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RESUME

Cette thése par articles a pour principal objectif d’explorer la localité percue d’un produit
alimentaire sous l'angle de la proximité afin de mieux circonscrire les différentes
conceptualisations et valorisations de celle-ci selon I’identification de lieu des consommateurs. La
recension des écrits permet d’abord de proposer que la distance ou proximité psychologique avec
un lieu (identité de lieu) affecte I’interprétation (sens de la localité) d’un objet (aliment), guidant
ainsi I’évaluation et le comportement d’un individu (valorisation). Par extension, cette thése avance
ainsi I’idée que les consommateurs s’identifiant a des échelles géographiques différentes, sont
susceptibles de considérer que certains produits alimentaires sont plus ou moins associés a leur
identité de lieu, ce qui crée une variation importante dans la fagon dont ils définissent et valorisent
les produits alimentaires locaux.

La présente thése propose, a travers 1’utilisation d’une méthodologie mixte combinant l'analyse
conceptuelle a des méthodes qualitatives et quantitatives, de : 1) développer un cadre d’analyse et
une échelle de mesure de la localité per¢ue d’un produit alimentaire en mobilisant le concept de
proximité, 2) soulever les différences de conceptualisation de la localité des produits alimentaires
selon les individus et les contextes, 3) déterminer les dimensions de la valeur des produits
alimentaires locaux, 4) tester un réseau nomologique entre 1’identité, la conceptualisation et la
valorisation des produits alimentaires locaux, et 5) proposer une catégorisation du sens et de la
valorisation des produits alimentaires locaux selon le niveau d’identification au lieu des
consommateurs. Les cinq articles de cette thése visent ainsi a répondre progressivement a ces divers
objectifs.

Le premier article s’intéresse, via des entrevues individuelles semi-dirigées, a 1’exploration du
concept de proximité, et développe un cadre d’analyse initiale sur le phénomene de localité percue
des produits alimentaires. Le deuxieme article adopte une approche quantitative et les méthodes
computationnelles d’extraction de données sur Twitter pour examiner le cadre d’analyse proposé
au premier article, et constater les différences de significations et valorisations de la localité des
produits alimentaires. Le troisieme article reprend une méthode qualitative et des entrevues semi-
dirigées pour explorer les perceptions relatives a la valorisation d’un produit alimentaire dit
hyperlocal en ayant recours a une certification « agriculture urbaine ». En s’appuyant sur une revue
systématique qualitative de la littérature, le quatriéme article emprunte une approche conceptuelle
pour examiner en profondeur la valeur des produits alimentaires locaux. Pour ce faire, il questionne
le qui, comment, quoi, quand, ou et pourquoi de ce concept marketing. Enfin, le dernier article
propose le développement d’une échelle de mesure de la localité percue d’un produit alimentaire
en testant les liens de causalité entre I’identité de lieu, la localité percue et la valeur du
consommateur. Cette analyse quantitative des données permet également la catégorisation du sens
et de la valorisation des produits alimentaires locaux selon I’identité de lieu des consommateurs.

En améliorant la compréhension de la conceptualisation et de la valorisation de la localité des
produits alimentaires, cette thése est ainsi susceptible de permettre 1’amélioration de la
segmentation et du ciblage des consommateurs, de développer et de positionner de maniere plus
précise les produits alimentaires locaux, de renforcer 1’expérience du consommateur dans les

xii



différents circuits de distribution, et d’apporter des bases plus solides aux défis de 1’autonomie
alimentaire et de I’alimentation durable dans son ensemble.

Mots clés: produit alimentaire local, proximité, valorisation, identit¢ de lieu, marketing
agroalimentaire, hyperlocalité¢ alimentaire, perception du consommateur, théorie des niveaux de
représentation.
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ABSTRACT

The main objective of this thesis by articles is to lead to a better understanding of the perceived
locality of a food product by exploring it from the perspective of proximity in order to better define
and distinguish the different conceptualizations and valuations of local food, according to the
consumers' place identity scale. The review of the literature allows us to propose that the
psychological distance or proximity to a place (place identity) affects the interpretation (meaning
of locality) of an object (food), thus guiding the evaluation and behavior of an individual
(valorization). By extension, this thesis proposes the idea that consumers identifying at different
geographical scales are likely to consider that certain food products are more or less associated
with their own place identity, which creates an important variation in the way they define and value
local food.

Through the use of a mixed methodology, combining conceptual analysis with qualitative and
quantitative methods, this thesis thus proposes to 1) develop a conceptual framework and a scale
for measuring the perceived locality of a product food by mobilizing the concept of proximity, 2)
raise the differences in the conceptualization of local food according to individuals and contexts,
3) determine the dimensions of local food value, 4) test a nomological network between identity,
conceptualization and valuation of local food, and 5) propose a categorization of the meaning and
valuation of local food according to consumers' place identity.

In order to meet these objectives, this thesis presents five articles. The first article focuses on
exploring the concept of proximity, through individual semi-directed interviews, and develops an
initial conceptual framework on the phenomenon of the perceived locality of food products. The
second article takes a quantitative approach, via computational methods, to examine the framework
proposed in the first article to see the differences in the meaning and valuation of local food through
data mining on Twitter. The third article uses semi-directed interviews to explore perceptions
relating to the valuation of hyperlocal food, by an “urban agriculture” label. The fourth article takes
a conceptual approach by drawing on a qualitative systematic review of the literature to examine
in depth local food value by questioning the who, how, what, when, where and why of this
fundamental marketing concept. Finally, the fifth and last article returns to a quantitative approach
by proposing the development of a scale for measuring the perceived locality of a food product,
and by testing the causal links between place identity, perceived locality and local food value. Data
analysis also allows the categorization of the meaning and valuation of local food according to
consumers' place identity.

This thesis allows a better understanding of the conceptualization and valuation of the locality of
food products, likely to better segment and target consumers, to develop and position local food
products in a more precise way, to strengthen the consumer experience in the different distribution
channels, and to provide a more solid foundation for the challenges of food autonomy and
sustainable food as a whole.

