (2003: 352) states:

I am purposefully side-stepping the now locked-in and tired refrain of ‘lets join economy
and culture’, through either ‘unveiling’ commodity chains or via circuits and networks.
... what unites much of the better literature in the field at present is a concem for the
ways in which particular forms of exchange are accomplished, represented, spatialized
and mnstutionalized.

This thesis engages with farmers” markets through a perspective on consumption led by a theory

of shopping that is concemed not just with the social or the economic but the living mesh of
networks, chains, regulation, associations, assumption, understandings and relationships that
flourish at the markets. The focus is the point of purchase, rather than the use of the commodity
or even the production of the commodity. Undoubtedly, the latter figures in the processes of
consumption at the markets and, as such, is a component in its assemblage. Nevertheless,

shopping at farmers’ markets enacts knowledges and assessments that are in tune with ‘careful

* The Soil Association is the UK's leading campaigning and certification organisation for organic food and
farming (http://www.soilassociation.org).
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consumption’ (Crewe 2001) - a consumption that is guided by, for example, Quality Assured
Schemes or altemative means of food supply. Moreover, as Zukin (2003) highlights, ‘responsible

consumption’ often holds many benefits; as she states, farmers’ markets engage real people n

face-to-face mnteractions and build and create communuties and public space.

Drawing on the approaches outlined above, the thesis makes three prncipal
contnbutions to the field of geography:

1) Food Matters: The ethnographic approach applied advances how food is understood and
perceived in a UK context, and examines the emotive, moral, local and/or quality registers

through which food consumption 1s expenenced.

i) Experienang the muket: The thesis tracks both consumer and producer perspectives on the
subtleties and nuances of buying and selling in an irregular environment and provides an

ethnographically-grounded cntique of farmers' markets.

) Interrdlations: The thesis highlights and explains practices in evidence at farmers' markets
where a holistic way of relating underscores the human (and non-human) relationships, lived

expenences, senses, performances, networks, routines, associations and durable moments

central to these places.

e The activities at a farmers® market, and specifically the acts of buying and selling,
highlight the social intricacies that govern ways of negotiating, commodity chains, modes
of practice, routines and the meanings and understandings of the markets. The aim of
this thesis is to detail how these activities highlight new and insightful readings of, for
instance, economic geography, food geographies, social practices, geographies of
consumption and alternative food networks.

o ‘The research strives to develop an epistemological framework that expands explorations
of mundane acts like buying food and understandings of the routines and practices that
underline such actions. Within this, there 1s a focus on methodological mnovation,
especially ethnographically-grounded interventions in debates around food quality and
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food networks. Ethnographic details expand understandings of everyday realities and the
challenges faced by those who participate in farmers® markets. The thesis employs hybnd
ethnographic and ethnomethodological techniques in addressing assertions of
‘methodological conservatism’ in cultural geography (Pratt 2000; Thrift 2000) (see
Chapter 3).

The thests aims to inform wider public debates surrounding food. The research has
important mmplications for policy and user audiences concermned with food quality and
issues of localism or provenance. Chiefly, the ethnographic content of the research will
contnbute to debates concerning the viability of ‘adding value’ and ‘reconnecting the
food chain’ (Curry 2002) .2

In addressing these contnbutions, aims and objectives this thesis advances geographical
perspectives on farmers’ markets, food and the interrelations between the actors that frequent

these spaces of exchange and consumption.

Thesis Overview

Chapter 2 reviews previous approaches and issues relating to farmers’ markets, such as shont
supply chains or local rural i1ssues. The chapter draws attention to issues of consumption,
farmers’ markets and alternative food networks, varying concepts in relation to the markets, and
the significance of the notion of assemblages in reviewing the ‘messiness’ of social interactions
and prﬁctice. Messmess 1s used 1n the sense of the gap or fissure between what can be the
excitement of the markets and the banal or mundane aspects of attending them. Through
analysis of this messiness, the thesis fills a gap, one conceming how farmers’ markets literature
has been previously applied. The methodology employed is detailed in Chapter 3: the empirical
data upon which the research is based relies mainly on in-depth interviewing and participant
observation, and the framing of this approach is explored in relation to the ethnographic
leanings of this work.

* A specially-commissioned article has already helﬁed to disseminate key issues of the research to secondary
school students studying AS/A2 level geography (see Spiller 2007).
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Chapter 4 considers the matenalities of a farmers” market, Recently, matenality has been applied
in a varety of ways (see Anderson and Tolia-Kelly 2004), and this thesis will explore how
‘matenals solidify social relations and allow these relations to endure through space and time’
(Murdoch 1998: 360). The thesis will trace the ‘nuts and bolts’ of the markets, the everyday
realities of living, working or shopping at a market, as well as some of the rules that apply to
managing a market. Initially, the context of the markets will be descnbed, giving details of what

1s sold and how 1t gets there, moving to review the space of the market, as well as 1ts

ephemerality and how this influences the markets.

