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Abstract

The lifestyles and food consumption patterns ofidisd new urban middle classes are
changing rapidly. Emerging trends such as the grgwpopularity of fast food and
convenience food and the increasing consumptiomnimal products, sugar and fat are
causing adverse environmental, health and sociattsf In order to counter these trends,
effective strategies for promoting sustainable foodsumption patterns are urgently needed.
This empirical case study combines a revised upofatee study “The Market for Organic
Food: Consumer Attitudes and Marketing Opportusiti@®sswald and Dittrich 2009) with a
broader perspective on the socio-cultural contek&istainable food consumption. The study
outlines how “sustainable food choices” can berdfiin the Indian context, and examines
spatial structures of the market for products freustainable agriculture in the South Indian
emerging megacity of Hyderabad. It explores soaltucal contexts of sustainable food
consumption, outlines target groups for marketingaaic food and identifies obstacles to
sustainable food consumption.

The findings point to a moderate but growing demiamdrganic food, especially among the
middle classes. Availability is limited and not @lib satisfy the demand at this stage. Most
consumers are motivated almost exclusively by healhsiderations; awareness of the links
between environmental problems and food choicé&snsBased on these findings, the report
assesses the potential for future developmenteobthanic segment as part of a sustainable
urban food system, and develops recommendatiorsctan in order to promote sustainable
food consumption in Hyderabad.
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1 Introduction

1.1 Challenges to a Sustainable Urban Food System

In India, 28% of the population live in cities (Gais 2001), and this number is
growing continuously due to migration and populatigrowth, especially in
economically highly dynamic cities like Mumbai, Bmtore and Hyderabad.
These rapidly growing megacities face manifold lgmges, from climate
change and environmental pollution to urban infrattire development, public
health and food security. Many of these challergesintricately linked with
urban food systems. A fooslystem can be defined as the spatial, functional,
social and environmental integration of four subtegns: production,
distribution/ exchange, marketing/ delivery, andnsiamption of food. It
comprises all biophysical and socioeconomic praeesand relationships
involved in these subsystems (Cannon 2002; CIAS)199

Over the past decades, the food system of the Swudian emerging
megacity Hyderabad has been undergoing a numbenrasfges connected with
trends of industrialization, economic liberalisati@and globalization. These
developments cause challenges to the food systmtainability which can be
traced through several stages along the value abfafood products, from
production to end consumption. Firstly, at the picitbn stage of the food
system the expansion of intensive conventionalcalitre has depleted the
natural resource base of many parts of rural Indiaile the Green Revolution
technology succeeded in tremendously increasindyatmn levels for a certain
period of time, it also “led to the poverty of theil and the people” due to its
reductionist approach (DDS 2008: 3). Soils havenbéegraded and polluted
with chemical pesticides and synthetic fertilizeasd biodiversity has been
diminished. The high consumption of fossil fuels fproducing synthetic
pesticides and fertilizers contributes significantb global warming. For
producers, conventional farming poses severe heskis due to exposure to
toxic chemicals in the field. Every year, Waran@adtrict in Eastern Andhra
Pradesh records over one thousand cases of pegpigisoning and hundreds of
deaths (Rao et al. 2005). Chemical residues in fmoducts are endangering
food safety, and the nutritional quality of conuenally grown food products
decreases due to soil degradation.
Secondly, at the distribution and marketing staiipe, globalization of the
economy and changes in urban purchasing pattenwes led to longer supply
chains and a marked increase in the number of s\grkets. Longer supply
chains have caused a rise in energy used for walasion and temporary
storage. In urban India, current trends in fooailieg are largely the result of
the preference of young and affluent consumerssfwpping in malls and
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supermarkets. These retailing formats with theiphssticated infrastructure
such as lighting and cooling facilities use morergg than traditional formats
such as markets, Kirana stores or street vendors.

Thirdly, at the consumption stage of the food vathain, dietary changes
among urban consumers have also led to increasdyenonsumption. While
undernourishment is still a major problem amongdpwmcome groups, there is
a greater variety of food available to the highmeme groups than ever before,
and eating out is increasingly fashionable as cmesism has become a new
status symbol. An emerging trend towards eatingenmoeat has adverse health
effects and increases the ecological footprintoofifconsumption. The growing
popularity of processed and convenience foadd fast food that are rich in
sugar and fat have led to an increase in nutritedated health problems such as
secondary malnutrition, obesity and diabetes. As reaaction or
countermovement, a new health consciousness hdedsta emerge among
some consumers. However, there is a general ladknoWledge about what
kind of food is healthy:

“While food security does exist for Indian middlesses due to their high standard of
living, food safety does not, due to the lack obkfedge and a lack of availability of
healthy food. An improvement towards food secuagywell as food safety for all strata of
urban India is one of the biggest challenges Hyubatdnas to face over the next few years”
(Lohr and Dittrich 2007: 28)

In order to meet these various challenges, theanisirgent need to develop
holistic and effective strategies for promotingtausable consumption. All of
the above trends are already causing high costsofmety, for example in the
form of externalized environmental costs of conwerdl farming, health
problems and losses through inefficient supply mhiaEach of the subsystems
of a food system from production, distribution amdrketing to consumption
can thus make specific contributions to its envinental, economic and social
sustainability.

Sustainable agriculture and successful marketirtgeproducts derived from
such farming systems can be one central elemeat safstainable urban food
system, especially when they are embedded in anttateed, low-emission
local food network. Sustainable agriculture impwesvironmental conditions
in rural areas and contributes to climate chandgation and adaptation. It also
reduces farmers’ dependencies on external inputsl agrochemical
corporations, improves food security and strengthemal communities. For
urban consumers, organic food can help meetingtiabenge of achieving food
security, food safety and healthy diets.

The total area currently under organic cultivatworldwide is more than 24
million hectares, and global demand for organicdfa® growing, with high

1 Third-level processed or convenience foods apelymts that are ready to consume (ready-
to-heat, ready-to-eat or ready-to-drink).
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growth rates estimated at somewhere between 10¢G&¥tbay and Jyoti 2003).
At this stage, demand is concentrated primarilgegions like the USA, Europe
and Japan. Developing countries and countriesamsition are mainly exporters
of organic food. The Indian domestic market foraomg food is still in an early
stage of its development, and commercial produdtidndia is mostly targeted
towards exports. However, the importance of orgdarcning and domestic
demand are both growing rapidly. The successfulizadion of the First
BioFach India organic trade fair in Mumbai in NoJsen 2009 was an
internationally visible indication of this developnt. Availability and
commercial demand for organic products are conatdr mainly in the
metropolitan centres, with Hyderabad lagging sonswlibehind other
megacities like Delhi, Mumbai or Bangalore (Raale006).

In light of increasing numbers of affluent, qualdgnscious consumers in the
newly emerging urban middle classes and the rdoemd towards health food,
the domestic market in India has a huge potentiml has been called a
“sleeping giant” (Eyhorn 2005: 74). A survey conghat by the International
Competence Centre for Organic Agriculture (ICCOA)2006 in the top eight
metropolitan areas of the country (Rao et al. 208&)mated the accessible
market potential for organic foods at INR 5,620l (USD122 million), and
the overall market potential at about INR 14,52@iom. In the medium to long
term, the organic segment is expected to grow te@#of the overall food and
grocery market (Menon, Sema, and Partap 2010: [f6)which way this
potential will be developed in the future, and wieetorganic market growth
will also lead to more sustainability, will depeladgely on developments in the
urban consumer market: supply and marketing stiegegn the one hand, and
consumer behaviour on the other.

1.2 Objectives and Structure of the Study

Since the study “The Market for Organic Food in Eisabad/ India: Consumer
Attitudes and Marketing Opportunities” (Osswald abittrich 2009) was
completed in May 2009, several developments indiganic food sector of
Hyderabad have made an update necessary. For exam@ahy supermarkets
have taken up organic food in their product rangeg the local organic
movement has received a new impulse through theyuration and opening of
a shop of the Sahaja Aharam Organic Consumer Catper In addition,
insights on market structures and marketing oppdrés could be deepened
through additional expert interviews conducted(i @

More than just providing an update, this study a&spands both the empirical
scope and the thematic focus of the previous stlldgmatically, the focus was
broadened from organic food to sustainable foocseoption in more general
terms. Since the establishment of the Indian Nati®tandards for Organic
Products (NSOP), only officially certified produatan be sold as “organic”.
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However, certification is not very well establishgeét, especially among
resource-poor small farmers that form the bulkhef agricultural producers, nor
Is it well-known among consumers. In many regiora,jous other forms of
sustainable agriculture, for example Non-Pestidienagement, play a more
important role than certified organic productiom #crease in the consumption
of sustainable agriculture products is a vital comgnt of a sustainable urban
food system and can contribute to meeting manyhef ¢hallenges outlined
above. However, organic farming does not guarathaiethe entire value chain
of a food product or people’s habits of food conptiom are sustainable in a
holistic sense. Therefore other aspects that desamt for the environmental,
economic and social impact of food production andscmption have to be
included a meaningful definition of sustainableda@mnsumption.

Another new aspect was added to the second pénedtudy which focuses
on consumers, their attitudes and patterns of fmwtsumption. Based on in-
depth qualitative interviews conducted in 2010, stoners are grouped into
tentative target groups for promoting sustainaldedf consumption and for
marketing organic food in particular. The classifion is based on criteria taken
from lifestyle concepts and is focused on the fiefdood and sustainability.
This grouping can provide the basis for furtherlgsia of food-related lifestyle
segments and target groups as well as the sodwralulcontexts and
implications of middle class food consumption. émms of empirical data, an
additional small quantitative survey was condu@etng biology students at a
college in Secunderabad to expand the data basigh# assessment of
awareness of organic food.

While in many Western countries, sustainable comgiom has become a
popular and widely discussed topic in academialipuliscourses and on the
policy agenda, it has as yet received little aibentin developing country
contexts. In India, organic and fair-trade are tmghe markets, but they have
considerable growth potential. To date, very litttedepth information is
available on consumer attitudes and purchasingvi@imraof buyers of organic
food in India. Apart from the overview provided WiRao et al. 2006), no
comprehensive and in-depth study on the marketofganic food in the
emerging megacity of Hyderabad has been condueted liis study focuses on
consumption of products from sustainable agriceltliihe overall objective is to
give an overview of market structures, examine itble of products from
sustainable agriculture in the urban food systemh explore new marketing
opportunities with a view to their overall sustdiigdy and in particular their
climate impact. The focus is on the marketing ammhsomption stage;
differences in production system are only considleas a background for
estimating a product’s footprint in that stagehs tife cycle.

Specific objectivesre:
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» to explore how sustainable food consumption cardéfened in the Indian
context, and to explore the role of organic food sustainable food system

e to inventorize and map different retail formats lisgl products from
sustainable agriculture across Hyderabad and Secalmad and to compare
them with regard to their sustainability impact

» to assess awareness of and knowledge about orgati@among consumers,
to investigate their purchasing motivations and tadles preventing
consumers from buying (more) organic products

» to establish preliminary consumer target groupsthen basis of their food
consumption patterns, food-related values andud#ég, and awareness of the
interrelations between food consumption and therenment, particularly
climate change

 to explore new marketing opportunities for orgarfmod and make
recommendations for action for local stakeholders mw to promote
sustainable food consumption

The framework of analysis, presented in Chaptes 2onstituted by the current
state of research on assessing the sustainabifityoaed production and
consumption, in particular the climate impact offetent farming systems,
supply chain organization, retailing formats andstonption patterns. It sets the
framework for assessing the research findings omkehastructures, supply
chains, consumer profiles and consumption pattemigh regard to
sustainability. Chapter 3 outlines the researchhoudlogy used for the
empirical case study. Chapter 4 provides an overaiethe existing market for
organic food and a comparative analysis of retimbts with regard to their
product availability, price levels, customer prefilsuppliers and supply chain
organisation. The paper then proceeds to discuggtigrns of consumption of
organic food in Hyderabad, in particular the somomnomic differentiation of
consumers with regard to their awareness of orgaad as well as their food
purchasing preferences. Motivations as well as tcainss for buying organic
products are discussed in order to draw concludmngotential new marketing
opportunities for organic food and for strategi®@ promoting sustainable
consumption in general. Chapter 6 compares diftetail formats with regard
to their feasibility for marketing organic producésmd assesses their future
prospects of growth. Based on the findings, recontragonsfor developing the
urban market for organic food in a sustainable reammme developed. The final
chapter also outlines further research areas regarthe role of organic
production as well as consumer behaviour in a swadtée urban food system.
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2 Conceptual and Analytical Framework

2.1 Sustainable Consumption: Definitions and Measuremes

Sustainability in general refers to the use of aygtem such as global
ecosystems in such a way that its capacity to cem® itself will not be
destroyed in the long run. With regard to humaa &ih earth, this means using
the natural resource base without destroying treesbaf livelihood of future
generations. By now there seems to be widespraaskosus that current global
systems of production and consumption are not i, that "current
unsustainable patterns of production and consumptiast be changed" (UN
2000: Millennium Declaration). However, it is fask easy to reach a globally
valid and acceptable definition of which consumptipatterns would be
sustainable. Many contested definitions of sustdeaonsumption have been
developed by different organisations (Jackson 200&@y differ in the extent to
which they demand a change in consumption pattemmd,in their setting of
priorities. Sustainability is very much a politidgkue that concerns issues of
lifestyle choices, social inequality and power.

In recent years, the term sustainability has begplied to a wide and
increasing range of topics. On the one hand, tldgates that considerations of
sustainability play an increasing role in consumerkets and on the policy
level. On the other hand, the concept of sustdifhyhs sometimes being
criticized for having become meaningless, becatuse employed in such an
inflationary and reductionist way. For example, @achtes of neoliberal market
ideologies tend to reduce sustainability to itsreeoic dimension. A holistic
definition of sustainability requires that all dingons — ecological, economic
and social sustainability — are considered equalg simultaneously. It has to
address the impact of human actions on both natgasystems and human
society.

This multidimensional nature of the concept of aunstbility calls for a
correspondingly complex concept of consumption. nBer (2009)
conceptualizes consumption as a dynamic, multiHpvecess that starts with
the emergence of needs and desires, comprisesriggtioé information about
products, purchasing decisions and acts of pumabasise and transformation
(for example by way of cooking) of goods and sersiand goes all the way to
waste disposal. Consumption is not an isolatedyithgial act but is embedded
in a social framework of relationships and trendsaciety, and it is dependent
upon everyday contexts such as household and mstrketures. Consumption
Is a specific type of social practice which is afenacted in routines. In addition
to satisfying basic needs such as eating, consamgtiso serves to express
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identity, group affiliations or social distinctiofef. Bourdieu 2002 ; Putz and
Schrdder 2006).

As a result of these social functions of consunmtpeeople tend to consume
many products beyond their needs. Capitalist prioolucsystems exploit this
tendency in order to continuously develop and ntarkw products, thus
continuously expanding global resource use for @omdion purposes. This has
lead to many challenges from climate change to dedradation or social
inequality. While the need for more sustainabletgqpas of production and
consumption is widely recognized, the assessmenthef sustainability of
specific products or consumption patterns requa@squate assessment tools,
indicators and measurements. Among the tools tloat for such an assessment
are the ecological footprint, product life-cyclesassment and product labels
based on specific standards of production. An epodéd footprint is an
aggregated indicator of the demand of human consammn the natural
resource base (see for example Wackernagel and1R66s Barrett et al. 2005;
Collins, Flynn, and Netherwood 2005; Venetoulis diatberth 2008). It can be
calculated for regions, groups of people or indrald. The latter is a
measurement for the climate impact of a produde-tycle analyses are a tool
for calculating the environmental impact of a pradacross its life-cycle from
production, distribution and consumption to disposa

In addition to the overall ecological footprint,ist also possible to calculate
more specific footprints such as water or carbartdonts. In some countries,
carbon and climate footprint labels are availabde $pecific products to
communicate the product footprint to consumers dsasis for responsible
purchasing decisions (Asan 2008). An example aheellawarded to products
with a low carbon footprint across their produétdycle is the Swiss initiative
climatop” awarding the green “approved by climatop” labethe product with
the lowest climate impact of all competitors in tkame category. The
assessment of the climate impact is based on &ydke analysis done by
independent agencies. The label is currently il phase, it will be expanded
to include other environmental factors than climat@act as well (ecological
footprint rather than just a climate footprint). &her example is the Carbon
Reduction Label by the Carbon Trush the UK. The British Standards
Institution also developed a product carbon footprg standard, the PAS 2050,
which “provides a method for assessing the greesd@as emissions arising
from products across their life cycle, from initisburcing of raw materials
through manufacture, transport, use and ultimatsycling or waste®

While the primary focus of footprint calculatiorss @nvironmental impact, it
also has a strong social dimension in that it esg@e social inequalities. The
unsustainable overuse of resources by part of thedis population is only

! see http://www.climatop.ch
2 see http://www.carbontrust.co.uk
3 http://www.carbontrust.co.uk/carbon/briefing/preasurement.htm
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possible to the disadvantage of other groups ofpleeas well as future
generations. For example, the average footprintpgeson in Germany is 4.2
global hectares, compared to only 0.9 global hestéor India (WWF 2008). Of
course, similar inequalities exist between différesocial groups within
countries. A new development in lifecycle analysithe emergence of tools for
assessing the social impact of production. One sajgproach for social
lifecycle-assessment was developed by the UN Enmsemtal Programme
(Benoit and Mazijn 2009). Social product labelshsas Fairtrade have focussed
on the social conditions of production of agrictdéduproducts in developing
countries for a long time. They guarantee that ¢baditions of production
conform to certain minimum standards such as wgrkiaurs, social security,
payment and the like.

One of the key points of sustainable consumptiorfoed and nutrition
(Bilharz 2009; Bilharz 2007). According to Colliasd Fairchild (2007), diet is
responsible for around one fourth of the total egmlal footprint of individuals.
In the US, the food industry consumes nearly offid fof total petroleum
consumed. In order to produce one calorie of fauwdl get it to the consumer’s
plate, it takes seven to ten calories of fossil &reergy (Pollan 2006). As both
sustainability and consumption have strong socaemic and socio-cultural
implications, there can be no universally valid iciébn of sustainable
consumption. The following sections outline a numtieaspects relevant with
regard to the sustainability of food consumption @moduction in the Indian
context. It addresses several factors along theevehain of food products from
sustainable agriculture and different systems sifrithution and retailing to end
consumption (“from farm to fork”). Different apprciaes for assessing
sustainability are presented, many of which takenserdisciplinary approach
for analyzing sustainability in its environmentabconomic and social
dimensions.

2.2 Sustainable Agriculture

Food production is a vital component of a food eystand hence sustainable
farming systems are the point of departure forasnable food systems. A
number of farming systems and techniques can bsusudd under the umbrella
of sustainable agriculture. The most basic de@nitof organic agriculture is
growing crops without chemical pesticides and sgtthfertilizers and without
genetically modified organisms. Organic livestoskied on organically grown
fodder and reared without the use of antibioticgrwth hormones. In organic
food processing, no ionizing radiations and fooditagks or growth promoters
are allowed. More than an inventory of techniqumsyever, organic agriculture
was originally intended as a holistic and systeapiproach to agriculture:

“Organic agriculture is a production system thaitains the health of soils, ecosystems
and people. It relies on ecological processes,iveosity and cycles adapted to local
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conditions, rather than the use of inputs with askveeffects. Organic agriculture
combines tradition, innovation and science to bertee shared environment and
promote fair relationships and a good quality f& for all involved.”

(Definition by IFOAM, www.ifoam.org/growing_organbefinitions/doa/)

Most countries have policies that regulate and dstedize which farming
techniques are considered organic. In India, aonatiorganic standard and
certification scheme was only established in regeat$. Therefore other, non-
regulated sustainable agriculture systems, manyho¢h consist of traditional
and locally adapted techniques, play an importaletin the country.

Another sustainable agriculture system that is fapao India is NPM, which
eliminates the use of synthetic pesticides. ThediMPM is not necessarily to
get into organic production, but primarily zero fp@de-exposure for farmers.
The prime concern is their health. Instead of sgtthpesticides, NPM relies on
home-made concoctions made from neem, garlic, iehillplant and herb
extracts, cow dung and cow urine. These are usedalith pheromone traps
and other traditional methods of pest control (Bi2009). Synthetic pesticides
are the costliest input in agriculture, so NPM bdigrmers cut costs while the
yields stay the same and crops fetch better prices.

In addition to organic farming and NPM, a numbeotifer farming systems
are connected with greater sustainability than gheyg ones. “These include
biodynamic, community-based, eco-agriculture, egickl, environmentally
sensitive, extensive, farm-fresh, free-range, loput, (... or) permaculture.
There is a continuing and intense debate abouthehetgricultural systems
using some of these practices can qualify as suik.” (UNEP/ UNCTAD
2008: 6). While integrated farming systems do rentehthe strict standards of
organic or NPM, they can greatly reduce the needpfmentially harmful
synthetic inputs. Integrated farming systems takéerdnt approaches for
integrating livestock and crop production. Theselude Integrated Farming
Systems such Integrated Nutrient Management (INMdegrated Pest and
Disease Management (IPDM) and Integrated Weed Managt (IWM). INM,
for example, combines “balanced and judicious usehemical fertilizers,
biofertilizers and locally available organic marsréke farmyard manure,
compost [...] and green manure to maintain soiltheand its productivity”.
Integrated pest management is based on the pentnalt in a healthy farm
system pests need to be managed rather than dislyptiestroyed (see for
example Prasad 2008). NPM and Integrated FarmirgjeBys are sometimes
seen as a compromise between organic farming aemsive conventional
agriculture, or as a temporary stage for farms #natin conversion to organic.
In this paper, the term “organic food” is used asnprising both certified

* See Chapter 4.2 about the Indian organic staratadctertification schemes
> http://india.gov.in/sectors/agriculture/fertilizephp
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organic production and NPM if monitored by NGOstdparty laboratory tests
or operating under a Participatory Guarantee System

What all of these cultivation systems have in comnto varying degrees, is
a better environmental, economic and social peroce than conventional
farming, particularly in India whose agriculturecs® is dominated by resource-
poor smallholder producers. Firstly, growing foodamnically has many benefits
for soils, water and biodiversity. “Green revolutitechnology [...] has been
very successful in achieving spectacular resulf®aal grain production during
the last three decades. However, signs of fatiguthe natural resources have
already emerged and have unleashed various aglogexa problems. It has
badly damaged the natural resource base of thetrgduilSingh 2004: 1)
Organic agriculture on the other hand improves fsotllity and soil properties
such as microbial biomass, microbial enzyme a@wt abundance of
earthworms and insects, increased soil aggregatelist, water content and
water holding capacity. A global-level comparatargalysis of different studies
revealed that on organic farms species diversi3p% higher and there are 50%
more beneficial animals such as bees and othectg¢Niggli 2010). Overall,
sustainable agriculture strengthens ecosystemdatgkand promotes the healthy
functioning of ecosystems. It maintains naturalsgstem services, which are
benefits provided to humans by ecosystems. For pbearhiodiversity provides
services such as nutrient cycling, pest regulagiod pollination. Many of these
ecosystem services ensure the resilience of agmeuand sustain agricultural
productivity.