Keywords: local food, proximity, customer value, place identity, food marketing, food
hyperlocality, consumer perception, construal level theory.
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INTRODUCTION

La pandémie de la COVID-19 a plongé I’ensemble des pays dans une crise sanitaire, économique
et sociale sans précédent. La consommation et la chaine d'approvisionnement alimentaire ont subis
des turbulences importantes. Pour encourager 1'économie locale et appuyer les entreprises dans la
relance, divers paliers gouvernementaux ont plaidé pour une plus grande autonomie alimentaire au
sein de leur territoire, réduisant ainsi la dépendance face a I’approvisionnement alimentaire
extérieure. Pour de nombreux consommateurs, 69,7% selon la Vigie Conso Covid-19 (MBA
Recherche - OCR, 2020), l'achat de produits alimentaires locaux est I'un des moyens les plus
simples et les plus accessibles de contribuer a I'économie locale. Par ailleurs, une récente étude a
démontré que dans 70,83 % des catégories étudiées, le produit local était soit aussi concurrentiel
(différence de prix neutre), soit plus concurrentiel que le produit comparable non-local (Université
Dalhousie, 2022). Cependant, I’inflation et la guerre en Ukraine s’ajoutant a la pandémie mettent
a I’épreuve les pratiques écoresponsables du quotidien, telles que la consommation alimentaire
locale qui a maintenant reculé (Observatoire de la Consommation Responsable, 2022). Or, la
consommation alimentation locale engendre divers bénéfices tels qu’économiques (Marsden et al.,
2000; Pearson et al., 2011; Renting et al., 2003), sociaux (Hinrichs, 2000; Ilbery and Maye, 2005a),
environnementaux (Duram and Oberholtzer, 2010), de gouvernance locale (Hinrichs, 2003;
Renting et al., 2003), ainsi que de santé (Batat et al., 2017). Pour certains auteurs, le local est méme
devenu le « nouveau bio » (Jensen et al., 2019; Winterstein and Habisch, 2021), une critique de
I’industrialisation et de la mondialisation de 1’alimentation biologique. En effet, la localité d’un
produit alimentaire est un attribut de plus en plus important dans la décision d’achat des
consommateurs, surpassant la caractéristique biologique des aliments (Boys and Blank, 2016;
Memery et al., 2015; Winterstein and Habisch, 2021). Cette forme de consommation est d’ailleurs
considérée comme 1’une des pratiques de I’alimentation durable (Batat et al., 2017; Frangois-
Lecompte et al., 2020). Les produits alimentaires locaux font également partie d’un systéme
alimentaire résilient alors que nous entrons dans une période d’agitation mondiale, de contraintes
logistiques et de changements de partenaires économiques, tout cela jumelé au changement
climatique (Network, 2023). On peut se demander comment stimuler et valoriser davantage la

consommation alimentaire locale, dans 1’objectif de non seulement atteindre une plus grande



autonomie et résilience alimentaire, mais également d’encourager la consommation alimentaire

durable dans son ensemble.

Un premier frein théorique dans I’atteinte de cet objectif réside dans la définition du terme local.
Aujourd’hui, il n’existe effectivement pas de consensus sur le périmetre déterminant un produit
alimentaire local (Feagan, 2007; Hinrichs, 2000), et ce, malgré une grande attention académique
dans diverses disciplines telles que la sociologie, la géographie, 1’économie, le marketing, le
développement durable et 1’histoire (Holt and Amilien, 2007). Cette littérature variée présente
différents termes et définitions pour faire référence au phénomene, dont notamment les aliments
locaux (local food), les systémes alimentaires locaux (local food systems ou local agro-food
systems), les réseaux alimentaires alternatifs (alternative food systems networks ou alternative
agro-food networks), les chaines d'approvisionnement raccourcies (short food suply chain), les
systémes agroalimentaires localisés (localized food systems) et les systemes alimentaires durables
(sustainable food systems) (Bowen and Mutersbaugh, 2014; Feagan, 2007; Goodman, 2004;
Hinrichs, 2016; Kloppenburg et al., 2000; Tregear, 2011; Watts et al., 2005). Malgré ces
différences terminologiques, deux principales perspectives de la localité¢ se dégagent, soit les

systémes alimentaires alternatifs et les systémes alimentaires localisés.

Du coté des systemes alimentaires alternatifs, les recherches tendent a conceptualiser le local en
termes de réseaux ou de chaines (d’approvisionnement ou de distribution) ou I’activité économique
est « enracinée » dans les relations sociales pour « reconnecter » le producteur et le consommateur
(Fonte, 2008; Hinrichs, 2000). Un aliment est ainsi considéré local uniquement s'il existe une
proximité spatiale suffisamment étroite entre le lieu de consommation et le lieu de production, ce
qui définit le principe de localité spatiale relative (Borghini et al., 2022). Du c6té des systemes
alimentaires localisés, les recherches ancrent les systémes alimentaires locaux dans des territoires
particuliers ou les facteurs naturels, tels que les conditions biophysiques, le microclimat et les
facteurs culturels liés aux techniques de production traditionnelles, constituent les qualités
distinctives du produit alimentaire (Feagan, 2007). Ici, un aliment est local uniquement si son lieu
de production présente certaines caractéristiques qui le singularisent et le rendent typique, et ce,
quel que soit I’endroit ou il est consommé, ce qui définit le principe de localité spatiale absolue

(Borghini et al., 2022). Ces divergences de conceptualisations mettent en exergue que dans



différents contextes, un produit alimentaire local signifie différentes choses pour différentes

personnes, mais elles partagent une notion fondamentale, soit la proximité (Eriksen, 2013).

Dans sa plus simple expression, la proximité se rapporte a « €tre pres de quelque chose mesuré sur
une certaine dimension » (Knoben and Oerlemans, 2006, p. 71). Dans sa compréhension plus
complexe, Lenglet and Mencarelli (2020) la définissent comme « la force réelle ou percue des liens
spatiaux et affinitaires en ceuvre entre deux entités (produits, services, marques, organisations,
personnes, lieux) et qui affecte leurs interactions » (p. 110). Lorsqu'elle est utilisée, la notion de
proximité renvoie fréquemment a la proximité spatiale ou géographique (Eriksen, 2013). Plusieurs
autres dimensions sont toutefois employées dans la littérature dont notamment la proximité
culturelle, sociale, relationnelle, identitaire et cognitive (Bouba-Olga and Grossetti, 2008; Knoben
and Oerlemans, 2006; Lenglet and Mencarelli, 2020). Par sa multidimensionnalité, la notion de
proximité pourrait ainsi permettre une compréhension plus fine de la localité, réconciliant
possiblement les deux principales conceptualisations de 1’alimentation locale. La complexité de la
localité alimentaire pourrait ainsi étre approchée selon les dimensions de la proximité percue
(Eriksen, 2013), soit des caractéristiques de la localité permettant de mieux conceptualiser le
phénomene et de comprendre comment ces caractéristiques créent de la valeur dans 1’expérience
du consommateur, selon cet individu et son contexte. Veltz (2020) suggere d’ailleurs que la
proximité devient une valeur en soi, car ce qui est proche est digne de confiance. Le produit
alimentaire local, comprit et mis en marché sous ’angle de la proximité, pourrait ainsi devenir un

produit créateur de valeur et de confiance dans 1’échange.

Plusieurs conséquences cognitives, affectives et comportementales (conatives) de la proximité ont
¢été notées dans la littérature, telles que la valeur per¢ue (Lenglet and Mencarelli, 2020; Srivastava
and Singh, 2010). La valeur du point de vue des consommateurs est I'un des concepts les plus
fondamentaux dans la recherche en marketing (Cronin, 2016; Gallarza et al., 2017). Depuis de
nombreuses années, la valeur est reconnue comme une source clé d'avantage concurrentiel
(Woodruff, 1997). En effet, elle est la raison pour laquelle les consommateurs choisissent une
entreprise, une marque, un produit ou un service, plutét qu'un autre (Osterwalder and Pigneur,
2010). En raison de son pouvoir analytique et prédictif, la valeur représente un cadre d’étude
important du comportement du consommateur. Elle est d’ailleurs admise comme un déterminant

important dans la prise de décision et le jugement évaluatif des consommateurs (Gallarza et al.,



2017; Zeithaml, 1988). Or, treés peu d’études se sont intéressées a la valeur des produits alimentaires
locaux (Chen, 2013; Kim and Choe, 2019) et, a notre connaissance, aucune n’a abordé le
phénomene sous I’angle d’une multidimensionnalit¢ du phénomene de la localité. Si les
consommateurs conceptualisent le local de différentes manicres, on peut s’attendre a ce qu’ils le

valorisent également de différentes manieres, selon le sens ou I’importance qu’ils lui accordent.