Chapter 5 explores how shopping at farmers’ markets initiates many affective modalities or
intensities of feeling, as perfformances, objects or beings ‘play’ central roles in the consumption
patterns of the market. The produce sold at farmers’ markets can play in a rather unique way
with consumer emotions. The markets invariably symbolize elements of nostalgia, localism,
healthy living and ‘doing their bit’ for the local economy in the emotive ‘feel good’ factor that
often ensues from ethical consumption for many consumers, and, indeed, producers. Unravelling

emotive and affective influences at the markets, some of the actions and meanings that shape

interactions and behaviour will be explored.

Chapter 6 explores social interaction as a component of what producers and consumers enjoy
about selling and shopping at farmers’ markets. The chapter examines how friendly advice or
sales pitches coalesce to construct a coherent and vibrant market and the ways in which
producers perform during interactions. It then explores how performance is played out, drawing
inspiration from works such as Goffman (1971), Crang (1994) and McCormack (2002). Thnft’s
(2000) interest (drawing on Dewey (1910)) in a ‘sensuous scholarship’ that recogmises
‘nondiscursive somatic practices as crucial to the world’ is also examined. The mntention 1s to
review these unconscious practices, and those that could be considered in emotive, sensory,

and/or performative contexts, as producers and consumers go about their business.
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Chapter 7 borrows from Hethenngton’s (1997:186) simlitud in exploring the ‘juxtaposition of
things not usually found together’. It explores the construction of the relationship between
producers and consumers and how these relationships are ordered through the spatiality of the
farmers’ market. Issues of difference offer certain connections and distances and it is suggested
that the social assemblages of farmers’ markets blend through mobility, particularly through
actant-led networks (human and non-human). The thesis then concentrates on some of the
relationships and networks at the markets and explores the shippages that are accommodated by
the markets. These slippages occur where normal power relations in relation to food are in some
way disturbed (see Gregson and Rose 2000), for example, in the shortening of a food supply
chain. It pays particular attention to the moral and ethical concems of farmers’ market
consumers and producers. Finally, Chapter 8 offers some conclusions to the research and

considers some of the recurring themes that run throughout the thesis.



Chapter 2

Conceptual tramework:
consumption,
farmers’ markets, alternative

food networks

and assemblages

An assemblage 1s, first, an ad hoc grouping, a collectivity whose ongins are histonical and
circumstantial, though its contingent status says nothing about its efficacy, which can be
quite strong. An assemblage is, second, a living, throbbing grouping whose coherence
coexists with energies and countercultures that exceed and confound it. An assemblage
15, third, a web with an uneven topography: some of the points at which the trajectories
of actants cross each other are more heavily trafficked than others, and thus power is not
equally distnbuted across the assemblage. An assemblage is, fourth, not govened by a
central power: no one member has sufficient competence to fully determine the
consequences of the activities of the assemblage. An assemblage, finally, is made up of
many types of actants: human and non-humans; animals, vegetables, and minerals;

nature, culture and technology.

(Bennett 2005: 445)
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Farmers’ markets are complex, precisely because of the web of interactions and actants of which
they are compnised: from the producers and consumers, to the farm animals and vegetables, to
the people who run and organise such events, to the slaughterhouse men, to the people who
design food labels, and so on. There is a diversity of influences, connections and associations at
farmers’ markets, much like any form of retail or consumption. The literature involving
geographies of consumption has considered many contexts, for example a rethinking of the
convergence between both the social and the economic (Whatmore 2002; Fine 2004). In
essence, there has been a dualism between the economic and the social within consumption
hterature: ‘culture has been associated with meaning and creativity, with works of the imagination
and aesthetic practices that are far removed from the pursuit of economic profit’ (Jackson 2002:
3). This chapter argues for a rounded approach to matters of consumption; the social and
economic are considered, but not 1n a hierarchical framework. Instead, it centres on the more
~ emotive, performative or mundane practices and experiences that accompany buying something
at a farmers’ market. As will be elaborated, the focus is on the precise moment when the .
producer and consumer actually interact and buy or sell. This moment is important, because, in a

sense, 1t 1s the apex of the process of consumption. There are of course many influential and
practised formalities that precede the moment of consumption and equally, there are many that

follow. Nevertheless, the themes explored in this thesis focus on the point of transaction. It
expands upon geographical and miatenal culture approaches that have regularly focused on
chains/networks/links, commodity use (and re-use), commodity value and/or
consumption/retailing environments, rather than the moment of exchange. This chapter
reviews previous work that has been accomplished in exploring, for example, short supply chains
(Lockie and Kitto 2000; Ilbery and Maye 2005), consumer/ producer connections (Kneafsey et al.
2004; Holloway et al. 2007) and alterity in rural economics (Goodman 2004a). However, what

these explorations lack is a more grounded appreciation of markets.

There 1s a physicality to farmers’ markets, in what actants do, and this in many ways is the
essence of the markets. It is, in effect, its heartbeat. How actants conduct themselves at the
markets, how they interact with one another, how they employ their senses in negotiating the
sociabilities and matenalities all tell a story and have been neglected in literature on farmers’
markets. Analysis of these moments thus fills a gap in the literature relating to farmers’ markets.
There is ‘messiness’ to the markets in that there 1s a layering or jumbling effect in the influences
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and meanings that structure them. The intention of this thesis is to unpack how the markets are
structured, function and are understood by those who participate in them and to explore the
rhythms or flows that influence how farmers’ markets operate. It uses the concept of assemblage

to examine the processes and practices that occur at a farmers’ market.