Secondly, sustainable agriculture can significantlgduce fossil fuel
consumption and make an important contributionlitmate change mitigation
and adaptation. Agriculture and diet are among iheEn contributors to
emissions of the greenhouse gases methane, nitxades and carbon dioxide: In
the 1990s, approximately 15% of greenhouse gassemss globally have been
due to agricultural land use (Cole et al. 1997) arost of the global nitrous
oxide emissions as well as roughly two thirds ofthraee emissions originate
from agriculture (Kotschi and Miuller-Samann 200Ayriculture could be an
important factor for mitigating climate change. Hower, “mainstream
agriculture is moving in an opposite direction;regsing releases of greenhouse
gases from the green sector have made agricultpredaicer of global warming
rather than a mitigating factor” (Kotschi and Midgamann 2004: 7).

The study by Kotschi and Miller-Samann (2004) dises the potential of
organic agriculture to avoid and to sequester dgreese gases, and makes
comparisons with conventional agriculture. It chgastates that organic
agriculture contributes significantly to the redantof greenhouse gas reledses
and to carbon sequestration. Carbon dioxide existsrelatively high

® For an overview of direct and indirect reductimm agricultural greenhouse gas emissions
arising from the principles of Organic Agricultuisee Kotschi and Muller-Sadmann (2004):
page 37, Table 14.
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concentrations and thus contributes most to glolarming. Fossil fuel

consumption is a major source of carbon dioxidessions in agriculture. On
average, organic farming has a 30-70% lower overadirgy consumption per
unit of land as it uses significantly less fossiglfthan conventional agriculture,
and in most cases has a more favourable energgdeal@onventional farming
consumes more fossil fuel, for example for the pobidn and transportation of
synthetic inputs and for farm machinery, wheregzoic farmers rely primarily
on renewable resources and on-farm inputs suclo@past, manure and bio-
pesticides. External animal feeds are reducedwananum and less agricultural
machinery is used. Organic farming relies mainly atiernative strategies of
maintaining soil fertility and fighting pests sudds crop rotation, crop
diversification, legume cultivation and mechanigaést control. Another
opportunity for reducing carbon dioxide emissiom®iganic farming is the use
of biomass as a substitute for fossil fuel.

Emissions of methane and nitrous oxide are alse@ddw organic farming.
Methane originates mostly from livestock farmingydain tropical countries
from wetlands and paddy cultivation. Limited anirstdcking rates and limited
application of animal manure as well as changediviestock diet reduce
emissions of both methane and nitrous oxides imaroogfarming. A major part
of global gross nitrous oxide emissions stem frantss mainly from mineral
and organic nitrogen fertilizers or nitrogen fixleg legumes. With the massive
increase in the application of synthetic nitrogertilizer, nitrous oxide levels
have dramatically increased as well. As a resuttpus oxide emission even
partly offset reductions in carbon dioxide emissioNitrous oxide emission are
reduced in organic agriculture because no syntmatiogen fertilizer is used,
avoiding emission during the energy-intensive psscef fertilizer production.
Tight nutrient cycles also minimize nitrogen lossEsr more details on the
climate impact of different farming systems, see éxample Niggli et al.
(2009); Niggli and FlieBbach (2009); Foodwatch @00 Koerber and
Kretschmer (2009); von Koerber et al. (2009).

In addition to its potential for reducing greenh®ugas emissions, organic
farming also has great potential for sequestratfacarbon in soils and biomass.
This is achieved by following the principle of tighutrient and energy cycles,
improved practices in cropland management and aggsiiry and through
organic matter management in soils. Through lorydiversified crop rotations
and legume cropping and by regularly adding orgamaterials to the soil in the
form of organic manures and compost it helps mainta even increase soill
organic carbon (Kotschi and Miuller-Samann 2004)thWhegard to climate
change adaptation, sustainable agriculture had gaantial as it can reduce
water input for fertilizer application and make gsomore drought tolerant.
Organic farmers also tend to rely more on traddlacrops, such as millets in
Western Andhra Pradesh, which are more adaptetieddocal agro-climatic
conditions.
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Thirdly, in addition to its environmental benefitsganically grown food is
also beneficial to the health of producers as agltonsumers. Organic farming
eliminates the exposure of farmers to harmful cleaisiwhich cause thousands
of deaths and illnesses among Indian farmers eaah (Rao et al. 2005; Prabu
2009). It also reduces the risk of contaminatiothvehemical residues in food
products. A study conducted in 1996 by the Indiauriil of Medical Research
found that 51% of all analyzed food items were aonhated with pesticide
residues, 20% even above tolerance levels (LohrRitidch 2007). India is
among the countries with the highest levels of daxsidues in foddin the
world (Chander 1997). In addition to the adverseat$ of synthetic inputs,
there are also comparative studies that suggesotganic food is nutritionally
superior. Organic food has been found to containremeitamins and
micronutrients such as polyphenoles and antioxglatitan conventional
products grown under the same conditions (Niggli at 2007 and
www.quilf.org).

Fourthly, organic farming is economically more Ighkespecially in countries
like India where the majority of farms are smalldaresource-poor. Small
organic farms also tend to have a lower level chtelogy, thus using less
energy as well as creating more labour (Singh 200d)anic farming has a high
cost-effectiveness, and even though yields mayntedler than in conventional
agriculture for some crops and farming sites, ttal taverage yield and the net
profit for farmers are higher in the long fu@. Singh 2004; cf. Eyhorn 2005;
Pollan 2006). Niggli (2010) quotes studies that enashown that 100%
conversion to organic farming would impact yielggatively by minus 20-40%
in intensively farmed regions under best geo-clicmabnditions, and by up to
minus 20% in less favourable regions. However, Ise aites a comparative
survey of 200 case studies (UNEP/ UNCTAD 2008) thahd a 116% increase
in yields in the context of subsistence agricultargl in regions with periodic
disruptions of water supply through droughts anddiks.

Smallholder producers in developing countries drgraat risk because of
their dependence on agrochemical corporationsndiia] many small farmers
are increasingly indebted due to loans they takehfdorid and genetically-
modified seeds, chemical pesticides and fertiliZzex.a result, nearly 200,000
farmers have committed suicide in India over thet léen years. The
comprehensive study by UNEP and UNCTAD (2008) shéovsthe African
context how different locally adapted sustainalggcalture systems contribute
to improvements in food security.

" Cf. Ramanjaneyulu and Chennamaneni (2007) fomalysis of the institutional context of
pesticide regulation in India, with special refereno vegetables in Hyderabad market.

8 The experts interviewed for this study generaliyeed that the yields can be higher in
organic farming for some crops, for example fofyeagetables, and that overall they are
almost equal to conventional farming.
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An analysis based on case studies of differentifayrsystems concluded that
organic farming systems are superior to conventiagaculture both in terms
of their productivity and their sustainability. Farconcise but comprehensive
overview of the advantages of sustainable agricelltaver conventional,
growth-oriented agriculture see J. Singh (2004-2BMWhile organic farming is
not the only sustainable farming system, it is ju@ in the sense that it offers a
strategy which systematically integrates most anthin a farming system”
(Kotschi and Mduller-Samann 2004: 9). It also has #dvantage of reliability
and transparency since it operates with compulstagdards well-functioning
mechanisms of inspection and certification guaminte compliance with
organic principles and standards. Conversely, rtosnecessarily the case that
organic farming is more sustainable than other ifagmnsystems in every respect.
The scale of the farming system, the degree of amzhtion and the
complexity of the supply chain all have an impaetemergy consumption and
emission levels. In India, a 10-20% increase ittdyaehieved by mechanization
would cost an extra 43-260% in energy consumptieretfy 1995, cited in
Kotschi and Miller-Samann 2004). Pollan (2006) shéov the US that organic
food produced on an industrial scale has an equal some cases even worse
ecological footprint than conventional food.

2.3 Diet and Food Choices

More than the type and scale of the farming systdma, overall ecological
footprint of a food product is determined to a &adegree by the type of food
iten™ (Collins and Fairchild 2007). In general, animabgucts have a much
higher environmental impact than products of ptaigin, meat and fish making
up the biggest share. The type of meat also makemdicant difference, cattle
having the highest impact and chicken the lowest. &gricultural products,
cultivation for crops or rearing for livestock isually the stage in the product
life-cycle with the highest energy use, carbon emis and overall
environmental impact, for example due to water oam#ion and pollution of
soils and water (Asan 2008).

In India, the case of livestock farming is somewdiifferent to other regions.
A larger part of the population is vegetarian, @itbut of religious reasons or
because they cannot afford animal products. Fyrtttacken and mutton are
much more common than beef which has the biggesatd impact. In terms of
its strong vegetarian tradition, India can thussben to have a certain lead in
terms of sustainable food consumption which is nehtein its food culture.
However, dairy products are an integral part of ynpaople’s diet, and non-
vegetarian Indians do eat considerable amountseat.nf-urthermore, the food
culture and consumption patterns are changing Isapicf. Hofmann and

® For an overview on the footprint of different itersee Collins and Fairchild (2007) for
Cardiff, or http://www.steppingforward.org.uk/eféfd.htm for the Southwest of England.



14 Conceptual and Analytical Framework

Dittrich 2009), and meat consumption is on the mpseticularly among the
affluent urban milieus who often function as roleduals for lower socio-
economic groups. Dairy and poultry farming on langeustrial scales are thus
becoming increasingly common.

In addition to carbon dioxide, methane is anothezeghouse gas that
contributes significantly to global warming. Sowcand emission levels of
methane differ across geographical regions and mdepen the level of
agricultural intensification. In Western Europe 24 0f methane emissions are
caused by animal dung and one third by applicadioeemi-liquid manure. In
tropical countries, the most important sources eflrane emissions are paddy
fields and wetlands, which together make up aroomel third of global gross
emissions of methane (Kotschi and Muller-SamanmR0m India, ruminant
livestock farming does not play as significant &ras in other parts of the
world, but a trend towards more industrialized grats of dairy farming and
poultry raising is emerging. Organic livestock famg considerably reduces
methane emissions due to changes in ruminant diet.

2.4 Supply Chains and Regional Food Networks

According to figures cited by Pollan (2006), onlyeofifth of the total energy
consumption of a food product is consumed on tha,favhereas the rest is used
for processing and transport. A major part of thergy consumed in the life-
cycle of a food product is used for processing. Thgher the level of
processing, the more energy-intensive the prodecbimes. For ready-to-eat,
prewashed and packaged organic lettuce in a USmapket, it takes more than
57 calories of fossil fuel energy per calorie obdo The figures would only be
about 4% higher if the lettuce was grown convertilgn Of course, these
figures cannot be taken as representative for |ruia there too the tendency
towards more highly processed foods is visibleughmut urban retail markets.
In addition to energy consumption, processed fdsd &ends to be packaged
more, thus contributing to urban waste disposableros.

The concept of food miles refers to the distancar evhich a product is being
transported in the course of its production andribdistion. It appears rather
obvious that the more local the origin of a prodine more environmentally
friendly it is. However, recent studies have fouhdt food miles do not in fact
constitute the major part of the carbon footpramtg even less so on the overall
ecological footprint of a food product compared ttee production stage
(DeWeerdt 2009). For the food system of Cardiff,, it example, Collins and
Fairchild (2007) calculated that it only makes up% of the total footprint. Of
course, such figures for other regions cannotdesterred directly to the Indian
context, as average distances, transport infrasteiand energy use of vehicles
is widely different. Even though food miles areyonhe factor among many in
the total ecological footprint of a product, they aevertheless relevant for the
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overall product carbon footprint, particularly wheamparing the performance
of different supply chain models for the same pobtdu

Organic farming plays a vital role in the regiomation of supply chains and
strengthening of local food systems. Supply chaéémsl to be shorter, organic
products usually are less processed, their culbwat less resource intensive
and it supports the local economy by creating neonployment and sourcing its
inputs locally. Increasingly popular systems of kesing and distribution that
are associated with local food systems include conityrorganised
agriculturé® initiatives, box delivery schemes and the like,iathaim to
establish more direct linkages between producedscansumers. While in the
US the local food movement is very strong (see Jdélia 2009), in India such
initiatives are still rare but becoming increasynglopular too. A successful
example of an organic box delivery scheme near Pigne&lescribed by
Dharmadhikary (2010), and the Sahaja Aharam Org@onitsumer Cooperative
is portrayed in Chapter 4.4 as a local exampleyiddrfabad. In addition to food
miles and freshness of produce, another benefdoafl food systems are closer
links between producers and consumers. These eagmuransparency of
production and accountability of producers. Funtiae, a local food system is
best suited for supplying local crops that are ka&kipted to the ecological
conditions, the traditional farming systems analdood culture.

In addition to food miles and regionalization, aralgsis of the footprint of a
food product from farm to plate also has to take eccount the final stages of
the supply chain. Different retail formats diffegrsficantly with regard to their
energy consumption, for example large malls andesuarkets with their
lighting, air-conditioning and cold storage faedg will have a significantly
higher impact than farmer’s markets or street venidbat do not even use
electricity. However, if consumers regularly visttcal farmers by car, the
emissions contribute a major share to the ovetprint of the product.
Therefore, the final stage of the supply chaimgport from the retailer to the
end consumer, also has to figure in a life-cyckeasment.

2.5 Lifestyle and Consumer Behaviour

The previous sections indicated that individual stonption patterns and
consumer behaviour play an important role for soatde consumption.
Lifestyle concepts are one approach for consumegmeatation and
identification of target groups which has been masly applied for example in
sociology, social ecology and market research.ettifles are group specific
forms of how individuals live and interpret theivds in a social context. (...)

19 These projects are especially popular in the OBcourse their overall environmental
impact may in fact be higher than in conventiormahfing and retailing, given that many
consumers travel to their community farm every veeekby car and thus offset the fossil
fuel savings of organic farming.
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Lifestyles link social structure to attitude andhbeior. The lifestyle perspective
(...) reveals the socio-cultural plurality of sdme.” (Reusswig, Lotze-Campen,
and Gerlinger 2005: 198) There is no consistenindi®in, methodology or
empirical operationalization of the lifestyle copteThree core dimensions are
usually used to construct lifestyle groups: sosiatus, attitudes and preferences
which together are often referred to as ‘mentalitghd behaviour. While
lifestyle concepts are useful for identifying targgoups, they have some
limitations when it comes to explaining consumehdaour and an in-depth
academic inquiry of socio-cultural meanings of aonption patterns.
Nevertheless, Reusswig, Lotze-Campen, and Gerli(2#05: 198) argue that
the approach has great value beyond its uses h@uarer segmentation because
“lifestyles and lifestyle changes [can also be $@sndrivers of social change —
something to be kept in mind with regard to theauosability transition. People
are not only consumers, they are ethical persod9alitical actors at the same
time”.

To date, the lifestyle concept has not been veeguently employed for
analysing sustainable consumption. Enneking, Frand,Profeta (2007) argue
that the interlinkages between consumption andaswiility need to be
analyzed context-specifically, i.e. for example fthre fields of mobility,
housing, or food and nutrition. There are sevegalsons for this. Sustainable
consumption patterns in one field, for example nigyhido not necessarily
coincide with sustainable practices in another dfiefor example food
consumption. Further, people’s consumption behavibwese days is often
strongly hybrid and depends on many factors likeeticonstraints, financial
budget, individual preferences or availability. §makes it hard to generalize
across different fields.

Two models for a segmentation of consumers in Geymato lifestyle
segments specifically for the field of food andritittn are presented here. They
partly informed the tentative segmentation intoamig target groups in Chapter
5.5. The first one is théood-related lifestyle segmentation developed by th
German Institute of Social-Ecological Research (Hap05; Stiel3 and Hayn
2005; GOtz 2001). It distinguishes seven groups ate categorized by three
core dimensions: orientations, which compriseseslattitudes and preferences
in relation to overall lifestyle as well as the sifie field of action (here: food);
social status, which includes socio-demographic smcio-economic factors;
and field-specific behaviour. Most of the food-teth lifestyle groups they
distinguish can be associated with a specific laiplgical phase, for example the
group of “conventional health-oriented” consumergpiredominant in the post-
family and early retirement phase, whereas thenéfs-oriented ambitious”
consumers are mostly young singles or couples witbo with young children
(Stiel3 and Hayn 2005).

A second, more specifically sustainability-focuseegmentation of food-
related lifestyles was developed by Enneking, Franzl Profeta (2007). They
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derive five “sustainability segments” or “sustaiitiép milieus” based on criteria
that relate to sustainability of food consumptieiz. consumption of organic
products, meat consumption, use of frozen foodsyels as aspects of food-
related mentality regarding these variables. Initemfd to these constituent
variables other aspects such as eating out, gelifersiiyle characteristics and
socio-economic status were used to characterizditbesegments. For each
variable, actual behaviour was inquired in termdrefjluency of consumption
for organic food, meat, frozen foods, eating outl aooking at home. In
addition, food-related mentality was assessed erb#sis of questions relating
to perceptions of the sustainability of organic dogroduction, meat
consumption and frozen foods consumption as wellh&s importance for
individual food consumption lifestyle. A represdanta sample survey that was
analysed using a two-step cluster analysis resuit@de distinct “sustainability
segments”. anti-organic meat eaters, convenienesgted consumers, frequent
organic buyers, and occasional organic buyeiEnneking, Franz, and Profeta
2007). These five segments have an almost equaé sifaone fifth of the
German population.

Such food lifestyle segments developed in otherored settings cannot be
applied unmodified to the Indian context. Not orythe food availability very
different, but more importantly the socio-culturaleanings and practices
associated with food. Context-specific constituergriables need to be
developed that adequately represent and take attmuat those aspects that are
most relevant with regard to sustainable food comion in the Indian context.
The present study looks at lifestyle groups spedtify for the field of food and
nutrition in its intersections with sustainabilitysues. It develops a tentative
target group segmentation for sustainable food wopsion in Hyderabdd,
based on variables of food consumption behaviourcffasing of organic food,
vegetarianism), food- and sustainability-relatettuates and values (health-
consciousness, environmental-consciousness, foaferpnces) and socio-
economic and socio-demographic variables (educatmofession, income,
experience abroad, age, family status).

Together with socio-economic status and mentdigaviour is an important
constituent of lifestyle. In the social sciencasalgses of human behaviour are
often based on Bourdieu's theory of practice. TlenEh sociologist Pierre
Bourdieu explored social patterns of consumptionhisa 1984 publication
Distinction: A Social Critique of the JudgementTafste. He found that taste for
a wide range of cultural goods, including food,dstermined primarily by
family socialisation processes and educational mspees. He found that
consumption choices are not simply personal antkpenconsequential, but
that social status can be gained, lost and repeatiut part through everyday

1 My translations, the original names are: “Oko-mimsische Fleischliebhaber”, “Wenig-
Fleisch-Esser”, “Convenience-Betonte”, “IntensivieoRaufer”, “Leichte Okokaufer”
12 See Chapter 5.5
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acts of consumption. Bourdieu shows why consum@&dgaan contain a lot
more meaning than their mere practical value waslggest. The cultural
meanings of food include symbolic values of certgoods or consumption
practices and can be located in the socio-econamligious or other spheres.
This is where the influence of the media and adsiag comes in, as has great
power to shape preferences and evoke new wishescdfsumers that are
beyond daily concerns about basic food securigfgaificant financial and time
effort goes into pursuing food consumption that hathing to do with their
need for nutrition. Bourdieu also showed that thgnisolic values of
consumption practices play an important part iraldghing and maintaining
basic structures of power and social inequality.

The relatively young field of behavioural economiassocial science branch
in economics, investigates why people make cedagices, often despite better
knowledge that a different choice would have maediits in the long run. For
example, Thaler and Sunstein (2009) do researckhoite architecture and
advocate the concept of libertarian paternalismclviallows choice architects
to “nudge” people to make more sustainable chowaéisout actually limiting
their individual freedom of choice. Thaler and Seisinvestigate why people
who are environmentally conscious do not behawedarresponding, ecological
manner. One obvious reason is a lack of knowledfeemvironmental
consequences of our behaviour. But even where peap aware of the
consequences, they may still choose to ignore Krmawledge and choose the
easiest way. According to Thaler and Sunstein, epm@nce is a major factor
determining our behaviour. The trend towards irgirep consumption of
convenience products and fast food that has beearadd the urban Indian
middle classes in recent years (Lohr and Dittridd07) gives rise to the
assumption that this is no different in India tharthe US, where Thaler and
Sunstein developed their theory.

Consumer behaviour like shopping habits, food a®@nd food preparation
iIs determined by various intrinsic and extrinsicctées like individual
preferences, socialisation in a particular foodtwel personal contexts,
infrastructure and product availability. Individuglurchasing decisions are
determined not only by cultural and symbolic fuans but also by structures
such as access to food and infrastructure (for planpurchasing power,
availability of certain products, accessibility afutlets and convenience,
information about products and outlets). Thesectires can either facilitate or
obstruct sustainable food choices. Supply and ddncan be seen as mutually
dependent; consumption patterns are neither detethby structures alone, nor
are they an accumulation of entirely free and imthelent consumer choices
(Brand 2008). For a comprehensive analysis of fomasumption patterns, an
approach is needed that takes into account botividlual practices of food
consumption and the institutional and structurahtegt which shapes and is
shaped by these practices. Why do some consumeramhaware of and have
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a positive attitude towards organic food still rmty it? Analyzing existing
knowledge-behaviour gaps and investigating the ecdrgpecific reasons can
help identify obstacles that arise either from neaidtructures and availability or
from consumer needs and preferences, or both. BEOOGB) argues that an
analysis of knowledge-behaviour gaps in the fidldwstainable consumption
should view environmental and social consequencesisks. Consumption
choices thus become ways of negotiating these.risks

3 Research Methodology

3.1 Definitions and Consumer Classification

One of the most important premises for conductimg survey was a clear
conception of “organic food”. A good deal of confus was found to exist
among consumers and even some experts about thengez “organic®. In
order to ascertain that respondents have a clemrstanding of the terminology
used in the survey, consumers that reported tonageaof organic food were
asked to give a brief definition. The minimum refiat was taken to indicate at
least a basic understanding of the concept wamiifay without chemicals”.

Another important concern was how to classify comsts and potential new
consumers of sustainable food products. ChakrabadiBaisya (2007) classify
buyers according to regularity of purchase: regbiarers spend more than 75%
of expenditure on organic food in a food categarng occasional buyers 25%-
75%. This classification was found not to be praadtibecause regularity refers
more to a frequency than a percentage, and mansuowrs are not able to
estimate the share of organic food in their totaddf expenditures per food
category at all. Therefore an attempt was madessess regularity by asking
consumers about the frequency of buying each acdgaoid category per week
or month. In German-language research on orgamd tmnsumptions, buyers
are usually similarly grouped into regular, occasicand non-buyefsin order
to assess the relative importance of organic famtsemption, they were also
asked whether organic products make up more or tlems 50% of their
expenditure in a food category. However, due toldleavailability of organic
food in Hyderabad, the distinction was not foundovery relevant. At this
stage, the vast majority of organic consumers egitably occasional buyers
for most food items, simply due to the limited dakility of organic products.

