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Abstract

This paper examines the market for organic foothenemerging megacity of Hyderabad in
the framework of sustainability of the urban foogtem. It provides an overview of the
structure of the market and compares differenilinegastrategies with regard to their climate
impact. The paper also analyses consumer awaresfesgganic food, considerations
motivating their purchasing decisions and obstadgsirchasing organic products. Empirical
data for this study was collected in interviewshwitonsumers, retailers and experts. The
findings point to a moderate but rapidly growingrdand for organic food, especially among
the middle classes. However, availability is linditend not able to satisfy the demand at this
stage. Based on these findings, the paper assbsspstential for future development of the
organic segment as part of a sustainable urbandgstem. It also develops recommendations
for achieving this development.
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1 Introduction

1.1 Subject of the Study

The food system of the emerging megacity of Hydadatias been undergoing a
number of changes connected with trends of gloaiidiza over the past years. A
food system can be defined as the spatial, furgki@ocial and environmental
integration of four sub-systems: production, dmition/ exchange, marketing/
delivery, and consumption of food. It comprises &lophysical and
socioeconomic processes and relationships involiredthese subsystems
(Cannon 1991, CIAS 1995). Diet is responsible faouad one fourth of the
total ecological footprint of individuals, and easchthe subsystems of a food
system can thus make specific contributions teutainability.

One of the key areas in this context is the immacthe environment and
climate. For the past decades, the climate of cantdrhas been undergoing a
dramatic and accelerating trend of global warmifidere is widespread
consensus that this development is caused by seueamissions of several
greenhouse gases. Among the main contributors tesems of the greenhouse
gases methane, nitrous oxide and carbon dioxideagresulture and diet.
Agricultural land use contributes approximately 18584global greenhouse gas
emissions, and most of the global nitrous oxidessmmins as well as roughly two
thirds of methane emissions originate from agnoelt(Kotschi and Mueller-
Saemann 2004).

A number of trends have contributed to aggravatwgoverall environmental
footprint of the food system of Hyderabad. Firstythe production stage of the
food system the expansion of intensive conventi@ugiculture over the past
decades has depleted the natural resource basearof parts of rural India.
While the Green Revolution technology certainly aeded in tremendously
increasing production levels for a certain periddtime, it also “led to the
poverty of the soil and the people” due to its tatunist approach (DDS 2008:
3). Soils have been degraded and polluted with atedpesticides and synthetic
fertilizers, and biodiversity has been diminish@€bnventional agriculture also
contributes significantly to global warming duet®high consumption of fossil
fuels, for example for the production and transmdrsynthetic pesticides and
fertilizers.

Organic farming on the other hand can help mitiggtdal warming by both
reducing emissions and increasing sequestratiogrednhouse gases. Organic
food is grown without the use of any chemical medéis and synthetic fertilizers
and it rejects genetically modified organisms.sltprocessed without ionizing
radiations and food additives or growth promotérorganic livestock keeping
animals feed on organically grown fodder and awra@ without the use of
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antibiotics or growth hormones. More than an ineenof techniques, however,
organic agriculture was originally intended as &sic and systemic approach
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

conditions, rather than the use of inputs with askveeffects. Organic agriculture

combines tradition, innovation and science to hienék shared environment and

promote fair relationships and a good quality f& for all involved.”

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

Secondly, the globalization of the economy and gkann urban purchasing
patterns have led to changes at the distributiahnaarketing stage, in particular
longer supply chains and a marked increase in thmeber of supermarkets.
Longer supply chains have caused a rise in enesgyg tor transportation and
temporary storage. In urban India, current trend®od retailing are largely the
result of the preference of young and affluent comsrs for shopping in malls
and supermarkets. These retailing formats withr thgphisticated infrastructure
such as lighting and cooling facilities resultshigher energy consumption than
traditional formats such as markets, Kirana storestreet vendors.

Thirdly, dietary changes among urban consumers hage led to an
increased energy consumption of the food systemleWimdernourishment is
still a major problem among lower-income groupgréhis a greater variety of
food available to the higher-income groups tharr defore, and eating out is
increasingly fashionable as consumerism has becanmew status symbol.
Trends such as the increasing consumption of magtly-processed or
convenience foddand fast food result in a higher environmentatgdat at the
consumption stage.

In addition to environment and climate, health n®ther area that is highly
relevant to the sustainability of a food system. tAe production stage,
conventional farming poses health risks to prodaickre to exposure to toxic
chemicals in the field. Every year, Warangal Daitin Eastern Andhra Pradesh
records over one thousand cases of pesticide pog@md hundreds of deaths
(Rao et al. 2005, cf. Prabu 2009a). Chemical residn food products are
endangering food safety. The nutritional qualitycohventionally grown food
products also decreases due to soil degradationthétconsumption stage,
changing dietary habits among the middle classesh sas increased
consumption of processed and convenience food,fdast, high-calorie food,
meat, sugary beverages and alcohol have resultam iimcrease in nutrition-
related health problems such as secondary maiouatribbesity and diabetes
among urban consumers, causing high social andedorcosts for society. As

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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a result of negative health implications of thesstady changes, a new health
consciousness has been emerging among some pespla &ind of
countermovement. However, there is a lack of awesgrof what people are
eating and what kind of food is healthy.

“While food security does exist for Indian middlgses due to their high
standard of living, food safety does not, due ®ltdtk of knowledge and a lack
of availability of healthy food. An improvement tavds food security as well as
food safety for all strata of urban India is one tbe biggest challenges
Hyderabad has to face over the next few years.hi(lamd Dittrich 2007: 28)
Organic food plays a vital role in meeting this ledrage of achieving both food
safety and healthy diets. At the same time, thengbs in purchasing patterns
and dietary habits will also have significant ingplions for the future
development of the domestic organic market segment.

The economic implications of a food system thatassustainable are largely
related to the externalized costs of conventioaaining and unhealthy eating
habits as well as inefficient supply chains. Orgaf@irming can reduce these
external costs, although the farming system algneot sufficient. Rather, the
way the entire supply chain is organized need®todmsidered. Finally, organic
agriculture can also contribute to improving sodastainability, for example
through employment creation and strengthening i@l mommunities.

The total area currently under organic cultivatworldwide is more than 24
million hectares, and global demand for organicdfa® growing, with high
growth rates estimated at somewhere between 10¢Ga¥tbay and Jyoti 2003).
At this stage, demand is concentrated primarilgeneloped countries like the
USA, European countries and Japan. Developing cesnand countries in
transition are mainly exporters of organic foodeThdian domestic market for
organic food is still in an early stage of its depeent, and currently most of
the organic food production in India is targetedidods exports. However, the
importance of organic farming and domestic demardbath growing rapidly.
One indication of this which is currently gainingtarnational attention is the
fact that the First BioFach India organic trade faill be held in Mumbai in
November 2009. At this stage, availability of orgaproducts as well as
commercial demand in India are concentrated mainlythe metropolitan
centres. The organic market in Hyderabad still ldghind somewhat if
compared to other megacities like Delhi, MumbaBengaluru.

In light of increasing numbers of affluent, qualttonscious consumers in
the newly emerging urban middle class and the tdoemnd towards health food,
the domestic market in India has a huge potentiml has been called a
“sleeping giant” (Eyhorn 2005: 74). In which wayishpotential will be
developed in the future will depend on the dirattio which the urban middle
classes will develop. Changing consumption patiethg rise in health
consciousness and other factors motivating or stgpgonsumers from
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purchasing organic food will all have an influence the development of
organic market.

1.2 Objectives and Structure of the Study

All the above trends are causing high social, emmental and monetary costs
for producers, consumers, local communities as aglsociety at large. This
paper will argue that an increase in the consumpt® organic food in
Hyderabad can contribute to meeting the challertgas these trends pose.
However, despite its benefits organic farming alenk not be sufficient as a
solution to the problems posed by the trends iruthan food system. Different
approaches to marketing of organic food will theref be analyzed and
compared with regard to their contribution to thetainability of the urban food
system at large.

According to Chakrabarti & Baisya (2007), thereaslack of adequate
information on consumer attitudes and purchasingaweur of buyers of
organic food in India. At this stage, no study ba market for organic food in
the emerging megacity of Hyderabad has been coeduget. This paper
provides an overview of the market for organic fowd Hyderabad and
Secunderabad. It examines the role of organic fiedikde urban food system and
explores new marketing opportunities with a viewheir overall sustainability
and in particular their climate impact.

The specific objectiveare:

» to assess availability and price levels of orgdomd products in different
retail formats across Hyderabad

» to examine the commodity chains from producer t @nsumer for organic
agricultural products that are produced within diua of 150 km from
Hyderabad

» to assess awareness of and knowledge about ofgaxicamong consumers
as well as common misconceptions about organic food

» to assess the level of demand and purchasing niotigaof buyers of organic
food, and obstacles preventing consumers from Ilguyimore) organic
products

The framework of analysis in this paper is the entrstate of research on the
climate impact of food production, in particularettomparative impacts of
different systems of cultivation, different type$ supply chains, different
retailing strategies and different consumptiongrat. Chapters 2 and 3 of this
paper establish the analytical framework and prtetenresearch methodology
used for the empirical case study.

Chapter 4 provides an overview of the existing raafr organic food and a
comparative analysis of different retail formatsthwregard to their product
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availability, price levels, customer profile, suppt and supply chain
organisation. The paper then proceeds to discuggtigrns of consumption of
organic food in Hyderabad. In particular, the semtonomic differentiations of
consumers with regard to their awareness of orgéovod as well as their
purchasing preferences are examined. Motivationpdiochasing organic food
and constraints stopping consumers from buying navganic products are
discussed as an indication of the future potemtfalvarious strategies for
marketing organic food. Chapter 6 compares differetail formats with regard
to their feasibility for marketing organic produdts Hyderabad, and assesses
their future prospects of development, in particidoat could be a realistic
scale to achieve in terms of growth in the mid-term

Based on the findings, recommendatiémsdeveloping the urban market for
organic food in a sustainable manner are develop&d. final chapter also
points towards areas where further research onoteeof organic products in a
sustainable urban food system is needed.

2 Conceptual and Analytical Framework

2.1 Life-Cycle Analysis and Carbon Footprinting in the Food Sector

According to Collins and Fairchild (2007), dietrissponsible for around one
fourth of the total ecological footprint of indiwdls. An ecological footprint is

an aggregated indicator of the demand of humanucop8on on the natural

resource base. It can be applied to organizatmtiss, regions and individuals.

In addition to the overall ecological footprint,stalso possible to calculate the
carbon footprint as a measurement of the impaatliomte change. Life-cycle

analyses for food, that is attempts to assesslithate impact of a food product

from farm to plate, have to take into account @ps involved in the production,

distribution and consumption of that product. Ire tbS, the food industry

consumes nearly one fifth of total petroleum constinin order to produce one
calorie of food and get it to the consumer’s pléategkes seven to ten calories of
fossil fuel energy (Pollan 2006).

In countries like the UK and Switzerland, carbon @hmate footprint labels
are already available in the food sector (Asan 2088 example of a label
awarded to products with a low carbon footprintoasrtheir product lifecycle is
the Swiss initiative climatdpawarding the green “approved by climatop” label
to the product with the lowest climate impact df @mpetitors in the same
category. The assessment of the climate impaadgsdon a life-cycle analysis
done by independent agencies. The label is cuyremth pilot phase, it will be
expanded to include other environmental factors tbiemate impact as well
(ecological footprint rather than just a climatetfarint). Another example is the

! see http://www.climatop.ch
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Carbon Reduction Label by the Carbon Trustthe UK. The British Standards
Institution also developed the new PAS 2050, a prodarbon footprinting
standard which “provides a method for assessingtbenhouse gas emissions
arising from products across their life cycle, framtial sourcing of raw
materials through manufacture, transport, use alidhaiely recycling or
waste.” ( http://www.carbontrust.co.uk/carbon/kngfpre-measurement.htm)

In the 1990s, approximately 15% of greenhouse gasseons globally have
been due to agricultural land use (Cole et al. 1,98id most of the global
nitrous oxide emissions as well as roughly twodhiof methane emissions
originate from agriculture (Kotschi and Mueller-&ann 2004). The overall
ecological footprint of a food product is deterndrie a large degree by the type
of food iten? (Collins and Fairchild 2007). In general, animabgqucts have a
much higher environmental impact than productslahtporigin, meat and fish
making up the biggest share. The type of meat absdkes a significant
difference, cattle having the highest impact andckan the lowest. For
agricultural products, cultivation for crops or meg for livestock is usually the
stage in the product life-cycle with the highesergly use, carbon emission and
overall environmental impact, for example due totewaconsumption and
pollution of soils and water (Asan 2008).

2.2 Organic Food as Part of a Sustainable Urban Food Stem

The production of food and the quality of food puot$ are vital aspects of the
sustainability of a food system. Growing food origally has benefits for the

climate, soils, water and biodiversity. “Green rewion technology [...] has

been very successful in achieving spectacular teesulfood grain production

during the last three decades. However, signstigfula in the natural resources
have already emerged and have unleashed varioaseaglogical problems. It

has badly damaged the natural resource base obthmry.” (Singh, T. 2004: 1)

Conventional farming also consumes more fossil,fdet example for the

production and transportation of synthetic inputsl dor farm machinery.

Organic farms rely primarily on renewable resouraed on-farm inputs such as
compost or manure. Supply chains of organic foet &nd to be shorter and
involve less processing due to preferences ofvkeage consumers for regional
and natural products. The climate impact of orgafaicning compared to

conventional will be discussed in detail in Chaf2&.

In addition to its environmental benefits, orgaflicagrown food is also
beneficial to the health of producers as well agsamers. It contains fewer
residues of harmful chemicals and more micronutsi€Rollan 2006). A study
conducted in 1996 by the Indian Council of MediRakearch found that 51% of

2 see http://www.carbontrust.co.uk

% For an overview on the footprint of differentrite see Collins and Fairchild 2007 for Car-
diff, or http://www.steppingforward.org.uk/ef/foddm for the Southwest of England.
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all analyzed food items were contaminated with ipiel residues, 20% even
above tolerance levels (Lohr and Dittrich 2007di#nis among the countries
with the highest levels of toxic residues in foadhe world (Chander 1997).

In the long run, organic farming is also econontjcatore viable because it
reduces both input costs for the farmers and eat@wsts to society as a whole
caused by adverse environmental and health eff8atsll organic farms also
tend to have a lower level of technology, thus gidiess energy as well as
creating more labour (Singh 2004). For a concigecbmprehensive overview
of the advantages of sustainable agriculture ovarventional, growth-oriented
agriculture see Singh, J. (2004: 281-3).

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. @ugc farming has a high cost-
effectiveness, and even though yiélasay be smaller than in conventional
agriculture for some crops and farming sites, ttal taverage yield and the net
profit for farmers are both higher in the long @ngh 2004, cf. Eyhorn 2005,
Pollan 2006).

2.3 Climate Impact of Different Farming Systems

Apart from the question of the resources used aedniouse gases emitted in
the production of different food itemhsthe type of farming system has a
significant impact on the ecological footprint opeoduct as well. The study by
Kotschi and Mueller-Saemann (2004) discusses theenpal of organic
agriculture to avoid and to sequester greenhousesgand makes comparisons
with conventional agriculture. It clearly statesatthorganic agriculture
contributes significantly to the reduction of greeunse gas releases and to
sequestration of carbon in soils and biomass. Aftce could in fact be a
factor mitigating climate change. However, “maiaain agriculture is moving
in an opposite direction; increasing releases eéghouse gases from the green
sector have made agriculture a producer of globatming rather than a
mitigating factor” (Kotschi and Mueller-Saemann 200).

According to the findings of Kotschi and Muellerégaann (2004), organic
agriculture can make a significant contributiorréducing emissions of carbon
dioxide, methane and nitrous oxXideCarbon dioxide (C§) is not the most
effective greenhouse gas, but as it exists inivelgt high concentrations it
contributes most to global warming. Fossil fuel lomption is a major source

* The experts interviewed in this survey generatiyeed that the yields can be higher in or-

ganic farming for some crops, for example for leafgetables, and that overall they are
almost equal to conventional farming.

® See Chapter 2.1

® For an overview of direct and indirect reductimm agricultural greenhouse gas emissions
arising from the principles of Organic Agricultusee Kotschi and Mueller-Saemann 2004
37, Table 14.
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of carbon dioxide emissions in agriculture. On aget, organic farming has a
30-70% lower overall energy consumption per unitlafd (Kotschi and
Mueller-Saemann (2004). Organic agriculture usgsifscantly less fossil fuel
than conventional agriculture, and in most casasahenore favourable energy
balance. In Germany, for instance, organic farnting been found to have 48-
66 percent lower COemissions per hectare than conventional farmirsgesys
(Burdick 1994, Haas & Kopke 1994, Stolze 2000, DiF&schergruppe
Klimarelevante Gase 2002, all cited in Kotschi dvideller-Saemann 2004),
even though the differences per unit of productiom less pronounced because
depending on the crop organic yields are often fothkan in conventional
agriculture (Kotschi and Mueller-Saemann 2004).

The main reasons for the lower fossil fuel consuompand carbon emissions
of organic agriculture are that synthetic pestisidend fertilizers whose
production and transport are highly energy-demandire avoided, external
animal feeds are reduced to a minimum and lesswdtgnial machinery is used.
Organic farming relies mainly on alternative stgigs of maintaining soil
fertility and fighting pests such as crop rotati@ngp diversification, legume
cultivation and mechanical pest control. In additio these it uses primarily
farm-internal inputs such as compost, manure armdpésticides. Another
opportunity for reducing carbon dioxide emissiom®rganic farming is the use
of biomass as a substitute for fossil fuel (Kotsahd Mueller-Saemann (2004:
8).