Ainsi, mieux circonscrire des initiatives d’alimentation locale nécessite de distinguer les
perceptions individuelles ou collectives de localité¢ des produits alimentaires, en lien avec leur
valorisation. En effet, et comme le souligne Werkheiser and Noll (2014), différentes définitions de
la nourriture et de la localité coexistent. Cette coexistence serait attribuable aux fagons dont les
individus, les communautés et les collectivités fagonnent, racontent, imaginent ou négocient leurs
identités (Borghini ef al., 2022). Dans le domaine alimentaire, un certain nombre d'études (Carfora
et al., 2019; Dennison and Shepherd, 1995; Sparks and Guthrie, 1998) ont examiné I’identité dans
la théorie du comportement planifié¢ (TPB), et ont confirmé que I'identité personnelle joue un réle
important dans les comportements alimentaires. Récemment, certains auteurs (Kumar and Smith,
2018; Kumar et al., 2021; Shin et al., 2016; Zhang and Khare, 2009) ont appliqué ce mod¢le dans
le cadre de la consommation alimentaire locale. Ces recherches s’appuient principalement sur
I’identité¢ du soi général (Kumar et al., 2021), sur I’identité pro-environnementale (Kumar and
Smith, 2018), sur I’identité de lieu (Zhang et al., 2022; Zhang and Khare, 2009) ou sur 1’auto-
congruité (Shin et al., 2016). La conceptualisation de ce qui est local et sa valorisation, soit I’angle
qui nous intéresse, dépendent principalement de la perception de I’individu envers la localité

spatiale (Borghini ef al., 2022), ¢’est-a-dire son identité de lieu.

La théorie de l'identité de lieu fait référence a la partie de l'identité personnelle des individus qui
est basée sur les caractéristiques physiques et symboliques des lieux (connexions et histoire) ou les
personnes vivent (Proshansky et al., 1983). Ainsi, le processus de formation d'une identité est la
fagon dont les individus s'étiquettent, se décrivent et se reconnaissent, en tant que membre d'un
groupe dans le cadre d'un lieu (Hernandez ef al., 2010). Cette identité influence la fagon dont nous
regardons, voyons, pensons et ressentons dans notre interaction avec le monde physique (Peng et
al., 2020). En effet, I’identité de lieu peut étre une source de sens en raison des cognitions qui
permettent a la personne de reconnaitre un cadre spécifique et de comprendre ses objectifs, et une

source d’expression en raison des cognitions qui expriment ses gotts et ses préférences (Peng et



al.,2020). Selon la théorie des niveaux de représentation (Liberman et al., 2007; Trope et al., 2007),
les événements ou objets psychologiquement proches, c'est-a-dire ceux qui relévent de 1'expérience
directe de l'individu, sont pergus plus concrétement que ceux qui sont €loignés. Ceci permet aux
consommateurs, par exemple, de visualiser plus concrétement comment la nourriture locale est
produite (Frangois-Lecompte et al., 2020). Il est ainsi démontré que différentes dimensions de la
distance psychologique (ex : ’espace) affectent l'interprétation mentale, et que ces interprétations,
a leur tour, guident 1'évaluation et le comportement (Trope ef al., 2007). En ce sens, la distance ou
proximité psychologique avec un lieu (identité de lieu), affecte 1’interprétation (sens de la localité)
d’un objet (aliment), guidant ainsi I’évaluation et le comportement d’un individu (valorisation).
Par extension, nous avangons 1’idée que les consommateurs s’identifiant & des échelles
géographiques différentes sont susceptibles de considérer que certains produits alimentaires sont
plus ou moins associés a leur identité de lieu, ce qui crée une variation dans leur fagon de définir
et de valoriser la localit¢ des produits alimentaires. Une meilleure compréhension de ces
différences permettrait de mieux segmenter et cibler les consommateurs, de développer et
positionner de maniere plus précise les produits alimentaires locaux, de renforcer I’expérience du
consommateur dans les différents circuits de distribution, et d’apporter des bases plus solides aux

défis de I’autonomie alimentaire et de 1’alimentation durable dans son ensemble.

L'objectif principal de cette theése par articles est d'amener a une meilleure compréhension de la
localité percue d’un produit alimentaire en l'explorant sous I'angle de la proximité, de manicre a
mieux circonscrire et distinguer les différentes conceptualisations et valorisations du local selon
I’échelle d’identification de lieu des consommateurs. La présente these propose ainsi de 1)
développer un cadre d’analyse et une échelle de mesure de la localité en mobilisant le concept de
proximité, 2) soulever les différences de conceptualisation de la localité des produits alimentaires
selon les individus et les contextes, 3) déterminer les dimensions de la valeur des produits
alimentaires locaux, 4) tester un réseau nomologique entre 1’identité, la conceptualisation et la
valorisation des produits alimentaires locaux, et 5) proposer une catégorisation du sens et de la

valorisation des produits alimentaires locaux selon 1’identité de lieu des consommateurs.

Cette these est divisée en sept chapitres. Le premier présente les positionnements ontologique,
épistémologique et paradigmatique retenus, ainsi que les méthodologies mobilisées pour atteindre

les objectifs de cette recherche. Les quatre chapitres suivants présentent trois articles publié€s et une



communication revue par les pairs. Le chapitre six présente un cinquieme article a soumettre. Le
dernier chapitre conclu en rappelant les principaux résultats de cette thése permettant ainsi de
justifier la pertinence de 1’utilisation du concept de proximité pour améliorer la compréhension de
la conceptualisation et valorisation de la localité des produits alimentaires, ainsi que les

contributions théoriques, les contributions managériales, les limites et voies de futures recherches.



CHAPITRE 1
METHODOLOGIE

L'objectif principal de cette thése par articles est d'amener a une meilleure compréhension de la
localité per¢ue d’un produit alimentaire en I'explorant sous l'angle de la proximité de maniere a
mieux circonscrire et distinguer les différentes conceptualisations et valorisations du local selon
I’échelle d’identification de lieu des consommateurs. Pour répondre a 1'objet central de la
recherche, cette thése par article ne se limite pas a une approche méthodologique particuliére, mais
capitalise plutdt sur le recours a une variété de méthodes afin d'obtenir une compréhension plus
compléte. Ainsi, une méthodologie mixte combinant I'analyse conceptuelle ainsi que les méthodes

de recherche qualitatives et quantitatives sont mobilisées.