! See Chapter 2.2 for a definition of “organic” amolw the term is used in this paper; see
Chapter 5 for common misconceptions about orgaud fBmong survey respondents
2 “Intensiv-, Gelegenheits- und Nichtkauferinnesée for example Brunner (2009).
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3.2 Primary Data Collection

One part of this survey comprised a total of 14dcese, structured quantitative
interviews conducted in 2009, and a questionnainevey with 33 biology
master students at a college in Secunderabad ceadinc2010. The objective
was to get a broad overview of attitudes and kndgdeamong different parts of
the general population. Interviews covered questmm potential concerns over
chemical residues in food products, awareness gdmec food, purchasing of
organic food and awareness of organic labels. ypetcent of the respondents
in the quantitative survey purchase organic praegularly or occasionally.

A total of 39 longer, semi-structured qualitativ@sumer interviews aimed at
getting more information about the purchasing pasteand motivations of
consumers that are aware of organic food. Of tht8@espondents were female
and 21 male. Most of them were in the middle ageigs, 16 of them in the age
group 20-45 years, and another 16 in the groupMge@rs. Only 7 were over
60 years old. Almost all respondents were resp@ns$tds most of the shopping
for their households; some shared responsibilith wheir spouse. Five never
buy organic products, 16 occasionally and 18 retyula

In the second research phase in 2010, a total afnsfructured qualitative
consumer interviews were conducted with consumersm f different
backgrounds that already had some level of awaseoksnd/ or experience
with organic food. Respondents were approachedugiiranformal networks
and organisation such as the Sahaja Aharam Ordaomsumer Cooperative,
Greenpeace and organic shops. Interviews were ctealuas household
interviews or in other setting that were conveni@ntrespondents, such as the
Sahaja Aharam office. The objective was to gaimepth insights into their
socio-demographic, socio-economic and socio-cultoagkgrounds as well as
their food habits, values, attitudes and motivaioifthese interviews also
provided the basis for exploring preliminary degtars for establishing food-
related lifestyle segments and assessing the radevaf some preliminary
descriptors for developing these segments.

Table 3-1: Semi-structured consumer interviews 2009

Location Geographical area and average Quantitative  Qualitative
consumer profile interviews interviews

Q-Mart Banjara Hills, predominantly 41 interviews 6 interviews
upper and upper middle class

Spencer’s Hyper Musheerabad, mixed, 40 interviews 5 interviews
predominantly middle class

Batkammakunta slum Vidyanagar, lower and lower 11 interviews  none
middle class

Mehdipatnam Rythu Bazaar Mehdipatnam, mixed, 38 interviews 5 interviews

predominantly middle class

Vijaya Enterprises Chikkatpally, mixed, 14 intewe 4 interviews
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predominantly middle class

HACA NPM vegetable outlet Nampally, mixed, predoaritly none 5 interviews
middle class
DDS Organic Mobile Tarnaka, Balkampet and none 10 interviews

Ramanthapur, mixed,
predominantly middle class

Hitec City, mixed, none 4 interviews

Brinjal Biodiversity Festivaﬁ , ;
predominantly middle class)

Bhavan's Vivekananda College Secunderabad, middle class 33 none

of Science, Humanities and students aged 21-23 guestionnaires

Commerce

Household interviews several locations, mixed, none 20 interviews

predominantly middle class

In selecting the locations and interview responslémt both the quantitative and
qualitative interviews an effort was made to coserange of different retail
formats selling organic food as well as a broadgeamf socio-economic
customer profiles. Unfortunately, a permission twnauct interviews with
customers of the 24-Letter-Mantra store could motobtained from the store
management. Therefore part of the organic consdmerdyderabad were
probably not captured by the survey. The socio-espno properties of the
research population indicate that there was a @#msng respondents of the
gualitative survey towards higher-income, educgredips as well as consumers
of organic food as a result of the choice of intmwlocations. Most respondents
in the qualitative survey belonged to the middlassks. Socio-economic
categories of consumers used in this study aredbasehe income categories
established by NCAER (2005) (see Table 3-2). Intamdto income, education
level (see Table 3-3), occupation of all incomenees and mode of transport
used for shopping were used for assessing the-sgolwomic background of
respondents. The average household size was 3,8aaied between 3 and 4,1
across income groups. The distribution of respotsdenth regard to level of
education was similar to the income groups andadlveglatively high. In line
with their educational level, most respondents sp&kglish at an excellent
level (27,6%), or at least well enough to be ableld the interview in English
(44,8%), and less than one third (27,6%) neededrsslation into Telugu or
Hindi.

3 A food festival organised at the Shilparamam @ellery on March 8, 2009 by several
local NGOs including CSA and DDS; organic milletsafar sale by DDS.

* The 24-Letter-Mantra management could not provdg figures about the number of
customers they reach.
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Table 3-2: Income levels in the semi-structured imrviews

Income category Estimated total household Percentage of total
income per month in INR respondents

Category 1 Less than 90,000 3%

Category 2 (lower middle class) 90,000 to 200,000 792

Category 3 (upper middle class) 200,000 to 500,000 38 %

Category 4 (higher middle class) 500,000 to 1 onilli 12 %

Category 5 1 to 2 million 12 %

Category 6 More than 2 million 8 %

Table 3-3: Education level in the semi-structurednterviews

Education category Education level achieved Peacenof total
respondents (n = 39)

Category 1 Less than high-school degree 7%

Category 2 High-school graduate 10 %

Category 3 Graduate degree 45 %

Category 4 Postgraduate degree 35%

Category 5 Doctorate 3%

Brinjal Festival #
HACA

OEducation (see

Organic Mokile 1 Tahle 3-3 for

categories)
Rythu Bazaar W
Yiiaya Enterprizes ‘#

@Eincome (see

Spenser's Hyper Tahle 3-2 for
categories)

C-mart

Figure 3-1:  Average income and education levels ithe semi-structured
interviews, compared across interview locations

Source: Own data

In addition to consumer interviews, semi-structuaed unstructured qualitative
interviews were conducted with farmers from coopeea in rural and peri-
urban areas within a radius of 150 km from Hydedaba order to get a
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comprehensive picture of the commodity chains faoganic agricultural
products that are produced in rural and peri-urbegas around Hyderabad
“from farm to fork”, or from producer to end consemAt the marketing stage,
farmers selling at Mehdipatnam Rythu Bazaar andHA€A NPM outlet in
Hyderabad, retailers and supermarket managers (Q-Ns@encer’'s Hyper,
Food Bazaar, 24-Letter-Mantra) were interviewedorder to get an assessment
of the potential for marketing organic productshbilk purchasers of food,
several shorter phone interviews with hotel restais and canteens were
conducted. A number of informational meetings amnisstructured and
unstructured interviews with experts from reseangstitutions, NGOs and
government organisations working in the field o$tsinable agriculture or food
and nutrition were conducted on various aspectsom@fanic agriculture,
marketing of organic products and the urban foadesy in general

Interviews were conducted in English where respotsdléad a very good
command of English, and with the assistance oamastator speaking Hindi and
Telugu in the other cases. Both the Hindi and Teliegms for organic farmifig
were used in addition to the English term in otdesvoid misunderstandings.

In addition to interviews, a database of shopsingelbrganic and NPM
products in Hyderabad was compfileBor each outlet, photographs were taken,
question-led observations made and a survey ofadiigty and price levels of
organic products compared to conventional prodaotducted. Primary data
collection furthermore comprised an analysis of diicourses on agriculture,
food, nutrition and health in articles in magaziaadg newspapers.

In the second research phase in 2010, a screefifig\Want My Father
Back” by Suma Josson, a film about the agrariasiscand organic farming in
India, was organised. After the film a group distas provided an opportunity
to gain an insight intavhich topics are important to consumers with regard
food and sustainability, and to gather ideas fomnmmting sustainable lifestyles.
The audience consisted of organic movement adj\astare organic consumers
and interested members of the general public. Agm&tion on organic farming
and subsequent discussion was also held at Bhavargkananda College of
Science, Humanities and Commerce subsequent tsttliEnt questionnaire
survey.

®> For a list of key stakeholders see Annex

® Hindi: Sajeev Khefiwhich translates as “living agriculture”, “natlfarming, or “a way of
farming that lays maximum emphasis on regeneratitige living soil.”
(http://www.imsc.res.in/~nick/kalp_bio.doc; Telug8endriya Vyavasayam

" See map Figure 4-1 and Table 4-1
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3.3 Secondary Data Collection

Research for secondary data and literature was dbrtbe NIN library in
Hyderabad and on the InterheRelevant publications were also gathered from
NGOs and experts. Among other publications, findin§the following studies
were particularly important as a basis for the sy Hyderabad:

* “The Market for Organic Foods in India: Consumerdegtions and Market
Potential” (Rao et al. 2006) commissioned by ICC@A006 and covering
eight metropolitan cities

* “Purchase Motivations and Attitudes of Organic F&d/ers” (Chakrabarti
and Baisya 2007) conducted in the National Capi&ajion (NCR)

* “Market Opportunities and Challenges for Indian @mng Products”
(Garibay and Jyoti 2003) based on a small conssmeey in Mumbai

8 See Internet Directory, Annex
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4 Sustainable Agriculture: Production and Distribution

4.1 Production and Marketing in India

Estimates on how much area is under organic ctitivan India vary widely.
According to Bhattacharyya (2004), realistic estesafigure somewhere
between 50,000 hectares and 3.5 million hectar@®ED¥ estimates the area
under export-oriented certified organic cultivatiah2.8 million hectares, and
ICCOA assumes that 1.2 million hectares or less % of total cultivable land
area are certified organic or under conversion. Hnea under organic
production has been growing steadily over the pesirs, and more than
714,000 mostly small farmers have registered undertified organic
management (Menon et al. 2009).

Often it is not entirely clear whether figures diten the literature refer to
certified organic production only, or include langisder more broadly defined
sustainable agriculture production. In many paftsdia such as the Himalaya,
the Deccan Plateau or the Adivasi area across &éntlia farmers still practice
traditional ways of farming with no or very littexternal agro-chemical inputs.
According to (Anshu and Mehta n.y.: 1) only onehfibf dry land farmers in
India use chemical inputs at all. These productgstems can be considered
“essentially organic” (Bhattacharyya 2004: 175). i®/lsuch products cannot
actually be marketed as organic, these tradititarahing practices nevertheless
constitute a huge potential for India’s organictsecbecause conversion to
organic practices is quite easy and, more impdytaititl, they still have a large
pool of knowledge on traditional and sustainablenfag methods that have
been lost in areas where industrial technologylwgdmized farming: “India has
a rich heritage of agricultural traditions that aretable for designing organic
production systems.” (Garibay and Jyoti 2003).

Apart from farmers' investment capacity and remegsenthe extent to which
chemical inputs are used in conventional farmirep alepends on the type of
crops. Pesticide-use is generally high in crops ltkillies, leafy vegetables,
okra, brinjal and cotton and lower in tuber crop$ie regions in Western
Andhra Pradesh are mainly drylands with rainfedicagjure and fewer
pesticides are applied there compared to the Eastgyated farmlands.

4.2 Institutional Context and Organic Certification

India’s National Agricultural Policy (NAP) launched 2000 aims to attain
“Growth that is sustainable technologically, enaimeentally and economically.”
(Government of India 2000) In this context, the ibial Programme for
Organic Production (NPOP) was launched by the Nmi®f Commerce.
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National Standards for Organic Products (NSOP, Gegernment of India
2005) regulating production, processing, labellistprage and transport as well
as inspection and certification procedures wereeldged on the basis of
guidelines by the IFOAM.

Although the National Horticulture Mission and $tétorticulture Mission do
support organic horticulture (fruits, vegetablepjces) and vermicompost
production to some extent, their programmes doreath small independent
farmers. The Department of Agriculture, Governm&nindia, is not supporting
organic production for the domestic market (cf.Héc and Kovacs 2005), only
for big farmers that produce for the commercial axgort market. The New
Agricultural Policy of the Government of India alsiisplays a strong export
orientation (J. Singh 2004; Carroll 2005; cf. IBEB04). There is no overall
strategic attention for greening agriculturf@dnshu and Mehta n.y.: 10) or
developing the domestic market for organic food. date, nine Indian states
have adopted organic policies, among them Karnatédwala, Uttarakhand, and
a few North-Eastern states. Orissa, which doeshaot an organic policy,
produces the highest volumes in certified organadpcts (Ghosh 2007).

According to DDS, the government supports orgaaitnfng on the policy
level, but it is not connected to the farm level pfesent, most support for small
organic farmers with regard to training, extensgervices, information and
marketing assistance is delivered by the NGO sestoch is very strong in
India (Garibay and Jyoti 2003). However, if the @stnc market for organic
products is to be developed, policy changes indawb organic agriculture are
urgently needed. “Currently marginal attentioniigeg to the policy framework
and institutional dynamics. Involvement of govermmenot just in
standardization and accreditation procedures sat tlrough proactive support
to certification and market-oriented services aguired.” (Anshu and Mehta
n.y.: 11)

The fact that NPOP was launched under the contrahe Ministry of
Commerce is an indication that the government vierganic farming mainly as
a strategy of capitalizing on demand for organmdfan other countries through
increased export production. Sustainable consumpuiothe domestic level is
not the primary target, nor is the support of sraadlle organic farmers and
sustainable rural development through organic aljue. The overview on
research funding for modern agriculture given by3@008) clearly indicates
that there is a strong bias towards modern, grawgmnted conventional
agriculture, in particular biotechnology. This isued to the increasing
engagement of agro-industry corporations in reseafanding. Many
universities in India are funded by agriculturalrgmrations to carry out
research, and many government research institutioage entered into

! One indication of this is the fact that the websin Organic Farming of the Department of
Agriculture and Cooperation, Ministry of Agriculiyr Government of India
(http://agricoop.nic.in/TaskForce/chepl15.htm) wast Lipdated in 2005.
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agreements and collaborations with private corjpmmat(DDS 2008: 3). There
is hardly any funding for research projects oritn8bns working on sustainable
farming practices. The “National Project on Managamof Soil Health and
Fertility” (NPMSF) of the Government of India supf integrated farming
systems development by running soil testing lalooles, conducting fertilizer
guality controls and promoting organic manures.

Under the framework of the NPOP, a national orgéatiel (see Figure 4-1)
was developed, and it was stipulated that inspectimd certification by one of
the nationally accredited certification bodies isndatory for labelling and
selling products as “organic”. At present there abe official accreditation
agencies in India: APEDA, Coffee Board, Spice Boafda Board, Coconut
Development Board and Cocoa & Cashew Nut Boardrelhee also a number
of certification agencies accredited under NPOPel@ample ECOCERT, IMO,
INDOCERT, LACONGmMbH, SGS and SKAL.

Figure 4-1: Official India Organic label

Source: APEDA

The official India Organic label can be found ogammic products exported from
India or sold domestically in organic stores angesmarkets. At this stage, it is
mainly large-scale operators that are certifiechwiite India Organic label. The
fees for organic certificatinare one of the main obstacles for small farmers
applying for the organic label. Garibay and Jy@)(3) found that the most
important constraint stopping farmers from applyiogorganic certification are
the high costs.

In order to provide an alternative for the costffictal organic certification
schemes for small organic farmers, increasing nusnbé rural development
NGOs across the world prefer to work with Partitgpg Guarantee Systems
(PGS). These are local-level quality assuranceesystcertifying producers
through a system of participation and peer momtpriAround the world, a
significant number of PGS has evolved as part @& dnganic agriculture

2 See list of certification fees from INDOCERT:itfwww.indocert.org/services.aspx?id=1
and Garibay and Jyoti 2003.
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movement. These systems vary in terms of methogiddag approach, but they
share common principles and values. PGS are oitded to localized and
alternative approaches to marketing.

CERTIFIED

ORGANIC PRODUCE

Figure 4-2: PGS (Participatory Guarantee System) Qganic label

Source: PGS Organic India Council

In India, the PGS India Organic Council developeel PGS Organic label (see
Figure 4-2) in cooperation with the Food and Adtioal Organisation (FAO)

and the Ministry of Agriculture, Government of IadiThis label “certifies

sustainably grown organic farm crops that are baiit the foundations of
quality, trust and alliance through a farmer’s abanetwork” (PGS India

Organic Council brochure).

4.3 Organic Marketing and Retailing in India

Major products produced in India under organic fagrare tea, rice, fruits and
vegetables, wheat and cotton as well as smallentiies of coffee, spices,
pulses, oil seeds and herbal extracts. Most okthes sold in semi-processed or
raw forms (Garibay and Jyoti 2003). The bulk ofiémdorganic production goes
into export markets: About 70% according to Car(@m05), and as much as
92.5% of sales according to Garibay and Jyoti (2008is is a result of the
export-oriented government policies and the faet thorld market prices for
organic products are about 20-30% higher than famventional products
(Carroll 2005). Many market analysts, marketers [BDs expect the demand
for organic food within India to rise in the neartdre. The major markets for
organic products are in the metropolitan areasea@ajyy Mumbai, Delhi,
Kolkata, Chennai, Bangalore and Hyderabad.

The main obstacles impeding the development ofditvestic market for
organic food are lack of knowledge about organiemfag among farmers,
limited and inconsistent supply, inadequate rgtefisence and an incomplete
product range, intransparent market structures. (@mce levels), high
certification costs and hence lack of certified duects, uncompetitive price
levels, lack of awareness among consumers, low démand government
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policies that are skewed towards exports (Car@l52 1; Bhattacharyya 2004:
164). Consumer price levels of organic food aldésgnificantly higher than for

“conventional” food, and “organic food is priced esv25% more than

conventional food in India” (Organicfacts 2006).

Within the Indian retail market for organic foodhete is a continuum of
different systems of production and distributionn @he one end of this
continuum is what might be called the corporatairetrategy. In Hyderabad,
this category is dominated by Sresta Bioproducts 2k Letter-Mantra organic
stores as well as supermarkets selling organicystsdrom different suppliers.
These commercial companies usually operate on dia-imide scale and are
certified with the India Organic label. According (Bhattacharyya 2004: 163),
these wholesalers and traders have a share of @ idistribution of organic
products in the country. At the other end of thetowmum are smallholder
producers who are often supported in their direatketing initiatives by local
non-profit and rural development NGOs. The two eofdhis continuum differ
in terms of the farming system, the structure of #upply chain, and the
retailing strategy they involve, all of which sigoantly influence the group of
consumers they are targeted at as well as thematdi impact. Most domestic-
bound organic products are uncertified, becausearth@rity of producers are
small or marginal farmers and small cooperatives(@l 2005).

4.4 Market Structures in Hyderabad

This chapter gives an overview of retailing of origanatural and health food in
Hyderabad and Secunderabad. Organic food is sl much a niche market in
India, which is reflected in the limited availabyli However, while in 2006,
there were only six outlets selling organic produict Hyderabad (Lohr and
Dittrich 2007), a significant increase both in thember of retail outlets
stocking organic food and in product range couldviteessed over the over the
past four years. Table 4-1 and Figure 4-3 showntbst important organic food
outlets in Hyderabad. For several reasons, it wapaossible in the scope of this
study to provide a complete inventory of organiodoretailing for several
reasons:. The organic market segment is highly dimaamd expanding
continuously, and only selected geographic areas surveyed in this study, so
that especially for modern retail formats no citylvestimate of the number of
shops and supermarkets stocking organic food treaf product range could be
made. However, it can be safely assumed that th® mgortant outlets are
captured by this list. The ensuing subchapterggpthe major types of organic
outlets in Hyderabad and Secunderabad. More snedlltth food stores and
organic retailing businesses might in fact exisbss the city, but they are hard
to find as their publicity is largely restrictedwmrd of mouth.
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Figure 4-3: Overview map of organic outlets in Hydebad and
Secunderabad (list of outlets see Table 4-1)

Source: Google Earth, own data

Table 4-1:  Outlets for organic food in Hyderabad ad Secunderabad
(map see Figure 4-3)

No in map Name of store Neighbourhood  Main siguplof Opening
organic products days

Supermarkets and hypermarkets

7 Hypercity Inorbit Mall, various daily
hypermarket Hitec City

6 Metro Cash and Kukatpally Ecofarms Ltd. daily
Carry

12 Q-Mart Banjara Hills Sresta Bioproducts daily

Ltd.
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11 SPAR

2 SPAR

-- Spencer’s
supermarkets

21 Spencer’s Hyper

other
supermarkets,
e.g. Food Bazaar

Commercial Organic Stores

15 24-Letter-
Mantra

10 Daram

14 Fabindia

19 Fabindia

13 Fabindia

Direct Marketing and other

26 95 Park Lane

-- Chetna Organic

17 HACA NPM
vegetable outlet

8 OREX Health
Foods organic
food counters

9 Organic Mobile

1 Organic Mobile

3 Organic Mobile

4 Organic Mobile

Begumpet

Gachibowli

Across the city

Musheerabad

Pro Nature Organic daily
Foods

Pro Nature Organic daily
Foods

Sresta Bioproducts daily
Ltd.

Sresta Bioproductsdaily
Ltd.

across the city various daily
Banjara Hills Sresta Bioproducts  daily
Ltd.
Begumpet Timbaktu Collective, daily
Anantapur
Banjara Hills Fabindia Tue-Sun
Himayathnagar  Fabindia
GVK One mall, Fabindia
Banjara Hills
Kalasiguda, own farm near daily
Secunderabad Shamshabad
home delivery tesmall farmers once a
registered month
customers across
the city
Nampally small farmers in Mon-Fri
Manchal Village,
Ranga Reddy District
several IT Parks, various daily
Hitec City
Balkampet small farmers in Tue
Medak District
Gachibowli small farmers in Tue
Medak District
Kukatpally small farmers in Tue
Medak District
Malaysian small farmers in Tue

Township,

Medak District




32 Sustainable Agriculture: Production and Distrimrt

Kukatpally
16 Organic Mobile  Nampally small farmers in Wed
Medak District
18 Organic Mobile  Rajendranagar small farmersin  Tue
Medak District
23 Organic Mobile  Ramanthapur small farmers in Wed
Medak District
25 Organic Mobile  Tarnaka small farmers in Wed
Medak District
22 Organic Mobile  Vidyanagar small farmers in Wed
Medak District
24 Sahaja Aharam Tarnaka small farmers in daily
store several districts in
Andhra Pradesh
5 Sristi Naturals  Kondapur small farmers, variousWed
stall suppliers
20 Vijaya Chikkatpally small farmers daily

Enterprises

Source: Own data
4.4.1 Commercial Organic Stores

To date there are no exclusively organic commestiaps in Hyderabad. This
section portrays commercial stores where the magot of the food product
range is organic. Supermarkets with a smaller acgaroduct range, direct
marketing outlets, non-profit cooperative initi&ss and other organic retail
formats are discussed in the ensuing sections.