Another greenhouse gas contributing to global wagnmethane, was found
to contribute roughly 15% to global warming (Bo@kis2000, cited in Kotschi
and Mueller-Saemann 2004). Two thirds of methanessons are of
anthropogenic origin and originate mainly from aghiure (Ahlgrimm and
Gaedeken 1990, cited in Kotschi and Mueller-Saem2®®4). Sources and
emission levels of methane differ across geographégions and depend on the
level of agricultural intensification. In Westernufepe, 17% of methane
emissions are caused by animal dung and one thiapplication of semi-ligid
manure. In tropical countries, the most importanirses of methane emissions
are paddy fields and wetlands, which together maearound one third of
global gross emissions of methane (Kotschi and Mu&aemann 2004). In
organic livestock farming changes in ruminant dasiderably reduce methane
production.

Nitrous oxide is a greenhouse gas that contribiotgdobal warming and also
affects the depletion of stratospheric ozone. Aompart of global gross nitrous
oxide emissions stem from soils, mainly from miheaad organic nitrogen
fertilizers or nitrogen fixed by legumes. With tmeassive increase in the
application of synthetic nitrogen fertilizer, nitr® oxide levels have dramatically
increased as well. As a result, nitrous oxide eimmssven partly offset
reductions in C@emissions (Kotschi and Mueller-Saemann 2004, RAED6).
Nitrous oxide emission are reduced in organic adfuce because no synthetic
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nitrogen fertilizer is used, avoiding emission dgrthe energy-intensive process
of fertilizer production. Tight nutrient cycles alsminimize nitrogen losses.

Limited animal stocking rates and thus limited aggilon of animal manure as

well as changes in livestock diet also result iwdo emission of nitrous oxides

(Kotschi and Mueller-Saemann (2004).

In addition to its potential for reducing greenh®ugas emissions, organic
farming also has a huge sequestration potentias iEhachieved by following
the principle of tight nutrient and energy cyclesproved practices in cropland
management and agroforestry and through organitemanagement in soils.
Through long and diversified crop rotations anduleg cropping and by
regularly adding organic materials to the soilha form of organic manures and
compost it helps maintain or even increase soibig carbon (Kotschi and
Mueller-Saemann 2004).

All of the above-mentioned factors and techniquesict in fact be used in
any kind of agricultural system. However, “OrgaAgriculture is unique in the
sense that it offers a strategy which systemagicategrates most of them in a
farming system” (Kotschi and Mueller-Saemann 2004 It also has the
advantage of reliability and transparency sincegerates with compulsory
standards well-functioning mechanisms of inspectiand certification
guaranteeing compliance with organic principles stathdards.

At least as much as the question of conventionedugeorganic, the scale of
the farming system is also an important factoréacbnsidered. Generally farms
as well as supply chains become more energy-irtertbie larger their scale.
The more agriculture is intensified in an industrrmanner, the more it
contributes to carbon emissions due to fossil dsglsumption. In India, a 10-
20% increase in yield achieved by mechanizatiohceist an extra 43-260% in
energy consumption (Pretty 1995, cited in Kotsctd Mueller-Saemann 2004).
Pollan (2006) shows for the US that organic fooddpced on an industrial
scale has an equal or in some cases even worsegmebl footprint than
conventional food. This is probably not true to f#zne extent for India, since
agriculture is generally less industrialized tharthe US and thus less resource
intensive whether synthetic inputs are used orlHotvever, the trend in India is
also towards producing organic food as part of mroercialised commodity
chain than has consumer preferences and profitingaig view at least as much
as the sustainability of the farming system.

2.4 Food Miles and Supply Chains

According to figures cited by Pollan (2006), onlgeofifth of the total energy
consumption of a food product is consumed on tha,fashereas 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

" See Chapters 4 and 5.
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processing, the more energy-intensive the prodecbines. For ready-to-eat,
prewashed and packaged organic lettuce in a USmapket, it takes more than
57 calories of fossil fuel energy per calorie oddo The figures would only be
about 4% higher if the lettuce was grown convertilgn Of course, these
figures cannot be taken as representative for |ruis there too the tendency
towards more highly processed foods is visibleughmut urban retail markets.

The concept of Food Miles refers to the distancer avhich a product is
being transported in the course of its productiod distribution. It appears
rather obvious that the more local the origin of peoduct the more
environmentally friendly it is. However, recent dies have found that food
miles do not in fact constitute the major part lué tarbon footprint, and even
less so on the overall ecological footprint of @adgproduct compared to the
production stage (De Weerdt 2009, cf. Chapter Z8y). the food system of
Cardiff, UK, for example, Collins and Fairchild @0) calculated that it only
makes up 1.7% of the total footprint. However, etresugh the concept of food
miles may not be sufficient for determining the tausbility of a product,
transport is still a significant contributor to ban emissions, particularly if the
same products are compared with regard to diffesamiply chains. When
considering the footprint of a food product frommnfato plate, one also has to
take into account how the distribution system gaoized and how products get
transported to the end consumer’s home.

The final stages of the supply chain, retailing arahsport to the end
consumer, are another significant stage of thecifde of food products. Retail
formats differ significantly with regard to theirnergy consumption, for
example large malls and supermarkets with thehtilng), air-conditioning and
cold storage facilities will have a significantlygher impact than farmer’s
markets, street vendors etc. that do not even Usarieity. However, if
consumers regularly visit local farmers by car, ¢éhassions contribute a major
share to the overall footprint of the product.

Overall, even though food miles may be only onédiaamong many in the
total ecological footprint of a product, assumihgttall other factors are equal —
type of food, farming system, processing, retail@ig. — the carbon emissions
saved in transport still matter. Furthermore, tgionalization of supply chains
and strengthening of local food systems makes otwoatributions to the
sustainable development local communities and etesys than merely
reducing carbon emissions. Organic farming playgad role in the localization
of food systems. It is less resource intensive samports the local economy by
creating more employment and sourcing more ohjsiis locally. In the US the
local food movement is very strong (Wikipedia 2009a
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Increasingly popular systems of marketing and ithstion that are associated
with local food systems include community-organiseticultur initiatives,
box delivery schemes and the like, which aim taldgh more direct linkages
between producers and consumers. In addition td fodes and freshness of
produce, another benefit of local food systems heirt higher degree of
transparency for consumers. The shorter the distétween producers and
consumers and the more direct the link between tinenmore accountable the
producers are likely to be. Furthermore, a localdfeystem is best suited for
supplying local crops that are best adapted toeitwogical conditions, the
traditional farming systems and the traditionakow and eating habits.

8 These projects have become especially popultireiiJS. Of course their overall environ-
mental impact may in fact be higher, given that ynjemnsumers travel to their community
farm every weekend by car and thus offset the lffigsli savings of organic farming.
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3 Research Methodology

3.1 Definitions and Research Categories

One of the most important premises for conductimg survey was a clear
definition of “organic food”. In the Indian contexad good deal of confusion
exists among consumers and even some experts @igonteaning of orgaric
In order to make sure that consumers have the sameeption about organic
food, the strategy of triangulation was used instwner interviews. If a
consumer reported to have heard of even to be guyiganic food, they were
also asked to briefly state what it is accordinghir view. The minimum reply
that was accepted as indicating at least the nasst lunderstanding of organic
was “farming without chemicals”. Another relatedegtion was how to classify
products. The case is quite clear with certifiegmic products, but a significant
part of the organic products available in Hyderabag not certifiel Other
methods of sustainable agriculture are therefonsidered in this study as well,
in particular NPM (Non-Pesticide ManageninEor practical reasons, the term
organic food will be used throughout the paper@smrising both production
according to official organic standards and NPNhnitored by NGOs, third-
party laboratory tests or operating under a Pasdtory Guarantee Systém

The classification for regularity of purchasing angc products used by
Chakrabarty & Baiya (2007) of regular buyers spegdmore than 75% of
expenditure on organic food in a food category, aochsional buyers spending
25%-75% was found not to be practical. Regulamtiers more to a frequency
than a percentage. Furthermore, many consumers faugne not to be able to
estimate the share of organic food in their totaddf expenditures per food
category. Therefore an attempt as made to assgdanigy by asking consumers
about the frequency of buying each organic foodgaty per week or month. In
order to assess the relative importance of orgiad consumption, they were
also asked whether organic products make up moitessrthan 50% of their
expenditure in a food category. However, due toldleavailability of organic
food in Hyderabad, the distinction was not found&very relevant. For most
points, it proved not very useful to distinguishvaeen regular and occasional
buyers at all, because most buyers are occasioaladthe limited availability
of organic products.

See Chapter 5.1 for the most common misconcepgaisting among respondents of this
survey.

For a definition of organic farming see Chaptdl, Tor the Indian Organic standards see
Chapter 4.1.2

3 Cf. Chapter 4.5

4 Cf. Chapter 4.1.2
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3.2 Primary Data Collection

One part of this survey comprised a total of 144yveoncise, structured
quantitative interviews The objective was to get a broad overview ofwatts
and knowledge among different parts of the genpagulation. Interviews
covered questions on potential concerns over clamiesidues in food
products, awareness of organic food, purchasingygdnic food and awareness
of organic labels. Thirty percent of the responddntthe quantitative survey
purchase organic products regularly or occasionally

A total of 39 longer, semi-structured qualitativensumer interviewsaimed
at getting more information about the purchasingepas and 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, and another 16 in the group 46-60y @nivere over 60. Almost
all respondents were responsible for most of ttuggimg for their households,
sometimes they shared responsibility with theirusgo Five never buy organic
products, 16 buy them occasionally, and 18 regularl

Table 3-1: Interview locations, average consumer jfile in this location
and number of interviews

Location Geographical area Quantitative interviews Qualitative interviews
and consumer profile

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

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

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

Mehdipatnam Rythu Mehdipatnam, mixed 38 interviews 5 interviews at

Bazaar Mehdipatnam Rythu
Bazaar (mixed,

predominantly middle

class)

Vijaya Enterprises Chikkatpally, mixed, 14 interviews 4 interviews

predominantly middle

class
HACA NPM vegetable Nampally, mixed, none 5 interviews
outlet predominantly middle

class
DDS Organic Mobile (in none 10 interviews

Tarnaka, Balkampet and

5
6

Questionnaire see Annex
Questionnaire see Annex
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Ramanthapur)
Brinjal Biodiversity Hitec City, mixed, none 4 interviews
Festival predominantly middle

class)

In selecting the locations and interview respondest for both the
guantitative and qualitative interviews an effort was made to
cover a range of different socio-economic customearofiles.
The socio-economic properties of the research popilon
indicate that there was a bias among respondents dhe
gualitative survey towards higher-income, educatedyroups
as well as consumers of organic food as a result thfe choice
of interview locations. Most respondents in the qudative
survey belonged to the middle classes (see inconategories
Table 3-2). Socio-economic categories of consumersed in
this study are based on the income categories (s€able 3-2)
established by NCAER (2005). In addition to income,
education level (see

Table 3-3), occupation of all income earners andlenof transport used for
shopping were used for assessing the socio-econdmaickground 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 andailveglatively 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.

Table 3-2: Income levels of research population dhe qualitative survey

Income category Estimated total household inconne frercentage of total respondents
month in INR

Category 1 Less than 90,000 3%

Category 2 (lower middle 90,000 to 200,000 27 %

class)

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

class)

Category 4 (higher middle 500,000 to 1 million 12 %

" A food festival organised at the Shilparamam G&llery on March 8 by several local
NGOs including CSA and DDS; organic millet was $ate by DDS.
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class)
Category 5 1 to 2 million 12 %
Category 6 More than 2 million 8 %

Table 3-3: Education level of research populationfahe qualitative survey

Education category Education level achieved Peagenof total respondents
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%

Semi-structured and unstructured qualitative inésvg were conducted with
farmers from cooperatives in rural and peri-urbegaa within a radius of 150
km from Hyderabad, farmers selling at MehdipatnagthR Bazaar and the
HACA NPM outlet in Hyderabad, retailers and supakatmanagers (Q-Mart,
Spencer’s Hyper, Food Bazaar, 24-Letter-Mantraprtier to get an assessment
of the potential for marketing organic products bk purchasers of food,
several shorter phone interviews with hotel restais and canteens were
conducted. A number of informational meetings a®mi-structured and
unstructured interviews with experts from reseang$titutions, NGOs and
government organisations working in the field o$tainable agriculture or food
and nutrition were conducted on various aspectsom@fanic agriculture,
marketing of organic products and the urban fosdesy in generil

Interviews were conducted in English where respotsdléad a very good
command of English, and with the assistance oaiastator speaking Hindi and
Telugu in the other cases. In order to avoid ditos due to terminology, both
the Hindi and Telugu terms for organic farnmiingere used in addition to the
English term.

In addition to interviews, a database of shopsingelbrganic and NPM
products in Hyderabad was compfiédFor each outlet, photographs were taken,
question-led observations made and a survey ofadiigty and price levels of

8 For a list of the key stakeholders see Annex

° Hindi: Sajeev Kheti, literal translation meaniigig agriculture or natural farming; “a way
of farming that lays maximum emphasis on regenegahe living soil.”
( http://www.imsc.res.in/~nick/kalp_bio.doc); TelugSendriya Vyavasayam

19 See map Figure 4-1 and Table 4-1
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organic products compared to conventional prodaootsducted. Primary data
collection furthermore comprised an analysis of diecourses on agriculture,
food, nutrition and health in articles in magaziaed newspapers.

3.3 Secondary Data Collection

Research for secondary data and literature was dbrtbe NIN library in
Hyderabad and on the InterHetRelevant publications were also received by
NGOs and experts. Among other studies, the findofigthe study “Purchase
Motivations and Attitudes of Organic Food Buyer&h@krabarti & Baisya
2007) conducted in the National Capital Region (N@Rd a survey conducted
by Garibay & Jyoti (2003) in Mumbai were be usedhdsasis for the survey in
Hyderabad.

1 See Internet Directory, Annex
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4 Structure of the Market for Organic Food

4.1 Context: Organic Farming and Marketing in India
4.1.1 Organic Production in India

According to Battacharyya (2004), realistic estiesabf the total area under
organic cultivation figure somewhere between 50.066tares and 3.5 million
hectares. APEDA estimates the area under expamed certified organic
cultivation at 2.8 million hectares. The area unolgranic production has been
growing steadily over the past years. In 2004, B8% organic certifications
were issues, and the estimated number of orgamesfgrew to 12,000 (ITC
2009). Most of these are smallholder producers.oMproducts produced in
India under organic farming are tea, rice, fruns &egetables, wheat and cotton
as well as smaller quantities of coffee, spicedsqay oil seeds and herbal
extracts Most of these are sold in semi-processedw forms (Garibay and
Jyoti 2003, ITC 2009).

The highest estimate of the area under organiovatitin in India that can be
found in the literature is 7 million hectares (Battaryy 2004). This is based on
the fact that in many parts of India such as thmdfaya, the Deccan Plateau or
the Adivasi area across Central India farmers ptitictice a traditional way
farming with very low or no external inputs that essentially organic
(Battacharyya 2004: 175). According to Anshu andhtde(n.y.: 1) only one
fifth of dry land farmers in India use chemical it at all. “India has a rich
heritage of agricultural traditions that are sugalfor designing organic
production systems. In several regions of Indiaicajure is not very intensive
regarding the use of agro-chemicals, especiallynountain areas and tribal
areas” (Garibay and Jyoti 2003). This facilitatesnwersion to organic
production, so that the resource poverty of farmesald in fact offer an
opportunity for them to enter directly into the angc market. Of course, not all
of these farmers adhere strictly to organic stasslaand might often use some
chemical inputs as well, albeit often at lower lsvihan in other parts of the
country or in the developed world. The level alsepehds on the crops:
Pesticide-levels are high in crops like chilliesafly vegetables, okra, brinjal and
cotton and lower in tuber crops. The regions in WmesAndhra Pradesh are
mainly drylands with rainfed agriculture and fevpssticides are applied there
compared to the Eastern irrigated farmlands.

4.1.2 Institutional Context and Organic Certification

India’s National Agricultural Policy (NAP) launched 2000 aims to attain
“Growth that is sustainable technologically, enmimeentally and economically.”
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(Government of India 2000) In this context, the ibial Programme for

Organic Production (NPOP) was launched by the Nmi®f Commerce.

National Standards for Organic Products (NSOP, Gegernment of India

2005) regulating production, processing, labelstgrage 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.ifeec and Kocacs 2005), only
for big and well-off farmers that produce for theganic export market. The
New Agricultural Policy of the Government of Ind&éso displays a strong
export orientation (Singh, J. 2004: 286, CarrolD20cf. IBEF 2004). There is
no overall strategic attention for greening agtiod (Anshu and Mehta n.y.:
10) or developing the domestic market for orgaoamif

According to DDS, the government supports orgaaitning 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 @mtnc market for organic
products is to be developed, policy changes indawd organic agriculture are
urgently needed. “Currently marginal attentioniigeg to the policy framework
and institutional dynamics. Involvement of govermmenot just in
standardization and accreditation procedures Isat 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 organmdf@n other countries through
increased export production. Sustainable consumpdiothe domestic level is
not the primary target, nor is the support of sraallle 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 agroindustry corporations in resefamting. Many universities
in India are funded by agricultural corporationscéory out research, and many
government research institutions have entered iatgreements and
collaborations with private corporations (DDS 20@33: There is hardly any

! One indication of this is the fact that the websin Organic Farming of the Department of
Agriculture and Cooperation, Ministry of Agriculeyr Government of India (
http://agricoop.nic.in/TaskForce/chepl5.htm) was lgpdated in 2005.
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funding for research projects or institutions watkion sustainable farming
practices.