The chapter begins with a review of theoretical work conceming consumption and discusses its
framing, especially in terms of ‘shopping’. It explores a number of concepts and approaches in
positioning the perspectives of the thesis, and establishes how this thesis contributes to the
consumption literature. The chapter then examines farmers’ markets and alternative food
networks (AFNs) and considers some of the recent geographic literature, as well as broader
perspectives from other social commentators, in reviewing a number of the themes in which the
markets have been explored. Much of this work concentrates on the formations of farmers’
markets and AFNs, as well as the contexts that surround the emergence of such phenomena, and
the chapter highlights the significance of much of this work in framing its arguments. Concepts
such as quality, taste, social embeddedness and localness are important in the interpretations of
farmers’ markets and food networks and, as such, their impacts on how farmers’ markets, 1n
particular, are understood are telling. In essence, this work is invaluable because of both its
quality and incisiveness in highlighting potential avenues of investigation with regard to food
networks, including farmers® markets (see Holloway and Kneafsey 2000; Zukin 2003). The first
three sections of this chapter review the themes of much of this work and the final section
focuses on assemblages. Here, the potential of embracing the many issues surrounding a farmers’
market are discussed. Throughout the four sections, the chapter argues that while the current
literature is useful, a focus on matenality expands this literature. It is the intention of the chapter
to include the physicality of the markets, for example, the things, affects, performances and
banalities that matter in reaction to, as will be argued, some of the staid economic approaches, or
even those with more social focuses. The chapter establishs the significance of explonng issues

of consumption through notions of embodiment and matenality.
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Views of Consumption - the economic and non-economic

Geographies of consumption and retail, as Crewe (2000, 2001, 2003) has established, awaken
many diversittes through how this research area 1s explored and addressed. Crewe provides
examples of how issues of place, space and identity are situated within geographies of
consumption, as well as issues of, for example, governance and sentient markets, and suggests
that ‘no society is ordered by a single mode of exchange’ (Crewe 2003: 359). More recently, Goss
(2006) examines ‘the work of consumption’ and again provides many examples of the issues that
surround consumption. He too highlights much of the work conceming commodity
circuits/ chains/networks, value and retail environments or spaces. However, of interest to this
thesis are the more mundane aspects of consumption, as well as the physicality of consuming.
Undoubtedly commodity chains, commodity culture and political economy play a distinctive role
in consumption (see Appadurai 1986; Jackson 1999; Miller 1998a; Crang 1997; Williams et al.
2001); nevertheless what often guides shopping is the more emotive or personal. For example, as
Zukin (2004) suggests, the manner in which people consume is often gender specific ~ men

‘research’ purchases and women cinematically perform roles as they shop. Altematively,

consuming preferences might be structured by love (Miller 1998b) - buying for family members,
children or parents 1s often dictated by the preferences of the absent shopper, rather than by the
person who 1s actually consuming. The complexity that underpins such processes is what this
thests attempts to uncover. Consumption literature has examined a wide-ranging number of
1ssues 1n relation to shopping and, in particular, some of the practice-based accounts have been
telling in expanding the knowledges of shopping (see Crewe and Gregson 1998; Besnier 2004).
However, by introducing notions of, for example, emotion and performance (see Chapters 5 &
6), a new appreciation of the elements of the interaction and action during processes of shopping
can be considered (see Colls 2004). Theories of shopping are regulated by the preferences of
consumers and, as such, gaining an insight into these does to some extent rely on ethnographical
experience in understanding how, why and where people consume or shop (see Chapter 3).
Williams et . (2001: 204) pay ‘close attention to the matenalities of everyday life’ and suggest
how shopping can become conditioned or habitual. Their examunation of household grocery
shopping highlichts some of the weaknesses in the consumption literature, in particular, the
emotive contexts behind where people shop or do not shop, and they emphasize potential areas

of research:
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[I]n arguing that emotions are gfts of transactions between people, places and things, it
seems both possible and desirable that geographers investigate the emotional expeniences
of shopping. While this necessitates an appreciation that identical expenences can
engender antithetical emotions in different consumers (e.g. shoddy service could provoke
resignation or anger), this 1s not to argue for the revival of humanistic and/or subject-
centred approaches to consumputon, where knowing subjects are bequeathed with an
endless capacity to shape their matenial world. Instead, it underlines the need to extend
consideration of what is material in studies of ‘material culture’ to encompass the

emotions that are a necessary accompaniment to the interactions between people and

things.
(Williams et al, 2001: 218)