Of all the retail outlets selling organic food irnydierabad, the “24-Letter-
Mantra Organic Food Superstore” in Banjara Hills lthe broadest organic
product range. The shop and the brand name “24i-btantra” are owned by
Sresta Bioproducts Ltd. which started the firstidrgide organic retail chain.
The shop in Hyderabad opened in 2005. The produnge consists mainly of a
complete range of grains and pulses, but also asewpspices, tea, jams, bread,
biscuits, snacks and ready-to-heat dishes. Pattedfshop is a bistro selling
small meals, snacks, biscuits, ice-cream and makes$, which are not all
organic. In addition to their organic range, themhalso stocks conventional
products in the categories fruits and vegetablegsin jams, and convenience
food (biscuits, ready-to-serve dishes etc.). Thidbeécause customers want a
complete range of food products, but the full piidange is not (yet) available
in organic quality. All products in the shop arevadised as “natural®, but not
all certified organic. They are organic wheneversiole. Those that are
certified organic correspond to the EU 2092/91, USBP and Indian NPOP
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standards. The products are currently priced 30-#@$her than conventional
products. According to the National Sales Manageces are likely to come
down once the scope increases over the next fiaessy@he long-term goal is a
price premium of 10-15% more than conventional. Zhd_etter-Mantra store
offers home delivery twice a week, free of chargerhinimum orders of 500
INR. Ten percent of customers make use of thisiagrwhich is more than the
average in conventional supermarkets. Sresta Biojte are also looking into
supplying to company canteens.

Part of the fruits and vegetables sold in the Hgdad are grown on a
company-owned farm of 7 acres in Medchal, Rangardddtrict. Products
from the vegetable farm are transported to theesitorHyderabad on a daily
basis, by the regular public buses. Conventionsisfiand vegetables are bought
from the wholesale market in Hyderabad and souficed a local supplier on
the road to Medchal, which means that most of thesrprobably from the peri-
urban areas around Hyderabad. For the other orgaoducts, the supply chain
Is organized India-wide. Raw materials are sourfteth all over the country
and transported by road to the Sresta processidgpackaging factory in
Medchal. According to the National Sales Managerocgssing is as
decentralized as possible out of climate and eneoggerns, the facilities are all
over India, but packaging is centralized in Hydehbor better control.

Sresta has thousands of contract farmers as weieasown field production
projects across the country. Since the scope otdnepany requires a certain
commitment in terms of scope and reliability, bigi@ms or groups of farmers
are more viable for them to source from. Accordibgg some NGO
representatives, Sresta procures at low cost bist aea very high premium.
They also criticize the lack of community-involvemen contract farming.
Farmers are dependent upon the prices the comp#ays as they have
exclusive contracts with them. The profit for famheand wages for farm
workers in this supply chain is low.

Such criticism notwithstanding, the big merit ofngmanies like Sresta is the
sheer amount of land that they bring under orgacudtivation: Sresta
Bioproducts has more than 5,000 acres under orgautiivation across India.
At this stage, Sresta makes more sales in expamtiththe domestic market, but
domestic demand is growing continuously. In 2088, monthly turnover of the
24-Letter-Mantra store in Banjara Hills was 800,00R. The number of
supermarkets that Sresta Bioproducts suppliessis gfowing, and they are
planning to expand into other supermarkets as agtb open two to three new
franchising stores, one of them in Secunderabad.

Another store that can be called organic is Fahindithough their range of
food products is very limited. Fabindia was foundedl960, primarily as an
export house for handloom textiles. They expanted presence all over India
and internationally, and in 2004 started a smajlanoic food product line. In
Hyderabad, Fabindia has four outlets, two in Bamnjaills, one In
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Himayathnagar and one at the International Airpabindia’s objective is “to
offer customers a complete organic lifestyle” (@iten Carroll 2005). All
products are at least partly handmade, and an tamocomponent of the
company profile is their support for poor artisaared rural livelihoods. The
unique selling points of Fabindia are high prodyaality, a unique ethnic style
and store decor and ambience. The style of thelitds is consciously timeless,
so that garments can be worn for a long time. $oHRabindia has a limited
product range of organic food items: muesli, pagajs, fruit concentrate,
spices, tea, and natural medicines. Efforts aregomiade to expand the range,
as the organic food market sector is seen as otigeafnajor opportunities for
future development for Fabindia (Kalita et al. 2068

No data was available from the management about shpply chain, sales
figures, number of customers reached or potenti@hspfor expanding the
product range. According to Kalita et al. (2008phdia’s sourcing strategy is
heavily supplier-centric, and it follows a centzall hub model of supply chain
management. This is apparently causing some prableith long delays in
supply, so that the organic food products are heays available. The highly
centralized supply chain means that quite a loteakrgy is spent for
transportation from producers to the stores whiehl@cated in all major cities
across the country. With regard to public relatjoRabindia relies mainly on
word of mouth as a means of advertising. They do hmve a customer
acquisition strategy but focus mainly on custonsemtion. About 85% of the
customers are repeat customers (Kalita et al. 26D8Fabindia use in-store
posters and leaflets to raise awareness of thenafghe products, such as their
rural suppliers or organic farming. Fabindia’s &gy does not seem to be to
offer a complete range of food items like 24-Letiantra but rather a selection
of high-value niche products such as pasta andlntbasappeal only to a small
but affluent segment of the population. Only 8.32cwstomers interviewed by
Kalita et al. (2008) mentioned wider product rarge a possible area of
improvement for Fabindia, which shows that theynit see the shop as the
source of their regular nutritional needs.

Fabindia and 24-Letter-Mantra have a very similarstemer profile
comprising mainly highly educated, often Westerneaded, modern, well-off
and health- and lifestyle-conscious people, with adfnity to eco-friendly
culture. Accordingly, both shops are located in agkat locations that can best
be reached by individual motorised transport. Prieeels vary between
products, but are generally significantly highearthconventional products.
“Fabindia initially focussed on providing an Indiaxperience to the foreign
buyer. In the 80s, it realised there is an untappadcket among the upper and
higher middle class. With the economic boom inQfs, the focus has shifted to
the upwardly mobile consumers in metros [...]. Thegea audience is college
going youth and young professionals and just mdroeuples in the higher
middle class category.” (Kalita et al. 2008: 2) Aating to the 24-Letter-Mantra
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store manager, their typical customer is highlycaded, high socioeconomic
profile, and mixed in terms of age. Their primargtivation for buying organic
food is health concerns, which is underscored gy liload range of natural
medicines and health supplements such as steveatwgnass powder, aloe vera
or soy products. According to the store managendification is very important
to the consumers in these shops, in contrast t¢ lbuy®rs in supermarkets.

4.4.2 Supermarkets

Across the city, many supermarkets stock orgaracated some also herbal and
ayurvedic medicines and cosmetics. A broader rafgeganic products is only
available in selected stores. While some supernmdexicate an entire shelf to
organic products, others may only have one or tewieties of staples such as
rice or pulses. Several of the larger and more ukebtasupermarkets have
started selling organic food products over the pest years. The number of
supermarkets stocking organic products has risenraiticeable speed: While
early in 2009 only the larger, upmarket supermarketch as Spencer’'s, Q-Mart
and SPAR had organic shelves, in 2010 even soméesmsapermarkets had
started selling a small range of organic staplgsen8er's Hypermarket in
Musheerabad is listed separately in the Table 4€dalbse of its wide organic
product range compared to the smaller Spencer'srswgkets that are found
across the city.

Q-Mart and Spencer’'s both decided to include oaroducts in their
product range because customers asked for it. Aowpto the managers of Q-
Mart and Spencer’s, their prime motivations areltheeoncerns as well as a
fashionable image of organic and health foods. QtMi&ges to cater to this
clientele through modern shop design and appeadag)y intelligible in-store
information on organic food. The Regional Managershandising for Andhra
Pradesh of Spencer’s thinks that organic food ifa%hion rather than a need,
people don’t buy it because of the inherent besefitorganic food but because
of a lifestyle image.” The supermarket managemrinewed confirmed that the
clientele buying organic products is mixed, but dwated by middle-aged,
educated members of the upper middle and uppes, @éten foreign-educated.

The supermarket managers all felt that the orgaeator has been growing
for a few years now, but the overall share of titaltfood market is still small.
Spencer's only started selling organic products 2007, and the SPAR
hypermarket only opened in 2008. The total foocesaf Spencer's are 60
million INR per month, of which organic makes uplyof.2 million INR, or
0,33%. SPAR would like to expand its range in org@noducts, which as yet is
very small, but they would only do so provided tisapply is constant and
reliable and at competitive price levels. Spenceeleves that organic food will
be an important category in the future, but theywdbhave any immediate plans
of expanding their range. They might once the salescase. None of the
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supermarkets specifically advertise their rang@rglanic products, except for
some in-store posters in Q-Mart. The manager of SBAd: “We would like to
advertise it, but the problem is that an increaslaghand should be supported
by enough supply. There is no point in getting moustomers to demand
organic if we can'’t satisfy a bigger demand yet.”

Most supermarkets have only one organic suppligrstin large certified
companies that operate on the national level. kample Q-Mart and Spencer’s
sell 24-Letter-Mantra products sourced directlynfr&resta Bioproducts, Metro
Cash and Carry sources from the Mumbai-based Hosf&avt. Ltd. and SPAR
from the Bangalore-based organic supplier Simple Supermarket managers
stated do not believe that certification is verypartant to most consumers,
however for them it is vital because they needa@ble to rely on claims made
by the suppliers to avoid the risk of getting itegal problems.

The climate impact of supermarkets can be compadupmarket
commercial organic shops. The organic products shugply tend to be sourced
from across India, which means that supply chamslve long transportation
and temporary storage. Several stages of procegsmgaging and storage also
result in high energy-consumption, higher retaitgs and less profits for the
farmers. The sophisticated infrastructure of supekets results in a much
higher energy consumption compared to traditioetdik formats such as Kirana
stores or street vendors. In its publicity, SPARdis that “The vegetables and
fruits at SPAR are hand-picked at source and marda at controlled
temperatures till they reach the store. SPAR at&s state-of-the-art technology
to keep the produce fresh even in-store. For exantipé Fish counter at SPAR
offers freshly cut and cleaned fish packaged inseehat it stays fresh till it
reaches your home. [...] Most of the produce is sedidirectly from farmers /
wholesalers, quickly placed in cold storage toinethe nutritive value of the
food and brought to the store, all this within X&its from when the produce is
picked up” (Reachout Hyderabad 2008). In additionthhe actual energy
consumption of the supply chain and retail stohe, $hopping habits of the
average consumer such as the mode of transportueeyo go shopping also
has a significant impact on the overall environraempact of food retailing.
As will be analyzed in more detail below, consumenying in supermarkets
tend to go shopping by car more than in otherlretdegories, and supermarkets
are prepared for this by providing convenient pagKacilities.

4.4.3 NGOs and Direct Marketing

Various NGOs work with small farmers in peri-urbeamd rural areas of Andhra
Pradesh in order to promote sustainable agricultline approaches to rural
development and marketing of organic products M@OSs like CSA, DDS,
Chetna Organic or SERP pursue are very similar.yTherk in different
geographical regions and with different crops, &luhave the primary mission
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of supporting smallholder producers, making tharnfing systems more
sustainable and improving their livelihood and faedurity. Their programmes
include technical support, promotion of locally ptél crops, and awareness
raising to promote healthy and sustainable eatgts among the rural and
urban population. Part of their strategy is to emage farmers to form producer
cooperatives in order to be able to pool their poadfor joint marketing, access
technical support or make larger investments foangde in processing
facilities. They are not have a commercial, busr@sented approach but focus
on long-term sustainable rural development rathem tshort-term profits.
Increasingly, considerations of marketing and bessnalso play a role in their
considerations. From their past experiences, ma@Pdllearned that it is not
sufficient to support farmers in marketing efforigthout focussing on
consumers at the same time.

These organisations usually do not aim for cedifan with the India
Organic label but instead work with ParticipatoryaEantee Systems (PGS) and
independent laboratory sample tests for qualityurasee. They reject the
official India Organic certification system becauseis too costly for the
farmers® For the PGS certification, farmers only pay adé&,000 INR (Misra
2009). PGS systems are based on participatory ipl@&sc and community
ownership is thus much higher. The famers they watih also do not
necessarily adhere strictly to organic farming dtad$. SERP regularly
commission independent laboratory tests to guagatitat vegetables do not
contain any pesticide residues.

For some time there was a farmer selling orgarodycts at Erragadda Rythu
Bazaar (Lohr and Dittrich 2007), but he had to steganwhile. At present, there
are no farmers markets in Hyderabad where orgaoniugts are available. CSA
work with farmers’ cooperatives in a radius of opl60 km around Hyderabad,
primarily in Warangal district. Up until now, thetmers sell their produce in
rural and local small town markets. CSA assisteanéa’'s cooperative Iin
launching the brand Sahaja Aharam, Telugu for ‘ratiood”. With the support
of CSA and the NGOs CROPS and SERP, a number &toliave been set up
in peri-urban areas. There used to be a stall dtSISA where farmers sold
organic produce once a week (cf. Lohr and Ditt@007), but it was difficult for
the farmers to come there regularly, therefore thegided to rather focus on
developing local markets. Apart from supporting Brfeamers, CSA also does
consumer awareness raising, for example througbhbres about the Sahaja
Aharam brand and organic agriculture.

In April 2009, they launched a consumer cooperatiie Sahaja Aharam
Consumer Cooperative. It started with 300 membmirsthe target is 2,000. The
cooperative is planning to open up a permanentnicgaod shop in the CSA

3 See Chapter 3, Footnote 3
* See Chapter 2.2 and 4.2
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office building, and to organize weekly home deligs of vegetables directly to
consumers’ homes. This will be more convenienttf@ consumers, and also
help the farmers in developing production and essmlans.

The consumers’ cooperative is planning to purclaagan for transporting the
supplies and doing home deliveries. Once the oiglestablished and running
well, the target will be to open more subsidiareesoss the twin cities, for
example in Banjara Hills. The long-term goal is tbe shop to have a broad
range of products, with a focus on first- and séelevel processed food. At this
stage there are still very few third-level procels$eods such as sauces or
pickles, but the objective of CSA is to move farmep the value chain and thus
increase their net profits. The main target grauperms of customers are the
lower and upper middle classes. According to C85,is a different group than
the customers at shops like 24-Letter-Mantra whatimdoelong to the upper
class. Due to the short supply chain and directketarg as well as the less
costly certification system, the price levels faganic products sold by these
farmers will be significantly lower than in organshops and supermarkets.
Price levels at the Sahaja Aharam outlets are mehrmore expensive for many
products, often only 1-2 INR; rice, for examplestso26 as compared to 24 INR
on the local market.

The regional rural development organisation DecDawelopment Society
(DDS) has been working with small farmers in Me@agtrict since 1983. Their
main mission is to promote sustainable farming wa&shand to revive the
traditional regional food culture which is based aareals, millets and pulses.
Millets have been neglected by farmers for the B&syears favour of rice and
wheat. The market does not reward millet cultivatiprice levels in 2009 were
27 INR for rice (producer price 8 INR) compare®&®INR for millet. The cost
of millet production on the other hand is lower &ese there are no inputs
needed, but many farmers are not qualified to taleuheir production costs
very well are tempted by the higher market prides@ Also, there is not much
commercial demand for millet compared to rice,@otbr sugar cane.

Since rice was promoted and subsidized by the @ Olditribution System for
decades, consumer preferences have changed, dets rarle not perceived as
fashionable among urban consumers any more. DDf&qies the cultivation
and consumption of millets because they are beit@pted to the semi-arid
climate of Western Andhra Pradesh, help improve lineihoods of small
farmers and are nutritionally superior. In ordecteate a market for the farmers
they work with, DDS established a shop and orgamaif®, Café Ethnic, in
Zaheerabad four years back, and runs a mobile ssasfeem called “Organic
Mobile”. The café attracts both health-conscious localsedested passers-by
with its range dishes based on local crops suchilésts, wheat and pulses that
are grown organically by small farmers. The Orgakiobile van stops in
Sangareddy, Medak District, on Mondays and touverssé neighbourhoods in
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Hyderabad on Tuesdays and Wednesdaysurrently reaches about 50-100
consumers in Hyderabad regularly. Sales amount16.000 INR on average
for three days of sales in Hyderabad and Sangarddegak District. The main
problem at this stage is product supply which temirregular and not adequate
to demand. Products are processed in PastapugevilteMedak District, about
150 km from Hyderabad, and transported in the Qcgsliobile van.

In addition to supporting farmers and their markgtiDDS also works in
awareness raising on nutritional quality of mille#st events such as the Brinjal
Biodiversity Festivdl they sell organic millets and pulses and provide
information to consumers. They also published &fwee with information on
different millet varieties, their nutritional progpies and traditional recipes
collected from farming women in Medak District withe aim of increasing
awareness and consumption of millets and pulses.

Chetna Organic is an initiative with a somewhat entusiness-oriented
approach. It consists of a foundation for farmeppsurt, the Chetna Organic
Farmers Association (COFA), as well as a farmeredvoompany, the Chetna
Organic Agriculture Producer Company (COAPCL). Qbetstarted as an
organic cotton grower initiative with farmers in dira Pradesh, Maharashtra
and Orissa. As their farmers produce various foomtycts like pulses and
spices, they started to focus on tapping the urbarket for these, too. Their
Marketing activities for food are limited to Hydeesd at this stage. Presently,
Chetna supplies to around 700 households in Hyddrat a home-delivery
scheme. Customers are registered with Chetna amiveea mixed basket of
products once a month. Chetna process and padkagedducts themselves. To
improve customer acceptance, they developed the MiRMdtive Safe Harvest
Pvt. Ltd. and the brand “Zero” which guarantees zagesticide use through a
PGS group certification process. Eighty percenthefproduce are organic and
the rest NPM under conversion to organic, but ialissold as NPM. Chetna
prefer to promote NPM in the Indian context rathean third-party certified
organic because it is better suited for the sntallesof production and can reach
more people.

Another NPM initiative is the vegetable outlet 2AGA Bhavan. It is a joint
project of HACA and SERP: HACA provides the spacdheir building, and
SERP is the link between HACA and the farmers. SERPan NGO
implementing the state-wide rural poverty reductipmject “Indira Kranthi
Patham” of the District Rural Development Agency RDA-IKP), a
Government Agency for Rural Development. The projecuses on the poorest
of the poor households and aims to enable thenmfwove their livelihoods
through community organising. They also assist &snn implementing NPM

®> See map of organic outlets Figure 4-3

® See informational brochure on http:/milletindi@/EatSmart-EatMillets.pdf, and MINI et
al. (2008).

See Chapter 3, Footnote 3
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production in 3,000 villages across 18 districts] #here are 300 NPM shops
run by farming women'’s self-help groups acrossdiate (Misra 2009). Part of
SERP’s mission is to link producers in peri-urbaeas to consumers (mostly
middle-class) and encourage producers to accessnaeketing channels.

The NPM vegetable outlet at HACA Bhavan is manafggdarmers from
Manchal village, 50 km from Hyderabad in Ranga Redstrict. Srinivas
Reddy, the young farmer selling the vegetablescumn flays a week, collects
produce from ten farmers there. The product ranggends on supply and
includes various vegetables such as carrots, briojaatoes, okra, chillies and
green leafy vegetables. The vegetables are naliegriat this stage it is a trust-
based system, but independent laboratory testsisae for verifying that no
pesticides have been used in cultivation.

Initially the outlet was only open on one day a kveeut in 2008 this was
expanded to four times a week. It has since praveid) success; sometimes the
vegetables are sold out within a couple of houtse ®utlet is frequented by
100-125 customers per day, with a mixed customefil@rfrom lower middle
class to teachers, small businessmen, governmeciatsf and political leaders.
HACA or SERP do not do any activities in consumerai@ness raising, but
Srinivas said: “It isn’t our objective to sell im@ermarkets, we prefer a separate
outlet. The purpose is not only to sell, but to maleople aware that our
products are different.”

A major incentive for consumers buying here is thatvegetables are always
very fresh and taste better (cf. Misra 2009), thatlocation is convenient for
many people living or working nearby, and also thiay are hardly more
expensive than conventional produce. This lasttpsidue to an agreement with
HACA stating that the prices may not be more th&hIRIR more per kg than
the prices fixed by the government for the Rythuzdas. Srinivas Reddy said
he would in fact need another 2-3 INR extra in ortle fully cover his
production costs, though. Compared to certifiedanig products, there is not
much more net profit in NPM production, which isyme is not producing at a
larger scale at this stage. HACA wants to adhetbeaqrice limit, at least until
the outlet is firmly established. Partly this isedto fears that the number of
customers might go down if prices were higher. Haavethe demand already
increased since the outlet was started, and thereplans to expand sales
volumes and product range in the future. At thagyet HACA or SERP do not
promote the vegetable sales actively, because upplysis limited and they
would not be able to satisfy an increase in demand.

From the point of view of building a sustainabldam food supply system
with a low climate impact, the strategy pursuedhmse NGOs is sustainable in
several ways. For one thing, small farms have lsbewn to be more efficient
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and more productiVe(DDS 2008: 3). Small-scale production also meapnsem

ownership for farmers, control of means of produttiand better labour

conditions. Small organic farms tend to be moreedified and less

mechanized, and they have a lower energy consumittan organic farms that
operate on larger scales and depend on externahicrgnputs (biopesticides,

biofertilizer). According to CSA, the governmentdabioinput companies push
for this kind of agriculture to support the growdghthe market for commercial

bio-inputs. NGOs working in sustainable rural depahent rather recommend
that farmers produce their own bio-pesticides amtlizers such as manure and
vermicompost from farm-internal raw materials.

Conventional supply chains are very long and timrslve a lot of waste of
energy through transport and storage and monetasge$ to middlemen.
Usually products are supplied by a farmer in thei-pdan area to local
collectors, then to the wholesale market in Hydadaand finally to retailers or
street vendors both in Hyderabad and peri-urbaasaié products are sourced
from elsewhere in India, especially for supermasktte supply chain is more or
less the same but might involve more middlemen #&adsport is often
refrigerated.

In addition to its environmental benefits, smaldgc farming and direct
marketing with its decentralized supply chain gjtbens rural communities,
creates more employment and increases profit fomdes through higher
producer prices. The products also reach broadsasif consumers because of
the lower end consumer price levels. At the momardund 30% of the end
price goes to the farmers, but that includes theaduction costs, so their net
profit is only 5-10%. When selling directly to camsers it can be as much as
80%.

The support for small-scale sustainable agriculhae a broader importance
for the entire region. The peri-urban fringe of ldyabad where much of the
urban food supply is produced has important fumsticas a green belt
(ecological, micro-climate, recreation) and for ggply of the city with fresh
food products, without the need for long transpgmita Thus buying organic
products from the region within a radius of 100-1&@ contributes to the
sustainable development of the entire urban aneuplean area.

4.4.4 Other Formats

A small store in Gudimalkapur called Organic Taled to sell some organic
products like hand-pounded rice and pulses, kelboged down in 2009 because
sales did not reach a profitable level. A new orgaatailing business called
Sristi Naturals recently started in Kondapur. ltarketing channel is a weekly

8 Several large-scale comparative studies citedPbifan (2006) as well as individual
success stories (e.g. traditional farming system$ledak District, cited by Adhavani
(2009)) support this argument.
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organic stall selling vegetables, millets, ricelsps, spices, honey etc. at KPHB
colony in Kondapur. Products are sourced from warisuppliers, for example
fresh vegetables from the Sahaja Aharam produceperatives, millets from
Timbaktu collective, and other packaged productsmfrvarious organic
companies. According to the owner, the business doe make any profits yet,
but customers are showing keen interest.