Under the framework of the NPOP, a national orgdabel (seeFehler!
Verweisquelle konnte nicht gefunden werden.was developed, and it was
stipulated that inspection and certification by afethe nationally accredited
certification bodies is mandatory for labelling as®lling products as “organic”.
At present there are six official accreditationrages in India: APEDA, Coffee
Board, Spice Board, Tea Board, Coconut DevelopnBoard and Cocoa &
Cashew Nut Board. There are also a number of ioatibn agencies accredited
under NPOP, for example ECOCERT, IMO, INDOCERT, LANGmMbH, 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 certifiechwiie India Organic label. The
fees for organic certificatiSnare one of the main obstacles for small farmers
applying for the organic label. Garibay and Jy@0(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
movement. These systems vary in terms of methogidag approach, but they
share common principles and values. PGS are oitded to localized and
alternative approaches to marketing.

2 See list of certification fees from INDOCERT:itfwww.indocert.org/services.aspx?id=1
and Garibay and Jyoti 2003
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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 Agdtiztal Organisation (FAO)

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

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

Organic Council brochure).

4.1.3 The Domestic Market

Currently about 70% of Indian organic productionbesing exported (Carroll
2005), and according to Garibay and Jyoti (2003nektic sales of organic
products even amount to only about 7.5% of thd totganic production. This is
a result of the export-oriented government policzesl the fact that world
market prices for organic products are about 2(p8fcent higher than for
conventional products (Carroll 2005). The demandfganic food within India
Is expected to rise in the near future Garibay ayati (2003). The major
markets for organic products are in the metropoldeeas, especially Mumbai,
Delhi, Kolkata, Chennai, Bangalore and Hyderabad.

The main obstacles impeding the development ofdibrmestic market for
organic food are lack of knowledge about organienfag among farmers,
limited and inconsistent supply, inadequate rgtafsence and an incomplete
product range, intransparent market structures. (@mce levels), high
certification costs and hence lack of certified duets, uncompetitive price
levels, lack of awareness among consumers, low démand government
policies that are skewed towards exports (Carr@dll32 1, Battacharyya 2004
164). Despite the benefits of organic food for emwiment, society and
economy, consumer price levels of organic food silé significantly higher
than for “conventional” food, so that “organic foa&l priced over 25 percent
more than conventional food in India” (Organicfa2@6).
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Within the Indian retail market for organic fooeha major segments can be
distinguished. The first could be called the cogperetail strategy. At present,
the most dominant representatives of this categoryyderabad is Sresta
Bioproducts and their shop 24-Letter-Mantra as vasllsupermarkets selling
organic products from different suppliers that moeperate India-wide and are
certified with the India Organic label. “Wholesa#raders and super markets
play major role (60% share) in the distribution ofganic products.”
(Battacharyya 2004: 163).

The second segment is constituted by various giestdor direct marketing
by small farmers. They are usually supported bgllogral development NGOs.
These two systems differ in terms of the farmingtem, the structure of the
supply chain, and the retailing strategy they imeolall of which significantly
influence the group of consumers they are targatesls well as their climate
impact. Most domestic-bound organic products areetified, because the
majority of producers are small or marginal farmargl small cooperatives
(Carroll 2005).

4.2 Availability of Organic Food in Hyderabad

Availability of organic food in Hyderabad is stijuite restricted compared to
other Indian Megacities. Other than organic tea herbal medicines by the
brand India Organic, which are available in mogtesmarkets, organic products
can only be found in selected stores (see FiguBe At this stage, the only two
shops that have a largely organic range of prodants can thus be called
organic shops are 24-Letter-Mantra and Fabindidne@®tise the market is
constituted by supermarkets, most of which in faetl 24-Letter-Mantra

products, and different initiative for direct matikg by small farmers.
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Eyealt 345%km

Figure 4-3: Overview map of organic outlets in Hydebad and
Secunderabad (detailed map of central Hyderabad sdehler!
Verweisquelle konnte nicht gefunden werddist of outlets see
Fehler! Verweisquelle konnte nicht gefunden wergen.

Source: Google Earth, own data

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

No in Name of store Neighbourhood Opening days
map

1 Spencer’s Daily Miyapur daily

2 Organic Mobile Kukatpally Tue

3 Organic Mobile Malaysian Township Tue
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4 Spencer’s Daily

5 Organic Mobile

6 Organic Mobile

7 Spencer’s Super
8 SPAR

9 Food Bazaar

10 Q-Mart

11 Fabindia

12 24-| etter-Mantra
13 Organic Talk

14 HACA NPM vegetable outlet
15 Organic Mobile
16 Organic Mobile
17 Vijaya Enterprises
18 Spencer’s Hyper
19 Organic Mobile
20 Organic Mobile
21 Organic Mobile
22 CSA / Sahaja Aharam
23 Spencer’s Super
24 Spencer’s Daily
25 Spencer’s Daily

Kukatpally
Gachibowli
Balkampet
Ameerpet
Begumpet
Panjagutta
Banjara Hills
Banjara Hills
Banjara Hills
Gudimalkapur
Nampally
Nampally
Rajendranagar
Chikkatpally
Musheerabad
Tarnaka
Ramanthapur
Vidyanagar
Tarnaka
Taranaka
A. S. Rao Nagar
Somajiguda

daily
Tue
Tue
daily
daily
daily
daily
Tue-Sun
daily
daily
Mo, Tue, TFui,
Wed
Tue
daily
daily
Wed
Wed
Wed
daily as of Jun® 200
daily
daily
daily

Source: Own data
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in central
3 for an overview map afable

Map of organic outlets

Figure 4-4:

Secunderabad (see Figure 4-
4-1 for a list of outlets)

own data

Source: Google Earth,
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4.3 Organic Shops
4.3.1 “24-Letter-Mantra Organic Food Superstore”

24-Letter-Mantra is the name of the shop and th@mpamy brand of Sresta
Bioproducts Ltd. It is the first India-wide organretail chain. The shop in
Hyderabad (see Annex Pictures 1 to 5) opened ih.2Bart of the shop is an
organic bistro selling small meals (including salad vegetarian burger, and
Indian snacks), icecream, milkshakes and the (Kall the retail outlets selling
organic food in Hyderabad, this shop has the bmtageoduct range. The
product range consists mainly of a complete rariggans and pulses, but also
comprises spices, tea (Organic India an own braanhs, bread, biscuits, snacks
and — newly introduced in 2009 — ready-made mick@alke dishes. In addition
to their organic range, they also have a consideratmount of conventional
products in the categories fruits and vegetablegsin convenience food such
as biscuits, ready-to-serve dishes, because thpraduct range is not available
in organic quality, but customers want to be ablgét everything in one shop.

All products are in the shop are advertised‘retural, but not all certified

organic. They are organic whenever possible. Thioge are certified organic
correspond to the EU 2092/91, USA NOP and NPORdJatds. The products
are currently priced 30-40% higher than conventidmat the prices are likely to
come down once the scope increases. Accordingetdl#tional Sales Manager,
this will happen in the next five years, the loegat goal is a price of 10-15%
more than conventional.

Sresta Bioproducts has an India-wide supply cHaw materials are sourced
from all over the country and transported by roadHyderabad for packaging.
According to the National Sales Manager, processengs decentralized as
possible out of climate and energy concerns, thditfas are all over India, but
packaging is centralized in Hyderabad for betterti@. Sresta has relationships
with thousands of farmers as well as own field patghn projects across the
country. They work with contract farmers who hawelesive contracts for
them. Since the scope of the company requirestaice@ommitment in terms of
scope and reliability, bigger farms or groups offars are more viable for them
to source from. At this stage, the company bothdpces and buys organic
products, but the aim is to produce the entire lufipemselves from 2010
onwards, once the conversion stage is over fdhalfarming projects. This will
drastically reduce production costs.

Only part of the fruits and vegetables for saletha shop are grown near
Hyderabad. Sresta Bioproducts Ltd. has a vegefahie’ of 7 acres as well as
their processing and packaging factory in MedcHdngareddy District.
Products from the vegetable farm are transporteédeatore in Hyderabad on a

3 See Annex Pictures 6 to 8



26 Structure of the Market for Organic Food

daily basis, by the regular public buses. For #maaining products, the supply
chain is organized India-wide, and transportatisnoutsourced to transport
companies. The conventional fruits and vegetables l@ought from the

wholesale market in Hyderbad and sourced from al Isgpplier on the road to
Medchal, which means that most of them are probfibiy the peri-urban areas
around Hyderabad.

According to CSA, the profit for farmers in thisségm is very low. Sresta
Bioproducts procure at low cost but sell at a pgémium. The self-proclaimed
target of the company is to scale down on theiclpases from external farmers
to zero, and to grow all products on company-owiaeching projects. Another
point of criticism from NGOs of this system is thaere is no community-
involvement and that farm workers do not get paall vwnough. Also, female
and male workers do not get paid the same wagea (ata). Despite such
criticism however, the big merit of companies IEeesta is the sheer amount of
land that they bring under organic cultivation: SaeBioproducts has more than
5,000 acres under organic cultivation across India.

According to the store manager, the typical customeofile is highly
educated, high socioeconomic profile, and mixeterms of age. Their primary
motivation is health concerns, general environmem@nsciousness only
secondarily. As opposed to the assessment of sthprmarket managers (see
below), certification is very important to the cangers buying here. The broad
range of natural medicines and health supplemertis as stevia, wheat grass
powder, aloe vera, soja extract products, etccatds that customers are also
strongly health-oriented.

The 24-Letter-Mantra store offers home deliverycava week, free of charge
for minimum order of 500 INR. Ten percent of cusesermake use of this
service, which is more than in other supermark@testa Bioproducts are also
looking into supplying to company canteens, they already busy targeting
companies and according to the assessment of timadda Exports there is a
big potential there, there is a readiness to payenor organic food. At this
stage, they make more sales in export than domestrget, but the domestic
market is growing continuously. The number of supmkets that Sresta
Bioproducts supplies to is growing continuouslydatmey are planning to
expand into other supermarkets as well as to opertd three new franchising
stores. The current monthly turnover of the 24-4relantra store in Banjara
Hills is 800,000 INR; once a monthly turnover ofillion has been reached, a
new store will be opened in Secunderabad.

4.3.2 “Fabindia”

The company Fabindia was founded in 1960, primadyan export house for
handloom textiles. They have expanded their presaticover India, and also
have a number of stores abroad. In the twin cifi@bjindia has two outlets, one
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in Banjara Hill§ and one at the International Airport. The compeogtinues to
focus on crafts products such as garments, uphglsterniture, crafts and
interior decoration. They recently took up cosnesetaad jewellery, and in 2004
they started their organic food product line (Kakt al. 2008). All products are
at least partly handmade, and an important comgarfehe company profile is
their support for poor artisans and rural livelideoThe unique selling points of
Fabindia are high product quality, a unique ethstide and store decor and
ambience. The style of their textiles in particuiarquite timeless, so that
garments will be worn for a long time which is vaerystainable.

Fabindia wants “to offer customers a complete aéifestyle” (cited in
Carroll 2005). So far, they have a limited prodrarige of organic food items:
muesli, pasta, jams, fruit concentrate, spices(@ganic India an own brand),
and natural medicines. Efforts are being made ¢oease the range, however.
Unfortunately, no data was available from the managnt about their supply
chain, sales figures, number of customers reaclhregotential plans for
expanding the product range.

With regard to public relations, Fabindia reliesimhaon word of mouth as a
means of advertising (Kalita et al. 2008: 2). Thly not have a customer
acquisition strategy but focus mainly on custonsemtion. About 85% of the
customers are repeat customers (Kalita et al. 2008 hey use in-store posters
and leaflets to raise awareness of the origin efgloducts, such as their rural
suppliers or organic farming.

According to Kalita et al. (2008: 7), Fabindia’susting strategy is heavily
supplier-centric, and it follows a centralized hutodel 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.

Fabindia and 24-Letter-Mantra have a very similédentele comprising
mainly highly educated, often Western-educated, engdwell-off and health-
and lifestyle-conscious people, with an affinity ézo-friendly culture. In
correspondence with this target group, both shapslaecated in upmarket
locations that are best reached by individual nisgor transport. Price levels
vary between products, but are generally signitigamgher than conventional
products. “Fabindia initially focussed on providiag Indian experience to the
foreign buyer. In the 80s, it realised there isustapped market among the
upper and higher middle class. With the economigniban the 90s, the focus
has shifted to the upwardly mobile consumers inrosef...]. The target
audience is college going youth and young profesdso and just married
couples in the higher middle class category.” (teadit al. 2008: 2)

4 See Annex Picture 9
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(Kalita et al. 2008: 6) mention the organic foodrked as one of the
opportunities for future development for Fabindiguture plans include
expanding the organic food products range. Howdvabjndia’'s strategy does
not seem to be to offer a complete range of foeddt like 24-L-M but a
selection of high-value niche products such asapastl muesli that appeal only
to a small but affluent segment of the populat®dlso, only 8.3% of consumers
interviewed by Kalita et al. (2008) mentioned wigeoduct range as an area of
improvement for Fabindia.

4.4 Supermarkets

The average, smaller supermarkets that can be falimaver the city do not
stock any organic products other than Organic Iteiga and sometimes natural
medicines as well as Himalaya natural cosmeticsvé¥er, several of the larger
and more upmarket supermarkets (see map Figure &3 started selling
organic food products over the past few years. &résupermarkets and Q-
Mart sell 24-Letter-Mantra products, and SPAR and Bood Bazaar in Banjara
Hills have a small range of products from otheramig suppliers. SPAR, the
world’s largest independent food retail chain, qgerup Hyderabad’s largest
hypermarket to date of 20,000 square feet in Begaroply in October 2008
(Reachout Hyderabad 2008).

Q-Mart and Spencer’'s both decided to include oamoducts in their
product range because customers asked for it. Aogpto the managers of Q-
Mart and Spencer’s, their prime motivations areltheeoncerns as well as a
fashionable image of organic and health foods. Q¥Maes to cater to this
clientele through modern shop design and appeadag)ly intelligible in-store
information on organic food. The Regional Manageréhandising 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, @déten foreign-educated.

The supermarket managers all felt that the orgsagement has been growing
for a few years now, but the overall share of titaltfood product range is still
small. Spencer’s only started selling organic potslun 2007, and the SPAR
hypermarket only opened in 2008. The total foocesalf Spencer's are 60
million INR per month, of which organic makes uplyof.2 million INR, or
0,33 percent. SPAR would like to expand its ramgerganic products, which as
yet is very small, but they would only do so praddhat supply 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 salagase.

> See Annex Pictures 10 and 11
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None of the supermarkets specifically advertiseirtmange of organic
products, except for some in-store posters in QtMEne manager of SPAR
said: “We would like to advertise it, but the preml is that an increasing
demand should be supported by enough supply. Tisen® point in getting
more customers to demand organic if we can’'t saidfigger demand yet.”

With regard to their climate impact, supermarkeds e compared to the
organic shops found in Hyderabad. The organic midiney supply tend to be
sourced from across India, thus having supply chaimat involve long
transportation and temporary storage. Several staf@rocessing, packaging
and storage also result in high energy-consumphiminer retail prices and less
profits for the farmers. The products are usuatlyreed from larger certified
organic producers and companies such as SrestaoBiogs (Spencer’s, Q-
Mart) or the Bengaluru-based Pro Nature OrganicdBoGPAR) rather than
small farmers. The supermarket managers intervieaggded that certification
is probably not important to most consumers, howdoee them it is vital
because they need to be able to rely on claims imadlee suppliers to avoid the
risk of getting into legal problems. There is aBdendency towards highly
processed, energy-intensive products, which areulpppamong the typical
clientele of supermarkets (see Chapter 5.1.2).

The sophisticated infrastructure of supermarkeslte in a much higher
energy consumption compared to traditional retaitiats such as Kirana stores
or street vendors. In its publicity, SPAR boastd tifhe vegetables and fruits at
SPAR are hand picked at source and maintainedratatied temperatures till
they reach the store. SPAR also uses state-ofrthie@éhnology to keep the
produce fresh even in-store. For example, the Emimnter at SPAR offers
freshly cut and cleaned fish packaged in ice sbithetays fresh till it reaches
your home. [...] Most of the produce is sourced diyedrom 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).

With regard to the climate impact of different iefarmats, it is not only
important to look at the shops themselves but allgbe typical shopping habits
of the average consumers, especially the mode apisport they use to go
shopping. Consumers buying in supermarkets tergbtshopping by car more
than in other retail categories. Among respondeftshis survey, the most
commonly used means of transport for getting toesumarkets is the car,
second-most common two-wheeler. A few responddsatsgo by autorickshaw,
walk or take a bus. Most respondents go to margtear or two-wheeler as
well. It can be assumed that most consumers busfrigjranas do so on foot,
near their home or workplace.
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Figure 4-5: Means of transport used by purchaser®f organic food for
shopping in different locations (several replies peperson
possible)

Source: Own data

The percentages for consumers at 24-Letter-MamdaFabindia can probably
be assumed to be similar to that for supermark&tbigger share of those
respondents interviewed at the HACA NPM vegetahl#eb and the Organic
Mobile walked there, because they lived in the hnleayirhood, although even
there some come from further off by car or two-wbleeThis development is
also expressed in people’s shopping preferencesiogtl two-thirds find it
important to be able to buy all their needs in shep, which means they are
likely to be prepared to travel further for thanl®38% find it important to be
able to do their shopping within walking distanceni home or work.