1.1  Philosophie de recherche

Indépendamment de la discipline, les idées et les hypothéses concernant la nature de la réalité, de
la vérité et des connaissances faconnent la conception de la recherche dans les sciences sociales
(Creswell, 2009; Lincoln et al., 2008; Stawecki, 2018). Cependant, déterminer sa position
philosophique nécessite une compréhension des distinctions entre les différentes positions, ainsi
qu'une conscience réflexive des hypotheses inhérentes que les chercheurs tiennent concernant la
nature et 1’acquisition des connaissances (Creswell and Plano Clark, 2011). A cette fin, les
hypotheses philosophiques, 1'ontologie, I'épistémologie et les paradigmes (Tableau 1.1) se

combinent pour influencer 1'approche méthodologique la plus appropriée (Stawecki, 2018).



Tableau 1.1 Composantes d'une philosophie de recherche

Terme Définition

Hypotheses L'ensemble des croyances d'un chercheur sur le processus de recherche, la
philosophiques nature de la réalité et 'acquisition de connaissances.

Ontologie Hypothéses philosophiques combinées sur la nature de la réalité.
Epistémologie Hypothéses philosophiques combinées sur la nature de la connaissance et

la fagon dont elle est acquise.

Paradigme Perspective globale sur la fagon dont la recherche est / devrait étre menée.
Elle est sous-tendue par les hypothéses philosophiques (y compris
ontologie et épistémologie) et éclaire le choix méthodologique.

Méthodologie Techniques utilisées pour entreprendre une recherche scientifique.

Source : Gannon et al. (2022, p. 6)

1.2 Positionnement ontologique

L'ontologie est le domaine fondamental de la philosophie qui concerne la nature de la réalité et de
l'existence (Easterby-Smith et al., 2012; Stawecki, 2018). Comme le souligne Benton and Craib
(2023), I’ontologie est la réponse donnée a la question « quelles sortes de choses existent dans le
monde ? ». Cette branche de la philosophie s’intéresse alors a comprendre ce qui est réel, et quelle
est la forme et la nature de cette réalité. Dans I'histoire de la philosophie, on peut distinguer quatre

traditions fondamentales (Easterby-Smith ef al., 2012) pour répondre cette question :

e Réalisme, qui déclare qu’il n’y a qu’une seule vérité et réalité puisque les faits existent et

peuvent étre révéles ;

e Réalisme interne ou critique, qui précise que la vérité existe et les faits sont concrets mais

ils ne sont pas directement accessibles ;

e Relativisme, qui mentionne qu’il y a plusieurs vérités et les faits dépendent du point de vue

de I’observateur ;

e Nominalisme, qui stipule qu’il n’y pas de vérité puisque les faits sont des créations

humaines.



Selon le réalisme, le monde est concret et externe, c'est-a-dire indépendamment de 'esprit humain
(Easterby-Smith et al., 2012). Par conséquent, cette position suppose que les étres et les structures
auxquels se réfeérent les théories scientifiques existent dans un espace extérieur, ce qui permet de
les étudier, les analyser et les connaitre puisqu’il n’existe qu’une seule vérité (Easterby-Smith et
al.,2012). A I’opposé du spectre ontologique, le nominalisme suggére que les étiquettes et les noms
que nous donnons aux expériences et événements sont cruciaux. Des auteurs post-modernes
comme Cooper and Burrell (1988) envisagent la vie sociale comme paradoxale et indéterminée, et
soutiennent que la réalité sociale n'est qu’une création ou construction humaine a travers le langage

et le discours (Cunliffe, 2001). Dans cette position, il n'y a pas de vérité.

Les deux positions centrales sont moins tranchées. Le réalisme interne ou critique apporte une
certaine nuance par rapport au réalisme : il n’y a qu’une seule réalité et vérité mais les chercheurs
ne peuvent y accéder directement (Easterby-Smith ef al., 2012). Il est seulement possible de
recueillir des preuves indirectes de ce qui se passe réellement dans les processus physiques
fondamentaux. Ensuite, le relativisme suggere que les lois scientifiques ne sont pas simplement 13,
en attente d’étre découvertes, mais sont créés par des personnes. Cette position a été¢ fortement
influencée par Latour and Woolgar (1979) qui ont avancé I’idée que les théories scientifiques sont
en fait le résultat d’une discussion, négociation et accord sur un phénomene entre les chercheurs,
c’est-a-dire une construction scientifique sociale. Le relativisme suppose ainsi que divers
observateurs peuvent avoir des points de vue différents sur un phénomene puisque, comme le
souligne Collins (1983, p. 88), « ce qui compte pour la vérité peut varier d'un endroit a l'autre et
d'un moment a l'autre ». Par ailleurs, comme le décrit Kant, le relativisme suppose que la réalité
existe indépendamment, mais notre compréhension de celle-ci est li€e, ou plus précisément relative,
a la cognition et a la perception humaine (O'Grady, 2014), d’ou la notion de « multiples vérités ».
Nous adhérons a ce dernier point de vue, et nous croyons que le relativisme refléte les activités de

construction des connaissances mobilisées dans cette thése.

Dans un premier temps, la these tente de dresser un portrait des différentes dimensions de la localité
percue d’un produit alimentaire dans une étude exploratoire. Reconnaitre les proximités multiples
qui peuvent ou non étre pergues dans la conceptualisation d’un produit alimentaire local et les
interprétations relatives des chercheurs sur cette question font écho a 'ontologie relativiste. Par

ailleurs, la notion de proximité, qui est mobilisée a travers cette thése, est un construit situe,



contextuel, dynamique et ontogénique (Lenglet and Mencarelli, 2020). Deuxiémement, nous
avangons I’idée que la localité et la valorisation d’un produit alimentaire est un phénoméne
individuel et contextuel, contredisant ainsi le principe des lois universelles du réalisme. En effet,
comme la littérature sur les produits alimentaires locaux le souligne, ce phénomeéne est difficile a
circonscrire puisque la localité est davantage une perception qu’un état fixe et observable,
expliquant ainsi les multiples définitions répertoriées du point de vue des individus. Troisiemement,
et enfin, le phénomene de localité des produits alimentaires conceptualisé et catégorisé via les
différentes échelles d’identité de lieu suggére une « multiple vérité » chez les consommateurs. En
ce sens, le chercheur démontre sa propre position philosophique de la réalité qui est liée a la
cognition et a la perception humaine. Cette réalité est a la fois socialement existante et
intellectuellement accessible par le chercheur, reflétant l'aspect réconciliateur du relativisme

kantien. Par cela, le positionnement ontologique relativiste de la these actuelle est soutenu.