Another newcomer in 2009 was OREX Health Foodspanyg innovative
organic start-up that has successfully startedingpp new niche market: In the
IT parks in Hitec City, a large number of young fpssionals eat at least one
meal per day in an office canteen. However, most@food is rather heavy and
does not tally well with health- and fitness-consa lifestyles of many of the
workers. OREX offers organic meals and snacks antess in several IT parks
in Hitec City. The servings contain a high shardéresh vegetables, millets and
unpolished rice. They also cater to the demandMesternized, modern food
products, for example with light sandwiches rathan traditional Indian meals.
A point they are still working on is the packagifidhey use disposable plates
and cuttlery, because they have no facilities on4pawer to wash reusable
dishes. The owner is hoping to solve that logisficablem in the near future.

Both Orex and Sristi Naturals can be considered pérthe organic
movement of Hyderabad, in that they make an effortooperate as much as
possible with small farmers directly, and are noimgrily profit oriented.
OREX seems to have found a very good compromisedaet supplying as
much as organic as possible, but at the same bmesing on customer demand
and thus ensuring economic success of the busimedsi.

The small store Vijaya Enterprises in Musheeralsadni example of a shop
catering to health-conscious consumers lookindhigh-quality health food and
other health products. Beside food items like gaipulses, peanuts, dates,
honey and sweets, the product range comprises assdbfood supplements,
wheat grass powder, sprout-makers, yoga-mats amdikin. Products that are
sometimes available in organic quality are: brovwee hand-pounded), wheat,
millets (Finger, Foxtail, Little), pulses (greenagr, black gram, red gram,
bengal gram), jaggery, and sometimes vegetablesleafyg vegetables. The
supply chain of Vijaya Enterprises depends onype bf products. The rice, for
example, is sourced from small organic farmers fratlages around
Zaheerabad. Transport is done by truck, by a lwaakport company. Two new
stores with a very similar product range, suppdied marketing strategy opened
shop right next to Vijaya Enterprises in 2009.

The philosophy behind the shop is not just commaénaiterest but mainly
providing healthy food at reasonable prices, andajing awareness of healthy
food and “helping the people”, as the owner and agan said in a personal
interview. The organic products at Vijaya Enterpsigost about 20% more than
conventional, but according to the owner only alddd% of the customers buy
organic products there and they do not mind thadnigrices. According to the
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shop owner, even the conventional products he aedlgrown by small farmers
using very little chemical inputs, and they are moobre expensive than

elsewhere. The customers have a mixed socio-ecanoackground. However,

only about 10% of them are aware that some of tfuglycts are organic,

according to the owner nobody really enquires dftat. Some of the customers
come from quite far, as far as Hitec City or evernsme Hyderabad, to go
shopping there, and the shop appears to be veyydwasy day.

5 Consumption Patterns and Consumer Attitudes

5.1 Changing Dietary Patterns and Purchasing Habits

5.1.1 Food Preferences

Changes in lifestyle have resulted in an on-goingc@ss of nutrition
transition among India’s new urban middle classe (for example Lohr and
Dittrich 2007). Dietary preferences are changind amumber of new dietary
habits have emerged. Some of these changes havediotory effects if
assessed from a sustainability point of view. Meddlass diets are generally
becoming more diverse, and an increasing consumpfidruits and vegetables
(J. Singh 2004) is beneficial for consumer healtld &r the diet footprint.
Protein-rich foods like meat, dairy products argshfaccount for an increasing
share of food consumption (J. Singh 2004), resylim a potentially higher
climate impact. Over the past decades, millets lmen largely replaced as a
traditional staple food items by an increasing comstion of polished rice, and
more recently wheat products. The replacementaglittonal crops was spurred
by the influence of urbanization as well as markattors. The Public
Distribution System contributed to the replacenwdmillets by rice, because it
supplies very cheap rice to low-income citizens.

One of the trends associated with globalization grehter affluence of the
middle classes is the increasing popularity of pgekli and convenience food
such as ready-to-eat dishes. Convenience food4eriary processed foods”
(Paradkar et al. 2007: 39), are food products riagtiire minimum preparation,
typically just mixing or heating. “With the adveat industrialization and the
absolute influence of the West in the form of psssal and fast foods, the
traditional Indian diet is slowly but steadily lagiits importance” (Harish 2003:
50). Between 1995 and 2005, spending on eatingimotityderabad doubled
(Kalanidhi 2006). A new preference for “western gurots like hamburgers,
pizza, French fries etc.” (Pai 2007: 29) is alssible in the increasing numbers
of fast food restaurants, food snack bars, coffe@ps and ice-cream parlours
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particularly in well-off neighbourhoods like BangaHills or Himayathnagar.
Lohr and Dittrich (2007) found in their survey angosupermarket customers in
Hyderabad that the majority still eat mostly honoeked Indian foollon a
daily basis and eat out only once or twice a moHibtwever, most retailers in
their survey reported a trend towards increasingehmasing of instant food,
ready-to-eat food, snacks and sweets over thefipasgears. They also noticed
a trend towards more packed products in generalexample for grains and
spices. Forty-eight percent of the respondentshm furvey conducted by
Sudershan et al. (2008) in Hyderabad purchaseagadkfood. Polasa et al.
(2006) found that in Southern India as many as 7df%espondents buy
packaged food, in the study conducted by Lohr aitthiéh (2007) 75% of
middle-class families purchased processed and omwee food. According to
Vijayapushpam et al. (2003), 28% of children inHagincome households eat
such instant food products every day.

Even though fresh food is usually cheaper, conve®eand packaged food
have become popular for two main reasons: Firsdlgid urbanization, changes
in working hours and increasing numbers of workiwgmen mean that
consumers are willing to spend less and less timfod preparation (Paradkar
et al. 2007; Pai 2007). Secondly, socio-culturaktally preferences have
changed and packaged products are associatedightériprestige, a perception
that is spurred by advertising images. Food congsamget into packaged
convenience food products because of their higladwevaddition and supply
chain factors like longer shelf life without los§ ftavour or reduced wastage
from spoilage. From the point of view of consumgnxcessed and packaged
food is not only perceived as more convenient dsb @as more hygienic,
modern and fashionable. While fresh and home-madd fs still considered
superior in quality by many, there is “a perceptammong many women that
foodstuffs sold loose and in unpacked condition asmally adulterated”
(Sudershan et al. 2008: 512).

Highly processed foods are often rich in sugar fatdand low in fibre. In
combination with a physically inactive lifestyléely can contribute to nutrition-
related health problems or lifestyle diseases saghobesity, diabetes and
cardiovascular diseases. Of all Indian cities, Hgdad has the highest rate of
patients with diabetes as well as an alarming nurmbeverweight children and
obese people (Raghunatha Rao et al. 2004). Angiiwalem is “secondary
malnutrition”, the phenomenon of malnourishmentpitessufficient or even
excessive calorie intake. This trend could be “ohéhe biggest problems that
India’s middle-class will face in the years to car(@riffith and Bentley 2001
2694).

1 For an analysis of food habits among lower naddiass households in Hyderabad, see
(Hofmann and Dittrich (2009; 2010).
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Processing and packaging also increases the emaral footprint of food
products. On the other hand, processed foods cam asitive effects from a
gender perspective: As women are mostly responddgood preparation,
processed foods can significantly reduce their wiodd. Of course, whether
this should be interpreted as a truly emancipagdigct remains doubtful, as it
does not challenge existing household power relat@nd household-internal
allocation of tasks and responsibilities.

As a result of the limited product range, the paidibought most commonly
in organic quality are unprocessed or low-levelcpssed foods, mainly millets,
rice, other grains, pulses and vegetables. Freganar fruits are not available
except sometimes at 24-Letter-Mantra. The rangpradlucts that respondents
reported to buy is probably distorted slightly byetselection of interview
locations. Interviews at the 24-Letter-Mantra stoweould probably have
resulted in a broader range of products includiegetables and more processed
products. Most respondents buy organic productg wnthe place where they
were interviewed, and a few also at 24-Letter-Mantr

5.1.2 Shopping Habits

Together with dietary preferences, shopping habisalso changing. One of
the most visible aspects of changes in consumptatterns is the expansion of
supermarkets and hypermarkets in the city. As Lahd Dittrich (2007)
illustrate, several phases of development of thelrecene in Hyderabad can be
distinguished over the past few decades. In tis¢ finase, small neighbourhood
stores dominated the retail market. The secondephagan around 2001 with
the opening of the first large malls in Abids andsfieerabad. These malls are
essentially structured like department stores, llysudth a food supermarket in
the basement. The current third phase of the fre&iolution” (Lohr and
Dittrich 2007) only began in 2005/06. It is markieg a rapid increase in the
number of supermarkets — over 100 new ones in Hy@del over the last few
years (Srivastava 2009) — and an increase in theage size of supermarkets
with a trend towards hypermarkets and larger méits. example, SPAR, the
world’s largest independent food retail chain, qgerup Hyderabad’s largest
hypermarket to date of 20,000 square feet in Begtroply in October 2008
(Reachout Hyderabad 2008). The opening of new myaks in the well-off
neighbourhoods, such as GVK One in Banjara Hilldnarbit Mall in Hitec
City, in the past two years is an indication of iaoreasing affluence and
lifestyle-orientation of young middle-class consusndt also expresses their
preference for shopping in modern, secure, clead air-conditioned
surroundings. Shopping in malls and eating outast food outlets or fancy
restaurants are increasingly perceived as a leistevity rather than a
necessity. Supermarkets these days promise “t@teleshopping from a daily

2 Permission to conduct interviews with consumkesd could not be obtained, cf. Chapter 3.
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chore to a world class shopping experience that affers value for money.”
(Reachout Hyderabad 2008)

For grocery shopping, the younger generation beloity years of age
mostly prefers supermarkets to Kirana stores (lastdr Dittrich 2007). They are
mostly well-off and prefer to buy in bulk on a wéebasis. Lohr and Dittrich
(2007) found that the products most commonly boughsupermarkets are
processed and convenience foods as well as nonittrod. The most important
reasons for shopping in supermarkets are time ym&ssconvenience,
fashionable image, special offers, credit card lifees, the air-conditioned,
hygienic atmosphere, arrangement of goods and higinesty.

Despite this trend, the vast majority of the popafastill does not frequent
supermarkets on a regular basis but relies mainlyraditional retail formats
such Kirana stores, markets and street vendorthéar daily needs. As was to
be expected based on their above-average socim@oostatus, the majority of
78% of respondents does part of their regular gyosleopping in supermarkets,
most of them at least once a week. Neverthelésgsa all of them buy fresh
fruits and vegetables at markets, which many fratjaeleast once a week. One
respondent at Mehdipatnam Rythu Bazaar said, “Sihe#e time now, | prefer
to buy vegetables of my own choice. | used to thent in supermarkets, but
they are not as nice, they look more hybrid. | teel vegetables here are more
natural because they look very different, not sandardized.” Fewer
respondents regularly buy from the traditionalitétamats Kirana stores (50%)
or street vendors (27%). Lohr and Dittrich (200ayrid that between 75% and
100% of consumers in different income classes @mseliruits and vegetables at
Rythu Bazaars or from street vendors. These maskets established by the
Government of India in order to lower costs for ®amers as well as increase
revenue for farmers by eliminating middlemen froetaring of agricultural
produce.

Reasons for preferring traditional retail formatls as Kirana stores, street
vendors and markets vary. The main advantagesrahKistores are proximity
to home, high product quality, flexibility and lorgpening hours, long-term
personal relationships with clients and, relatedhts point, the opportunity to
buy on credit. The lower-class women interviewedhis survey said they do
not purchase in supermarkets because it is totycds$tey buy vegetables from
small local Kirana stores and street vendors, &y tlso buy through the
Public Distribution System. Although supermarketaynbe cheaper for some
products, especially when buying in larger quaggitihe small volumes sold at
Kirana stores are more convenient for consumerl wésh flow problems.
Supermarkets also do not have a uniformly good endpny consumers who
may never even have been to a supermarket beforenatiothink that
supermarkets supply fresh products, especiallysfrand vegetables, and that
they are more expensive than traditional retaiinfats.
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The preference for supermarkets is connected \wihdramatic increase in
individual motorised traffic over the past five ten years. Increasing numbers
of consumers go shopping by two-wheeler or cars Hais resulted in a greater
fluctuation of customers at Kirana stores, becabsee are fewer pedestrians
and it can be very difficult for potential custometio find a parking space.
Lower-income groups that are less likely to ownehigle and whose radius of
action is therefore smaller usually go shopping foat near their homes.
Consumers with a vehicle are more likely to dartisbopping in bulk on a
weekly or monthly basis, which favours supermarketd hypermarkets where
all daily consumption needs can be satisfied ateoune-stop-shopping).
Conversely, this means that the trend towards sugmiet shopping results in
higher energy consumption and emissions of foodhmsging due to transport.
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Figure 5-1: Means of transport used by purchaser®f organic food for
shopping in different locations

Source: Own data

Among respondents of this study, the most commasid means of transport
for getting to supermarkets is the car, followed two-wheeler. A few
respondents also take autorickshaws, walk or gbusy Most respondents visit
markets by car or two-wheeler as well. Most congsrbelying at Kirana stores
do so on foot, near their home or workplace. Thegm@ages for consumers at
24-Letter-Mantra and Fabindia can be assumed tosibglar to that for
supermarkets. A bigger share of respondents imerd at the HACA NPM
vegetable outlet and the Organic Mobile live in tre@ghbourhood and walk
there, although some do come from further off by aatwo-wheeler. Almost
two-thirds of respondents prefer to buy all theseds in one shop, which means
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they are likely to travel further. Only 38% findimportant to be able to do their
shopping within walking distance from home or work.

5.1.3 Increasing Health Consciousness

Partly as a result of adverse health effects dladiechanges and increasingly
inactive lifestyles, a contrary trend towards a nbealth consciousness is
emerging (Lohr and Dittrich 2007; cf. The Nielseangpany 2007). It finds its
expression in a new preference for natural andaggzsed food such as fresh
fruits and vegetables, organic products, brown, medlets, pulses, whole-grain
bread, low-fat and low-sugar products. All resportdevithout exception gave
health as their only or at least primary motivatfon purchasing organic food.
Almost two thirds gave health as the sole motivatidnother 24% mentioned
environmental consciousness and 12% taste in addito health. The
guantitative survey revealed that those that bugamic food belong without
exception in the group that is also concerned abbemicals, which is another
indication that the prime motivation is health cems.

Many consumers buying organic food for health reasactually had
problems with nutrition-related diseases beforel @nus became sensitized for
adverse effects of recent dietary trends. Sevesdandents mentioned diabetes
as a motivation for changing their dietary patteand buying more wholesome
food products like millets, unpolished rice and awig products. Lohr and
Dittrich (2007) also found that most consumers thay organic food do so
because they already suffer from health problerafisGmers often learn about
organic food from naturopaths during treatmentoffrelated health problems.

Of those respondents that buy organic food regularloccasionally, almost
all think that organic food is better for them besa it does not contain any
harmful chemical residues (no adverse health effeblone of the respondents
mentioned superior nutritional quality in terms rafcronutrient content as a
reason why they think organic food is better fogiththealth (positive health
effects). Across different socio-economic sectiohghe population, there are
widespread concerns over food quality and contaimimaisks. The majority of
respondents in the quantitative survey expressetbrecern over potential
residues of harmful chemicals in their food. Thduga varied between
interview locations and social background of resjgmts (see Figure 5-2).
Respondents at Vijaya Enterprises who are a p#atlgthealth-conscious group
had the highest value of 100%. Among the lowersci@spondents, only 50%
were worried about chemicals. Overall, concerndased with social status and
education level. In the slum area where intervigsgse conducted, the women
interviewed were aware that they should wash fraig vegetables because
there are chemicals on them. More than half ofréspondents said they were
worried about chemical residues in their food. Thewrd from elders that food
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used to be grown without chemicals, but none ofnthiead heard of organic
food.
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Figure 5-2: Concern over chemical residues in foodh the quantitative
survey

Source: Own data

Hofmann and Dittrich (2010) demonstrate in theisecatudy on food-related
risk perception among lower middle class women thet group has a high
awareness of risks related to pesticide and chémsmatamination of food.
Also, healthfulness, nutrient-content and freshridag an important role. In
how far the preference for fresh food over convecgeis determined by the
inability to afford much processed and packaged fm not entirely clear.
However, several of Hofmann and Dittrich’s respamdeconsciously choose
higher costs and more effort in preparation ovarveoience. Members of the
lower middle class who cannot afford to buy fratsa daily basis also make an
effort to ensure a minimum vitamin supply by regydarchasing fruit juices.

Many lower middle class families may have migratedhe city only in the
past one or two generations, and hence still hereag ties to their rural home
region. Their families are also more likely to lmtivaely involved in agricultural
production. Hofmann and Dittrich (2010) show thamparisons between food
in the village of origin and in the new urban segjtare very frequently made by
lower middle class women, and mostly to the disathge of the range
available in the city. There may be much greateermity, but the product
quality in terms of freshness, naturalness, tastel safety (chemical
contamination, adulteration) is perceived as ioferi

While most upper middle and upper class familiegehsome ties to rural
areas as well, their links to agricultural prodacstimay be more distant. Their
families often have been residing in the city faraim longer, and have lost that
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close link to agricultural production and henceoalse expectations of food
being fresh and natural. For them, mass media dudrigsing influences may
play a much stronger role in shaping their foodfgrences. This point would
have to be further investigated in a study comgaconsumer attitudes and
preferences across a wider social spectrum thanpassble in the context of
this study.

Factors that respondents considered to constitbeakihy diet (in addition to
organic/ chemical-free) are shown in Figure 5-3e @@spondent summarized a
definition of a healthy diet as follows: “Low nomsesntial fat, low sugar, low
carbohydrate, high protein, fresh, essential oilsdr about three fourths of
respondents, calorie-content is an important cenattbn when shopping for
food, among both purchasers and non-purchasersrgainic food. Overall,
organic consumers tend to rely more on natural si@dreating healthy rather
than food supplements. Only 43% of them buy fumaiofood/ food
supplements, as compared to 75% among non-buyergiahic products. Fresh
fruits and vegetables are similarly popular in bgtbups.
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Figure 5-3: Concepts about “healthy food”, asked iran open question

Source: Own data

The trend towards healthy lifestyles in generalgd evident in the increasing
popularity of health clubs, fitness clubs and gynite trend towards
convenience food means that there is also a stgnifi potential for food
supplements and functional food products. A stughAG Nielsen (The Nielsen
Company 2006) found that Indians are among thediotbp ten buyers of
health supplements. Health conscious consumersfolood products low in
calories, fat, sugar and sodium, as well as higtibire, vitamins and minerals,
but “even the nutrition conscious consumers will want to give up their taste
preferences and convenience” (Pai 2007: 31; cf.. KevMigh 2009). The sales
figures of functional food demonstrate a growingpylarity of health food
discourses. However, taking them as an indicatoafoincreasing actual health
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concern of the population is problematic: More thagthing, the overwhelming
success of functional foods in the Indian consumarket indicates a lack of
nutrition information among the population, as masythe health claims of
these functional food products and food supplemeamés hardly more than
clever marketing tricks (Rajiv 2009). For exampieany consumers consider
the fast food outlet Subway healthy, merely becdlisetherwise high-calorie,
low-nutrient sandwiches contain some greenery anthec in vegetarian
varieties. Hofmann and Dittrich (2010) also foundiespread misconceptions
among lower middle class women; for example, Magmdles are considered
healthy by many because they are vitamin-fortifiad¢g the malted hot drink
Horlicks, which has sugar as its main ingredienpearceived as healthy because
it is manufactured by a pharmaceutical company.

There are similarly wide-spread misconceptions abwohat “organic”
meang, about “healthy food” and about agricultural protion in general. Some
people think that conventional agriculture in IndiaAP does not use a lot of
chemicals so that they do not see a need for arganming. Others take the
opposite view and believe that the land, air anteware so polluted by DDT
and other chemicals that it is not possible to fammy organically at all. The
latter view appears to be particularly wide-spraadlower social strata
(Hofmann and Dittrich 2009).

A good deal of confusion appears to exist amongswoers about the
differences between such terms as “organic foodgtdral food” or “health
food” (Chakrabarti and Baisya 2007). “Natural” meatinat a product has
undergone minimal processing and does not contaip additives or
preservatives, but the term is not protected in amy and there is not
certification. “Health food” usually refers to practs with low sugar, high fibre,
high vitamin and mineral content. Many diabeticqucats and functional food
fall in this category. Products that are fresh gederally considered healthy —
especially fruits and vegetables — are often mestafor organic as well. In
interviews and informal discussions many consunci&asned to have seen or
even be buying organic in places that do not i $&tl any organic products.
For example, some consumers thought that the dndt vegetable shops Pure
and Natural or Choupal Fresh stock organic produ®tsn the shop assistants,
whether in shops that sell or do not sell orgamadpcts, are not always aware
of what organic means. At Fabindia, for examplehap advertising to provide
“a complete organic lifestyle”, one shop assistaas unable to give information
on whether the textiles are made of organic cotiiasiead he stressed that the
cotton is “pure” and “natural”. Two customers iMiewed at a health shop
thought that all products there are organic eveadh very few really are.

Sudershan et al. (2008) found that more than hialhe consumers they
interviewed never check the ingredients of packafpedl. Similarly, in the

3 Cf. Chapter 5.2
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survey by Polasa et al. (2006) 23% of respondertisa Southern region always
check the list of ingredients, 25% sometimes, a2 Sarely or never. These
figures suggest a rather low level of awarenesssandus concern over food
intake. Many consumers appear to rely more on teegied image of a
product as good for them than on actual nutritioformation. This lack of
consumer education and the widespread health mgibes doubts as to whether
claims of increasing health-consciousness couldlypdre the product of
discourses on healthy food in the media and in ridugg. Articles in
magazines and newspapers such as Indian Food mpdEsbd and Beverage
News or The Hindu claim that there is growing Healbnsciousness among
consumers, but many of these articles (especiallydian Food Industry) are
written by representatives of the food industryisTitaises doubts whether they
are merely pushing a discourse constructing a néeélth conscious category
of consumers who are eager on health supplementsaceuticals and
innovative functional food that are highly proceksexpensive and hence
highly profitable for the food industry (cf. Pai@Q Tewari 2007).