4.5 Direct Marketing

Various NGOs work with small farmers in peri-urkeamd rural areas of Andhra
Pradesh in order to promote sustainable agricultline approaches to rural
development and marketing of organic products MGOSs like CSA, DDS
and SERP pursue are very similar. They work ineddht geographical regions
and with different crops, but all support smallamge farmers in their efforts of
making their farming systems more sustainable amaraving their livelihood
and food security. CSA and DDS also both work instoner awareness raising
with the objective of making the urban food systein Hyderabad more
sustainable.
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The primary goal of these NGOs is not commercigdrast but to support
small-scale sustainable farming systems and inereasl food security. Their
strategies for achieving this includes technicgbpgut, promotion of locally
adapted crops, and the formation of farmers’ ccatpers that help farmers in
accessing technical support, making larger investsnefor example in
processing facilities, and joint marketing. Anothapjective is to promote
healthy eating habits among the rural and urbamlptipn.

They usually do not aim for certification with thiedia Organic label but
instead work with Participatory Guarantee Syste&S) and independent
laboratory sample tests for quality assurance. Tieggct the official India
Organic certification system because it is too lgofstr the farmerS. For the
PGS certification, farmers only pay a fee of 1,08R (Misra 2009a). PGS
systems are based on participatory principles amehaunity ownership is thus
much higher. The famers they work with also do ex#n necessarily adhere
strictly to set organic farming standards. Othemacpices of sustainable
agriculture include NPM, a method of sustainablecagiure that eliminates the
use of synthetic pesticides, and Integrated Farn3ggtems such Integrated
Nutrient Management (INM), Integrated Pest and &seManagement (IPDM)
and Integrated Weed Management (IWM). The aim d¥IN®not necessarily to
get into organic production, but primarily zero fp@de-exposure for farmers.
The prime concern is their health. Instead of sgtnthpesticides, NPM relies on
home-made concoctions made from né&egarlic, chillies, plant and herb
extracts, cow dung and cow urine. These are usedjakith pheromone traps
and other traditional methods of pest control (list009a: 33). Synthetic
pesticides are the costliest input in agricultse NPM helps farmers cut costs
while the yields stay the same and crops fetclebptices.

NPM and Integrated Farming Systems are sometimas && a compromise
between organic farming and intensive conventioagticulture, or as a
temporary stage for farms that are in conversioorganic. For the moment,
there is no agency for verification of NPM. Howev&ERP have regular
independent laboratory tests done to guaranteevdgdtables do not contain
any pesticide residues.

When it comes to marketing, the main focus of timalsfarmers they work
with is the domestic market. There are varioudeiias and channels for direct
marketing. One of them is selling at farmer markéts the Rythu Bazaars.
When the study Lohr and Dittrich (2007) was conddgcbrganic products were
for sale at Erragadda Rythu Bazaar, but the farseimg there had to stop
meanwhile. At present, there are no farmers marketslyderabad where
organic products are available.

® See Footnote 7, Chapter 3
" See Annex Picture 8
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From the point of view of achieving an urban foog@y system with a low
climate impact, the strategy pursued by these N&Gpears most sustainable.
For one thing, small farms have been proved to beerefficient (DDS 2008:
3). Small organic farms tend to be more diversifeatd less mechanized.
Organic farms that operate on larger scales andridkemore on external albeit
organic inputs (biopesticides, biofertilizer) hakegher energy consumption.
According to CSA, the government and bioinput conips push for this kind of
agriculture to support the growth of the market tmmmercial bio-inputs.
NGOs working in sustainable rural development natbkeommend that farmers
produce their own bio-pesticides and fertilizerschrsuas 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 monetasges to middiemen.
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.

Small-scale farming and direct marketing with iecentralized supply chain
IS more sustainable in many other ways, too: Brgjthens rural communities,
creates more employment, increases profit for fesntlerough higher producer
prices and the products reach broader strata cfurners because of the lower
end consumer price levels. At the moment, 30% efdhd price goes to the
farmers, but that includes their production coststheir net profit is only 5-
10%. When selling directly to consumers it can $enach 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 gwgply 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.

4.5.1 CSA and “Sahaja Aharam”

CSA work with farmers’ cooperatives in a radius ugf to 150 km around
Hyderabad, primarily in Warangal district. Up umtdw, these farmers sell their
produce in rural and local small town markets. C@#8sisted farmer’s
cooperative in launching the brand Sahaja Aharaatu(al food). With the

8 Several large-scale comparative studies (citdebifan 2006) as well as individual success
stories (e.g. traditional farming systems in Medag&trict, cited by Avadhani 2009) sup-
port this argument.
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support of CSA and the NGOs CROPS and SERP, a nuafbeutletS have
been set up in peri-urban areas.

There used to be a stall outside CSA where fars@sorganic produce once
a week (cf. Lohr and Dittrich 2007), but it wasfaifilt for the farmers to come
there regularly, therefore they decided to rattmzu$ on developing local
markets. Apart from supporting small farmers, CSKoadoes consumer
awareness raising, for example through brochureaitathe Sahaja Aharam
brand and organic agriculture. In April 2009, thunched a consumer
cooperative, the “Sahaja Aharam Consumers’ Cooper&ociety”. It started
with 300 members, but the target are 2,000. Thpe&@ive is planning to open
up a permanent organic food shop in the CSA offigiding, and to organize
weekly home deliveries of vegetables directly tastomers’ homes. This will be
more convenient for the consumers, and also hedpfalhmers in developing
production and business plans.

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 proces$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 group in terms of customers ardawer and upper middle
classes. According to CSA, this is a different grdloan the customers at shops
like 24-Letter-Mantra who mostly belong to the upptass. Due to the short
supply chain and direct marketing as well as tlss t@stly certification system,
the price levels for organic products sold by thiesmers will be significantly
lower than in organic shops and supermarkets. Goessiat the Sahaja Aharam
outlets are not much more expensive for many prsdwdten only 1-2 INR;
rice, for example, costs 26 as compared to 24 INfhe local market.

4.5.2 DDS Organic Mobile

Deccan Development Society has been working withllsfarmers in Medak
District since 1983. One of their main objectivesto promote sustainable
farming methods as well as the cultivation of tiadial crops, mainly millets
and pulses, as a means of improving the livelihaddsnall farmers. The use of
millets has declined dramatically in favour of rimed whedf, which are more
fashionable among urban consumers, even thougktsdre better adapted to
the semi-arid climate of Western Andhra Pradeshwa$i as nutritionally
superior.

® See Annex Pictures 12 and 13
19" Cf chapter 6.1.2
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The mission of DDS is to revive the traditionalicegl food culture which is
based on cereals, millets and pulses. Millets teaemn neglected for the past 25
years because the market does not reward millavatibn. Rice has a market
edge over millets: 27 INR for rice (producer prgdNR), 25 INR for millet.
The cost of production is lower because there armputs needed, but farmers
are often not qualified to calculate their prodotcosts very well so they easily
get carried away by the idea that the price ishfliyghigher. Also, there is not
much commercial demand for millet (as opposedde, rcotton or sugar cane),
partly because there has been a shift in dietagje@nces; millets were not
perceived as fashionable among urban consumers.

In order to create a market for the farmers thatted growing millets,
Deccan Development Society established a shop myaihic café, Café Ethnic,
in Zaheerabad four years back, and runs a moblilesyatem called “Organic
Mobile”. ** The café attracts both health-conscious localsimtedested passers-
by with its range dishes based on local crops sischillets, wheat and pulses
that are grown organically by small farmers. Thgadic Mobile van stops in
Sangareddy, Medak District, on Mondays and touverssé neighbourhoods in
Hyderabad on Tuesdays and Wednesdayscurrently reaches about 50-100
consumers in Hyderabad regularly. Sales amount10.000 INR on average
for for 3 days of sales in Hyderabad and Sangaredeglak District. The main
problem at this stage is product supply which temirregular and not adequate
to demand (cf. Annex Picture x of the Organic Mebilinning low on stocks).
Products are processed in Pastapur village in MBxkstkict, about 150 km from
Hyderabad, and transported in the Organic Mobile va

In addition to supporting farmers and their manmgtiDDS also works in
awareness raising on nutritional quality of millEtsAt events such as the
Brinjal Biodiversity Festivaf' they sell organic millets and pulses and provide
information to consumers. They also published &hwee 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.

4.5.3 HACA NPM Vegetable Outlet

The NPM vegetable outlet at HACA Bhavan is a jgnvject of HACA and
SERP. HACA provides the space in their buildingd @ERP is the link
between them and the farmer. SERP is implementimeg state-wide rural
poverty reduction project “Indira Kranthi Patham’t t¢he District Rural

1 See pictures 14, 15 and 17

12' See map of organic outlets Figure 4-3, Figure #nd Table A-1

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

14 See Footnote 7, Chapter 3
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Development Agency (DRDA-IKP), a Government Agendgr Rural
Development. The project focuses on the pooreshefpoor households and
aims to enable them to improve their livelihood®tilygh community organising.
They also assist farmers in implementing NPM pradacin 3,000 villages
across 18 districts, and there are 300 NPM shap®yuarming women'’s self-
help groups across the state (Misra 2009a). PaBEBRP’s mission is to link
producers in peri-urban areas to consumers (mostle-class) and encourage
producers to access new marketing channels.

The NPM vegetable outlet at HACA Bhavan is managgdarmers from
Manchal village, 50 km from Hyderabad in Ranga Redstrict. Srinivas
Reddy, the young farmer selling the vegetablesoumn flays a week, collects
produce from ten farmers there. The product ranggends on supply and
includes various vegetables such as carrots, hriojmatoes, okra, chillies and
green leafy vegetables. The vegetables are natiegriat 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 dutlet is frequented by
100-125 customers per day, with a mixed customefilerfrom lower middle
class to teachers, small businessmen, governmeciatsf and political leaders.
HACA or SERP do not do any activities in consumeri@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 2009a), thatlocation is convenient for
many people living or working nearby, and also tliay 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 orte fully cover his
production costs, though. Compared to certifiedanig products, there is not
much more net profit in NPM production, which isyuie is not producing at a
larger scale at this stage. HACA wants to adhetbdqrice 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 thierplans to expand sales in the
future. HACA also plans to open a separate counte¢he future on a daily
basis, and with a different range of products atsduding fruits, rice and
pulses.
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4.5.4 Small Health-Food Shops

The small store Vijaya Enterprises in Musheeralsadn example of a shop
catering to health-conscious consumers lookindghigh-quality health food and
other health products. Beside food items like graipulses, peanuts, dates,
honey and sweets, the product range comprises assdbfood supplements,
wheat grass powder, sprout-makers, yoga-mats andikin 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 fraitlages around
Zaheerabad. Transport is done by truck, by a kwaakport company.

The philosophy behind the shop is not so much comialeinterest as
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 Enterpsi€ost about 20% more than
conventional, but according to the owner only alddd% of the customers buy
organic products there and they do not mind thehdrigprices.Even the
conventional products are grown by small farmenagivery little chemical
inputs, according to the owner, but they are notenexpensive than elsewhere.
The customers have a mixed socio-economic backdrddowever, only about
10% of them are aware that some of the product®manic, according to the
owner nobody really enquires after that. Some efdinsstomers come from quite
far, as far as Hitec City or even outside Hyderab@ado shopping there, and the
shop appears to be very busy every day.

Other similar stores might in fact exist in othéages across the city, but be
hard to find since their publicity is largely rested to word of mouth. A small
store in Gudimalkapur run by Mr. Gowtham also setisne organic products,
according to information given on the phone maihgnd-pounded rice and
pulses.

5 Patterns of Organic Food Consumption

5.1 Awareness of and Knowledge about Organic Food

The majority of respondents in the quantitativeseyrexpressed a concern over
potential residues of harmful chemicals in theodoThe values varied between
interview locations and social background of resjgmts (see Figure 5-1).
Respondents at Vijaya Enterprises who are a pétlgithealth-conscious group
as a result of the shop concept had the highese\ad100%. Among the lower-
class respondents, only 50% were worried about adsn Overall, concern
increased with social status and education level.the slum area where
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interviews were conducted, the women interviewedeveavare that they should
wash fruits and vegetables because there are chlsnoic them. More than half
of the respondents said they were worried abouhats residues in their food.
They heard from elders that food used to be growhowt chemicals. None of
them had heard about organic food though.

100%

B Not concerned,
80% — not heard of
organic

@ Not concerned
0, | ’
60% heard of
organic

% of respondents

40% —

O Concerned, not
heard of
organic

20% —
@ Concerned,
. heard of
0% T T T T organic

Q-Mart Spenser's Vijaya Rythu Batkamma-
Hyper Enterprises Bazaar kunta slum

Figure 5-1: Concern over chemical residues in foodand awareness of
organic food, in % of respondents of the quantitatre survey

Source: Own data

Awareness of organic food was found to be surglginhigh among
respondents of the quantitative survey. As man$7@% percent had heard of
organic food and had at least a basic understaraimdnat it means. However,
this figure is not representative of the genergybation at all, as a comparison
across interview locations reveals (see Figure.3-tthr and Dittrich (2007)
found in their survey of supermarket customers ydét#abad that 76% had
never heard of organic food before, and only 3% @wechased organic food.
Those that had heard about organic food all beldmgé¢he higher middle class
stratum. Some of the supermarket managers inteedesaid that it does happen
that customers do enquire after availability ofamg products, but they are a
very small minority.

The level of awareness appeared disproportiondiggiz in places where
organic food is being sold, and where customersngeto higher-income and
higher-education groups. The figures for Mehdipatrfaythu Bazaar and the
slum area are probably a better indication of therage level of awareness
among the overall population. The people that aostrikely to be aware of
organic food are those that are young, educatealy Kinglish (read and write,
too) and had some international exposure, for el@inpng abroad or visiting
relatives. The survey conducted by Garibay andi J0603) among consumers
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in Mumbai revealed that 25% were aware of orgamocif They belonged to the
highest socio-economic classes.

Even among farmers, there is a big lack of awasemmésorganic 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 that it could be possible itovg certain other crops without
pesticides, and they had never heard of orgamcifar before.

The need for more awareness and information isooisvivhen considering
the number of people that have never heard of ardgand, and also in light of
the many misconceptions about what organic foodnd about agriculture in
general. For example, some people that think cdromeal agriculture in India
or AP does not use a lot of chemicals so that teepot see a need for organic
farming. Others take the opposite view and belidnad the land, air and water
are so polluted by DDT and other chemicals thé&t ot possible to farm truly
organically at all. The latter view appears to beipularly wide-spread in lower
social strata (Hofmann 2009). This emphasizes #exl for more information
and awareness-raising on organic farming.

Some confusion appears to exist among consumerst dbe differences
between such terms as “organic food”, “natural foad “health food”
(Chakrabarti & Baisya 2007). “Natural” basically ams that 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” is another term tha mnot clearly defined and is
usually used for referring to products with low aughigh fiber, high vitamin
and mineral content. Many diabetic products ancctional food fall in this
category. Products advertised as “natural” arelyeasinfused by consumers
with organic products (see Annex Picture 24). Sammepanies in fact try to
exploit this lack of knowledge by using non-comalitexpressions such as
“natural”, that invoke in consumers an associatiath the general semantic
field of healthy and organic but do not guaranteg quality standards at all.
Two of the customers interviewed at Vijaya Entesgsi thought the products
there are all organic even though only some of thesm

Products that are fresh and generally consideredthye— especially fruits
and vegetables — are easily mistaken for organicdrysumers as well. In
interviews and informal discussions many consuncéasned 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 products

Even the shop assistants, whether in shops thatosetio not organic
products, are not always aware of what organic swe#t Fabindia, for
example, a shop advertising to provide “a compbeganic lifestyle”, one shop
assistant was unable to answer the question wh#tkecotton used for their
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clothing was organic. He was only able to stress ithis “pure” and “natural”
cotton.

An indication as to which channels of communicatiould be effective for
spreading awareness and information about orgaoed fare sources of
knowledge about organic food that respondents meed. The most important
ones were television and newspapers as well aomootr naturopatis(see
Figure 5-2). The latter is important in particufar people who already had
health problems such as diabetes and started cltatigeir diet and overall
lifestyle due to that. Television is thus an impmeans of spreading awareness
and information about organic food. This is suppdiby the fact that the media,
especially television and advertising, have a majoituence on urban
consumers’ consumption patterns by boosting thelspiestige of certain types
or food (Lohr and Dittrich 2007). According to tlassessment of DDS, most
people believe television advertising on procedsed products such as milk-
based fortified drinks for children which are catesied prestigious and “rich”
food. Home-made food does not have high prestigengntoday’s urban
consumers. A new trend towards healthy eating $&ahid sustainable
consumption in general could be supported by medmpaigns counteracting
the positive image of convenience food, fast food the like.