1.3 Positionnement épistémologique

L'épistémologie est le domaine de la philosophie traitant de la cognition et de la connaissance ou,
dans la littérature, on peut également rencontrer le terme de « théorie de la connaissance » (Benton
and Craib, 2023; Soler, 2019). Le positionnement épistémologique fait référence a la nature de la
relation entre le chercheur et son objet de recherche (Guba and Lincoln, 1994). 11 s'agit donc de
définir la maniére de « chercher la connaissance » (Kuhn, 2012). L' épistémologie de la recherche
est motivée par un désir de comprendre comment la connaissance est créée, ce qui aide les
chercheurs a identifier le type de « preuve » nécessaire pour la ratifier (Eriksson and Kovalainen,
2015). 1l existe deux principaux points de vue sur la fagon dont les chercheurs peuvent générer des

connaissances : le rationalisme et I’empirisme (Benton and Craib, 2023).

Le rationalisme, sous la forte influence des sciences dites « dures » telles que la physique et les
mathématiques, reconnait la primauté de la raison humaine (Stawecki, 2018). Cette position
épistémologique suppose que les connaissances sont cumulatives, et le processus consiste a ajouter
des portions successives de connaissances certaines et fiables par voie de vérification de nouvelles
hypothéses scientifiques (Stawecki, 2018). Une vision rationaliste est généralement alignée sur une

approche positiviste, privilégiant I'objectivité ontologique, paralléelement au test et a la vérification
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des hypothéses, et est souvent préoccupée par la poursuite de la généralisabilité (Easterby-Smith

etal.,2012).

Pour sa part, I’empirisme avance 1’idée que la seule source de connaissances sur le monde est dans
I'expérience sensorielle (Stawecki, 2018). L'empirisme est intéressé par la création de sens des
participants (Gioia and Pitre, 1990), faisant écho a la vision interprétative selon laquelle la
connaissance et la réalité sont fondamentalement construites socialement (Gannon ef al., 2022).
Ainsi, la recherche fondée sur l'empirisme se concentre sur l'interprétation des données par des
moyens dialectiques et herméneutiques (Laverty, 2003), permettant aux chercheurs d'acquérir une
meilleure compréhension des phénomenes en s'appuyant sur des données descriptives (Easterby-
Smith et al., 2012). La réalité sociale est par essence relativiste et ne peut étre explorée que de
maniere limitée en essayant de la comprendre du point de vue des individus qui la vivent. Dans
cette position, la science n'est pas capable de générer une connaissance objective, elle est

naturellement subjectiviste (Stawecki, 2018).

Ces deux positions soulignent une dichotomie importante : 1’objectivisme et le subjectivisme
(Burrell and Morgan, 1985/2017). L'objectivisme dans sa forme la plus pure suppose que la nature
de la réalité est fixe, vérifiable, externe et donc objective (réalisme ontologique) (Burrell and
Morgan, 1985/2017). Afin de découvrir les lois universelles régissant le monde social, il faut isoler
et mesurer des variables spécifiques, et les interrelations entre elles. Pour sa part, le subjectivisme
met l'accent sur la primauté de l'expérience individuelle dans la création de la réalité sociale
(relativisme ontologique) (Burrell and Morgan, 1985/2017). La recherche est ici basée sur une
acceptation de la nature relativiste du monde et s'efforce de fournir la description la plus complete

possible des phénomeénes analysés pour les approfondir.

Malgré l'apparente contradiction, plusieurs auteurs (Cunliffe, 2010; Guba and Lincoln, 2005;
Salvador, 2016) soulignent un spectre possible de positionnement entre ces deux points de vue
diamétralement opposés. Nous croyons également ceux-ci sont complémentaires dans la recherche
sur la consommation. En effet, le philosophe Kant épouse ce point de vue réconciliateur et prone
la complémentarité de 1'observation sensorielle (empirique - subjective) et du raisonnement logique
(rationalisme - objective), le premier renseignant sur l'existant du terrain, et le second apportant

une régularité a I'observation (Coccia, 2018). Comme dans notre positionnement ontologique, nous
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adoptons une position nuancée qui accentue le role des procédures sensorielles et des techniques
rationnelles comme méthodes d'enquéte pour approcher la réalité existante composée de «

multiples vérités ».

1.4 Positionnement paradigmatique

Tout travail de recherche traduit une réflexion de ce qui constitue la réalité (ontologie), de ce qui
constitue la connaissance (épistémologie) et de la maniére de produire et de justifier la
connaissance (méthodologie). Ces hypotheses philosophiques ménent a une multitude d'approches
différentes nommeées paradigmes (Stawecki, 2018). Guba and Lincoln (2005) définissent un
paradigme comme le systéme de croyances ou la vision du monde qui guident le chercheur, non
seulement dans les choix de méthode, mais aussi de maniére ontologique et épistémologique. Le

paradigme sert ainsi de principe directeur pour atteindre un objectif de recherche (Salvador, 2016).

A travers les diverses compréhensions, interprétations et nuances philosophiques, ontologiques et
épistémologiques, les auteurs proposent plusieurs matrices ou classification des paradigmes.
Burrell and Morgan (1985/2017) juxtaposent la dimension objectivisme-subjectivisme discutée
précédemment, et la dimension régulation-changement radical, qui renvoie a la question de la
nature de la société, pour proposer quatre principaux paradigmes : fonctionnalisme (objectivisme /
régulation), interprétativisme (subjectivisme / régulation), structuralisme radical (objectivisme /
changement radical) et postmodernisme (subjectivisme / changement radical). Pour leur part, la
classification de Guba and Lincoln (1994, 2005), possiblement la plus utilisée en science sociale
et reprise par nombre d’auteurs (Lincoln et al., 2008; Ponterotto, 2005; Salvador, 2016; Stawecki,
2018), propose cinq principaux paradigmes : positivisme, post-positivisme, théorie critique,

constructivisme et participatif.

L'approche positiviste est issue des sciences pures et postule que les méthodes scientifiques peuvent
étre appliquées directement a I'é¢tude des individus et des sociétés (Carey, 2012). Ce paradigme
s'appuie donc sur une vision objective et réaliste de la réalité et sur des valeurs d'objectivité, de
vérité, de logique et de validité (Cunliffe, 2010; Guba and Lincoln, 2005; Lincoln et al., 2008;
Ponterotto, 2005; Salvador, 2016). Le chercheur positiviste s’appuie sur des lois, des régles et des

schémas reproductibles isolés d'un contexte non significatif (Guba and Lincoln, 2005). L’objectif
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de ces recherches est d'expliquer, de prédire et de contrdler les phénoménes sociaux étudiés
(Stawecki, 2018). La connaissance, qui se développe de maniére cumulative, est recueillie par voie

de vérification d'hypotheses, établissant des faits et des lois (Stawecki, 2018).

L’ approche post-positiviste se caractérise par un réalisme critique, c’est-a-dire une reconnaissance
de la nature objective de la réalité tout en supposant qu’elle ne peut étre comprise que de maniére
imparfaite et quelque peu approximative (Cunliffe, 2010; Guba and Lincoln, 2005; Lincoln et al.,
2008; Ponterotto, 2005; Salvador, 2016; Stawecki, 2018). Le post-positivisme suppose un
pluralisme critique, qui dit que puisque 1'esprit humain a des limites (réalisme critique), il faut viser
a diversifier les sources et les types de données, en utilisant diverses théories, méthodes et
chercheurs (Cunliffe, 2010; Guba and Lincoln, 2005; Salvador, 2016). Par conséquent, ils utilisent
activement la triangulation ou il devient acceptable d'utiliser des méthodes qualitatives, méme si
'approche quantitative est prédominante (Guba and Lincoln, 2005; Stawecki, 2018). Ces
chercheurs constatent également qu'il est impossible d'éliminer complétement leur influence sur le

phénomeéne a 1'étude, mais ils cherchent a le réduire au maximum (Stawecki, 2018).