The food industry capitalizes on the lack of nidnt education and the
widespread myths and misconceptions about wholedoatkin order to boost
sales of functional foods and food supplements. Tike of non-committal
expressions such as “natural”, thus invoking aro@asion with the general
semantic field of healthy and organic without gméeaing any real quality
standards, has become a highly popular marketnagegly. Many supermarkets
place organic food in or near the health food categQ-Mart places its organic
product range in the section with health and diak@bducts. 24-Letter-Mantra
also has health supplements and products for dtabdthe most clearly health-
oriented shop concept of all stores selling organoclucts is Vijaya Enterprises,
a shop that is more oriented towards a wholesorae ahd healthy lifestyle
rather than strictly organic products. In fact gtere does not always stock
organic products, but only when there are suppdiesilable. However, the
owner and manager Mr. Bubarao has personal retatmth the producers of
most of his products and says that they generallyal use a lot of chemicals so
that the products are superior to conventional ¢lengh they are not strictly
organic. The DDS Organic Mobile also targets atheabnscious clientele, for
example people eating millets rather than rice aliadetic-friendly option.
Many aspects of traditional Indian food culturettage not just healthy but also
sustainable in other respects, for example vegetiam, use of pulses and the
traditional staple millet etc., have no lobby anel mot perceived as fashionable.

An analysis of marketing strategies and media dis®s can yield valuable
insights on how demand for health products is eakdEspecially television and
advertising have a major influence on urban conssint®nsumption patterns.
The most important sources of information aboutaorg food mentioned by
respondents were television and newspapers asawalbctors or naturopaths
(see Figure 5-4). The people interviewed by Sudersit al. (2008) learned
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about food labels from the following sources: 53%nf TV, 16% from health
workers and 21% from friends and relatives. Inghevey conducted by Polasa
et al. (2006), respondents in the Southern regiso got information on food
labels mainly from TV (73%), radio (7%), friendsdamelatives (13%) and
newspapers (3%), but only 2% from health workehssTs a good indication as
to which channels of communication could be effector spreading awareness
and information about sustainable food consumption.
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Figure 5-4: Sources of knowledge about organic fdo(several replies per
person possible)

Source: Own data

The media can be an important source of knowledgeitafood and nutrition,
but they can also have a strongly manipulative tialeboosting the social
prestige of certain types or food and spreadingnfiasnation. According to the
assessment of DDS, most people believe televistwerising on processed
food products such as milk-based fortified drinks tThildren which are
considered prestigious and “rich” food.

5.1.4 Emerging Environmental Consciousness

As has been demonstrated in the previous sectigyerd of organic food are
mostly motivated by concerns over health much ntlea@ by concern over the
environment. An indication of the presence of a egah environmental
consciousness could be the fact whether peopléatfingportant to buy regional
products that have not been transported too fag.fabt that more than half of
the consumers of organic food do not prefer redigmaducts supports the
assumption that the majority of organic consumess reot motivated by a
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general environmental consciousness. For the remgaones that find regional
origin important, it is not always clear whetheeyprefer regional products for
environmental reasons, to support the regional @ogn out of mistrust of

quality of imported products, out of local patrgsti or other reasons.

These findings correspond closely to the resultstioér research. The survey
conducted by Chakrabarti and Baisya (2007) in tlaiddal Capital Region
found that the prime motivation for purchasers famic food in India is health
and nutrition, and that an environmental awarehessyet to emerge. Jain and
Kaur (2004) found that environmental awarenesskaiogiviedge are far lower in
India than in developed countries. A study in Mumfmaund that the major
motivation for purchasers of organic food in Mumizahealth: “Environmental
reasons or concerns for the well being of farmessewiot stated and are likely
to be of minor relevance to Indian consumers inegah (Garibay and Jyoti
2003: 17).

In February 2010, an article in The Hindu discussedcontribution of food
to climate change: “Load your plate with veggidscduld be a simple way to
save the planet from global warming, accordingame experts.” (Hema 2010)
In general, climate change and how it intersecth Yaod and nutrition is not a
dominant discourse in India yet. Although some peapay be aware of the
interlinkages between food consumption and clincange, the contribution of
individual behaviour on the climate is not prevalem people’'s everyday
perception.

Mawdsley (2004) demonstrates in her review of ditlere on environmental
issues in India that the middle classes have sbdan neglected in research on
environmental awareness and activism. As they ttatesta major target group
for organic food marketing and promoting sustaiadolod consumption more
generally, this is an important field for furthervestigation. The broad and
heterogeneous socio-economic category of the micldleses has to be broken
down into more differentiated groups because “g weide variety of values,
beliefs and behaviours can be found amongst Indmdglle classes, reflecting
regional, linguistic, gendered, ideological and eottpluralities” (Mawdsley
2004: 97). This plurality means that while therenacs dominant environmental
public discourse yet, specific segments within tmddle classes may well be
very interested in this issue and open for changineg consumption patterns
out of environmental concerns.

5.2 Awareness of Organic Food and Purchasing Constraist

Awareness of organic food was found to be quité laignong respondents of the
guantitative survey. As many as 57% had heard gdroc food and had at least
a basic understanding of what it means. Rao ef280D6) found even higher

figures for some cities in India. However, thegpifes are not representative of
the general population, as a comparison acroseviete locations reveals (see
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Figure 5-5). Lohr and Dittrich (2007) found in thesurvey of supermarket
customers in Hyderabad that 76% had never heaadgainic food before, and
only 3% ever purchased organic food. Those thatheaad about organic food
all belonged in the higher middle class stratumm&oof the supermarket
managers interviewed said that it does happencistbmers do enquire after
availability of organic products, but they are aywemall minority.
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Figure 5-5: Awareness of organic food in the quairtttive survey

Source: Own data

The level of awareness was higher in places tHabsganic food, and where

customers belong to higher-income and higher-educgtoups. The figures for

Mehdipatnam Rythu Bazaar and the slum area areaplypl better indication of

the average level of awareness among the overplilgtion. The people that

are most likely to be aware of organic food areséhthat are young, educated,
know English (read and write, too) and had somerivational exposure, for

example living abroad or visiting relatives. Thevay conducted by Garibay

and Jyoti (2003) among consumers in Mumbai fourad #5% were aware of

organic food. They belonged to the highest socmemic groups.

Even among farmers, there is a great lack of avesenf organic farming.
Some farmers interviewed at Mehdipatham Rythu Bagaal they did not use
any pesticides, or very few for some crops suchatatoes. At the same time,
they did not believe it to be possible to grow a®rtother crops without
pesticides, and they said they had never hearcdgaha farming.

Reasons for not buying organic food, or buyingaitety, are varied: Some
young people who do know about organic food haddlyany grocery shopping
because they still live with their parents. The bemone reason for consumers
not buying organic products is their lack of awass of organic food. Even
though increasing numbers of Indians are concerabdut their health,
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especially in relation to food and nutrition, véeyv are aware that an alternative
to conventional food exists.

Among those thadire aware of organic food and willing to buy it, thigdpest
obstacle to really buying (more) organic is th&latavailability. As the map of
organic food outlets (Figure 4-3) reveals, theee\aary few and rather scattered
outlets for organic food in a city of over 7 milionhabitants, where traffic and
public transport are a hassle and where the neénmesta store is often no more
than a few meters away from people’'s doorstep. @spondent said, “It
requires a separate trip to the only organic stbege is. If the supermarket
starts keeping organic food, | will buy.” Severdl tbose who buy organic
regularly or occasionally mentioned that they woliké to buy more organic
products if they were more easily available: “eétrito find organic food in three
or four places. | would buy everything organic if was available!” Most
consumers that are aware of organic food know Vewy, if any, places for
purchasing these products. By far the most wellWkmshop is 24-Letter-
Mantra, although people often have difficulties eanbering the store’s name.
They variously refer to it by “the store in roadnmoer 127, “the store in Banjara
Hills”, or variations on the name such as “24” @4“Mantra”. There is also a
lack of information on where to buy organic food the Brinjal Biodiversity
Festivaf, for example, several visitors expressed an istete buy organic
products more often but were not aware where tbtfiem.

Convenience of purchasing proved an important faciocustomers buying
at Sristi Natural store. The colony where the stalet up can be classified as
upper class. Customers so far show great intandsiei products, and above all
emphasized the high product quality and the comwgniocation of the stall
within walking distance of their home. As many loétn are young professionals
in the IT sector, the stall timings can probablyitogroved to better suit their
requirements in terms of time. One of the custonsaisl: “Most of us are
working, so weekends would be much better than Wedisy. We only get
home at 9 or 10 in the evening.”

One respondent said he does not know how to tellgfoduct is organic. In
light of the complexity of defining sustainable iagiture systems in Indiait is
easy to imagine that consumers get confused almwttt recognize organic
products, especially since most are not aware géroc certification at 4l
Garibay and Jyoti (2003) found that the main reastopping consumers from
purchasing organic food in Mumbai is also lack wheeness.

The Nielsen Company found in its 2005 Global Cornsu@pinion Survey
that together with a lack of availability of orgariood, the price premium is one
of the main obstacles for consumers choosing ocgaptions in India (The
Nielsen Company 2007; Chakrabarti and Baisya 20G@tibay and Jyoti

4 See Chapter 3, Footnote 3
®> See Chapter 2.2
® See Chapter 5.3
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(2003: 17) found that in department stores in Munabpganic products cost up
to twice as much as conventional. As discussedhiapter 4, the price levels of
organic food in Hyderabad differ significantly bewn the different retail
formats and across product categories. Of thogsonelents that buy organic
regularly or occasionally, 72% think it is more ergive, compared to only two
thirds among those that do not purchase organiduyats. One woman buying
millets from DDS said “Here it's hardly more expmm@s but the supermarkets
add on. 24-Letter-Mantra is too expensive.” Ang ihot only the product prices
however, that are a consideration for consumerdofi't mind spending a little
extra, but it also depends on the distance to gagest organic outlet; if | have
to add transportation costs it becomes very experisi

On the other hand, for many health-conscious coessimgher prices are not
a major constraint: “Compared to the health beseafiganic products are not
expensive.” According to a newspaper report on migavegetable sales,
“customers do not mind paying for healthy vegetsib{&@he Hindu 2009). Most
respondents that are aware of organic food indaict that price is not a primary
criterion. Only one fourth of those who do not larganic said that the prices
were too expensive. A few respondents said that Wmuld not mind paying
more, or that the price does not matter to thetoras as they get good product:
“I don't mind spending more on organic.” For almbalf of those that purchase
organic products regularly or occasionally, price mot an important
consideration, and for another one fourth only aosdary consideration,
provided that product quality is high. Price isiaportant consideration for half
of those that do not purchase organic products, rstda very important
consideration for the other half. When comparedsithe different income
groups, it turns out that the price level is mdra aoncern for the lower income
groups. Most of those for whom it is not importabtall belonged in the upper
middle class categofy This indicates that this socio-economic sectien i
affluent enough to be able to prioritize qualitydanealthfulness over price.
They are an important target group for marketinfgres for organic food (cf.
Rao et al. 2006).

Both Spencer's Hyper and SPAR tried to sell orgdnids and vegetables,
but they did not go well because the prices wenest double and consistent
supply was difficult. In this market sector, theglmer prices are particularly
relevant for consumers because vegetables are Iy aanmodity. Carroll
(2005) cites similar experiences made by shopsheé ftuits and vegetable
market sector. One should keep in mind that themagority of Indians belongs
to lower social classes and might indeed not be tbafford even 2 or 3 Rupees
more per kilogram. As one respondent said: “Thegwiare justified, but to
reach many people it would have to be cheaper.”eNbeless, the purchasing

” See classification in Table 3-2
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power of that minority that can afford a high pramimakes them an important
target group for the upmarket organic sector.

The obstacles to organic food consumption showeiidwaler and Sunstein’s
hypothesis that better knowledge does not necéssasult in better consumer
choiceé to be valid for the vast majority of consumerdHiyderabad. Although
a small number of highly dedicated consumers allengyito make considerable
efforts in order to purchase organic products,niagority of consumers are not
prepared to compromise too much on convenienceice gevels. In addition,
individual food preferences and long-establisheiteasuch as eating polished
rice prove very hard to change, because they axziped as part of the food
culture.

5.3 Importance of Labels for Purchasing Decisions

A major precondition for consumers buying orgawed, especially if they have
to pay a higher price for it, is credibility andamsparency of standards of
production. There are two main strategies how cuoste can verify whether the
products they purchase were really produced aqugrth organic standards.
One is a trust-based personal relationship to tbdyzers. This is the strategy
that many small farmers rely on in direct marketimge other strategy is an
official certificatio process, where the different stages of the supbsin
from production to packaging as well as the finebduct are inspected by
independent third-party agencies. In contrast t® #xport markets, where
certification is a vital precondition, uncertifiedganic products do have quite
some success on the domestic market (Carroll 2005).

Organic certification is not an important criteridor the majority of
consumers because most are not aware of orgaralihgp In the quantitative
survey, only 10% had seen the India Organic laleébre, and 8% the PGS
label. Among those that purchase organic produsgsilarly or occasionally,
knowledge was slightly better (see Figure 5-6 amglifé 5-7). Values varied
significantly between interview locations, although data on knowledge of the
PGS label was collected for Q-Mart and Spencer’pdilyAgain the number of
those that were aware of either or both of theltatxere highest in the higher-
income and more educated groups, in line with thkies for awareness and
purchasing of organic food discussed above.

8 See Chapter 2.5
® See Chapter 4.2
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Figure 5-6: Awareness of India Organic label amongpurchasers and
non-purchasers of organic food in the quantitativesurvey

Source: Own data
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Figure 5-7:  Awareness of PGS Organic label amongupchasers and non-
purchasers of organic food in the quantitative surey

Source: Own data

Even among those respondents of the semi-structimedviews that buy

organic products regularly or occasionally, onlyotfat HACA and Organic

Mobile) recognized the India Organic label. Howeweeither was aware of
what it signifies. Seven respondents recognizedRB& label, almost all of
them customers at the Organic Mobile or Brinjal dwersity Festival. This is

not surprising, as the DDS products bear the PG&.l&lowever, 5 of the 7 did
not actually know what the label means. The onlg t@spondents who knew
what the PGS label means are regular DDS customers.
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Sudershan et al. (2008: 511) found that only 20%espondents buying
packaged food recognize the symbols on food lal&itsilarly, Polasa et al.
(2006) found that country-wide 21% of their respemd know food labels. In
the Southern region, most of these are aware omi8K® (97%), followed by
Agmark* for agricultural products (39%) and FBQFruit Products Order)
license (13%). In a personal interview, Sudershath Rao from NIN said that
the more educated people are, the greater thehliosl that they recognize
labels. The most commonly known label is the IStkpavhereas Agmark and
FPO license are hardly known by consumers. In ashtto consumers in
industrialized countries, Indian consumers tendrust more in the producers,
because supply chains are shorter, many people cbom farming
backgrounds, and more processing is done at hohexeTis still great trust in
producers and vendors, even if consumers do notvktiem personally.
According to Sudershan and Rao’s judgement, brareglalso an important trust
factor for many consumers. Even though consumeyshbmaware of the labels,
illiteracy and lack of knowledge of English may yeat them from actually
checking the information on food labels, most ofckhare in English (Polasa et
al. 2006).

Another important question with regard to labellisgwhether consumers
trust in the reliability of the certification progg and whether they recognize
labels. Less than half of all respondents plac@rgortance on product brand
when doing their shopping, whereas over 80% findsportant to be able to
trust the producers or vendors. Three fourthslatapondents said they trusted
organic labels, or would trust them after they wgikeen a brief explanation of
their meaning. Seventeen percent said they wouldginly trust the labels once
they got more information about how certificatioonks. Overall, a great deal
of consumer education and awareness raising isedefed organic labelling to
fulfil its function of assuring consumers that theducts are worth the price
premium. This is in line with the findings of Sudkan et al. (2008: 512) who
emphasize “the need to spread awareness aboutingepkality symbols and
information on food labels.”

5.4 Target Groups for Sustainable Food Consumption

An analysis of the socio-economic background ofscomers reveals that both
awareness of organic food and actual organic psichaare concentrated in
higher socio-economic groups. Thirty percent opoeglents in the quantitative
survey purchase organic products regularly or ocnaly. These values are
highest for interview locations where organic fomdsold, and where the
average socio-economic and educational level ofooers are high. Most

19 |ndian Standards Institute by the Bureau of Ind&andards( http://www.bis.org.in)
Y For agricultural products that meet certain quaitandards (see http://agmarknet.nic.in)
12 Fruit Products Order, for processed fruit prodiate://www.fssai.gov.in/Fruit-Prod.aspx)
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respondents in the semi-structured interviews blgtorganic food belonged to
the lower (24%) and upper middle class (40%) caiggoThe three income

categories above the upper middle class were repis by 8% each, and only
4% belonged in the lowest household income categidms indicates that the

income level of organic food purchasers is mucthé&ighan the average Indian
income distribution (see NCAER 2005). Rao et aD0@ also focus on the
highest socio-economic groups in their analysithefdomestic market potential
of organic food.

However, this does neither mean tAlitmembers of the upper class have a
potential for being won over for sustainable congtiom, nor thatall organic
consumers belong to the high-income and highly aghalcgroup. “Surprisingly,
it is not only the upper society which is increggynhealth aware and ready to
pay a higher price for quality food. Middle-classrilies seem to be the more
promising clientele, as experience from a numbesméller initiatives selling
organic products in towns and cities have shownyh({n 2005: 75).
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Figure 5-8: Consumption of organic food compared aoss interview
locations in the quantitative survey

Source: Own data

The distribution of respondents with regard to ledfeeducation was similar to

the income groups, and overall relatively high. Thajority had a graduate
degree (40%), or even postgraduate or doctorat&)4a8nd only 20% had a
high-school diploma or quit after tenth grade. iimelwith their educational

level, most respondents spoke English at an exiteidwel (24%), or at least

well enough to be able to do the interview in Esigl{44%), and less than one
third (32%) needed a translation into Telugu ordiiTwelve percent had lived

abroad for more than one year.

13 See Figure 3-1
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The intake of high-quality food increases with im@and education, and the
educational level of the heads of household haartcplarly positive influence
on food consumption patterns in the case of worbhahnot in the case of men
(Mujeeb-Ur-Rahman and Visweswara Rao 2001). In nfanyseholds, women
do most of the cooking and have more responsibiiity household food
purchasing. According to information by CSA, thdgoatend to show more
interest in organic food. Typical characteristiE€@nsumers purchasing organic
food globally according to Bhattacharyya (2004: )1a8e: health-conscious,
educated, affluent, taste-conscious and with angtr@oncern for the
environment.

Based on the above analysis of consumer awarer@mss,mption habits and
concerns motivating purchasing decisions, thisi@ecpresents a tentative
outline of consumer segments that can be idente#gethe most promising target
groups for promoting sustainable food consumptiatigons in general and
marketing organic food in particular. While thewepall consumption patterns
can mostly not be considered sustainable in at ®ense, certain aspects are
already more sustainable than among the averagdatiom. In particular, their
previous knowledge and affinity for organic food anethat they have
comparatively high potential for activating thenn gustainable consumption in
the future. The classification into target grougshiased on criteria in the
following fields: Food consumption behaviour (puasig of organic food,
vegetarianism), food- and sustainability-relatettuates and values (health-
consciousness, environmental-consciousness, faddrpnces), socio-economic
and socio-demographic variables (education, prafessncome, experience
abroad, age, family status). Based on these fadiwestentative groups were
identified. They are portrayed and illustrated ixemplary case stories of
consumers (see Boxes) below.

The groups were derived on the basis of qualitatmesumer interviews in
Hyderabad, anecdotal evidence and data from pgaatay observation. The
data material was not sufficient for statisticablgses that would allow for a
clustering of consumers into actual food lifestyggment¥. The classification
should be further extended, refined and substadltidly more empirical
evidence. Nevertheless, despite the small datapsstific groupings could be
seen to emerge from the qualitative interviews.

I. Committed vegetarian organic food purchasers

Activists and volunteers such as AID India or residwelfare associations as
well as or members of the Sahaja Aharam Consumep&ative are often
highly dedicated to an environment-friendly lifdsty including food
consumption. Their socio-economic background iseuppiddle class to upper

14 See Chapter 2.5 for analytical approaches tetiife segmentation in the field of

sustainable consumption.
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class, they are highly educated, often with advdng®versity degrees and an
excellent command of English. Many have strongriv@gonal influences in

their biography, either through having lived abrahdmselves for extended
periods or through family members that live abroBldey do not belong to a
specific age group, but range from young familiesrtiddle aged and active
pensioners. Their socio-cultural background is gahe high caste, often

Brahmins who have specific conceptions of purigtthre very dominant in the
field of food and nutrition. Mostly, these people aegetarians, either out of
socio-cultural tradition and religious reasonshealth reasons, or both. Among
some of them, there is a tendency to romanticize a@frarian roots of their
family, even though they may have lived in the édy generations and lost the
close ties to agricultural production themselves.

In Mumbai and Bangalore, strong vegan networks tuexelopetf. To my
knowledge, no such groups exist in Hyderabad te.datvould be interesting to
find out if such a segment of consumers exists ydd#abad and whether they
fit in the committed vegetarian target group onia group of themselves.

Box 1. Committed vegetarian organic food purchasers

1%}

Deepti® recently became a member of the Sahaja Aharamn@r@onsumer Cooperativ
Deepti is principally responsible for the food puasing and cooking in her small family of
three. She normally buys most of her groceries mearby supermarket because it is more
convenient to buy everything in one place. Deepta ivegetarian, and generally cares g lot
about what she and her family eat and where thé éoomes from. She has not yet visited any
of the producer coopearatives that supply to thefgaAharam store, but she would like to|go
soon because for her it is very important to knolaeke the food comes from. One day she
came across a weekly vegetable sale from a Rytlmadaruck in her street, and she was
very pleased that she could ask the vendor wherdabd actually came from. Normally
when she buys in regular shops she misses haviaig ajpportunity. Linking her food
purchasing back to producers is one of the mairamidges she sees in being a member of
Sahaja Aharam.

Box 2: Committed vegetarian organic food purchaserd

Anand and Sangita are a young couple who live whir 2-year-old child and Anand's
mother. They employ maids to help in the houselaid with the child. Their famil
background can be considered upper middle classvaticeducated. After they got married,
Anand and Sangita lived in the US for a few yeahslavAnand did his Master's degree|in
engineering. Anand's mother holds a PhD in sociglagd Sangita's parents have university
degrees as well, but both their parents are alBeeagrganic farmers. In the US they bought
mostly organic food. Now that they are back in Hyat@d they would very much like to keep
up the habit, but are having difficulties in Hydesd because there are very few shops |that
sell organic products, especially vegetables. Fmmt organic food is not just abqut
protecting their own and their child's health: sitiot just about buying that particular fopd

15 See http://www.mumbaivegans.blogspot.com/ and/htgganbengaluru.wordpress.com/
18 All names in the consumer case studies have besmged to fictional names.
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product, it's about encouraging a certain way ofticating food (...) it's very much
interconnected with the environment." Their conmant has led them to become active
members of the Sahaja Aharam Consumer CooperaBeeecrally they don't buy from
supermarkets, they prefer neighbourhood grocemest@artly because they don't want to
support supermarkets, and because they don'tH&kesystem there of putting everything|in
plastic bags. They to try to bring their own badsewthey go shopping. "Why do we need to
put everything in plastic?" They don't normally eat in restaurants much, and they don't
buy fast food. Anand's mother says "We used to dotskof snacks at home, but now we
don’t take the time for that anymore."” However, wileey buy snacks outside they buy them
where they are freshly made, not processed andagadksnacks.