Advertising

Books

Professional background
Yoga classes

Agricultural background

Abroad (US)

Friends/ family

Organic shops
Doctors/ naturopaths

Newspaper

0 2 4 6 8 10
No. of times mentioned

Figure 5-2: Sources of knowledge about organic foo(several replies per
person possible)

Source: Own data

! Several customers at Vijaya Enterprises and tigau@ic Mobile mentioned the famour TV
naturopath Dr. Manthena Satyanarayana Raju, nathigty Naturecure Specialist, see
http://www.teluguone.com/health/manthena/index.jsp
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Another indication are the sources where the peapterviewed by
Sudershan et al. (2008a) learned about food lab8B from TV, 16% from
health workers and 21% from friends and relativeshe survey conducted by
Kalpagam et al. (2006), respondents in the Soutlegyion also got information
on food labels mainly from TV (73%), radio (7%)iefids and relatives (13%)
and newspapers (3%), but only 2% from health watk€onsumers’ “preferred
sources of information on food safety issues” amarahers interviewed by
Sudershan et al. (2008a: 511); Kalpagam et al.§268).

5.2 Profile and Consumption Habits of Consumers of Orgaic Food

Thirty percent of the respondents in the quamaéasurvey purchase organic
products regularly or occasionally. A comparisoroas interview locations (see
Figure 5-3) reveals that the values are highestHose places where organic
food is sold, and where the average socio-econ@mét educational level of

customers is high. As was to be expected, thigig similar to the findings for

levels of awareness.
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Q-Mart Spenser's Vijaya Rythu Bazaar Batkamma-
Hyper Enterprises kunta slum

Figure 5-3: Consumption of organic food compared aoss interview
locations, in % of respondents of the quantitativesurvey

Source: Own data

Most respondents in the qualitative survey that brganic food belonged to
income category 2 (24%) or 3 (40%). Income categod, 5 and 6 were
represented by 8% each, and only 4% belongeduséimld income category
1. This indicates that the average Indian incorstridution (see NCAER 2005)
Is not adequately represented among the populaboisuming organic food.
High but also middle income households are oveesgnted. However, natl
organic consumers — albeit the majority of — thezfobg to the high-income
and highly educated group. “Surprisingly, it is woly the upper society which
Is increasingly health aware and ready to pay &drigrice for quality food.
Middle-class families seem to be the more promisihgntele, as experience
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from a number of smaller initiatives selling orgaproducts in towns and cities
have shown” (Eyhorn 2005: 75).

The distribution of respondents with regard to leMeeducation was similar
to the income groups and overall relatively higheTmajority had a graduate
degree (40%), or even postgraduate or doctorat#)4and only 20% had a
highschool diploma or quit after tenth grade. frelwith their educational level,
most respondents spoke English at an excellent [@486), or at least well
enough to be able to do the interview in Englis?fd, and less than one third
(32%) needed a translation into Telugu or Hindi.elme percent had lived
abroad for more than one year. The intake of highlity food increases with
income and education, and the educational levéie@heads of household has a
particularly positive influence on food consumptipatterns in the case of
women, but not in the case of men (Mujeeb-ur-RaharahVisweswara 2001).
According to CSA, women do most of the cooking anel more responsible for
food shopping in the households. They also teriktmore interested in organic
food. Characteristics of consumers purchasing ecgamod globally according
to (Battacharyya 2004: 158): health conscious, awhd; affluent, taste-
conscious, with strong concern on environment.

Brinjal Festival W
HACA —
O Education (see
Organic Mobile — Table 3-3 for
categories)
Rythu Bazaar W
Vijaya Enterprises W
E Income (see

Spenser's Hyper Table 3-2 for
categories)
Q-Mart

0 1 2 3 4 5 6

Figure 5-4: Average income and education levels amg respondents of the
gualitative survey

Source: Own data

As a result of the limited product range availablerganic quality at this stage,
the products bought most commonly are unprocessddwelevel processed
foods. The organic products that respondents pseclmost commonly are
millets, rice, other grains, pulses and vegetalesone reported to be buying
fresh organic fruits, because they are not avalabicept sometimes at 24-
Letter-Mantra.



42 Patterns of Organic Food Consumption

This range of products is probably distorted by seéection of interview
locations. Interviews at the 24-Letter-Mantra staauld certainly have yielded
different results, and a broader selection of pct&lincluding more processed
products. Most respondents buy organic productg wnthe place where they
were interviewed, and a few also go to 24-L-M. Unfoately, a permission to
conduct interviews with consumers there could re@ibtained. Therefore the
majority of organic consumers in Hyderabad werebpbdy not captured y the
survey. The 24-Letter-Mantra management was altsoahle to provide any
figures about the estimated number of customershesh with their organic
products.

The majority of 78% of respondents goes shoppingsuipermarkets, most of
them at least once a week. Nevertheless, mosthbstyf fresh fruits and
vegetables at markets. Almost all (95%) of respatglgo shopping on markets
as well, mostly at least once a week. One respdrateMehdipatnam Rythu
Bazaar said, “Since | have time now, | prefer ty megetables of my own
choice. | used to buy them in supermarkets, but #re not as nice, they look
more hybrid. | feel the vegetables here [MehdipairiRythu Bazaar] are more
natural because they very different, not so stahzed.”

Fewer respondents buy from the traditional retairfats Kirana stores (50%)
or street vendors (27%). This trend could have d¢owith the increasing
individual motor traffic — since increasing numbefgeople own a car or two-
wheeler, they are finding it hard to park near Kaastores (Lohr and Dittrich
2009). It also has to do with the income classwelsincome groups that are
less likely to own a vehicle and whose radius aioacis therefore smaller will
certainly go shopping on foot near their homes more

5.3 Motivations for Organic Food Purchasing

There is strong evidence that the purchasing adroogfood is not motivated by
a general environmental consciousness as much dseélyh concerns. All
respondents without exception gave health as thely or at least primary
motivation for purchasing organic food. Almost twirds (64%) even gave
health as the sole motivation. Another 24% mentlonenvironmental
consciousness and 12% taste in addition to hedlle. quantitative survey
revealed that those that buy organic food belortgomt exception in the group
that is also concerned about chemicals, which mthen indication that the
prime motivation is health concerns. Lohr and @iktr(2007) also found that
most consumers that buy organic food do so bectngesealready suffer from
health problems. Consumers often only learn abag@aroc food during
treatment for health problems such as diabetes fratoropaths.

An indication of the presence of a general envirental consciousness could
be the fact whether people find it important to agional products. The fact
that more than half of the consumers of organiafdo not prefer regional
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products thus also supports the assumption that ntlagority of organic
consumers is not motivated by a general environah@unsciousness. For the
remaining ones that find it important, it is nottiegly clear why they prefer
regional products, e.g. environmental reasons,@tip@r the regional economy,
mistrust of quality of imported products, local patism etc.

These finding correspond closely to the resultshef survey conducted by
Chakrabarti and Baisya (2007) in the National Gagiegion. They found that
the prime motivation for purchasers of organic fdadindia is health and
nutrition, and that an environmental awarenessybto emerge. Jain and Kaur
(2004b) found that environmental awareness and lauge are far lower in
India than in developed countries. Garibay andiBieb found that the major
motivation for purchasers of organic food in Muminais health. They came to
the conclusion that “Environmental reasons or coredor the well being of
farmers were not stated and are likely to be ofomirelevance to Indian
consumers in general” (Garibay and Jyoti 2003: 17).

Overall there does not appear to be any signifida@md towards sustainable
consumption patterns as a fashion or a green aanarglifestyle yet. The
phenomenon of the market for LOHAS (Lifestyle ofdith and Sustainability)
which is a huge hype in developed countries like ISA or some European
countries. This trend might well emerge in the fatthough; there is already
some indication in the existence of fair-trade lileg such as Industree Créfts
or Fabindia, and organic cotton clothing availdbleexample at Splash or from
Chetna Organic Farmers Association. However, thesg@ucts are either mainly
for export, or reaching only a very small fractiohIndian upper middle and
upper class. Also, the widespread misconceptiomaitabrganic food might
indicate that part of the consumers buying orgameE motivated more by a
certain lifestyle and image conveyed by these shio@s by informed support
for organic farming.

The importance of health as a motivation for corstgnpurchasing organic
products is also reflected in the fact that mostketzng strategies by shops and
supermarkets place organic food more or less tiirecthe health segment. The
retail managers interviewed also confirmed that pvame motivation for
consumers are health concerns. Q-Mart places ganar product range in the
section with health and diabetic products. 24-reflantra also has health
supplements and products for diabetics. The mestrigl health-oriented shop
concept is Vijaya Enterprises, a shop that is nooikented towards a wholesome
diet and healthy lifestyle (with wheatgrass powdagy-based health
supplements, sprout-makers etc.), and free adwcéhé shop owner) of all
shops selling organic products in Hyderabad. In flae store does not always
stock organic products, but only when there arglsegpavailable. However, the

2 See http://www.industreecrafts.com
3 Cf. Chapter 5.1
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owner and manager Mr. Bubarao has personal retatvth the producers of
most of his products and says that they generallyal use a lot of chemicals so
that the products are more healthy than converltieven though they are not
strictly organic. The DDS Organic Mobile also tasgye health conscious
clientele, for example people eating millets ratiwa@n rice as a diabetic-friendly
option. A lot of respondents mentioned diabetesenidelves or family

members) as a motivation for changing their dietpatterns and buying

products such as millets.

Interestingly, not all consumers that claim to heyibg organic food for
health reasons have a very clear idea of what itotest a healthy diet. Quite a
few respondents were not able to answer this cquestir only came up with
organic food and fresh vegetables. Of those resusdhat buy organic food
regularly or occasionally, almost all think thaganic food is healthy in the
sense that it does not contain any harmful chemestues. All of those who
gave health as a primary reason for buying orgésod think it is better for
their health in that it does not contain any hatrohemical residues (no adverse
health effects). None of the respondents mentiaugekrior nutritional quality
in terms of micronutrient content as a reason wigy tthink organic food is
better for their health (positive health effectSjher factors considered healthy
are shown in Figure 5-5. One respondent had a kel clear idea of what
constitutes healthy food: “Low nonessential faty lsugar, low carbohydrate,
high protein, fresh, essential oils.” For aboutethrfourths of respondents,
calorie-content is an important consideration wkbonpping for food, among
both purchasers and non-purchasers of organic foeekall, organic consumers
tend to rely more on natural means of eating hgaldther than food
supplements. While a significant part of them (43%ys functional food/ food
supplements, the share among those that do nobiganic products is even
higher (75%). Fresh fruits and vegetables were ime@d as often in this group
though.

Millets

Low salt
Sprouts
Balanced diet

Seasonal

Natural/ no additives/ unprocessed

Low calorie/ fat/ sugar

Fruits and veg

0 2 4 6 8 10 12 14
No. of times mentioned

Figure 5-5: Concepts about “healthy food”

Source: Own data
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5.4 Constraints for Organic Food Purchasing

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

Among those thadre aware of organic food and willing to buy it, thigdpest
obstacle to buying (more) organic is the lack oéikbility. 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 ndaasta 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 stbeze is. If the supermarket
starts keeping organic food, | will buy.” Most consers that are aware of the
concept of organic food at all know very few, ifygolaces for purchasing these
products. The by far most well-known shop is 24téeMantra, although
people do not seem to be very well able to remerttieistore’s name. More
often than not it is referred to by “the store @ad number 12” or “the store in
Banjara Hills”, or more or less arbitrary variatoon the real name such as
“24”, “24 Mantra” or “24 Carrots”. There is alsdack of information on where
to buy organic food. At the Brinjal Biodiversity §teval’, for example, several
visitors expressed an interest to buy organic prtsdmore often but were not
aware where to find them.

One respondent said he does not know how to tellgfoduct is organic. In
light of the degree of confusion existing aroundirdions of organic and NPM
(see 3.), it is easy to imagine that consumers cgetfused about how to
recognize organic products, especially since mostreot aware of organic
certification at afl. Garibay and Jyoti (2003) found that the main oeas
stopping consumers from purchasing organic foodllumbai is also lack of
awareness, and The Nielsen Company found in it 2Bbal Consumer
Opinion Survey that together with a lack of avaligb of organic food, the
price premium is one of the main obstacles for soreys choosing organic
options in India (The Nielsen Company 2007, Cha&rl& Baisya 2007).

For most respondents in this survey that are awhganic food, price is
not in fact a major obstacle. Only one fourth afgd who do not buy organic
said that the prices were too expensive. Severahafe who buy organic
regularly or occasionally mentioned that they woliké to buy more organic
products if they were more easily available: “etrito find organic food in three

* See Footnote 7, Chapter 3
®> See Chapter 5.5
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or four places. | would buy everything organictifvas available!” According to
a report on organic vegetable sales in the dailwspaper The Hindu,
“customers do not mind paying for healthy vegetsib{&he Hindu 2009b).

Garibay and Jyoti (2003: 17) found that in departim&tores in Mumbai
organic products cost up to twice as much as cdoral. As has been
demonstrated in Chapter 4, the price levels of moyBood in Hyderabad differ
significantly between the different retail formatsd across product categories.
Of those respondents that buy organic regularlgamasionally, 72% think it is
more expensive. Among those respondents that dopoothase organic
products, two thirds believe that the prices aghéi. One woman buying
millets from DDS said “Here it's hardly more exp&as but the supermarkets
add on. 24-L-M is too expensive.” And it is not pthe product prices however,
that are a consideration for consumers: “I dontidrspending a little extra, but
it also depends on the distance to the neareshiorgaitlet - if | have to add
transportation costs it becomes very expensive.”

However, most think that the higher prices areifjest “Compared to the
health benefits organic products are not experisikiso, for many health-
conscious consumers higher prices are not a majat@int. A few respondents
said that they would not mind paying more, or tih&t price does not matter to
them as long as they get good product: “I don'tchapending more on organic.”
For as many as 46% of those that purchase orgawidugis regularly or
occasionally, price is not an important considergtand for another 25% only a
secondary consideration if the product quality ighh Price is an important
consideration for half of those that do not purehasgganic products, and not a
very important consideration for the other half. &ihcompared across the
different income groups, it turns out that the @rievel is more of a concern for
the lower income groups. Most of those for whomsitnot important at all
belonged in income category 3. This indicates thate is a section of the
middle class that is affluent enough to be ablaftord to prioritize quality or
other factors like healthfulness over price. They an important target group
for marketing efforts for organic food.

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 segment, the higheices are particularly relevant
for consumers because vegetables are a daily coryn@arroll (2005) cites
similar experiences made by shops in the fruits wegetable segment. One
should keep in mind that the vast majority of Imdigcf. income distribution)
belongs to lower social classes and might inde¢daable to afford even 2 or
3 INR more that, for example, the NPM vegetabledHACCA cost. As one
respondent said: “The prices are justified, butdach many people it would
have to be cheaper.” However, while that stratursaaiety that can afford to is
a small minority, their purchasing power neverteglmmakes them an important
target group for the high-quality organic food segin
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5.5 Importance of Organic Labels for Purchasing Decisins

A major precondition for consumers buying orgawed, especially if they have
to pay a higher price for it, is credibility ancitisparency of the 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 tbhdyzers. This is the strategy
that many small farmers rely on in direct marketige other strategy is an
official certificatiorf process, where the different stages of the supbsin
from production to packaging as well as the fimalduct are inspected or tested
by independent third-party agencies. In contrasth export markets, where
certification is very important, uncertified orgarproducts do have quite some
success on the domestic market (Carroll 2005).

Organic certification was found not to be an impottcriterion in taking
purchasing decisions for the majority of consunsnsply because of the low
level of awareness of organic labeling. AwarendgbeIndia Organic and PGS
Organic labels was generally low among the respatsdef the quantitative
survey. Only 10% had ever seen the India Orgabiel laefore, and 8% the PGS
label. Among those that purchase organic prodagjslarly or occasionally, the
degree of knowledge was slightly higher (see Figufeand Figure 5-7). Values
varied significantly between interview locationkhaugh no data on knowledge
of the PGS label could be collected for Q-Mart &pencer’'s Hyper. Again the
number of those that were aware of either or bétth® labels were highest in
the higher-income and more educated groups, asdlues for awareness and
purchasing of organic food above suggest.

® See Chapter 4.1.2
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Among the respondents of the qualitative survey2®8of those who buy
organic regularly or occasionally do not recogrize India Organic label, and
only 11.8%) do (HACA and Organic Mobile), but neithof them knows what it
means. 10 (58.8%) do not recognize the PGS lab&l1.2%) do (6 Organic
Mobile/ Brinjal Biodiversity Festival, 1 HACA), butost of these (5) do not
actually know what it means. Those that know theéSR@Qrganic label were
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almost all customers at the Organic Mobile or Eaifdiodiversity Festival. The
only two respondents who knew what the PGS laben®mealo not know the
India Organic label. One of them used to be asttmith DDS, that is knows
about organic farming from a professional backgdyuand the other regularly
buys from the Organic Mobile.

Sudershan et al. (2008a: 511) have found that @086 of respondents
buying packaged food are able to recognize the eismbn food Ilabels.
Similarly, Kalpagam et al. (2006) found that coyntnde 21% of their
respondents know food labels. In the Southern regimost of these are aware
of ISI mark (97%), followed by AGMARK for agricultal products (39%) and
FPO (Fruit Products Order) (13%). In a personarinew, Sudershan and Rao
from NIN said that the more educated the peoplentioee likely they are to
recognize labels. The most commonly known labehés ISI mark, whereas
Agmarlk and FPO licenSeare hardly known by consumers. Consumers here (as
opposed to industrialized countries) mainly trustthe producers, because
supply chains are shorter, many people come framifg backgrounds, and
more processing is done at home. There is stillgattoist in producers and
vendors, even though the consumers do not know gezsonally. According to
Sudershan and Rao’s judgement, brands are also ingrgrtant for many
consumers. Even though consumers may be awaree déliels, illiteracy and
lack of knowledge of English may prevent them fractually checking the
information on food labels, most of which are ingksh (Kalpagam et al. 2006).
In the Southern region, many women do see thedalbelugh and relate ISI
mark to the quality of the product.