La théorie critigue emprunte également l'acceptation de la vision objectiviste du monde aux
sciences naturelles, mais dans le domaine de I'épistémologie, elle présente une position
subjectiviste (Stawecki, 2018). Le réalisme critique est caractérisé par I'hypothese que la réalité est
faconnée par des valeurs sociales, politiques, culturelles, économiques, ethniques et autres (Guba
and Lincoln, 2005; Lincoln et al., 2008). Par conséquent, le chercheur est per¢u comme un porte-
parole et un activiste qui transforme les données pour qu'elles deviennent compréhensibles pour le
destinataire, et présentent la position et le contexte des événements de la communauté étudiée
(Stawecki, 2018). L'utilisation de la recherche qualitative et quantitative, la connaissance de
I'histoire, la signification des valeurs et la direction que devrait prendre I'émancipation, la libération

ou la réhabilitation des individus, font partie de cette posture paradigmatique (Stawecki, 2018).

L’approche constructivisme adopte une attitude subjectiviste envers la réalité, acceptant le
relativisme, c'est-a-dire 1'existence de nombreuses réalités localement construites et reconstruites
(Cunliffe, 2010; Guba and Lincoln, 2005; Lincoln et al., 2008; Ponterotto, 2005; Salvador, 2016;
Stawecki, 2018). Selon Crotty (1998), le constructivisme est I'idée que toute connaissance, et donc

toute réalité significative, dépendent des pratiques humaines, étant construites dans les interactions
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entre les étres humains et leur monde, et développées et transmises dans un contexte
essentiellement social. Il suppose ainsi I'existence de divers mondes sociaux, fonctionnant avant
tout dans I'esprit humain, et non comme des structures externes communes objectivement
disponibles (Guba and Lincoln, 2005; Lincoln et al., 2008). De plus, comme les réalités n'existent
que dans les esprits humains et que les mondes sociaux ne cessent d'étre construits et reconstruits,
la seule fagon d'en apprendre sur eux est de se référer a I'expérience subjective, aux opinions, aux
croyances et aux valeurs de leurs créateurs, dans un contexte précis (Stawecki, 2018). En ce sens,
les méthodologies sont orientées vers l'interprétation des significations pour faire ressortir certaines
constructions individuelles et les soumettre a I’interprétation via principalement des méthodes et
des données qualitatives. Par ailleurs, dans cette approche, il est impossible de séparer le chercheur
puisqu’il est un participant de la recherche en agissant comme facilitateur de la reconstruction

multi-voix via son interprétation des significations (Lincoln et al., 2008; Stawecki, 2018).

Finalement, I’approche participative reconnait a la fois la nature subjective et objective de la réalité
(Guba and Lincoln, 2005; Stawecki, 2018). D’une part, la réalité est subjective car elle n'est
disponible que sous la forme sous laquelle I'esprit humain la présente et la comprend (Heron, 1996).
D’autre part, elle est objective car une certaine réalit¢ donnée, le cosmos, c'est-a-dire un tout
harmonieux spécifique, est a la disposition de l'esprit humain (Heron, 1996). La réalité est donc
cocréée par l'esprit humain et le cosmos donné (Guba and Lincoln, 2005). Ici, la nature de la
connaissance est pratique et participative. Au niveau méthodologique, des formes de recherche qui
s'inscrivent dans la réalité donnée au sens pratique, conceptuel et empathique sont adoptées,
nécessitant la capacité de reconnaitre et de construire un espace intersubjectif ancré dans un

contexte donné (Guba and Lincoln, 2005).

Malgré les débats paradigmatiques persistants entre les différentes approches présentées
précédemment, certains chercheurs contemporains contestent la polarisation de la recherche selon
des lignes philosophiques (Gannon et al., 2022). Ce faisant, ils reconnaissent que la polarité
philosophique n'est ni productive ni significative (Bryman, 2006; Crotty, 1998; Ercikan and Roth,
2006). Or, comme le souligne Cohen et al. (2017), un plus grand dialogue entre les chercheurs de
différents paradigmes pourrait faire progresser la recherche en sciences sociales dans son ensemble.
Ainsi, un paradigme philosophique davantage équilibré, auquel adhere la chercheure de cette these,

et de plus en plus populaire non seulement en sciences sociales (Corley and Gioia, 2011; Morgan,
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2007) mais également dans le champ du marketing (Brown, 2012; Firat and Dholakia, 2006; Hatch,

2012) est discuté ci-apres : 'approche pragmatiste.

La notion contemporaine de pragmatisme découle des travaux de Charles Peirce, William James
et John Dewey (Cherryholmes, 1992). Ce paradigme considere l'efficacité dans l'application
pratique, soutenant que la vérité est déterminée simplement par ce qui « fonctionne » pratiquement
et le plus efficacement (Creswell and Plano Clark, 2011; Honderich, 2005). Ontologiquement, le
pragmatisme se caractérise par un compromis entre réalisme et relativisme (Easterby-Smith ez al.,
2012; Visser, 2019). Par conséquent, les chercheurs adoptant une perspective pragmatiste peuvent
s'appuyer sur diverses approches pour comprendre un probléme de recherche (Creswell and Plano
Clark, 2011; Gannon et al., 2022). En outre, les pragmatiques contestent la distinction entre
I’objectivité et la subjectivité, affirmant que 1'épistémologie est fluide, existant sur un continuum,
et non caractérisée par une polarité¢ (Maarouf, 2019). En ce sens, ils considérent leur relation avec
le processus de recherche comme intersubjective avec des connaissances pouvant étre générées par
un certain nombre d'approches méthodologiques, reconnaissant l'utilité des méthodes qualitatives
et quantitatives (Morgan, 2007). Cette approche de la collecte de données permet aux chercheurs
d'identifier et d'opérationnaliser les méthodes les plus appropriées pour construire des
connaissances basées sur les questions de recherche (Creswell, 2009). Méthodologiquement,
I'approche pragmatiste ne privilégie pas le seul raisonnement inductif ou déductif, mais soutient
que les projets de recherche relévent du cycle de recherche inductive-déductive a différents
moments (Creswell and Plano Clark, 2011; Mariani and Baggio, 2020). En conséquence,
I'abduction est utilisée pour explorer les données, identifier des modeles et développer des
hypotheses qui sont plausibles et vérifiables par la suite (Morgan, 2007). Au final, le pragmatisme
valorise la transférabilité des connaissances par la recherche a d'autres contextes au lieu de donner
la priorit¢ a la généralisation (positivisme / post-positivisme) ou a la fiabilité contextuelle

(constructivisme) (Morgan, 2007).