[I. Young civil society activists

In Hyderabad, there is a relatively strong envirental activist scene of NGOs
such as Greenpeace. Their approximately 1,000 tedus share a strong
concern for environmental issues. They come frofferdint socio-economic
backgrounds, generally middle class, and have rdifte educational levels.
While some of them may be very dedicated and hawag convictions when it
comes to food, and might actually belong more afitst target groups, others
have not given the area of food too much thought fer many, one potential
point of initiation to this topic may have been tpeblic debates around the
agrarian crisis and farmer suicides, or arounditre@duction of Bt Brinjal to
India. Most of those that do not have a strong emess for sustainable food
consumption yet are convenience oriented; theypea to buying organic food
and within certain limits even to pay a premium fgr but they are not
committed enough to make any particular effortergher to buy organic food if
it is not readily available.

Box 3: Young civil society activists

Naveen is a young computer engineer who works farcaochip manufacturer in Hitec City.
On weekdays when he is at work he eats lunch #sauwesits. When he meets friends for
lunch or dinner, they sometimes go to fastfood gddike McDonalds or Pizza Hut, although
Naveen stresses that he does not eat burgersdd,hee likes to cook his own food. He lives
by himself in Dilshuknagar, and buys food in Kirestares and on the market. For vegetables
he likes to go to the Rythu Bazaar and to the funbtlesale market near his house. Naveen is
interested in the idea of organic farming, althohghadmits to not knowing very much about
it. His interest is mainly out of concern for thaveonment. Naveen is a member |of
Greenpeace, and he tries to mind the environmetisofifestyle in his everyday life. Far
example, he does not own a car or motorbike anatlsaonly by public transport. Naveen
would like to buy organic food, and would not mipaying more for it. However, he would
not go out of his way for it, the stores shouldab@ convenient distance from his home. For
example, the Sahaja Aharam store is 5-6 km fronmbise, which he would consider too far.

I1l. Health-oriented converts

Many of the customers at outlets like DDS OrganigbiVe or the health shop
Vijaya Enterprises fit into a category that is @dwerized by a distinct personal
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history of converting to a health-oriented lifestylOften they are naturopathy
patients’ who already had health problems such as diabetes started
changing their diet and overall lifestyle on thémctor's or a naturopath’s
advice. They are interested in yoga and are vagatafor health reasons. They
are more into natural and health food such as $grethole grains, millet and
fresh fruit juices than organic food as such. Theativation for buying organic
food is mainly that it is perceived as more natu@dnsumers in this category
sometimes lack more detailed information about vdeytain products are
supposed to be good for them, and are susceptnledtrition myths and
dubious health claims made about products like tgnass, soy extracts or aloe
vera. Some organic companies exploit this susaéftibn their marketing
strategies. In socio-economic terms, this grouprimgs in the middle class, but
not necessarily upper middle class. Also their atian level is often lower than
for example in the first group of the committedamge purchasers. In interviews
this became evident as translation from Telugu mdHwas necessary more
often than for the first group.

Box4: Health-oriented converts

Kishore is in his fifties and works as a real-estagent. He started buying organic food opne
year ago. A few years back he was diagnosed wihetes. He started using Homeopathy,
and changed his whole lifestyle after that. Herdedrabout healthy eating habits from TV and
naturopathy lectures at Osmania University. Heolw on a low-oil and low salt-diet, and eats
a lot of organic products, sprouts, fresh juiced tre like. He does not buy a lot of organic
food because it is not readily available, but wivendne can find it he buys it. He is a regular
customer at DDS Organic Mobile. He likes the fdeattthe DDS staff can give him
information about the products they sell, and tlego have leaflets with nutritional
information. Price is not really an issue for Kishohe finds that most organic products are
more or less the same price as conventional ones.

V. Convenience-oriented young professionals

With its dynamic IT sector, Hyderabad is an atixa&ctity for young, educated
and well-trained professionals. Socio-economicalhey can be classified as
upper middle class. Many have international expodor example through

studying and living abroad or at least throughnftie who lived abroad for some
time. Several respondents in this group becamditamiith organic food in the

US, where a broad organic product range is availabhighly competitive price
levels. These young professionals are often healtiscious and very fitness-
oriented. They have memberships in gyms and hehlbs, and like low-calorie

and functional food. In their free time, they leaddern, globalized lifestyles
and go out to pubs, music bars and restaurants iffag be vegetarians, but

17 Several customers at Vijaya Enterprises and tigai@c Mobile mentioned the famous TV
naturopath Dr. Manthena Satyanarayana Raju, natirdgaturecure Specialist, see
http://www.teluguone.com/health/manthena/index.jsp
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many are not very strict about traditional rulé lvegetarianism, drinking and
smoking. For this target group, organic food isatractive option because it fits
in with their fitness-oriented lifestyle. They aldike the idea of doing
something for the environment and contributing limmate change mitigation —
provided that it does not come at the expense n¥awmence. They may also
support charities or environmental NGOs, and exprdsir social and
environmental concerns in groups and social maath as the Facebook group
“Better Hyderabad Initiative”. However, their contment is often unstable, and
their everyday lives are characterized by conswsteniesource-intensive
lifestyle habits such as driving a car, using amditioning, buying latest
electronic devices, flying on holiday and the liHdey are used to negotiating
multiple contradictions between tradition and madgrin their everyday lives.

Box 5: Convenience-oriented young professionals

Sreedevi works in call centre at i-Labs IT parkditec City. She normally eats lunch in the
canteen everyday, but is not very happy aboutdbd there. She recently learned about|the
OREX*® organic food counter on the top floor of his affibuilding, and has started eating
there regularly, as she likes the food very mudte $ays the meals are very nourishing, |but
do not fill her up too much so she can go back aokvafterwards with fresh energy. Sreedgvi
IS a vegetarian, and very conscious of her weigfit kealth. Although she says with an
apologetic grin that she does many things thapewbably not very good for her health, she
tries to make a difference wherever it's possibiout too much effort. The environment
and climate protection are not much of a concetmeineveryday life; she says that to date |she
has not given it much thought, although she had semnething about the climate impact| of
lifestyles in the newspaper. She does not knowdatgils about organic farming, for her the
main point is that the food at OREX is lighter,siner and more wholesome than the regular
canteen food. She has heard that organic foodawrgmwithout chemicals that could be
potentially harmful. She would not mind paying t@léi extra for a wholesome lunch, but she
adds that it should not be too much, so she is kiappy that her company subsidizes the
organic food counter as part of the company heaithreness programme.

V. Occasional organic purchasers

Many of the people who buy organic food occasigndibr example at 24-

Letter-Mantra or in supermarkets, like the ideaoofanic food but are not
prepared to go to any particular efforts in oradeptirchase organic food. They
have a vague perception of organic food as bettertiem, but are not

particularly concerned about eating conventionaldfa~or them, organic food
has to be available at a convenient distance aatfatlable prices. Their socio-
economic background and educational level is migacerall, this group is the

least specific and should probably be further suiidd on the basis of more
detailed empirical evidence.

18 See Chapter 4.4
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Box 6: Occasional organic purchasers

Rahul is very aware of his eating behaviour. Heasa vegetarian, but he says he only eats
meat about twice a week, mainly chicken and goaatmiEe has a strong passion for
sustainable agriculture, and together with a frirachas even started investigating optiong for
starting their own organic farm. His main concerithwegard to food is eating wholesome
food without the risk of being exposed to potehtigtarmful chemicals. However, hjs
preference for organic food seems to have muchitto avcomprehensive understanding of it
as being more natural and pure, he connects ihgfrowvith notions of natural cycles and
balance, and producing as well as consuming in natide.

The tentative segmentation into target groups rmedli in this section can
provide a starting point for making consumer awassiraising campaigns more
specific, and for identifying key areas within theld of food consumption
where it will be particularly effective to start ti strategies for sustainable
consumption. For example, if specific groups alyehdve a strong affinity to
vegetarianism and place strong emphasis on notbmurity of food due to
religious traditions, these could provide startipgints for organic food
promotional strategies.

6 Conclusion and Recommendations

6.1 Promoting Sustainable Food Consumption

The food system of Hyderabad is currently undemg@rofound changes related
to economic growth and the globalization of neatlyaspects of life. A greater
diversity of food than ever is available to constsn@and the number of those
who are in a socio-economic position to afford fi@sv products is increasing
rapidly together with the size of the middle classAccording to NCAER
(2005: 2), “[t]he rapid rise in incomes will lead &n even faster increase in
demand for consumer durables and expendables.” frhisd poses new
challenges but also new opportunities for promosigtainable consumption
patterns.

Many aspects of the Indian food sector and fooduoelare favourable for
introducing the notion of sustainable consumptibor example, agricultural
production is mostly small in scale, there is arggr tradition of low-input
farming, many people are vegetarians and conceras leealthful eating are
increasing across the socio-economic spectrum.afe, @nly a small segment
of the population is willing to profoundly changbketr food lifestyle and
compromise on factors like convenience. A trend ams sustainable
consumption patterns as a fashion or towards arathvgreen” lifestyle has not
emerged on a significant scale yet. Solidaridadmt¢ conducted a study on the
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potential demand for fair-trade tea and coffee agrlodia’s middle classes. The
survey of 500 “fairly educated and well to dothiddle class members showed
that about one third are concerned with labour tpreg, fair prices and
sustainable agriculture practices in tea and cqdfeduction. Fair-trade clothing
Is also available in the Indian domestic marketyfibrands like Industree Crafts
or Fabindia, and organic cotton textiles in selédieutiques. Despite these first
indications of consumer concern, at this stageeth@®ducts are produced
primarily for export and reach only a small fraatiof the Indian upper middle
and upper class. A trend towards a bigger markgmeat that might be
compared with the phenomenon of the market for LGHAIifestyle of Health
and Sustainability) in the USA and some Europeamtiees might well emerge
in the future.

For the Indian organic food sector to grow, orgagmioducts need greater
visibility in the urban retail scene and consumaeed information on how to
distinguish organic from conventional or variousatural” and “health”
products. There is also a lack of awareness ofetheronmental and social
benefits of organically grown, regional and seakémad. While the emerging
trend towards healthy eating is certainly good n&awghe organic business, it
should probably not be overrated. Increasing setgr@nsociety are concerned
about their health, but awareness of the specdaith benefits of organic food
is often fragmented and insufficient, and basedntage and appearance rather
than knowledge.

An emerging trend towards healthy eating habitssarslainable consumption
in general could be supported by media campaigostecacting the positive
image of convenience food and fast food. As a comaation channel for
disseminating information on food and nutrition,shcespondents by far prefer
TV, followed by newspapers, doctors and family memsbor friends. Lohr and
Dittrich (2007) recommend that education on food aatrition should become
part of the school curricula. Studies on the impafchutrition education in
Hyderabad came to different conclusions for différgocio-economic groups.
While Vijayapushpam et al. (2003) detected an eragpng improvement in the
knowledge levels of upper and higher middle clas®sichildren, the survey by
Raghunatha Rao et al. (2004) showed a very low emplanutrition education
programs on adolescent girls of low income and lfoméldle-class families.
Women and children are considered to be the mdsttafe multipliers with
regard to health and nutrition education (MujeebRahman and Visweswara
Rao 2001). DDS has made good experiences with igdirsity Festivals,
which are part of an awareness raising and edunat@ampaign in rural areas,
as well as with the FNCC (Food and Nutrition Colingg Centre) initiative for
nutrition education among schoolchildren in Zahkada Both initiatives try to
fill the gap left by the school curricula. Consurckibs, which are as yet rare in

! See http://www.isealalliance.org/news/survey-showlans-ready-to-sip-an-ethical-cuppa
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India, could also play an important role in spregdawareness of organic food
and more healthy dietary habits.

While changing individual household consumptiontgrats can certainly
contribute to making the food system of Hyderabadensustainable, the power
of consumers to change markets should not be dedr(&rand 2008; Geden
2009). Geden argues that the opportunities for wmess to counteract climate
change are very limited, because the impact ofr thetion is negligible
compared to other factors such as industrial eomssor the market influence of
large corporations. Furthermore, consumers’ wiliegs to change their
behaviour depends to a significant degree on exiterincumstances, so that
even if their awareness is sufficient they may metessarily act on it (Bogun
2008). In order to achieve sustainable modes afymiion and consumption and
a low carbon economy, changes have to be madeimbdtie private realm of
individual consumption as well as on the politiatel. Therefore people need
to take on responsibility not only or primarily asnsumers who can change
their lifestyles and shopping habits, but rathecidigens who can get involved
on the political level and influence the shaping regulations on food
production, processing and retailing. Comprehensivategies for sustainable
consumption thus need to address not only individaasumption patterns but
also structures that facilitate sustainable congiampMuch of our consumption
behaviour does not have any immediate and cleailiblg harmful
consequences, which makes it easy to forget abhegetconsequences entirely.
Consumers therefore need incentives beyond lomg-gerstainability benefits
for changing their purchasing decisions. In Indiag option could be to use the
Public Distribution System as an instrument formpoting organic food and
local, agro-climatically adapted crops such asetsll

Together with individual consumer behaviour, thecpasing decisions of
bulk buyers in the public and private sector alageha significant influence on
the food market. Important stakeholders in thispeet are the hospitality
industry (hotels, resorts, restaurants), compamjeeams, school canteens and
government authorities. In developed countries, tbewer of public
procurement for boosting sustainable consumptioth production has been
recognized for some time. Germany recently pasegslation implementing
the EU directive on public procurement which stdtes tendersnay contain
specifications regarding social and environmentahdards of production. In
India, a similar development is not yet discernilidat could be a long-term
perspective for contributing to sustainable foodtesns. As yet, there is no
government policy or directive on either sustaieabpprocurement or
procurement of food in general. It lies solely imetresponsibility of the
administration and canteen management of each iaegeom. An enquiry at the
Centre for Cellular and Molecular Biology (CCMB)hiweh has a large canteen
with a very good reputation, revealed that theyndbuse any organic products
because they are too expensive. Their customerfaskiality food, but at low
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prices. DDS also had discussions with district adfs in Medak about
procurement of organic products by the districtt the payment they could
offer was not feasible for the farmers. An impottaeld of enquiry for future

studies is therefore the purchasing power, procemtnmechanisms and
regulations and the priorities of those in char§éood procurement in public
sector organizations.

With regard to private-sector bulk buyers, Lohr &ntdrich (2007) report that
some schools gave permission to multinational aapans for selling snacks,
sweets and soft drinks in their canteens. In lightincreasing numbers of
overweight and obese children in Hyderabad, therést among school
administrations, parents and children for reverghig trend towards healthier
and more sustainable options should be investigdtad is particularly relevant
for the large private schools that have canteemgqling meals for students, and
where parents are most likely to be willing to pagre for high-quality meals.
However, care should be taken that public schaadslewer-income groups are
not left out. One of the farmers working with theGN SERP supplies
vegetables to the midday meal scheme of a governswool in Adilabad
District. In order for more farmers to become ergghgn similar initiatives,
better networking between NGOs, farmers and tharosgrs of midday meal
schemes is needed.

In light of the overall trends towards eating outrenoften on the one hand
and towards increasing health-consciousness onother, restaurants are
another potential stakeholder for promoting orgdaad consumption. Organic
restaurants along the model of Café Ethnic in Zadieel could have a major
potential in the upmarket neighbourhoods. The fastl chain 6-Pack which
marketed their products as low-calorie and healihgl already closed down
again in 2009. This could be an indication thdtesitthe marketing concept was
not accepted very well, or that products did notetthe expectations of
customers in terms of quality or price level.

Among upmarket hotels and resorts, awareness ahadood is quite high.
The chefs at the ITC Kakatiya, Novotel, Taj Decaard Greenpark Hotel
restaurants all know about organic food, but do regularly use it. ITC
Kakatiya have used some organic products befok Novotel sometimes use
24-Letter-Mantra products but is not sure that tiwdlycontinue to get supplies
in the future. ITC Kakatiya stopped buying orgasupplies because they were
too costly and because consistent supply in reduqreantities proved difficult.
However, they are willing to use organic productshe future provided that
there is a reliable supply at acceptable rateser@rark Hotel and Taj Deccan
would also consider it if there is enough supplg aosts are “reasonable”. They
all said they never get any enquiries by guestingsfor organic food. The
director of Lahari Resorts outside Hyderabad runsrganic farming project on
the resort premises. He did not try purchasingrmg@od for the resort yet, but
said he would not mind paying more for organic fodd said the main problem
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at this stage was consistent supply of high qualiiyganic certification is a
crucial factor for hospitality industry stakeholgeas the management has to be
able to provide a reliable guarantee of productityu® customers.

The current state of demand from bulk buyers agadicates that the main
obstacle for organic market growth is constant audficient supply at
acceptable rates. This is a huge opportunity nét for commercial organic
companies but also for small farmers that can precat low costs once the
conversion period has been mastered and supply girablems overcome.
Small organic producers do not have the scopeujgplging to bulk buyers, but
through forming cooperatives they could achieve @emconsistent supply,
greater product variety as well as greater volumesupply. In addition,
networks between producers and bulk buyers needetoestablished or
strengthened so that procurers from the relevastttutions will get in touch
with suppliers of organic food rather than stickimgth their customary
suppliers.

6.2 Organic Sector Growth: On the Path to Sustainabiliy?

Changes in urban consumption patterns, the purahdsabits of the newly
emerging middle classes and the priorities of Huliers will have a strong
influence on the scope and quality of future growftthe organic market sector.
The organic segment in the domestic food markgtasving steadily, and some
analysts even speak of “a real boom” Eyhorn (20@5: The main drivers of
this growth are rising incomes of certain segmehtfe population as well as a
trend towards health-consciousness. While it win@leixaggerated to speak of a
“real boom” of the organic market in Hyderabad las tstage, organic food
supply is definitely improving. Since the overvistudy conducted by Lohr and
Dittrich (2007), all of the large hypermarkets andny supermarkets introduced
a small but expanding range of organic productsnyMaterview respondents
said they always buy certain products in organialiy especially millets and
rice, and some would even like to buy all theirdaarganic if it was readily
available. The products most frequently demandeatganic quality by Indian
consumers are vegetables and fruits, followed bgesp rice, pulses and tea
(Garibay and Jyoti 2003; Rao et al. 2006). Halftlmé respondents started
buying organic products less than one year ago,samdral experts expect the
share of the population that buys organic foodrtawto about four percent over
the next ten years.

Chapter 4 demonstrated that the organic food sé&ttblyderabad comprises
a variety of different types of marketing channelgh two distinct models at
either end of a continuum. At the one end is thep@@te retail modeiun by
commercial, profit-oriented organic companies andesmarkets. At the other
end are NGO-driven farmer initiatives that tradiadly concentrate more on
agricultural production and rural development tbanmarketing in urban areas.
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Whether the growth of the organic sector will letd a higher level of
sustainability of the urban food system will depemd which one of these
models will come to dominate the organic segmerthenfuture. This, in turn,
will depend largely on the institutional contextvesll as consumer behaviour.

The corporate retail model of organic food disttibn has the potential to
reach wide target groups, but its overall environtakeperformance is dubious.
In countries like Germany or the US where the bsggart of the growth of the
organic food market sector over the past years pi@ée in supermarkétspart
of the organic agriculture sector has moved a lemy from the original
principles of organic farming.In the US in particular, much of organic
agriculture is highly mechanized and energy-intemsind operates on industrial
scales comparable to conventional agriculture @nol2006). The energy
consumption along the value chain — from produgtocessing, distribution
and marketing all the way to transportation toghd consumer’'s home — means
that these modern retail formats are not much reosgainable than other shops
selling conventionally produced food products. Bemefits for rural and peri-
urban areas of production also remain limited @ueountry-wide supply chains
and the specific structures of contracting systems.

The expansion of the middle classes in Hyderabadldsely linked to
changes in purchasing habits such as a preferemcerfe-stop-shopping,
increasing levels of motorization and expansiomafls and supermarkets. All
of these contribute to a steeply rising ecologicaltprint for food shopping.
While there is a strong trend among the youngeeggion for purchasing in
malls and hypermarkets, increasing urbanisation guadving middle classes
will also result in growing demand for small retsiibres. Despite the expansion
of supermarkets and hypermarkets in the city antieference of young, well-
to-do consumers for these modern retail formateané stores continue to play
an important role for the daily food provision of/dterabad. Accordingly, the
Kirana owners interviewed by Lohr and Dittrich (Z0@lid not feel threatened
by competition from supermarkets yet. They thought customers value their
cheaper prices, flexibility and proximity to custers. The increasing entry of
supermarket chains into the retail market did wgbiffears of competition in the
future, though. Although the number of Kirana ssorg still far bigger than
supermarkets, their share of the total value oddilretpending on food was
estimated by Gupta (2005) to be already less tl#. 3However, malls and
supermarkets are suffering more from the econostegsion because a larger
part of their product range consists of non-esaknotinsumer goods rather than
staple foods and convenience goods. Despite expanglans of some
supermarket chains, urban population growth ratesséll bigger than the
growth of their market share. Several supermarkspecially in malls had to

2 Cf. Holdinghausen (2009)
3 Cf. the definition of organic agriculture by IFOAM Chapter 2.2



Conclusion and Recommendations 73

close down again. In 2008/2009, over thirty supekets shut down in
Hyderabad (Srivastava 2009). The space in the bageof the new GVK One
mall reserved for a supermarket also remains ummeduas yet. The “retalil
revolution” of the past few years (Lohr and Dittri@007) is slowing down
somewhat, due to a combination of peaking rents dadreasing sales.
Customers opt for cheaper varieties of productd, @t down on spending for
luxury products such as health drinks (Srivasta¥@92. The long-term impact
of this crisis will remain to be seen, and will éepg on the overall economic
climate, in particular the purchasing power of thigeldle classes and the rents
for commercial space.

Within the organic segment, modern retail formaet those consumers
who are looking for organic convenience food andltheproducts and who do
not mind spending more money on products of higheality, whether
perceived or real. The increasing health and jifesbrientation of some
segments of the urban middle classes are likelJeaol to an expansion of
commercial organic companies, upmarket organic sSlamgl organic sections in
supermarkets. At this stage, an expansion of tlgamc product range in
organic shops like 24-Letter-Mantra can be achiewathly in the market sector
of processed and highly processed convenience gimdsince the range of
unprocessed or low-level processed staples sughaass, pulses, spices and tea
Is already fully covered. The demand for convergefmod is also growing
within the organic market sector. 24-Letter-Mantrdroduced a range of
microwavable ready-to-heat dishes in 2009, the fiteck of which sold out
within weeks. Their range of snacks, biscuits aakes is also going well. This
is an indicator of clever marketing strategies amll vas a trend towards
convenience food and westernized dietary patterns.