Another important question with regard to certifioa is whether consumers
trust in the reliability of this process, and whestlthey know how to recognize
certified products at all. Less than half of aBpendents place an importance on
product brand when doing their shopping, whereas 80% finds it important
to be able to trust the producers or vendors. Ta@nity of overall respondents
(75%) said they trusted organic labels, or wouldttthem after they were given
a brief explanation of their meaning. Seventeenceydr said they would
probably trust the labels once they got more indrom about how certification
works.

Overall, a great deal of consumer education andeaveas raising is still to
be done in order for organic labelling to fulf$ itunction of assuring consumers
that the products are actually worth the higheceriThis is in line with the
findings of Sudershan et al. (2008a: 512) who emsigka“‘the need to spread
awareness about checking quality symbols and irdtan on food labels.”

Indian Standards Institute, awarded by the Bureali Indian Standards:
http://www.bis.org.in

8 For agricultural products that meet certain dyaltandards: http://agmarknet.nic.in

®  Fruit Products Order, for processed fruit produbttp://www.fssai.gov.in/Fruit-Prod.aspx
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6 New Opportunities for Marketing of Organic Food

6.1 Context: Trends in Urban Food Consumption

The food system of Hyderabad is undergoing somépnal changes related to
economic growth and the globalization of nearly adpects of life (Lohr and
Dittrich 2007). These overarching trends in theamrbood system of Hyderabad
will influence the development of the organic markethe future. A greater
diversity of food products is available, and theniver of consumers who are in
a socio-economic position to afford these produstsonstantly increasing
together with the size of the Indian middle cla&scording to NCAER (2005:
2), “The rapid rise in incomes will lead to an evaster increase in demand for
consumer durables and expendables.” As a resulth@fcustomer profile
established abovethe development of the Indian domestic marketofgranic
products will depend largely on the developmentdadtary and purchasing
habits of the newly emerging middle classes.

6.1.1 Changes of Purchasing Patterns

Several trends in purchasing habits such as inagdsvels of motorization,
new purchasing habits like going to malls, supekeis; and preference for one-
stop-shopping resulting in higher energy-consunmpta going shopping. One
of the most visible aspects of changes in consumpiatterns is the expansion
of supermarkets and hypermarkets in the city. A&rLand Dittrich (2007)
illustrate, several phases of development of thelrecene in Hyderabad can be
distinguished over the past few decades. In tls¢ linase small neighbourhood
stores dominated the retail market. The secondephagan around 2001 with
the opening of the first large malls in Abids andisfieerabad. These malls are
essentially structured like department stores, llysudth a food supermarket in
the basement. The current third phase or the [lregsolution” (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) —, the emergence of reabdnt supermarkets and an
increase in the average size of supermarkets d@rehd towards Hypermarkets
and larger malls. The most recent opening of SPABegumpet, the largest
hypermarket in Hyderabad at this stage, is an ebaofghis. Only in May 2009
did the latest hypermall open up in Banjara HIB®/K One is the largest mall
in Hyderabad to date.

New malls opening up in the well-off neighbourho@ade an indication of an
increasing affluence and lifestyle-orientation olupg middle-class consumers

! See Chapter 5.2
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as well as of a preference for shopping in stylislgan, secure and air-
conditioned surroundings. Shopping is also increfgi perceived as an
experience rather than a necessity, and takeseoqudlity of a leisure activity
for the whole family. Supermarkets these days psertfihe SPAR Supermarket
in Hyderabad promises to elevate shopping fromily dhore to a world class
shopping experience that also offers value for mdn@eachout Hyderabad
2008)

The structure of the retail market is also influsshdy the degree of mobility
among consumers. There has been a dramatic indreasdéividual motorised
traffic in twin cities over the past five to tenays, and Lohr and Dittrich (2007)
found that increasing numbers of consumers go shgdpy two-wheeler and
cars. This has resulted in a greater fluctuatiorcudtomers at Kirana stores,
because there are fewer pedestrians and it caretyedifficult for potential
customers to find a parking space. It also meaatspgbople have become more
likely to do their shopping in bulk on a weeklymonthly basis, which favours
supermarkets and hypermarkets where all daily copson needs can be
satisfied at once (one-stop-shopping).

It is mainly young, well-off consumers who buy oaolkbon a weekly or
monthly basis that buy in supermarkets. Lohr antrith (2007) found that the
products most commonly bought in supermarkets arecessed and
convenience foods as well as non-food items. Thetnmportant reasons for
shopping in supermarkets are time pressure, fagbierimage, special offers,
credit card facilities, the air-conditioned, hygematmosphere, arrangement of
goods and higher variety. The preference for aertatail formats is also a
generational question: Supermarkets seem to be imdiree with the lifestyle of
the younger generation. Lohr and Dittrich (2004)rfd that respondents below
thirty years of age mostly prefer shopping at sopaekets to Kirana stores.

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 vendorthéor daily needs. Especially
fruits and vegetables are rarely bought in supétatarbut rather from markets
or street vendors. Lohr and Dittrich (2007) fouhdttbetween 75% and 100%
of consumers in different income classes purchasts fand vegetables at Rythu
Bazaars. These markets were established by ther@Guoeat of India in order to
lower costs for consumers as well as increase vsvéar farmers by eliminating
middlemen from retailing of agricultural produce.

Reasons for preferring traditional retail formai€ts 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, relatedhte point, the opportunity to
buy on credit. The women interviewed in a slum gh&ly do not purchase in
supermarkets because it is too costly. They buyetaddes from small local
Kirana stores and street vendors, and they also thoyugh the Public



52 Conclusion and Recommendations

Distribution System. Although supermarkets may heaper for some products,
especially when buying in larger quantities, theabmolumes sold at Kirana
stores are more convenient for consumers with d¢lsi problems. Many
consumer who may never even have been to a sup@iimfore do not think
that supermarkets supply fresh products, especaallghe field of fruits and
vegetables, and that they are more expensive thdiional retail formats.

In 2006, the Kirana owners interviewed by Lohr @itrich (2007) did not
feel threatened by competition from supermarkets gespite the preferences
among the young generation (cf. chapter 5.1). Theyght that customers value
their cheaper prices, flexibility and proximity castomers. The increasing entry
into the market of supermarket chains did stir epr$ of competition in the
future, though. Although the number of Kirana st@sestill far bigger than
supermarkets, the share of the total value of Irefagénding on food was
estimated by Gupta (2005) to be less than fiftget.

However, the food segment is not that dramaticaljuenced by these
developments (yet). Due to the continuing imporgaatKirana stores for daily
consumption (chapter 5.1) as well as the overalhemic recession, malls and
supermarkets have increasing problems with finantasibility. Despite
expansion plans of some companies, these are oat smthe growth rates of
the population. Several supermarkets especiallpnatis have in fact already
closed down again. In 2008/2009, over 30 supernsrkave shut down in
Hyderabad (Srivastava 2009). The space in the b&Esgeoh GVK One reserved
for a supermarket also remains unoccupied as yet.“fetail revolution” of the
past few years (Lohr and Dittrich 2007) is slowiigwn somewhat, due to a
combination of peaking rents and decreasing s&estomers also opt for
cheaper varieties of products, and cut down ondipgnfor luxury products
such as health drinks (Srivastava 2009). The lengrimpact of this crisis will
remain to be seen, and will depend on the ovecalhemic climate, in particular
the purchasing power of the middle classes andetiis for commercial space.

6.1.2 Diversification and Changes of Dietary Preferences

Changes in lifestyle of the new urban middle clads®ve resulted an on-going
process of nutrition transition among India’s maldllass (Lohr and Dittrich
2007). New dietary habfthave emerged, replacing traditional food itemssuc
as pulses and millets by increasing consumptiompalished rice, and more
recently still wheat products, meat and sugar. fidmacement of traditional
crops was spurred by the influence of urbanizaienwell as market factors.
The public distribution system contributed to teplacement of millets by rice,
because it supplies very cheap rice to low-incontiegens. Consumption of
convenience food such as ready-to-eat dishes s intreased, and an

2 On dietary preferences, see also the backgrauag 5§y Hofmann (2009) on food culture.
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increasing amount of money is being spent on fa=d fand eating out (Lohr and
Dittrich 2007). Between 1995 and 2005, spendingeating out in Hyderabad

increased by 100% (Kalanidhi 2006). A new prefeeefar “western products

like hamburgers, pizza, French fries etc.” (Pai 2029) is also visible in the

increasing numbers of fast food restaurants, fowtls bars, coffee shops and
ice-cream parlours in particular in well-off neighivhoods like Banjara Hills or

HimayatnagafLohr and Dittrich 2007).

Another trend associated with globalization andatge affluence of the
middle classes is the increasing popularity of pgekl food, Rapid
urbanization, changes in working hours and increpsiumbers of working
women together with changing dietary preferenceseheesulted in an
unprecedented demand for convenience food (Pai:2P9Y “Convenience
foods or tertiary processed foods are foods whioh designed to save
consumers times, reduce wastage from spoilagereahute financial costs using
economies of scale. These foods require minimunpgvegion, typically just
heating, and are packaged for a long shelf lifenittle loss of flavour or
nutrients over time. They were developed with am af handling the
oversupply of agricultural products in order tobgsiiae the food markets in
developed countries” (Paradkar et al. 2007: 39).

“With the advent of industrialization and the ahgelinfluence of the West in
the form of processed and fast foods, the traditidndian diet is slowly but
steadily losing its importance” (Harish 2003: 5Qphr and Dittrich (2007)
found in their survey among supermarket customersiyderabad that the
majority still eat mostly home-cooked Indian food @ daily basis and eat out
only once or twice a month. However, most retailargheir survey reported a
trend towards increasing purchasing of instant faeddy-to-eat food, snacks
and sweets over the past five years. They alscewta trend towards more
packed products in general for example for gramsspices.

Apart from being convenient, packaged food is benmggceived as more
hygienic, modern and fashionable. Sudershan &@08a: 512) found that there
IS “a perception among many women that foodstufd bose and in unpacked
condition are usually adulterated.” Forty-eight qeert of their respondents
purchase packaged food. Kalpagam et al. (2006)df¢l@t in Southern India as
many as 71% of respondents buy packaged food. ammthiDittrich (2007) found
that 75% of middle-class families purchase prowkss®al convenience food.
According to Vijayapushpam et al. (2003) 28% ofldigin in higher-income
households eat such instant food products every day

The typical middle-class diet these days is charaetd by a high intake of
processed and convenience food, but it is alsorbegpmore diverse. Protein-
rich foods (milk, meat and fish), fruits and vedeés account for an increasing
share of food consumption (Singh, J. 2004). Apamnfits health implications,
food of a low level of processing is preferablenfran environmental point of
view because it has a lower energy consumption plagkaged processed food.
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In light of the high climate impact of animal pras, the trend towards eating
more animal products also increases the overaipfoua of the food system.

6.1.3 Health-Consciousness

One of the results of the changes in dietary peefegs are nutrition-related
health problems or lifestyle diseases such as ghesabetes or cardiovascular
diseases. Of all Indian cities, Hyderabad has igbest rate of patients with
diabetes as well as an alarming number of overweigidren and obese people
(Rao 2006). Another problem is “secondary malnotit that is the
phenomenon of malnourishment despite sufficientewen excessive calorie
intake. This trend could be “one of the biggestbpgms that India’s middle-
class will face in the years to come” (GriffithsBentley 2001: 2694, quoted in
Lohr and Dittrich 2007: 3) However, a contrary ttelowards increased health
consciousness is already emerging (Lohr and ChttB007, cf. The Nielsen
Company 2007). This is partly due to people’s medion that their dietary
habits affect their health adversely. Many conswmrying organic food for
health reasons, for example, only started doingfte problems with nutrition-
related diseases.

The trend towards a health-conscious diet is marfyressed in two distinct
approaches: “One is by using healthful ingredi¢nt$ and the other by adding
nutraceutical substances to ordinary foods” (Pd72(1). Those that have
become aware of the negative effects of recenadid¢tends such as increased
consumption of white rice, sugar and fat are gobagk to brown rice,
traditional crops such as millets and pulses, wAgosén bread, low-fat and low-
sugar products. There is a newly-emerging demanthése among the middle-
and higher-income classes. Lohr and Dittrich (20G$0 found that
consumption of fruits and vegetables is increasingpng the middle-classes.
Sudershan and Rao said in a personal interviewthlea¢ has been an increase
in people buying packaged foods, even though fifesid is cheaper than
packaged food. High income groups tend towards gugexk, processed foods,
but some of them are coming back towards a diebare natural, unprocessed
products.

However, in line with the preference for conveninimod, increasing
numbers of Indians tend towards the second, mangetoent strategy. Health
conscious consumers look for food products low @owges, fat, sugar and
sodium, as well as high in fibre, vitamins and mate (Pai 2007: 31). There is a
significant potential for convenience functionabdbproducts since “Even the
nutrition conscious consumers will not want to giye their taste preferences
and convenience” (Pai 2007: 32, cf. Singh, K.V.200

However, it remains somewhat doubtful how healthscous the generality
of consumers really are, or whether claims of iasmeg health-consciousness

3 See Chapter 6.1.2
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are not mainly the product of discourses on healtdod and of advertising.
Examples of this discourse are articles in magazered newspapers such as
Indian Food Industry, Food and Beverage News or Hhelu claiming that
there is growing health consciousness among corrsui®eme of the articles in
Indian Food Industry in particular are clearly it by representatives of the
food industry trying to conjure up a newly healtbnscious category of
consumers eager on health supplements, nutradsutimad innovative
functional food with a high level of processing atidis profits for the food
industry (e.g. Pai 2007, Tewari 2007). Whether ttliscourse is a reliable
indicator for a real growing health consciousnassray consumers or rather a
marketing strategy should be considered with socsptgism. It is certainly
true that these products are on the rise, but sedaok at the retail scene in
Hyderabad does not seem to support any claimsbaimg a major influence on
the average city dweller’s diet.

Food supplements and functional food are extrempelyular in India. A
study by AC Nielsen (2006) found that Indian areoagithe world’s top ten
buyers of health supplements. However, this dodsneocessarily mean that
consumers have really become more health conscimeguse many of the
health claims of these products are hardly mora ttiaver marketing tricks
(Rajiv 2009). This suspicion is supported by staets made in informal
discussions that many consumers seem to considdrdbthe fast food outlet
Subway healthy, merely because the otherwise hadfirie, low-nutrient
sandwiches contain some greenery and come in vegetarieties. Sudershan
et al. (2008a) found that more than half of thestmners they interviewed never
check the ingredients of packaged food. Similariythe survey by Kalpagam et
al. (2006) 23% of respondents in the Southern regiavays check the list of
ingredients, 25% sometimes, and 52% rarely or néMsgse figures indicate a
low level of awareness and concern over food intake

6.2 Growth of the Organic Segment

Eyhorn (2005: 74) stated that “[o]rganic farminglmdia is experiencing a real
boom.” The main drivers of this boom are the inseei population and wealth.
While it would be exaggerated to speak of a boonthef organic market in
Hyderabad at this stage, the demand for organid ioddyderabad is certainly
increasing rapidly. In 2006, there were only sixles selling organic products
(Lohr and Dittrich 2007). This number has signifitg increased since (cf.
expert interviews), as the map (Figure 4-3) reveaés/eral respondents in the
qualitative survey said they always buy certaindpais in organic quality,
especially millets and rice, and some also saig theuld like to buy all their
food organic if it was available. Among the respemd of the qualitative
survey, 48% started buying organic products leas thhyear ago. Twenty-four
percent started in the past 1-5 years, and 28% mhare 5 years ago. These
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figures are a clear indication that consumptionoofanic food is rapidly
increasing and that a new trend is emerging. Ontbeotaff members of CSA
expects the share of the population in Hyderabatllibys organic food in ten
years to be about four percent.

There appears to be enough demand for an incraaseth the number of
retail outlets and in the range of products avé&lah organic quality. The
products most frequently demanded in organic gultIndian consumers are
vegetables and fruits, followed by spices, ricdsg@siand tea (Garibay and Jyoti
2003). For all the retail formats considered irs thurvey, the problem is not so
much on the demand side but rather the supply,cedlyeconsistency and
quality of supply. The owner of Vijaya Enterprisgesid: “If there was more
supply and farmers would manage to bring produgalagly | could easily sell
it. I'd also be interested in selling organic vedmes, but it is difficult to get
supplies. Everybody wants organic, but it is hardupply it.”

6.3 Modern Retail Formats

As a result of the growing demand, 24-Letter-Maigraonstantly expanding
its product range. At this stage, this can onlyactieved in the segment of
processed and highly processed convenience prodsictse the range of
unprocessed or low-level processed staples — mgnaiys, pulses, vegetables,
spices and tea — is already fully covered. 24-kdtentra introduced a range of
microwavable ready-to-heat dishes in 2009, the fiteck of which sold out
within weeks. Their range of snacks, biscuits aakkes also seems to be doing
well. This trend is an indication that the demaod donvenience food is also
growing within the organic market segment. The soaekets in Hyderabad
could still significantly increase the product rartyey stock, and of course new
supermarkets that have not taken up organic foddcgald be tapped as a
channel for increasing organic sales.