1.5 Positionnement méthodologique

Cette these adopte un positionnement pragmatique. Ce type d’approche améne généralement a

I’utilisation de diverses méthodes, tant qualitatives que quantitatives, afin de répondre le plus
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pratiquement possible a la question de recherche. Les prochains paragraphes présenteront

successivement les différentes méthodes utilisées pour répondre aux objectifs de cette thése.

1.5.1 Les entrevues individuelles semi-dirigées

Tout d'abord, 1'objectif du premier article est de se concentrer plus spécifiquement sur le concept
de proximité et de développer un cadre d’analyse initiale sur le phénoméne de la localité percue
des produits alimentaires. De plus 1’objectif du troisieéme article est d’explorer les perceptions et
les enjeux relatif a un terme valorisant « agriculture urbaine ». Pour ces deux articles, 1'objet
d'analyse se situant au niveau de l'individu et de ses perceptions, une méthode qualitative constitue
une alternative privilégiée puisqu’elle permet de « voir a travers les yeux des individus ». En effet,
la recherche qualitative convient aux sujets sur lesquels on sait peu de choses et dont la théorie
n'est pas encore bien définie (Creswell and Poth, 2018). La recherche qualitative s'efforce d'arriver
a une description aussi précise que possible d'un fragment de réalité sociale (Stawecki, 2018). Elle

vise a comprendre, préciser et éventuellement extrapoler les résultats a des situations similaires.

L’entrevue individuelle semi-dirigée a été privilégiée pour collecter les données car elle offre la
possibilit¢ d'établir un contact étroit avec les participants et permet de questionner plus
profondément les opinions, sentiments, motivations, croyances et comportements liés a la question
de recherche (d'Astous, 2011). L'entretien individuel est donc bien adapté pour explorer des
processus individuels complexes comme la compréhension d'un phénomene (Gavard-Perret et al.,
2012), tel que la définition (premier article) et la valorisation (troisiéme article) d’un produit
alimentaire local ou hyperlocal. Un guide d'entretien a été utilisé a travers lequel les répondants
étaient invités a expliquer en détail leur définition de la localité des produits alimentaires (premier
article) ainsi que leurs perceptions des enjeux relatifs a la valorisation d’un produit alimentaire dit

hyperlocal via I’utilisation d’une certification (troisi¢éme article).

L’échantillonnage des entrevues individuelles semi-dirigées doit étre basé sur l'objectif de
sélectionner des cas riches en information (Patton, 2014). Il est également important de rechercher
une représentativité¢ théorique immeédiate, c'est-a-dire des répondants pouvant adéquatement
fournir des réponses aux questions de recherche posées (Miles and Huberman, 2003). Les

participants ont été recrutés selon la méthode de convenance, une technique non probabiliste qui
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implique le jugement du chercheur pour sélectionner des répondants disponibles et accessibles
(d'Astous, 2011) ayant une représentativité théorique. Dans le premier article, la population cible
a ét¢ désignée comme toute personne vivant au Québec qui achéte, produit, transforme, vend ou
¢tudie des produits alimentaires qu'elle considére comme locaux. L'alimentation locale est un sujet
qui touche tous les acteurs de 1'industrie agroalimentaire, tous les types de circuits de distribution
et toutes les catégories de produits alimentaires. C'est pourquoi cette recherche s'est attardée a
interroger au moins une personne dans chacune de ces catégories d'acteurs, circuits de distribution
et catégories de produits. L’échantillon final a été composé de 32 participants, soit sept
consommateurs, sept producteurs, quatre transformateurs, quatre détaillants, cinq restaurateurs et
cinqg experts de l'industrie agroalimentaire québécoise. Dans le deuxiéme article, la population cible
a ¢té¢ désignée comme tout producteur ou gestionnaire d’une ferme d’agriculture urbaine
commerciale. La liste des personnes potentielles a consulter était basée sur le répertoire des
agriculteurs urbains du Laboratoire sur [’agriculture urbaine (AU/LAB) du Québec. L’échantillon
final a ét¢ composé de 16 participants, soit huit producteurs urbains, trois gestionnaires
d'entreprises de services du secteur de l'agriculture urbaine au Québec et cinq producteurs urbains

qui offrent également des services.

Pour les deux articles, les données ont été enregistrées sur bande, retranscrites, indexées et
analysées via le logiciel NVivo pour extraire les principaux themes. Les données ont été collecté
et analysé simultanément comme cela est recommandé pour un travail qualitatif inductif (Miles
and Huberman, 2003). Une analyse de contenu thématique (ACT) a été utilisée (Bardin, 2013).
L'analyse de contenu est une technique largement utilisée dans la recherche qualitative et elle peut
étre organisée en trois approches : I'analyse lexicale, I'analyse syntaxique et l'analyse thématique
(Bardin, 2013). L'analyse de contenu thématique consiste a décrire le contenu en fonction des
thémes et de leur fréquence (Bardin, 2013). Selon Paskins and Peile (2010), 1'analyse thématique
est considérée comme l'approche la plus rigoureuse pour l'analyse qualitative des données, en
utilisant spécifiquement I'approche théorique de la catégorie d'analyse (Kuckartz, 2019). Corbin
and Strauss (2014) utilisent les termes « concept » et « catégorie » pour désigner un phénomene
qui est catégorisé et conceptualisé en lui attribuant un code (concept) ou des concepts d'ordre
supérieur (catégorie). Les themes ont été affinés lors de cycles successifs de codage apres les

entretiens. Les extraits de ces entretiens ont été analysés dans un processus itératif qui impliquait
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la rédaction de mémos analytiques, la création de codes et de catégories pour identifier les thémes
émergents, générer des comparaisons entre les cas et vérifier la fréquence des résultats (Miles and
Huberman, 2003). Les thémes les plus récurrents ont ensuite été sélectionnés pour assurer la
robustesse et la transférabilité¢ du cadre. Ce travail a été réalisé par deux chercheurs pour permettre
la fiabilité des intracodeurs, soit la stabilité des résultats issus de I'analyse d'un méme corpus, et
des intercodeurs, soit la reproductibilité des résultats de codage entre codeurs (Weber, 1990),

jusqu'a saturation des données.

1.5.2 Les méthodes computationnelles

L’acces a un vaste éventail d’activités sociales en ligne, soit I’'univers numérique, offre de nouvelles
occasions de recherche et des données originales pour appréhender des phénomenes sociaux.
Marres (2012) distingue quatre grands ensembles de méthodes sur et avec le numérique : (i) les
méthodes traditionnelles (ou methods-as-usual), (2) les méthodes virtuelles (ou virtual methods),
(3) les méthodes numériques (ou digital methods) et (4) les méthodes computationnelles (ou big

methods).