Emotional contexts are often embedded in the meaning and understanding associated with
shopping; how, why and where we shop is emotive, affective, perfformative and often bonng (as
will be discussed). Campbell (1998) suggests that when shopping, there is both an anticipatory
aspect and a sensual or sensorial one in how the process is rationalized and understood.
Shopping awakens many bodily senses because of how 1t is performed and practised. For
example, how commodities are touched or smelled and the context in which something is

bought are significant - buying a wedding dress will create certain emotions that are different to
purchasing food. Within this context shopping embodies both the corporeal and cerebral (Boden

2003; Colls 2004). Shopping, even when undertaken in the most mundane or tedious of
circumstances, awakens emotive connotations, as Miller (1998) suggests familial love can often
play a role when people shop in supermarkets. Certain types of environments, commodities and
shopping activities affect how people shop. Shopping, particularly the more practised forms of 1t
such as food shopping, are the focus of much of the work in this thesis and 1t explores how
mundanity and issues such as materiality, affect and performance help to ground some of the
emotive context in which farmers’ markets are situated. As I state in Chapter 6, when shopping
at farmers’ markets there is at first a heightened sense of anticipation, or in some cases unease as

to what is at the markets and how to shop there. Nevertheless, these aspects can quickly become

routine and unconscious.
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Knowing what to buy at a farmers’ market, as well as in other shopping situations, rests on many
variables. However, what I am suggesting here 1s that there is something unique or different at
the markets, specifically because of the affective and performative registers. The importance of
‘being affected’ and performance 1n issues of shopping and consumption are subjects that have
been relatively neglected in academic literature (see Brown and Stenner 2001; Amin and Thnft
2003). These concepts in relation to farmers’ markets engage with moments of intensity, an
intensity that is focused and/or direct because of the face-to-face interactions between the
producer of the commodity and the consumer of the commodity. A good example would be
how an organic producer may describe the benefits of eating organic vegetables to a potential
customer. While the intensity of a face-to-face interaction is not necessary to buy the
commodity, it does affect the transaction, as drawn into the interaction between consumer and
producer is a register that operates in very personalized manner. As Stivale (2006: 32) suggests,
‘affects are becomings, becomings that overflow him or her who goes through them, that exceed
the force of those who go through them’. Affect, in a sense, 1s a ‘free radical’ (Hemmings 2005),
one that can be applied or is part of most agency-led activities. Affect features in everyday lives,
as lives are engaged with political, aesthetic or interpersonal capacities (Tolia-Kelly 2006) and, as
such, any arguments surrounding the interactions and actions at a farmers’ market, as well as the

emotive contexts of these actions, requires an understanding of the intensities enacted when

shopping.

Performance is also an element integral to the interactions and actions associated with shopping
and is, again, an important consideration in examining farmers’ markets. There is a relational
process surrounding most materals (Law and Mol 1995: Murdoch, 1998). Commodities, for
example, are part of a link between producer and consumer. “The way entities are understood 1s a
product of the relationships in which they are located and these relationships are shifting and an
outcome of the agency of the things involved within them’ (Hitchings 2003: 107), and as
Hitchings suggests ‘entities’ are often performed. For example, in relation to farmers’ markets,
commodities can embody taste, value or trust (Feenstra 2002; Murdoch and Miele 2004; Sage

2007). The nature of material objects matters because as Jackson (2000: 13) states, ‘our emphasis
should be on when and where the matenality of matenal culture makes a difference’, and
pefformance allows an understanding of the routines, non-cognitive practices or the

relationships that form around the matenality of the markets. Much as Jackson argues for an
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expansion of matenal cultural perspectives, performance draws on discourse and knowledges
that are not always immediately obvious. As Thnft (2003: 2020) states:

[Plerformance - through doing - has vocabulanes of staging and layout, and knowledges
of the way in which different staging and layouts can call forth different dramatic effects,
which are vital to our understanding of how bodies are sent about their daily business,
positioned, and juxtapositioned in ways which think the world without drawing on

cognition.

Agency-led relationships are challenging, because the shifting or changing dynamics they create
provide performances that overlay each other, compete with each other and so on. Hitching
(2003) wams, by focusing on one performance another is neglected. Nevertheless, performance
allows a degree of understanding of everyday actions, such as shopping, and how they are
conducted and how some of the matenalities of the processes transcend the more staid
articulations of matenal culture, or social and cultural geography (Jackson 2000).

Continuing with the theme of expanding geographical or material cultural approaches, the
everyday has received much attention in the social sciences, highlighting the mundane and the
banal in relation to consumption, with which, in part, this thesis is concerned. Many social
commentators have explored the sites and routines of everyday life (see Lefebvre 1996; Goffman
1971; De Certeau 1984). For example, Willis (1991) examines ‘everydayness’ in terms of the
consumption of commodities, and highlights how technologies ensure a commodity fetish where
the mundane is often transformed into the desirable. Willis explores many of the symbolic and
performative lores engaged by supermarkets, for example, the displays of food or

(non)appearance of staff. As Willis (1991:17) states:

If we take the supermarket as the place where we most commonly come into contact
with the fetishized commodities of daily life, then all the strategies developed by the
supermarkets to render service personal, to make it visible, rebound n a theatncality

whose effect is to create the appearance of use value in the commodities we buy.
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Everyday practices and routines of consumers, as Willis argues, are structured by what they see
and feel. For example, a consumer standing 1n front of a refrigerated display unit may not be
thinking about the rather mundane processes of how the supermarket is cleaned or how the
shelves are stocked in the muddle of the might. Willis’s focus is on the creative influences of
consumption, but as Lefebvre (1996) suggests there are rhythms, and indeed moments, that can
transcnbe the banal or non-descript into something comprehensible. Lefebvre descnibes loolang
onto a busy Parisian Street and viewing only chaos or mayhem. However, when watched over
time the scene yields many rhythms and moments that offer connecting, merging and moving
components. As he states, ‘no camera, no image or sequence of images can show these rhythms’
(1996: 227). Anderson (2004) and Moran (2005) explore similar concepts questioning how
boredom matters or how queuing matters; both aspects take on significance through, for
example, the affective register in which they sit. There is, in essence, irrationality in queuing for
public transport, for when the transport ammives the once orderly queue inevitably becomes a
mess as people strive to board the transport (Moran 2005), yet the emotive context of waiting or
boredom echoes a sense of not being able to show the rhythm of these practices. Of course,
there are cultural and economic contexts to the examples mentioned, but inherently the

intensities of queuing and boredom enable an evaluation of the circulations and distnbutions of

affect. ‘It therefore also potentially opens... how an incorporeal dimension is comported into
muatter’ (Anderson 2004: 745, onginal emphasis).

This thesis moves towards exploring new ways of reading the everyday, mundane or banal (see
Seigworth 2000). In addition to focusing on some of the specific materialities of the farmers’
markets, the more immaterial notions of the gesture,.the symbolic or the hermeneutic also frame
much of the debate. The potential in such an approach is as De Certeau (1998:203) argues:

In the gesture are superimposed invention, tradition, and education to give it a form of
efficacy that suits the physical makeup and practical intelligence of the person who uses
it. If the gesture comes to lose its usefulness, either because a process less costly in time,
energy, skill or matenal appears, 1t loses both meaning and necessity. Soon, 1t will no

longer exist except in a truncated form, illegible... for the technical gesture really only
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lives off 1ts concrete or symbolic necessity (in the case of protective practices, rituals, or

religious observances), and most often in tight symbiosis with one milieu.

The moment of transaction at farmers’ markets is the focus of this thesis and, here, there is an
ephemerality and subtlety captured through everyday shopping habits and practices. There is an
ambivalence 1n this argument because ephemenality and everydayness seem at odds to each
other, however many of the practices of everyday consumption and farmers’ market
consumption are the same, and different. For example, paying for a food product 1s relatively
umversal to both expenences, but the selection processes in choosing a product at a market and

at, say, a supermarket can often be different precisely because the markets are ephemeral.

Everyday and unusual practices are highlighted in expanding on the ‘action’ of the market and
how they play out, because inherently there are networks/links/chains at the market, as there are
soctal relationships and subtle gestures and reflections in how producers and consumers conduct
their business. De Centeau uses the example of the gesture, because this subtle component in
many interactions can highlight much, such as ‘tradition’ or ‘education’; however, the meaning
and the use of the gesture can be missed or easily lost. This is not to suggest that gestures do not
occur or matter n situations outside of farmers’ markets, but that the practice of something like
a gesture 1s more embodied dunng face-to-face interactions. Analysing interactions between
actors 1s a complex task and, 1n a sense, the process is not orderly and cannot be understood 1n
such terms. As argued below, there is messiness in understanding the markets. This chapter

brings mateniality into this debate and does not focus exclusively on the economic, the social, or

the hierarchical. The focus is on the whole thing or ‘every nook and cranny of everyday’ (Pred
1998: 151), and while this is an ambitious task it demonstrates an openness to how processes of
consumption are acted, viewed and understood. For example, economic-led approaches m
explonng such things as food networks or markets per se do offer a concise and definittve
impression of what goes on. However, these approaches are occasionally reduced to rather neat
or orderly summations (see Ilbery and Maye (2005) and how they provide tables and diagrams
(see pages 834-837) to illustrate their points; also see Hess 2004). What are often mussed are the

nuances that arise when agency 1s mtroduced nto the equation. There is thus room to explore

the physicality of the markets and focusing on physicality, agency and messiness fills a gap left by



Chapter 2 | 26

some of the more staid or model based approaches. Instead, this thesis attempts, as Jackson
(2002: 5) states, to:

[D]emonstrate the value of an approach that transcends conventional dualisms between
‘the cultural’ and ‘the economic’, drawing out the links between production and
consumption and making connections between a vanety of scales from the local to the
global while simultaneously blurnng the boundaries between academic disciplines.