Since the demand is there, what the organic segmeetls in order to
continue its growth is more and more stable supplyell as more visibility for
consumers. Supplying to supermarkets and orgamiesstis generally not
possible for small organic farmers operating indiislly. In order for them to be
able to sell directly to supermarkets they wouldven@o be able to supply
continuously, in large quantities, and consistenglity (cf. CIAS 1999).
Cooperatives are one option for farmers that wallow them to meet these
requirements more easily, however, most farmersndb have selling to
supermarkets as an objective since the profit margre small compared to
direct marketing. If more supermarkets would coafedirectly with farmers
cooperatives, the advantages would be for the fartoeget a higher share of
profits, the supply chain would become shorter enmte energy-efficient, and
supermarkets could advertise their stocks as eamwiemtally-friendly and
supporting the regional economy.
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Modern retail formats target those consumers wholaoking for organic
convenience food and health products and who dommot spending more
money on products of higher quality, whether pemeior real. The size of the
middle classes in Hyderabad is on the rise, andrémels among these towards
purchasing in supermarkets as well as increasiaithand lifestyle orientation
are likely to lead to an expansion of the formatipfmarket organic shops and
supermarkets. Such a development is to be welcofmech a general
environmental point of view because it will bodsé tlocal market for organic
food and thus increase the area under organiovatitin across India. From a
more local perspective however, the impact it wdlve on the peri-urban area
will remain limited due to the country-wide suppllgains of these stores. Also,
the energy consumption along the value chain — fpoatduction, 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.

6.4 Traditional Retail Formats and Alternative Marketin g Strategies

The market for organic food is growing globally,tlfarmers in developing
countries are not well aware of this opportunitya(@ay and Jyoti 2003). This
is certainly true for the market in Hyderabad, tbarmers selling vegetables at
Mehdipatnam Rythu Bazaar found it hard to belida it should be possible to
grow crops without using chemical pesticides. ainly farmers working with
rural development NGOs that are aware of and peadustainable agriculture.
While this group is already a significant and gnogvforce, the bulk of farmers
in Andhra Pradesh has yet to learn of the new ntiawkepotential. Creating
awareness among these farmers and supporting theshifting to organic
practices will be crucial in making the urban faydtem more sustainable.

Awareness raising campaigns have to target ruralefisas urban areas, and
in particular to strengthen the linkages and netwdietween them — such as
farmer-consumer partnerships. Battacharyya (2064f)lrecommends several
strategies for developing the domestic market fganic products, among them
development of direct marketing channels such amehdelivery systems,
registration of consumers for supplying organicducis, and mobile sales near
people’s work places. Making organic food availablemore decentralized
localities nearer people’s homes or increasinglelel of utilization of home
delivery is not only more energy efficient becausavoids long road transport
between retail and the end consumer, but it wdbahcrease the number of
consumers purchasing organic products.

It is likely that more or even most respondents ivdae interested in buying
vegetables at the HACA outlet. However, hardly angy aware of it, or it is too
far from their place of residence. At this stag&GA or SERP do not promote
the vegetable sales actively, because the supplymised and increasing
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demand could not be satisfied at all. It seems ithdhe future there will be
significant potential for increasing sales and apgnmore outlets in other
locations as well. SERP already has several planméw direct marketing
channels. In cooperation with MEPMA, a governmemrtbgpamme for
eliminating urban poverty, they want to set up arkeosks run by farmers that
will sell rice, pulses, vegetables and milk. Theg also considering opening an
outlet at NTR Nagar vegetable market. Currentlyeghse no plans for organic
stalls at urban Rythu Bazaars, since there is mmipsion for setting up new
stalls. SERP are not yet looking into home delivaatgemes, but will look into it
in the future.

All Kirana store owners interviewed by Lohr andtbah (2007) reported an
increase in the overall number of customers over ghst years. This is an
indication that the rapid expansion of the popalatof Hyderabad creates a
market potential that is not being fully met by tt@rent number of retailers.
However, among the group of consumers that buyancgood they have lost
much of their importance due to increasing mobiktyd changing shopping
preferences.

The biggest advantage of traditional retail fornmish as Kiranas and street
vendors is their proximity to consumer’s placesasidence or work, and their
low-energy infrastructure. They can supply foo@dlataper prices and in a more
energy-efficient way than modern retail formatsligft of the relatively small
contribution that both the farming system and foodes make to the overall
environmental impact (see Chapter 2), efforts famiting energy-intensive
consumption patterns, promoting traditional cropsl s&expanding climate-
friendly retailing formats are of particular relen®. Since their social
acceptance is still higher than that for superntarkeaditional retail formats
could also help making organic food available t@dder sections of the
population, including those that are as yet unawéi@ganic food or unable to
afford the premium prices in supermarkets and ocgstores. Another aspect of
the social sustainability of these systems is tifieceof job creation through
decentralized retailing.

Community-Supported Agriculture schemes and conswoeperatives like
the Sahaja Aharam Consumers Cooperative Societyranther way of building
networks between producers and consumers. The @eso@ermarket chain
Edeka is an example of a consumer cooperativeeN@ied into a large and
successful chain. They are still distinguished framany other supermarket
chains but the high degree of independence ofrdmechising shops, and their
support for small and regional marketing initiasve

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 mealgaur supermarket shopping
will be delivered, often free of charge or for animum purchase amount. 24-
Letter-Mantra successfully does home delivery, aoddo some conventional
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supermarkets. Most consumers interviewed by Lohd Bittrich (2007) in
Kirana stores make use of the delivery servicecis already offered by two-
thirds of the Kirana owners interviewed by themeThost common means of
transport used for home delivery are two-wheelersfor bulky items like
drinking water also small motorized cargo rickshawiome delivery is a
strategy well worth looking into for decentralizedganic food supply. For
example, street vendors could tap the consideradtiential for home delivery
by engaging in a system where farmers supply dyréactthem and they deliver
products to people’s home by pushcart.

As has been demonstrated in Chapter 5.6, thergaeatial for high-priced
products, if consumers feel the prices are justifter high product quality.
However, for the majority of consumers and evensfmme in the high-income
groups, it is a consideration that might prevemnihfrom purchasing (more)
organic food if price levels are significantly hegh The lower income groups
should not be left out but given an opportunitygéas access to high-quality and
sustainable lifestyles. In order to promote soegality and fairness, and be truly
sustainable in the social sense as well, sustamadysisumption should not be a
privilege of the well-off.

This means that organic products have to be rebbomaiced, and that
consumers need to be made aware of the reasotiseftmigher prices, such as
increased labour effort, smaller production scaléaw prices for farmers. This
can be achieved through re-establishing closers linktween producers and
consumers in a localized food system.

6.5 Bulk Buyers of Food

An alternative or additional strategy to changingdividual consumer
purchasing decisions would be to take influencebolk buyers of food. The
main actors in this field are the hospitality inblyghotels, resorts, restaurants),
company canteens, school canteens and public Enoeunt.

In line with the neoliberal mentality of shifting are and more public
responsibilities to individuals, consumers are dske regulate production
through their purchasing behaviour. While changiogsumption patterns can
certainly contribute to making the food system gfderabad more sustainable,
Geden (2009) warns not to overrate consumer power.argues that the
opportunities for consumers to counteract climdtange are very limited. In
order to achieve the goal of a low carbon econadmeycalls upon our social
responsibility not primarily as consumers but azens who should try to take
more influence on the political level. Governmeatsl local authorities have a
responsibility for regulating production and thdgoahave the power to change
markets though the purchasing power of public preTent. Together with
aware consumers, this can make the local food egsieore sustainable.
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In developed countries, the power of public promeet for boosting
sustainable consumption and production has beesgmeed for some time.
Germany recently passed legislation implementireg B directive on public
procurement which states that tendemay contain specifications regarding
social and environmental standards of production. Ihdia, a similar
development is not yet discernible, but could blrag-term perspective for
contributing to sustainable food systems. As yetre is no government policy
or directive on sustainable procurement or procergnof food. It lies in the
responsibility of the administration and canteemaggement. An enquiry at the
Centre for Cellular and Molecular Biology (CCMB) igh has a large canteen
with a very good reputation revealed that they dbuse any organic products
because they are too expensive. Their customers ga@od food but at low
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
institutions.

Lohr and Dittrich (2007) report that schools gaeenpission to multinational
corporations for selling snacks, sweets and safikdrn their canteens. In light
of increasing numbers of overweight and obese @nldn Hyderabad, the
interest among school administrations, parents admidren for reversing this
trend towards healthier and more sustainable optghould be investigated.
This is particularly relevant for the large privagehools that have canteens
providing meals for students, and where parentsras likely to be interested
in paying more for high-quality meals. However, eeahould be taken that
public schools and lower-income groups are noteffteout. SERP said that one
of the farmers they work with supplies vegetabtethe midday meal scheme of
a government school in Adilabad District. In ordier more farmers to do that,
better networking between NGOs, farmers and tharosgrs of midday meal
schemes would be needed.

In light of the trends towards eating out more oftsn the one hafidand
increasing health-consciousness the other, restaurants are a potential target
group for supplying organic food. Organic restatsalong the model of Café
Ethnic in Zaheerabad could have a major potentral the upmarket
neighbourhoods. DDS confirmed this view, but icigrently not one of their
priorities to open an outlet in Hyderabad. The fastd chain 6-Pack which
marketed their products as low-calorie and healihgl already closed down
again in 2009. This could be an indication thahezitthe concept was not

* See Chapter 6.1.2
> See Chapter 6.1.3
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accepted very well, or that products did not mbetedxpectations of customers
in terms of quality or price level.

The awareness of organic food among upmarket hatelsresorts is already
quite advanced. The head chefs at ITC Kakatiya,oudy Taj Deccan and
Greenpark Hotel all know about organic food, butnad 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 it was too
costly and because consistent supply in requireghtifies proved difficult.
However, they are willing to use organic productshe future provided that
there is a reliable supply at acceptable rateseri@rak 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 guestmgdshkr organic food.

The director of Lahari Resorts outside Hyderabaded an organic farming
project on the resort premises. He did not try pasing organic food for the
resort yet, but said he would not mind paying nforeorganic food. He said the
main problem at this stage was consistent supplyigif quality. Certification
would be a very important factor when purchasingaaic products for the
resort.

Again, this indicates that there is already enodgmand from bulk buyers
and that the main obstacle is constant and suftigapply at acceptable rates.
This is a huge opportunity not only for commer@aganic companies but also
for small farmers that can produce at low costsahe conversion period has
been mastered and supply chain problems overcomall 8rganic producers
do not have the scope for supplying to bulk buyénst through forming
cooperatives they could achieve a more consistapplg, greater product
variety as well as greater volumes of supply. lditoh, networks between
producers and bulk buyers need to be establishedtrengthened so that
procurers from the relevant institutions will get fouch with suppliers of
organic food rather than sticking with their custmynsuppliers.

7 Conclusion and Recommendations

7.1 Summary of Findings

There has been a significant growth of the orgamacket since the overview
study conducted by Lohr and Dittrich in 2007. Salesupermarkets have
started selling organic products, the organic pcodange is steadily increasing,
and many consumers report having started purchasgmanic products only in

the past few years. Nevertheless, the retail itriragire and the supply in the
organic segment are still insufficient for meetithg demand. Retailers are in
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fact wary of advertising organic products too moah of apprehension that they
will not be able to satisfy a demand growing togially.

The market is furthermore characterized by a latkawareness among
consumers, both of the concept of organic farmmganeral and of availability
of organic products. The demand for organic foodyiewing mainly in a
selected section of the population. Although thgonity of the population is
concerned about the quality of their food, dandes chemical residues and
their health in general, they are not well awaretre existence of organic
agriculture as an alternative, nor do they know reh® find and how to
distinguish organic products. The most appropritannels for distributing
information on organic food were found to be TVwspapers, doctors and
family members or friends. Apart from these, directeraction between
producers or retailers and consumers is also aoriamt source of information
about organic food among consumers.

As was to be expected from previous studies onuwoas motivations in
India, the prime motivation for consumers of orgafood in Hyderabad is
health concerns. Many consumers only start charbiig diet in the context of
treatment of health- and lifestyle-related diseasesh as diabetes. A more
general environmental consciousness is hardlyentisThe main obstacles for
buying (more) organic food are the lack of avaligbiand the lack of
knowledge on where to find organic products.

7.2 Scenario

Two distinct models for the future development be torganic market of
Hyderabad, and Indian in general, can already s&nduished. The first one is
a model similar to that currently found in develdm®untries like Germany or
the US where the organic food market is growingidigp and mainly in
supermarkefs In these markets, particularly the US, part oé tbrganic
agriculture sector has moved a long way from thgimal principles of organic
farming” It is highly mechanized and energy-intensive armkrates on
industrial scales comparable to conventional agtoa (Pollan 2006). The
environmental impact of such a system is often Igaldwer than in
conventional farming.

The second model relies on locally-adapted sudtgnagricultural systems
based on traditional knowledge and crop varietiesh sas millets. Its basis are
small farms with a high level of diversificationcalfow-technology, low-energy
farming methods. Anshu and Mehta (n.y.) recommend strategies for
increasing the profit for farmers: Firstly, econesiiof scale, and secondly
efficiency in the system. Efficient systems of protion and distribution with a
reduced number of intermediaries will certainlypehaking the food system

® Cf. Holdinghausen 2009a
" Cf. the definition of organic agriculture by IF®A chapter 1.1
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more sustainable as well as increasing profit &smers. However, while it is
true that “farming on massive scale will reduce ¢bst of inputs and labour [...
and] also help in reducing the certification cotiid.), the sustainability of
organic farming lies exactly in its small scalayltevel of technology and short
nutrient cycles.

The role of organic food in the urban food systeith @ertainly increase in
the years to come. Whether this will necessarigdl¢o a higher level of
sustainability will depend on which of these modei prove more successful.
This, in turn, will depend largely on the institutal context as well as consumer
behaviour. Overall, it is not easy to predict inievhway the retail scene will
develop in the future. While there certainly is rantt among the younger
generation for purchasing at malls and hypermaykatgeasing urbanisation
and growing middle classes also bring with theminareasing number of
customers for small retail stores.

A development towards an industrialized organiccatfure sector like in the
US is not to be expected for several reasons. t@n organic standards are
higher than the US standards and would not allowth@ same degree of
intensification, the agricultural sector is struet entirely differently, the
Government has a different rural development gisateand consumer
preferences also differ very much. Neverthelesserad pointing in the direction
of the first model is indeed discernible in theamg market of Hyderabad. It is
represented by commercial organic companies cgtéoiran affluent section of
consumers motivated more by image and lifestylevels as individual health
concerns than environmental consciousness. Alreadse are a number of
highly processed food items such as ready-madeomarable meals, snacks
and biscuits available in organic quality. Theirsgance is an indicator both of
the clever marketing strategies of commercial ogaompanies and of the
trend towards convenience food and westernizednyigatterns.

The trends towards convenience food products ancongumers as well as
the fact that the prime motivation for purchasefsomanic food are health
concerns and lifestyle orientation indicate tha¢ thotential for marketing
organic food as more environmentally and climatenfitly or more socially
responsible will be limited. It also increases tigk of the organic industry
targeting them with advertising for highly procegsenigh energy input
products.

As the scope of the organic market increases, puck go down in the long
run due to more competition and larger volumes rofdpction. According to
CSA it is not unlikely that a development similarthe market in Germany will
take place, where a big market for cheap, minirtexdéard organic products has
emerged. Already the first discount supermarketge hstarted to emerge in
Hyderabad, albeit only for conventional products.

The second model is represented by small farmedistlagir various direct
marketing strategies. Consumer motivations in thadel also include health
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consciousness, but there is also a potential fasinga awareness among
consumers of the benefits of traditional and soatale agricultural practices for
the environment, the farmeasid the consumers. There is certainly a segment of
consumers that is motivated by such considerati@mesented for example in
the customers of small farmers and health shopsileWthe majority of
consumers buying in organic stores belongs to pipeumiddle and upper class,
this model could potentially reach broader strditdhe population. This is partly
because price levels are more moderate, and paetpuse of the different
image and advertising strategies.

The most likely scenario for the mid- to long-tefoture seems to be a
combination of the two models. The balance betwbem will depend on the
development of the middle classes, the overall @con climate and the success
of alternative marketing strategies pursued by N@Qsfarmer cooperatives.

7.3 Recommendations

7.3.1 Consumer Education and Awareness Raising

One strategy for achieving sustainability of thedsystem of Hyderabad will
be sustainable growth of the organic market segnmerrder to achieve this,
more consumer education and awareness raising fapgiroe importance.
Consumers need more information on where they aathpse organic products
and how they can distinguish them from conventiaravarious “natural” and
“health” products. While increasing segments ofietycare concerned about
their health, often due to existing food- and Iyés-related health problems,
awareness of the benefits of the specific benefitorganic food is often
fragmented and incomplete.

There is also a lack of awareness of the benefiterganically grown,
regional and seasonal food in environmental amiakterms. Consumers are
rarely motivated by a general environmental consness. This could pose a
danger for the further development of the organacket in Hyderabad in light
of the scenarios developed above. Only if consurasrsaware of the broader
benefits of a localized system of producing, distting and consuming organic
food will they be in a position to adopt sustaimalplurchasing patterns and
dietary habits.