Among some of the consumers that typically buy nig#od, Kirana stores
have lost much of their importance due to increagimobility and changing
shopping preferences. The biggest advantage ofitraal retail formats such as
Kirana stores and street vendors is their proxinbdityconsumer’s places of
residence or work, and their low-energy infrastuoet They can supply food at
cheaper prices and in a more energy-efficient way imodern retail formats. In
light of the relatively small contribution that th&arming system and
transportation make to the overall environmentagbdof, efforts for limiting
energy-intensive consumption patterns, promotingditional crops and
expanding climate-friendly retailing formats are garticular relevance. Since
their social acceptance is still higher than tlatsupermarkets, traditional retail
formats could also help making organic food avadab broader sections of the
population, including those that are as yet unawéi@ganic food or unable to
afford the premium prices in supermarkets and acgstores. These systems

4 ¢f. Chapter 2
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can also be seen as more socially sustainable $ec¢hay create more jobs in
decentralized retailing.

Several respondents said they would be interestedme delivery of organic
food. The concept is already very common in Hydadabanything from
drinking water to fast food and restaurant mealsupermarket shopping can be
delivered, often free of charge or for a minimunrghase amount. 24-Letter-
Mantra offers home delivery, and so do some conwealk supermarkets. Most
consumers interviewed by Lohr and Dittrich (200¥Kirana stores make use of
the delivery service, which is offered by two-tlsradf the Kirana owners
interviewed by them. The most common means of pamsused for home
delivery are two-wheelers, or for bulky items lildrinking water small
motorized cargo rickshaws. Home delivery is a sgratwell worth looking into
for decentralized organic food supply. For examgleget vendors could tap the
considerable potential for home delivery by engggma system where farmers
supply directly to them and they deliver productp¢ople’s home by pushcart.

Innovative initiatives like the new organic farngerimarket in Mumbai
provide interesting examples of how organic food lba marketed successfully.
It would be worthwhile to explore potential apprbas and success factors for
similar initiatives in Hyderabad. SERP has sevgiahs for opening more
outlets in other locations and for launching newecti marketing channels. In
cooperation with MEPMA, a government programme éiminating urban
poverty, they are planning to set up urban kiosks vy farmers that will sell
rice, pulses, vegetables and milk. They are alssidering opening an outlet at
NTR Nagar vegetable market. Currently there ar@laas for organic stalls at
urban Rythu Bazaars, since there is no permissiorsétting up new stalls.
SERP are also planning to look into home deliveheses in the future.

In between the two poles of market-oriented orgaoimpanies and farmer-
centric initiatives there are several mixed formashsas social enterprises and
for-profit farmer-owned companies like Chetna OigarAlso, commercial
organic companies that have a strong focus on utbasumer markets do not
necessarily neglect rural development. The extemwhich they really benefit
smallholder producers by way of fair producer jcgood labour conditions
and strengthening of rural communities has to befally evaluated for each
individual case. For example, Ecofarms Pvt. Ltd.Maombai who supply to
Metro Cash and Carry in Hyderabad are a long-asteda family run business
and place strong emphasis on smallholder produveshiement and their
livelihood security.

A development towards a highly industrialized oingaagriculture sector is
not to be expected in India in the near future.ebavfactors prevent a rapid
intensification and industrialization of the sect@fith an average farm size of
3.3 acres (FAS 2009), Indian agriculture is donadaty resource-poor
smallholder producers (Partap 2006); 70 % of caléd area are under rain-fed
farming systems (Menon, Sema, and Partap 2010: inddequate rural
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infrastructure prevents efficient and successfurkeiing. Nevertheless, the
dominant trend in India is towards producing orgafbod as part of a
commercialised commodity chain that has consumefepgnces and profit
margins in view at least as much as the sustaihabil the farming system.
Anshu and Mehta (n.y.) recommend two strategiesnforeasing the profit for
farmers: Firstly, economies of scale, and secoeffigiency in the system. At
present, the growth prospects of the corporateil retadel that relies on
economies of scale appear greater. As the scoppe @irganic market increases,
prices will go down in the long run due to more g&tition and larger volumes
of production. According to CSA it is not unlikellyat a development similar to
the market in Germany will take place, where arbayket for cheap, minimal-
standard organic products has emerged. In theorimhg term, both models are
likely to co-exist. Business-oriented models thambine targeting the export
markets with a strong focus on upmarket domestgetagroups will prevail in
guantitative terms of market share due to greatefitpmargins in these
segments as well as a government policy that stg@mribusiness. Direct
marketing initiatives and producer-consumer allenare likely to remain a
small but dynamic niche within the organic niche.

The President of ICCOA, Mukesh Gupta, says in anptmnal video for the
BioFach India trade fair: “BioFach India is sigodint for the transformation of
organic agriculture which was farmer-centric to ndawisiness-/ industry-
oriented. That's a big achievementOf course, whether this development is
interpreted an achievement of a risk for smallec¢atmers depends on the point
of view. While it is true that “farming on massigeale will reduce the cost of
inputs and labour [... and] also help in reducing ¢keification cost” (Anshu
and Mehta n.y.), part of the sustainability of engafarming lies exactly in its
small scale, low level of technology and short ieutr cycles. In a commercial,
primarily profit-oriented, industrial-scale mode ofganic production it is
generally not organic farmers or small organic shdpat benefit from the
growth of the market, but mainly large food corpgimras and a few big farmers
(Unbekannt 2006). An organic movement that operatesording to the
principles and strict standards of the originalasie®f organic farming rather
than for commercial profit and at an industrial lsces the most promising
strategy in light of efforts of making the urbamfbsystem more sustainable and
climate-friendly. A holistic approach to organicrfang can make sure that
environmental, social and economic benefits areimmard, rather than just
exploiting a new marketing niche.

At least part of the consumers buying organic anévated more by a certain
lifestyle and image conveyed by organic shops tmannformed support for
organic farming. The majority of consumers are detlicated enough to
compromise on price or convenience for the sakenefronmental benefits or

> http://www.biofach-india.com/en/impressions
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social concerns for producers. Therefore, the petiefor marketing organic
food as more environmentally and climate friendlyrare socially responsible
in the upmarket, lifestyle-oriented target grougrse limited. Motivations of
consumers buying from small farmer direct marketimgatives also include
health consciousness, but there is also a potdntiahising awareness among
consumers of the benefits of traditional and soatale agricultural practices for
the environment, the farmeasd the consumers. There is a potential for high-
priced products if consumers feel the prices astfjed by high product quality.
While the majority of consumers buying in organicres belong to the upper
middle and upper class, direct marketing with itsrenmoderate price levels
could potentially reach broader strata of the pafh. High price levels
prevent many consumers even in the high-income pgrduom purchasing
(more) organic food. If it is to be truly sustait&ln a strict sense, sustainable
consumption cannot remain a privilege of the wéil-dhis means that organic
products have to be reasonably priced to reacloader population. Consumers
also need to be made aware of the reasons for igteerhprices, such as
increased labour effort, smaller production scaléao prices for farmers. One
way of achieving this can be closer links betwerrdpcers and consumers in a
localized food system.

6.3 Supporting Farmers and Strengthening Regional FoodNetworks

Improved consumer awareness of organic food watlléo increased demand
for organic food. At this stage, the retail infrasture and organic product
supply are still insufficient for meeting even teeisting demand. The organic
market sector is not growing at the rate that miggtexpected in light of the
significant demand observed by market research @Rab 2006). The owner of
Vijaya Enterprises said: “If there was more supptg farmers would manage to
bring produce regularly | could easily sell it. ladso be interested in selling
organic vegetables, but it is difficult to get sligp. Everybody wants organic,
but it is hard to supply it.” Retailers are in fagary of advertising organic
products more actively because they would not He tbsatisfy the ensuing
demand. Thus one of the sticking points for theuritdevelopment of the
organic market of Hyderabad will be sufficient slyppf organic products. The
organic retail sector needs greater quantitiesrediyction and more consistent
supply of high quality in order to keep up its gthwate.

The market for organic food is growing globally,tdarmers in developing
countries are not well aware of this opportunitya{iBay and Jyoti 2003). At
present, government support for organic agricultaréndia focuses on large,
export-oriented producers. For small farmers, sttgpo sustainable agriculture
and marketing initiatives is restricted to a smalimber of dedicated rural
development NGOs. They need better access to iataym technical training
and financial support to help them during the diffi conversion period. More
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support for sustainable agriculture, farmer coopera and small-farmer
marketing initiatives will be vital for developinthe domestic market for
organic food in a sustainable manner that beneifds only organic food
companies and well-off urban consumers but alsal mommunities and larger
segments of the urban population.

It is difficult for small farmers operating indiviglly to supply to
supermarkets and organic stores in order to reawie consumers. In order for
them to sell directly to supermarkets they have b® able to supply
continuously, in large quantities, and consistenglity (cf. CIAS 1999).
Cooperatives are one option for farmers that alldlwsm to meet these
requirements, however, most farmers do not aspisell to supermarkets since
the profit margins are small compared to directkatng. If more supermarkets
cooperated directly with farmers cooperatives, fmscould get a higher share
of profits, supply chains would become shorter emate energy-efficient, and
supermarkets could advertise the environmental flitenend support for the
regional economy.

While supermarkets and commercial organic stordk ply an important
role in bringing more organic products to the cansts, a more comprehensive
approach to sustainable food system developmeaken by initiatives aiming
to strengthen the linkages and networks betweerdugeys and urban
consumers, for example in the form of Community48uped Agriculture
schemes and producer-consumer partnerships likejssalnaram. The German
organic chain LPG is an example of a consumer aqatige that evolved into a
larger, economically successful chain that suppsmsall and regional organic
marketing initiatives while at the same time reaghlarge sections of urban
consumers. Bhattacharyya (2004: 164f) recommenderale strategies for
developing the domestic market for organic produmtsong them development
of direct marketing channels such as home-delisstems, registration of
consumers for supplying organic products, and recdalles near people’s work
places. Making organic food available in more déedized localities nearer
people’s homes or increasing the level of util@atof home delivery in bulk is
more energy efficient, and it will make organic gwots available to a broader
population than at present.

Together with low-input production systems, a déedized, local food
system with short supply chains can minimize foks#l consumption through
reduced transportation. Alternative retail formateh as direct marketing on
farmers’ markets, home delivery by low-emission e®df transport, and
decentralized marketing by Kirana stores, streeidues, farmer cooperatives
and consumer cooperatives have a lower environinemtpact. Efficient
systems of production and distribution with a restbaumber of intermediaries
will help making the food system more sustainalslevall as increasing profit
for farmers. Furthermore, direct interaction betw@eoducers and consumers
can be an important communication channel for mdron about organic food
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for consumers. In India, many consumers are wargasicepts like official

certification due to widespread corruption. Therefgersonal trust in the
producer and retailer is a lot more important farghasing decisions than
official labels. While organic certification willestainly help organic products to
increase their market share in the organized retdtor, transparency and
participation might be more successfully promotadthe Indian context by
building closer links between producers and conssme local and regional
food networks.

6.4 Further Research

On the production and marketing side, future redeaould analyze in more
detail the different models of organic food distitibn identified in this study. A
systematic inventory of delivery systems and a ammspn with other cities
where market availability and the organic movementgeneral are more
advanced could provide a more detailed picturé@fcurrent state of the market
in Hyderabad. Further, the sustainability impacdiferent models of organic
food distribution should be substantiated by adddl data on production,
supply chains and retailing. This would allow aadletd, site-specific ecological
footprint analysis for specific food items and f@rious modes of production,
supply chains and retailing. More in-depth resedoclissing on the production
side and on supply chain organisation could provndeghts into the impact of
different marketing models on smallholder producdarslihood security and on
rural communities in general.

On the consumption side, a detailed survey of thaudes and purchasing
criteria of bulk buyers such as the hospitality usidly, large canteens or
government institutions could provide deeper intsgimto the potential for
increasing organic sales in this area and for iegch broader spectrum of the
population than through retail. While in Europetausable procurement is an
important and increasingly popular concept, goveminpolicy in India has yet
to develop in that field.

A closer analysis of food-related attitudes anduesl of private sector
consumers could add a valuable dimension to theneudf the socio-economic
profile and socio-cultural background of consundgseloped in this study. In
particular, the target group analysis should bestguitiated in order to develop
strategies for promoting sustainable consumptioanreffective, target-group-
specific way. Strategies that are well-establisimedther regions of the world
can be taken as an example, but have to be ad@ptied specific local context.
Such strategies should build upon existing mode& tink consumers and
producers and strengthen participatory regionatl fieetworks. The willingness
of consumers to engage in producer-consumer neswamnkl direct marketing
efforts should be assessed in order to providendication of their future
potential. To date, there has been very limiteceaepce with such initiatives in
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Hyderabad. The extent and sustainability of respoms the consumer
cooperative launched by CSA and the cooperative stpened in 2009 remain
to be seen. The long-standing involvement of CS#hwaoth producers and
consumers of organic products certainly promiseshigh degree of
sustainability. Further in-depth research wouldhbeded to assess the potential
scale to which such initiatives could grow in Hyalead.

To date, the demand for organic food is growingmiyain a small section of
the population. Accordingly, this study focused mhaion middle and high-
income, highly educated consumers who were alreahre of organic foods.
Attitudes towards organic products and the findnmargins for purchasing
them among lower-income groups are important fourei market growth and
also for efforts for making organic food more sdigianclusive, so that organic
does not become part of an elitist luxury lifestiet a mass movement for
sustainability.
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Appendix

Pictures

Picture 1: 24-Letter-Mantra Organic Food Superstore

Picture 2 (right): The bistro at the 24-Letter-Marstore

Picture 3: Range of organic pulses and grainsea4hlLetter-Mantra store

Picture 4 (right): Range of conventional proceseed at the 24-Letter-Mantra
store
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Picture 5: Organic vegetable cold storage sheti@R4-Letter-Mantra store

Picture 6 (right): Workers at the Sresta Bioprodumtganic vegetable farm in
Medchal, Rangareddy District

Picture 7: Vermicompost production unit at the &eBioproducts organic
vegetable farm

Picture 8 (right): Neem for making biopesticidestla¢ Sresta Bioproducts
organic vegetable farm
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Picture 9: Q-Mart hypermarket in Banjara Hills

Picture 10 (right): The shelves for health prodactd organic food in Q-Mart

Picture 11: Fabindia store in Banjara Hills
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Picture 12: Sahaja Aharam Mututally Aided Coope&gmtirederation store in
Tarnaka

Picture 13 (right): Vegetables from Enabavi villggé Misra 2009a) and other
producer cooperatives at the Sahaja Aharam store

% Sahaja Aharam S50
add health to your life v* d
Vegetames

Leafy vegetables are grown unhygenically using
sewage waters of Musi.

Vegetables around Hyderabad are grown with
high amount of chemical pesticide usage.

In conventional farming farmers spray chemicals
indiscriminately, 20-30 times in Brinjal, 8-20 times

in Bhendi, 2-4 times in Carrot, 4-8 times in Beans
and Goards, 2-6 times in Cucumber, 15-20 times
in Chillies.

Sahaja Aharam brings you
Organic vegetables from
Yenabavi and Chowdaripalli.

Picture 14: Consumer education and awareness gamaster at the Sahaja
Aharam store

Picture 15 (right): Customers at one of severalaggaharam pick-up points
that are supplied by the cooperative-owned delivary
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Picture 16: DDS Organic Mobile on its weekly toraugh Hyderabad

Picture 17 (right): Organic millet and pulses soydDDS

Picture 18: Consumer education at the Brinjal Biedsity Festival organized by
CSA, DDS and other NGOs on March 8, 2009

Picture 19 (right): Consumer education about d#fférvarieties of pulses and
millets at the Organic Mobile
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Picture 20: Café Ethnic, organic café and restdumarZaheerabad, Medak
District

Picture 21 (right): Sangham organic shop in ZahlmetaMedak District

ALE OF FRESH NPM VEQETABLES
af HACA BHAVAN

i < I e 0

Picture 22: NPM vegetable outlet at HACA Bhavan

Picture 23 (right): Customers selecting fresh vagles at the HACA NPM
outlet
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Picture 24: Vijaya Enterprises health shop

Picture 25 (right): A selection of products at YgaEnterprises health shop
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Picture 26: Non-certified organic products from if@am Cooperative (a
government of AP initiative) at a stall in Mehdipain Rythu Bazaar

Key Stakeholders

The following organisations and companies were esggd through internet research (cf.
Internet Directory), on-site visits and expert mitews with key representatives.

Centre for Sustainable Agriculture (CSA) and SahajaAharam Mutually Aided
Cooperative Federation

12-13-445, Street No. 1, Tarnaka, Secunderaba@ 050, Andhra Pradesh, India
Phone: +91 40 2701 7735 or +91 40 2701 4302
Internet: http://www.csa-india.org
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Chetna Organic

House No. 3-4-876, Flat No. 102 & 103, Damayantigl&ve, Bus Depot Lane, Barkatpura,
Hyderabad 500027, Andhra Pradesh, India

Internet: http://www.chetnaorganic.org.in

DDS Liaison Office

101 Kishan Residency, 1-11-242/1 Street No. 5 (®gmtaloon Show Room), Shyanlal
Building Area, Begumpet, Hyderabad - 500 016, AadPradesh, India

Phone: +91 40 2776 4577 or +91 40 2776 4744
Internet: http://www.ddsindia.com

DDS Project Office and Café Ethnic (organic café)

Pastapur Village, Zaheerabad Mandal, Medak Disti€i2 220, Andhra Pradesh, India
Phone: +91 8451 282809 or +91 8451 275632

Internet: http://ddsindia.com/www/cafeethnic.htm

Fabindia
Uma Enclave, Road No. 9, Banjara Hills, Hyderab&@0 034, Andhra Pradesh, India

Rajeev Gandhi International Airport, Internatiodaparture Concourse, Level: F, Unit No.:
C, Shamshabad, Ranga Reddy District, Hyderabadhrar@dradesh, India

Phone: +91 40 23354526, 23353956
Internet: http://www.fabindia.com

Hyderabad Agricultural Cooperative Association Ltd. (HACA)
5-10-193, 2nd Floor, HACA Bhavan, Hyderabad - 508,0Andhra Pradesh, India
Phone: +91 40 23235029 or 23230302

Internet:
http://www.aponline.gov.in/apportal/departmentsaiéments.asp?dep=01&org=6&category
=Introduction

National Institute for Nutrition (NIN)

Jamai Osmania Post, Tarnaka, Hyderabad - 5000GdhrarPradesh, India
Phone: +91 40 2719 7321

Internet: http://www.ninindia.org

OREX Health Foods Pvt. Ltd.
346 Jalavayu Vihar, Kukatpally, Hyderabad - 500,052dhra Pradesh, India
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Email: organic.express@rediffmail.com

Organic Farming Association India (OFAI), Andhra Pradesh Secretariat
c/o Deccan Development Society

101 Kishan Residency, 1-11-242/1 Street No. 5 (®gmtaloon Show Room), Shyanlal
Building Area, Begumpet, Hyderabad - 500 016, AadPradesh, India

Phone: +91 40 2776 4577 or +91 40 2776 4744
Internet: http://www.ofai.org

Sahaja Aharam Organic Consumer Cooperative

12-13-445 (Ground floor of CSA), Street No. 1, Taka, Secunderabad - 500 017, Andhra
Pradesh, India

Phone: +91 40 6526 8303
Internet: http://www.sahajaaharam.in

Society for Elimination of Rural Poverty (SERP)

5th Floor, Summit Building, Adarsh Nagar, Hill Fé&tbad, Hyderabad - 500 004, Andhra
Pradesh, India

Internet: http://203.200.212.139/SHG/

Q-Mart

5th Floor, Uptown Banjara, Road No. 3, Banjarad{illyderabad - 500 034, Andhra
Pradesh, India

Phone: +91 40 23553347 to 49, ext. -202

SPAR

Max Hypermarket India Pvt Ltd., Oasis Center 3roofI'D’, No. 6-3-1112, Ward No. 87 &
92, Block A, Green Lands, Begumpet, Hyderabad -@08) Andhra Pradesh, India

Phone: +91 40 44386233

Spencer’s Retail Ltd.

222, Bakaram Road, Musheerabad, Hyderabad - 500¢0hra Pradesh, India
Phone: +91 40 27632693 to 96

Internet: http://www.spencersretail.com
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Sresta Bioproducts Ltd.

Sresta House, Plot No. 7, LIC Colony, Sikh Villa§ecunderabad - 500 009, Andhra
Pradesh, India

Phone: +91 40 2789 3028
Internet: http://www.sresta.com

Sristi Naturals

Plot #280, Jal Vayu Vihar, Kukatpally, HyderabasD0 072, Andhra Pradesh, India
Phone: +91 9866421534

Internet: http://www.sristinaturals.com

Vijaya Enterprises

Shop No. 7, Sangam Complex, Inside 1-1-80, RT®Rb&ds, Hyderabad - 500 020, Andhra
Pradesh, India

Phone: +91 40 6457 9991

Internet Directory

24-Letter-Mantra Organic Food Superstore, Hyderab#gd://www.24lettermantra.com
Acharya N G Ranga Agricultural University (ANGRAUMHyderabad: http://www.angrau.net

Agricultural & Processed Food Products Export Depeient Authority (APEDA):
http://www.apeda.com

Café Ethnic, Zaheerabad: http://ddsindia.com/wwiethnic.htm

Centre for Sustainable Agriculture (CSA), Hyderaldatth://www.csa-india.org

Chetna Organic, Hyderabad: www.chetnaorganic.org.in

Daram (Dastkar Andhras Handloom Retail Store), gldad: http://daaram.blogspot.com
Deccan Development Society (DDS): http://www.ddgratg.in

Hyderabad Agricultural Cooperative Association L(dACA), Hyderabad:
http://www.aponline.gov.in/apportal/departmentsaiéments.asp?dep=01&org=6&catego
ry=Introduction

International Crops Research Institute for the Sa&nd Tropics (ICRISAT):
http://www.icrisat.org

Indocert: http://www.indocert.org

International Competence Centre for Organic Agtigal (ICCOA), Bangalore:
http://www.iccoa.org

International Federation of Organic Agriculture Movents: http://www.ifoam.org

Indian Society for Certification of Organic Prodioct (ISCOP):
http://iscoporganiccertification.org/
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National Centre of Organic Farming, Dept. of AgécCooperation, Ministry of Agriculture:
http://dacnet.nic.in/ncof

National Institute for Nutrition (NIN): http://wwwainindia.org
National Horticulture Mission, Government of Indrtp://www.nhm.nic.in

National Programme for Organic Farming (NPOP), Gowent of India:
http://www.apeda.com/apedawebsite/organic/index.htm

Non Pesticide Management Initiative, Hyderabadg:Hitww.zeropesticides.in

Organic Farming Association India (OFAI): http://wwofai.org

PGS Organic India Council: http://www.pgsorganic.in

Safe Harvest Pvt. Ltd., New Delhi: http://www.thfeggrvest.com/

Sahaja Aharam Organic Consumer Cooperative, Hyddrdtitp://www.sahajaaharam.in
Society for Elimination of Rural Poverty, Hyderabattp://203.200.212.139/SHG/
Sresta Bioproducts Ltd., Hyderabad: http://www Ee®m

Sristi Naturals, Hyderabad: http://www.sristinatareom

Timbaktu Collective, Anantapur: http://www.timbakbug

Zameen Organic, Hyderabad: http://www.zameen.org