There are dualisms in the approach to the work in this thesis, but the intention is to blur these
and highlight, as suggested, the messiness between them. For example, as discussed in Chapter 1,
one of the focuses 1s what could be perceived as the dualism of conventionality and altenty.
However, 1t 1s the juxtaposition of the two that 1s of interest. Equally, as will be explored in
Chapter 4, there are elements of matenality that help in blurmng some of the boundaries at
farmers’ markets, and often these matenalities are based around bonng, obvious and very
mundane activities. For example, small talk about the weather is the fabric to many discussions
and/or conversations at farmers’ markets. This is a subject common to most UK social

situations, but at the markets, it takes on significance because the weather can have direct

consequences for UK farming industry (as discussed in Chapter 4). Again, there are hints of a
dualism here, for there is a practicality to discussions at the market, in that food has to be sold
and bought. Nevertheless, there are additional social charactenstics of pleasantness,
courteousness and so on, as well as the transfer of food knowledges and/or elements of power
(as discussed in Chapter 7). Within the spectrum of small talk there are many things happening,
some that are obvious and others that are less so, and in a sense this is what ordinary
consumption practices entail (Gronow and Warde 2001; Shove and Southerton 2000; Haukanes
and Pine 2004). Conversations and gestures are intrinsic to analysis of consumption and
fundamental to seeing and reading the very moment when a commodity is bought and sold.

Seeing that which is blatantly obvious 15 sometimes difficult and, as Hamson (2002: 489)
suggests, an age-old challenge. Often the obvious has a tendency to blend into the background
and, therefore, becomes hard to distinguish. The ‘background’ is the environment that surrounds

and sets the scene of our everyday life, the mundanities and repetition that remain relatively
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unconscious, yet normalizing. As Wittgenstein (1980: no.69) suggests, ‘not what one man is
doing now, but the whole hurly-burly, is the background against which we see an action, and it
determines our judgement, our concepts, and our reactions’. The hurly-burly or the chaos of life
lends 1tself to the context of how realities are performed and practiced through dialogical, tactile
and/or any other reactions. For Wittgenstein, descending into chaos realizes the potential to
exercise our understandings of the everyday world. Central to his methodology is looking not to
the ‘essential’, but to inessentials: ‘it 1s only by thinking even more crazily than philosophers do
that you can solve their problerﬁs’ (Wittgenstein 1969: 75). Consequently, reviewing, for
example, 1ssues of affect at farmers’ markets involves exploring the practice of seeing and

reading and the contexts in which these take place, as well as the chaotic zone of indeterminacy,’
all of which offer an unnoticed background to the everyday lives of the markets (see Chapter 4).

Durnng the meeting of producers and consumers at the markets, there is a moment of intensity
where the focus of both actors’ lies for a short penod and what is often prevalent 1s the dialogue
or conversations between both parties (see Chapter 3). While Shotter (1997) lkes to think of
dialogue as a zone of indeterminacy and uncertainty, what can possibly be read from such an
nstance 1s the composition of affective and performative relations where producer and
consumer interactions can be visceral or relatively indeterminate. Seeing and reading the actions
of producers and consumers highlights the roles of passion, emotion and affects within the
markets but also hints towards the determinacy of some of the action (see Medina 2004). For
example, there 1s a feeling of expectation in attending farmers’ markets; producers and
consumers expect to interact, they expect interactions to play out in certain ways and they expect
likely outcomes to those interactions. As Wittgenstein (1999: no. 581) states, ‘an expectation is
imbedded 1n a situation, from which it arises. The expectation of an explosion may, for example,
anse from a situation in which an explosion is to be expected’. In expecting, there is an element
of pre-determinacy, especially when clues such as attendiné the market or wanting to buy/sell
suggest apparent conclusions. Occasionally the logic of these situations does not follow - a

person can hold preferences or opinions even when not expressed (see Schatzka 1996), yet

® I take indeterminacy from Wittgenstein’s investigations into language and how even the most determinative of
words have certain ambiguities. As he suggests, ‘one can ostensibly define a proper name, the name of a colour,
the name of a material, a numeral, the name of a point of the compass and so on’. However, these ‘can be
variously interpreted in every case’ (1999:28). In this manner, I suggest the interpretations or investigations into
how farmers’ markets are ‘played out’ also provide many ambiguities, particularly in relation to the everyday

and emotive or affectual realities.
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preferences offer an indication. in highlighting some of the various embodied practices at

farmers’ markets.

Embodied practices in relation to the economic and the social have been contested (see Callon
1998, 2005; Miller 2002), nevertheless, compatibility between the social and the economic has
been considered, in no better way than through social embeddedness. Polanyi (1944) is credited
with first developing the notion of embeddedness. Polanyr’s thoughts arose from an economic
sociological tradition, where he sought to rationalize formal economic behaviour as enmeshed
with both the economic and non-economic. His work, along with that of Granovetter, who
expands much of Polanyr’s thoughts, has become synonymous with embeddedness and rarely do
the two names not feature in literature dealing with the subject (Hess 2004). As suggested, the
economic is never simple and in many ways, this is one of the challenges faced by this thess.
Discussing social relations and the economic is extremely intricate, as both continuously blend
and are relatively inseparable. Economic models are often constructed from an ‘agencyless’
perspective and when applied to certain situations, their focus often becomes obtuse
(MacKenzie 2004). For example, reviews of the more macro level - such as, the UK economy -
are often framed within the context of the faceless or more anonymous market ‘machine’, where
consideration of the impact of social relations or networks are less pressing (see Moore et al.
2006). Economic perspectives, in particular, consider elements of kinship as superfluous to
economic relations and, as Granovetter (1973) argues, sociability always remains constant within
these relations. Granovetter’s thoughts, and to a lesser extent Polanyr’s, have resonance because
whether in pursuit of high profit margin or mere sustainability, there are many hard and fast rules

or practices that all economics must follow. As Sayer (2000:2) states:

A market therefore includes not only commodity exchanges themselves and the
associated transfers of money and property nights, but the practices and setting which
enable such exchanges to be made in a regular and organised fashion. We might add that
marlkets are also normally competitive to some degree.
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Phenomena such as farmers’ markets are grounded in cold hard economics - they need to
produce a profit to prosper. Economic or market theory applies’. However, economic and
market theories do have their weaknesses and in many ways these are the weaknesses that this
thesis attempts to counter. Thinking from a post-structuralist stance, the limits of economic
theory and models come readily to the fore, especially for human or economic geography. This
argument 1s well wom (see Martin 1994; Bames 2001; Hayter 2004), the rgidity of such an
application 1s inconsistent, especially when complicated by agency or actants®. What can be taken
from Granovetter and Polayni is their role in the economic ‘cultural tum’ (Crang 1997; Benjamin
1999; Murdoch et al. 2000); equally, social embeddedness has come to be recognised as a potent

approach 1n exploring the links between the economic and social at farmers’ markets (discussed

subsequently).

In the context of farmers’ markets, and many other examples of retail or consumption, while
embeddedness helps to explore processes of consumption there is also a strong argument to
consider disembeddedness in relation to how, for instance, shopping is seen and read.
Disembeddedness, in the form of formal rational behaviour, is a component that is inevitable to

most economic interactions and, while much of the work in this thesis counters notions that
actors at farmers’ markets can enter and leave as strangers (Slater 2002; Callon 2003), the fact

remains that for some actors this is the case. In using the concepts of embedded/disembedded
this thesis relates how the links, networks, influences and/or assumptions are juxtaposed at the
markets, for example, in the production and selling of food in terms of knowing who produced
it or where is has come from. Nevertheless, not knowing or not wanting to know who produced
the food, forms part of the interaction or transaction. As Crang (1997: 20) suggests, ‘the culture
of a person with money does not matter to the seller, and in the case of the client of bureaucracy
it should not matte. There is a rationality and comfort for many consumers in
disembeddedness. On the one hand, embeddedness is viewed in terms of trust (Moore 2006;
Sage 2007) - 1f the consumer 1s in close vicinity to the seller they are therefore less likely to be
cheated. However, distance or disembeddedness between consumer and producer accentuates

7 Economic or market theories have received wide and varying coverage as exemplified by ‘economic
geography’ and indeed economics as a whole. The theories, and how they are applied to this thesis, revolve
around asocial or ideological contexts, where the focuses of such investigation are economic models and/or their
trajectories (Sayer 1994). A more empirical approach raises issues, for example, of means of production,
exchange or consumption — these issues, of course, are not exclusive to empiricism, but do highlight the
accusations and shortfalls often laid at the door of this ideology.

® Many of the commentators mentioned have questioned this and Granovetter (2005:33) in a more recent paper
notes of economics and its moves towards the social, ‘economists have recently devoted considerable attention
to the impacts of social structure and networks of economy’.
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trust in the impersonal, because ‘backslapping’ or ‘hushed voices’ in the presence of the
consumer 1s unnerving for the consumer (Weber 1968). For example, some consumers prefer to
remain in the ‘dark’ wath regard to how, as has recently been promoted’, chickens are reared. Of
course, consumer knowledges of food, in particular, are growing (Jackson 2002) and consumers
are certainly not naive or gullible; however 1ssues of chicken welfare may not be pressing for all.
As Sayer (2000:8) might add, ‘networks do not necessanly fuse the self-interest of different
actors into a harmonious and egalitarian whole but may be characterised by inequalities of
power, strategic coalitions, dissembling and opportunistic collaboration’. Throughout this thesis
it is argued that the interactions and actions within farmers’ markets are situated within issues of
embeddedness; nevertheless they also include considerations of disembeddedness (see Chapter

7). Many of these issues have been a focus for some commentators on farmers’ markets.

Farmers®’ Markets and Altermative Food Networks

Markets cannot exist without vendors and customers, and a successful market satisfies

the need of both.