Lohr and Dittrich (2007) recommend that food antfitian related education
should become part of the school curricula. Studieghe impact of nutrition
education in Hyderabad came to different conclusidor different socio-
economic groups. While Vijayapushpam et al. (20@&ected an encouraging
improvement in the knowledge levels of upper andhér middle class
schoolchildren, the survey by Raghunatha et al042Ghowed a very low
impact of nutrition education programs on adolesggrhs of low income and
lower middle-class families. Women and children @vasidered to be the most
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effective multipliers with regard to health and mtidn education (Mujeeb-ur-
Rahman and Visweswara 2001). DDS has made goodriempes with its
Biodiversity Festivals, an awareness raising anecational campaign in rural
areas, as well as with the FNCC (Food and Nutritibounselling Centre)
initiative for nutrition education among schoolchén in Zaheerabad. Both try
to fill the gap left by the school curricula. Conser clubs that are as yet rare in
India could also play an important role in spregdawvareness of organic food
and more healthy dietary habits.

7.3.2 Independent Small-Scale Organic Farms

Improved consumer awareness of organic food watlléo increased demand
for organic food. However, even at present the aehliy urban consumers can
not be adequately met. Therefore a sticking panttie future development of
the organic market of Hyderabad could be sufficgrgply of organic products.
At present, many farmers are not aware of the niakgotential of organic
products, nor are they familiar with the conceptooganic farming at all. In
addition to awareness raising and education abmdnec agriculture and its
environmental, social and economic benefits, sif@lners in periurban and
rural areas of Andhra Pradesh need technical tigion methods of organic
farming and financial support to help them durirng tdifficult conversion
period.

In light of the scenarios developed above (chaptr), it is of particular
importance that small farmers get more supporherathan subsidizing large-
scale export agriculture directly or indirectly. déw a commercialized organic
production regime, it is in fact not organic farsy@r small organic shops that
benefit from the boom, but mainly large food cogimms and a few big farmers
(Unbekannt 2006). Unbekannt (2006) therefore sugdbat it is time for a new
organic movement that operates according to theciptes and strict standards
of the original ideas of organic farming ratherrtHar commercial profit and at
an industrial scale. Such a development is verymindine with the strategies
pursued by NGOs in Hyderabad working with smallamig farmers, and it is
also the most promising strategy in light of effoaf making the city’s food
system more sustainable and climate-friendly. Aigtial approach to organic
farming can make sure that environmental, social @onomic benefits are
maximised, rather than just exploiting a new mankghiche.

At present, small farmers and their marketing éffare supported mainly by
dedicated NGOs. More support by the Governmentndial for sustainable
agriculture, farmer cooperatives, marketing inke@s by small farmers and
NGOs working in sustainable rural development $hgh, J. 2004) is vital for
developing the domestic market for organic foodaisustainable manner that
will benefit not only organic food companies andlvedéf urban consumers but
also rural communities and larger segments of tharupopulation.
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7.3.3 Decentralized Supply Chains

The promotion of a decentralized, local food syswth short supply chains is
a vital aspect of a sustainable and climate-friguéivelopment of the local food
system. Together with low-energy production systetns will minimize fossil
fuel consumption through reduced transportatioterfhtive retail formats such
as direct marketing on farmers’ markets, home dejiby low-energy modes of
transport, and decentralized marketing by Kiramsest, street vendors, farmer
cooperatives and consumer cooperatives have a lemaronmental impact.
Food purchasing within walking distance is a triad@él pattern that has to be
strengthened.

More direct links between producers and consumeits mo or a minimum
number of middlemen would result in increased psoffor farmers.
Furthermore, direct consumer involvement in marigtvill also help increase
levels of knowledge (education and information) aadareness among
consumers, and it will increase accountabilityashier, regardless whether they
are certified organic or not. Particularly in a oty like India where many
consumers are wary of concepts like official cexdifion due to widespread
corruption, transparency and personal trust andiwevnent figure particularly
high as a criterion in purchasing decisions.

7.3.4 Further Research

The assessment of climate impact and carbon fod$pn this study is based on
general data taken from studies such as KotschiMumeller-Saemann (2004)
and Foodwatch (2008). Different supply chains aetdiling formats could only
be compared in a relative sense and based on &stinia order to develop a
detailed and site-specific ecological footprint Isgee for specific food items
and to compare the impact of various modes of miai, supply chains and
retailing formats more and very specific data wdokdrequired. Gathering this
data was beyond the scope of this study but provaleable evidence for a
more detailed assessment of the different levelsliofate impact of various
supply chains, retailing formats and food products.

More research is also needed on the readinessef potential target groups
to purchase organic products. Since this study f@assed mainly on middle
and higher-income and educated consumers who reigdg aware of organic
foods, the attitudes of the general population,eesly the lower-income
groups, towards organic food would be a subjectfiwther research. This
would be of particular relevance with a view to amging the availability of
organic products into lower-income social groupsadidition, a detailed survey
of the attitudes and purchasing criteria of bulkdy such as the hospitality
industry, large canteens or government instituti@oesild provide valuable
insights into the potential for increasing orgasi@es in this area and for
reaching a broader spectrum of the population theough retail.
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Finally, the willingness of consumers to engage pioducer-consumer
networks and direct marketing efforts should beesssd in order to provide an
indication of their future potential. To date, thehas been very limited
experience with such initiatives in Hyderabad. Exéent and sustainability of
response to the consumer cooperative launched By 28y in 2009 and the
shop they are planning to open in Tarnaka will nenta be seen. The long-
standing involvement of CSA with both producers @atisumers of organic
products certainly promises a high degree of suelality. In order to assess the
scale to which similar schemes could potentiallpvwgrin Hyderabad, further
research into the matter will be necessary.
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Appendix

Pictures

Picture 1: 24-Letter-Mantra Organic Food Superstore

Picture 2: The organic bistro at the 24-Letter-Marstore

Picture 3: Range of organic pulses and grainsea4hLetter-Mantra store

Picture 4: Range of conventional processed foddeaR4-Letter-Mantra store
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Picture 5: Organic vegetable cold storage sheti@®4-Letter-Mantra store

Picture 6: Workers at the Sresta Bioproducts oyaegetable farm in Medchal,
Rangareddy District

Al

il 1),
Picture 7: Vermicompost production unit at the &eBioproducts organic
vegetable farm

Picture 8: Neem for making biopesticides at thes@reBioproducts organic
vegetable farm
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Picture 10: Q-Mart hypermarket in Banjara Hills

Picture 11: The shelves for health and organic fodg-Mart
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Picture 12: Newly opened Sahaja Aharam organiestorJangoan, Warangal
District, which is supported by CSA, CWS and CRCGIE sells products from
Enavabi village (cf. Misra 2009a)

Picture 13: Sahaja Aharam stall in Bhongir, Nalgobulistrict

Picture 14: DDS Organic Mobile on its weekly toraugh Hyderabad

Picture 15: Organic millet and pulses sold by DDS
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Picture 16: Consumer education at the Brinjal Bietsity Festival organized by
CSA, DDS and other NGOs on March 8, 2009

Picture 17: Consumer education about differenteti@s of pulses and millets at
the Organic Mobile
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Picture 18: Café Ethnic, organic café and restdaurarZaheerabad, Medak
District

Picture 19: Sangham organic shop in Zaheerabadaldstrict
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SALE OF FRESH NPM VEGETABLES
at HACA BHAVAN

Picture 20: NPM veget

ST -

able outlet at HACA Bhava

Picture 21: Customers selecting fresh vegetabldedd ACA NPM outlet
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Picture 22: Vijaya Enterprises health shop

Picture 23: A selection of products at Vijaya Epteses health shop
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Picture 24: “Natural” — but not organic — produes Mehdipatnam Rythu
Bazaar
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Key Stakeholders and Experts

Centre for Sustainable Agriculture (CSA) and SahajaAharam

12-13-445, Street No. 1, Tarnaka, Secunderaba@ 059, Andhra Pradesh, India
Phone: +91 40 2701 7735 or +91 40 2701 4302

Fax: +91 40 27005243

Internet:http://www.csa-india.org

Mr. Dr. Ramanjaneeyulu (Ramoo) (Director), mobi#81 9000699702

Mr. Zakir Hussain (Program Manager), mobile: +9219858262, emaika-
kircsa@gmail.com

Daaram (Dastkar Andhras Handloom Retail Store)

Naik Estate, ICICI Bank Lane, Beside Airport LaBegumpet, Hyderabad - 500 016, An-
dhra Pradesh, India

Phone: +91 40 27765503

Email: daaram.da@gmail.com

Internet: http://daaram.blogspot.com

Ms. Latha Tumurru, mobile: +91 9849023417

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
Fax: +91 40 2776 4722
Internet:http://www.ddsindia.com

Mr. Giradhar (Associate Director), mobile: +91 9948659, email:
hyd2 ddsppvr@sancharnet.in

Mr. Kiran Sakkhari, mobile: +91 9490419135, emiilan.dds@gmail.com
Mr. Ramuloo (Manager Organic Mobile), mobile: +9149762461

DDS Project Office and Café Ethnic (organic café)

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

Fax: +91 8451 282271

Internet:http://ddsindia.com/www/cafeethnic.htm
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Mr. Srinivas Reddy, mobile: +91 9963200085, endidkskvk@gmail.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

Mr. Giradhar (Associate Director), mobile: +91 9848659, email:
hyd2_ddsppvr@sancharnet.in

Mr. Kiran Sakkhari, mobile: +91 9490419135, emiailan.dds@agmail.com

Society for Elimination of Rural Poverty (SERP)

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

Internet:http://203.200.212.139/SHG/

Mr. D.V. Raidu (IAS, Rtd.; State Project AdvisordNPM)), mobile: +91 9000400509,
email:raidudv@gmail.com

Mr. Jayaram Killi, mobile: +91 9000400508, emglyaram.killi@gmail.com
Ms. Vishwasree Nakka, mobile: +91 9701001621, enasshwasree@gmail.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

Mr. B. Krupakar Reddy (Assistant Director of Agritue; NPM), mobile: +91 9440372820
or 9440902939

National Institute for Nutrition (NIN)

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

Fax: +91 40 2701 9074

Internet:http://www.ninindia.org

Mr. G.M. Subba Rao, mobile: +91 9701933391, engailsubbarao@yahoo.com
Mr. Dr. R.V. Sudersham
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Sresta Bioproducts Ltd.

Sresta House, Plot No. 7, LIC Colony, Sikh Villagecunderabad - 500 009, Andhra Pra-
desh, India

Phone: +91 40 2789 3028
Fax: +91 40 2789 3029
Internet:http://www.sresta.com

Mr. Rajashekar Reddy Salaam (Managing Director)iteo+91 09000008003, email:
rajseelam@sresta.com

Mr. D.V. Raghavanand (National Sales Manager), lreoki91 09000008002, email:
raghav.d@sresta.com

24-Letter-Mantra Organic Food Superstore

Road No. 12, Banjara Hills, Hyderabad - 500 0034di#&a Pradesh, India
Phone: Phone: +91 40 2330 0202 / 303 / 404
Internet:http://www.24lettermantra.com

Ms. Aarti Samat (Store Manager), mobile +91 9392283 email:aarti.samat@sresta.com

see also Sresta Bioproducts Ltd.

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

Rajeev Gandhi International Airport, Internatiobedparture Concourse, Level: F, Unit No.:
C, Shamshabad, Ranga Reddy District, Hyderabadhrardradesh, India

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

Ms. Sumana Dobhal (Area Manager A.P.), mobile: $891045791, email: su-
mana.dobhal@fabindia.net

Q-Mart

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

Phone: +91 40 23553347 to 49, ext. -202
Mr. P.V.J. Varma (Manager), emaarma@qgmart.in
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SPAR

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

Phone: +91 40 44386233

Mr. Kumaraswamy P.S. (Store Manager), mobile: +9717401020 or 9886114576, email:
kumarswami.ps@maxhypermarkets.com

Spencer’s Retail Ltd.

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

Internet:http://www.spencersretail.com

Mr. Saurabh Maheshwari (Regional Manager - Merclsamgl), mobile: +91 9908588817,
email: saurabhm@spencersretail.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
Mr. Buba Rao S., mobile: +91 9948320999

Internet Directory

24-Letter-Mantra Organic Food Superstdrgp://www.24lettermantra.com

Acharya N G Ranga Agricultural University (ANGRAWttp://www.angrau.net

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

Café Ethnic, Zaheeraballtp://ddsindia.com/www/cafeethnic.htm

Centre for Sustainable Agriculture (CSA), HydergHadia: http://www.csa-india.org
Daram (Dastkar Andhras Handloom Retail Stoinép://daaram.blogspot.com

Deccan Development Society (DDS), Hyderabad aneé&aiadhttp://www.ddsindia.org.in

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

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

Indocert:http://www.indocert.org

International Competence Centre for Organic Agticel (ICCOA), Bangalore:
http://www.iccoa.org
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International Federation of Organic Agriculture Moventshttp://www.ifoam.org

Indian Society for Certification of Organic Prodioct (ISCOP):
http://iscoporganiccertification.org/

National Institute for Nutrition (NIN)http://www.ninindia.org

National Horticulture Mission, Government of Inditp://www.nhm.nic.in

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

Organic Farming Association India (OFARttp://www.ofai.org

PGS Organic India Councitttp://www.pgsorganic.in
Society for Elimination of Rural Poverty, Hyderabatip://203.200.212.139/SHG/
Sresta Bioproducts Ltdittp://www.sresta.com

Timbaktu Collective, Anantapunttp://www.timbaktu.org

Questionnaires

Quantitative Interviews

Interview No. 1 2 etc.

1. Are you concerned about harmful
chemicals in your food?
(Y/N)

2. Have you ever heard about organjc
food or Non-Pesticide Management?
(Y/N)

3. If yes: Do you buy organic prod-
ucts?
(Y/N)

4. If yes: Where?

5a. Do you recognize this lajshow
India Organic labelp
(Y/N)

5b. Do you recognize this labshow
PGS labelp
(Y/N)

6. If yes: Do you the label(s)?
(Y/N)
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If no: Would you trust such a label?
[give some basic info about what it is
first]

(Y/N)

Qualitative Interviews

Interview # :

Location:

Date, time:

Age group: LJunder 20 [720-45 [746-60 [/over 60
Gender: [Jfemale [J/male

English competencel/excellent L7good [7needs translation

1. Do you buy organic or NPM products?
[ yes, regularly
[ yes, regularly
1 no, never
L1 no, not usually, but bought them before
2. How did you learn about this shop/ outlet/ mark®tganic Mobile etc.?
3. Who does the shopping for your household?
4. How often do you come here? Where else do you do sfwopping and how often do you
go there?
5. Which mode of transport do you use to go shopping?
6. Where do you buy fresh fruits and vegetables?

7. Where do you buy organic products?

this place supermarket|  kirana store| street ven- | farmers’
near my home| dors market

X times a week

X times a month

mode of transport

fruits & veg

organic

8. Which organic/ NPM products do you buy?
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frequency

> 50% of spending in category?

fresh fruits and vegetables

rice

other grains

millet

pulses

bread

tea

9. Why do you buy organic/ NPM food, or what do yoinkhare its benefits?
[1 health-> If yes: please specify: What are the health be&sfi
1 children’s health

1 environment> If yes: please specify: What are the environmeuoealefits?

O better for farmers

[1 image/ fashionable

O

10.1f not a (regular) purchaser: Why do you not bugasric food (more often)?

O don’t believe in its benefits

[] too expensive

] don’t know where to buy it

L1 shops / markets too far away

O

11.When did you first start buying organic food?

12.How did you first learn about organic/ NPM food?

13.Do you recognize this labfghow India Organic and PGM label2]

1 yes, India Organic Jyes, PGS [Ino

- If yes: Do you know what it stands for?[] Yes

- If yes: Do you trust it?
- If no: Would you trust it? [ Yes

O Yes

O No
[ No

O No

14.1d like to ask you a few questions about whatuefices your purchasing decisions when
doing shopping. Please rate on a scale from letcB (1 = important consideration, 3 =
not an important consideration):

organic — organic / trust in origin (e.g. | seasonal calorie cheap
certified [if NPM - shop / regional/ | (for fruits content price
applicable] non- farmer Indian) / | & veq)
certified food miles
1 | O O O O O
2 | O | | O O O
3 O O O O O O
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fair price for brand children’s | everything | within walk- | enough par-
producers preferences| in one shop /| ing distance| king facili-
[if appli- one-stop- from home ties
cable] shopping
1 O O | | |
2 O O O O O O
3 O O O O O

91

15.1n general, what kind of food or diet do you thiskhealthy?
1 organic food
[ fresh fruits and vegetables
O low-calorie food
[1 food supplements/ functional food
[1 food with low level of processing

[ traditional, freshly cooked food

O
16.Do you take any food supplements (vitamins, mirs3®al
[l Yes 1 No

17.Are organic products (here) more expensive tharneational products?
Ol Yes 1 No

18.Do you think the price differences to conventioiwald are justified?
O Yes O No

General statistical information
19.Where do you live?
20.Education level
1 High School
O Graduate
[1 Postgraduate
O Doctorate
1 Vocational training
O
21.Did you ever live abroad for a longer period oféiPn
22.0ccupations of all income earners in the household
O
O
23.Total household income
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— less than 90,000 per year ( = monthly: thas 7,500)

— 90,000 - 2 lakh per year (= monthly: 7,50,000 per month)

2 - 5 lakh per year (= monthly: 17,000 ;0€® per month)

— 5 lakh - 1 million per year (= monthly: 820 - 84,000 per month)
E — 1-2 million per year (= monthly: 84,00068,000 per month)

F — more than 2 million per year ( = monthly:mmthan 168 per month)

O 0O W >
I

24.How many persons live in your household? ltedu children