(Brown 2002: 168)

To date farmers’ markets and AFNs have enjoyed a substantial amount of academic
consideration and this section reviews this work (particularly the more UK-led literature). The
production of food and the retailing of food is the backdrop for much of this work and the
literature is firmly located in debates such as those conceming food networks in the UK or UK
food connectivity (see Curry 2002), where these debates have a particular emphasis on
‘conventionality’ and ‘alterity’. Farmers’ markets are generally framed as a reactionary response to
rural or farming adversity. They are seen as responding to or creating ‘positive
‘defences’... against prevailing trends of globalisation’ (Marsden et al. 1999: 295). The Bnush
farming industry has struggled in ‘this changing world, particularly as a result of CAP [Common

? Hugh Fearnley-Whittingstall — a celebrity chef — has led a campaign to highlight the conditions in which
supermarket or ‘battery’ chickens are reared (see http.//www.rivercottage.net/AllaboutChickens.aspx).
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Agricultural Policy] reform, in which they [farmers] must deliver environmental goods while
learning to live without production subsidies and becoming more in tune with their markets’
(www.farma.org.uk 2007). Diversification of farming methods and strategies is often viewed as a
necessity in sustaining the farmung industry and, as such, the advent of farmers’ markets allows
an avenue of entrepreneurialism, such as capitalizing on niche markets and products, and
productivity (Holloway and Kneafsey 2000; Hinnichs 2000). For many commentators the focus
in examining farmers’ markets 1s understanding the economic or ethical motives for farmers’
market producer participation (see Morris and Buller 2003; Winter 2005).°

Situated within these considerations is a val@ble reading of the contexts that surround markets,
in particular the nascent forces that encouraged the re-emergence of food markets. As Holloway
and Kneafsey (2000: 286) suggest, farmers’ markets ‘represent the re-establishment of an old
tradition that almost died out in post-war Britain’ and, prior to the more recent growth in public
interest in food, opportunities to engage with alterative means of food sourcing were limited in
a Britsh context (Marsden and Arce 1995; Renting et al. 2003). Opportunities did exist but not
on the scale now present to the British public as a whole. For instance, in 1997 there were 240

farmers’ markets countrywide in the UK; that figure now stands at over 550 (see FARMA 2007).
US 1nterest in farmers’ markets somewhat predates the British experience and the US is, in many

ways, seen as the home or the front-runner in the emergence of and growing populanty of
farmers’ markets (Sommer et al. 1981; McGrath et al. 1993; Hinrichs 2000; Brown 2002). This 1s
not to say food markets have not enjoyed success and populanty in continental Europe,' but
what 1s refered to here is the term ‘farmers’ market’ and its initiation into the public
consciousness. In continental or mainland Europe, food markets are to an extent more
normalized and certainly entertain a more visible presence in public spaces (see Techoueyres
2007), but they are seldom referred to or considered as farmers’ markets.” In essence, UK
farmers’ markets are different to everyday food markets. For instance, UK farmers’ markets are
generally once monthly and therefore relatively short-lived. Nonetheless, despite their

ephemerality they share a commitment to issues such as localism or social and economic

'% Consumers also warrant attention, particularly their influences on quality food or issues of localism (see La

Trobe 2001; Youngs 2003; Moore 2006).
'T' As well a, outside of Europe: for instance, Slocum (2007) examines issues of race at Australian farmers’

markets.

2 Equally, the UK lacks the delicatessen-style shop that is prevalent in many European countries. For example,
in France and Italy it is common to be able to buy locally produced meats and cheeses alongside home-baked
bread and freshly prepared anti-pasto (in the case of Italy), as well as local wines and olive oils. The UK has
never had such provisions and, with the decline of traditional grocers and butchers, the farmers’ markets are

often the closest many consumers have to such shops.
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enhancement. Tied into such considerations have been issues of nostalgia and a longing for the
wholesome or rustic values of an earlier age (Sage 2007), as well as issues of alterity which, as
mentioned, challenge the hegemony of such things as supermarkets, globalization and uniformity
of products. As Holloway and Kneafsey (2000: 297) continue:

We have conceptualized FM [farmers’ markets], as potentially, simultaneously
‘alternative’ and ‘reactionary’ spaces, and as liminal, ephemeral spaces. As such, they
might be usefully understood as heterotopic spaces; those spaces which, according to
Gregory (1994) are ‘marginal sites of modemity, constantly threatening to disrupt its

closures and certainties’.

The cultural significance of such reactions are undoubtedly important and while farmers’ markets
offer a relatively ephemeral window into the economic processes of local economies and of
actually buying and selling food, they also offer a distinctive approach in understanding the
contexts of such actions. Entwined in the practices of the markets are notions of trust, face-to-
face transaction, high quality and social embeddedness. These concepts strengthen what makes
the markets both different and unique in the face of more conventional means of shopping, for
meeting and talking to the person who actually produces the product on sale is a fairly novel idea

in an age of post-industnalization (Hinrichs et al. 2004; Campbell 2005).

The focus on farmers’ markets more recently corresponds with the markets’ growing numbers
and expanding public awareness of food issues. As Sage (2007: 183) states, ‘in the United States,
the number of farmers’ market[s] there has grown from 1,700 in 1994 to over 3,700 in 2004’, and
as a result, it has caught the attention of many social and economic commentators. Much of the
current literature situated within AFNs examunes the markets with an emﬁha.sis on the channels
and paths of the food in its joumey to the farmers’ market. Certainly, issues of social
embeddedness have been applied in examining the markets (Murdoch, Marsden, and Banks
2000; Hinrichs 2000), but for the most part notions of alterity have driven considerations of
farmers’ markets. Kirwan (2004) considers some of the consumer-producer mnteractions at
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