Tout d’abord, les méthodes traditionnelles renvoient a 1’utilisation de méthodes classiques des
sciences humaines et sociales pour étudier les phénomenes numériques sans chercher a les adapter,
par exemple dans le cas d’un sondage qui est distribué en ligne (Marres, 2012). Ensuite, les
méthodes virtuelles mobilisent une perspective ethnographique pour étudier des phénomenes
socioculturels en contexte numérique (ethnographie virtuelle, netnographie, cyberethnographie)
(Marres, 2012). Ce sont donc principalement des méthodes qualitatives qui sont adaptées au
contexte du numérique afin d’explorer, de comprendre et de décrire. Puis, les méthodes numériques
appréhendent des phénomenes socioculturels tels qu’ils se manifestent en ligne en mobilisant des
outils issus directement de 1’environnement numérique (Marres, 2012). L’objectif ici n’est pas
d’¢tudier des phénomenes a I’aide du numérique, I’intérét est plutdét sur des phénomenes
« nativement numériques ». Finalement, les méthodes computationnelles sont liées a 1’extraction,
la gestion, 1’analyse et la visualisation de vastes corpus de données (big data) en utilisant des outils
issus des domaines de I’informatique et des mathématiques (Marres, 2012). Ce sont des derniéres

méthodes qui ont été utilisées pour le deuxieme article de cette thése.
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Le deuxieéme article adopte une approche quantitative, via les méthodes computationnelles, pour
constater les différences de signification et de valorisation de la localité des produits alimentaires
grace a ’extraction de données sur Twitter. Afin d’analyser les tweets des entreprises et des
consommateurs, deux méthodes différentes pour extraire les données de Twitter ont été utilisées.
Premicrement, nous avons utilisé une liste prédéfinie de plus de 1300 comptes Twitter d'entreprises
agroalimentaires canadiennes pour extraire 532 661 tweets publiés entre le ler janvier 2019 et le
31 décembre 2020. Deuxiémement, un hashtag populaire (#supportlocal) a été utilisé pour extraire

un échantillon de 20 000 tweets des consommateurs.

La construction de deux dictionnaires de mots-clés, un a propos de I’alimentation, et un a propos
de la localité des produits alimentaires basé sur le cadre d’analyse proposé lors du premier article,
ont permet I’analyse textuelles des données. Cointet and Parasie (2018) soulignent d’ailleurs que
les méthodes computationnelles (big data) et les réseaux sociaux permettent I’enrichissement de la
recherche des sciences sociales au niveau de I’analyse textuelle. Tout d'abord, un dictionnaire de
mots-clés liés a I'alimentation a été créé pour filtrer I'échantillon de tweets. Comme cette étude est
centrée sur la nourriture, il était important assurer que les tweets analysés soient liés a la
« nourriture ». Les catégories des produits alimentaires proposées par Aliments du Québec ainsi
que les catégories des secteurs agricoles du Canada proposées par le gouvernement du Canada ont
¢été utilisées en complément avec Wikipedia pour constituer le dictionnaire de mots-clés, en anglais
et en frangais (Vydiswaran et al., 2020). Ce dictionnaire comprenant 1148 mots-clés a servi de base
pour s’assurer que les tweets étaient a propos de 1’alimentation. Ensuite, un dictionnaire de la
localité des produit alimentaires a été constitué a partir d’une revue de littérature, qui sera abordée
plus loin dans ce chapitre, traitant de la définition de ce concept. Chaque article du corpus a été lu
afin d'identifier les mots-clés importants liés a I'alimentation locale. Ceux-ci ont été notés et
catégorisés selon les dimensions de la proximité pergue proposées par Chicoine et al. (2022b), soit
le premier article de cette thése. Avec la traduction des mots clés afin d'avoir un dictionnaire
bilingue, celui-ci était composé de 582 mots-clés dans neuf dimensions de proximité. Les deux
dictionnaires ont alors été utilisés sur les 552 661 tweets provenant des entreprises et des
consommateurs afin de ne conserver que ceux qui sont relatifs a ’alimentation locale. Ce travail a
permis de circonscrire 1’échantillon final de 12 300 tweets d’entreprises agroalimentaires

canadiennes et de 4 285 tweets de consommateurs canadiens, soit un total de 16 585 tweets.
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Les méthodes d’analyse quantitatives, a savoir l'analyse multivariée utilisant la fréquence des
termes dans les tweets et 1'analyse conjointe (joint analysis) ont été utilisés (Tao et al., 2020). Tout
d'abord, la fréquence des mots-clés contenus dans le dictionnaire d’alimentation locale a été relevée
pour chaque tweet de la base de données a 1'aide du logiciel R. Par la suite, les mots clés ont été
regroupé par dimension de proximité afin de voir I'occurrence de chacune de ces dimensions par
tweet. Suite a cet exercice, notre base de données contenait 16 585 tweets selon 9 dimensions de
proximité (variables dépendantes) et 5 données non textuelles (variables indépendantes). Les
variables indépendantes comprennent I'année de publication, l'activité de 1'organisation, l'industrie,
I'emplacement de I’entreprise au Canada et le type de partie prenante (entreprise ou individus).
Avec ces informations, une analyse de variance multivariée (MANOVA) a été réalisée a I’aide de
SPSS afin de voir s'il y avait une différence dans la communication sur 1'alimentation locale selon
l'année de publication (pré et post Covid-19), l'activité de I'organisation, I'industrie de l'organisation,
la localisation de l'organisation et le type des parties prenantes. Le choix d'utiliser I'analyse de
variance multivariée (MANOVA) s'explique par le fait que nous avons plusieurs variables

indépendantes et plusieurs variables dépendantes (Haase and Ellis, 1987).

1.5.3 Larevue de littérature

Le troisieme et le quatrieme article ont utilisé la revue de littérature. Une revue de littérature permet
de situer un sujet par rapport aux recherches antérieures, et de synthétiser les écrits ayant été rédigés
sur un sujet précis (Shields and Rangarajan, 2013). Les revues de littérature sont essentielles pour
faire avancer les connaissances et favoriser les progres théoriques et empiriques (Paré ef al., 2015).
Elles peuvent prendre deux formes fondamentales : une revue autonome dédiée uniquement aux
activités de construction de connaissances et une revue de fond théorique au début d'un document
de recherche empirique. Dans ce projet de thése, deux revues autonomes sont menées. A savoir, le
troisieéme article présente une revue de littérature autonome sur le theme de la localité des produits
alimentaire et le quatrieme article propose une revue de littérature autonome sur la valeur des
produits alimentaires locaux. Dans ces deux article, la revue systématique qualitative a été

mobilisée (Paré et al., 2015).

L'examen systématique de la littérature résume de maniére explicite ce qui est connu et non connu

sur une question spécifique (Briner et al., 2009) par I'accumulation, 1'analyse et l'interprétation
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réfléchie systématiques de I'ensemble des preuves empiriques pertinentes (Rousseau et al., 2008).
Les revues systématiques qualitatives tentent de rechercher, d'identifier, de sélectionner, d'évaluer
et d'extraire des données d'un corpus d'études pour répondre a une question principale (Paré et al.,
2015). L'¢lément déterminant des revues systématiques qualitatives est 1'adoption d'une approche
textuelle dans le processus d'analyse et de synthese (Rodgers et al., 2009) contrairement a

'approche méta-analytique qui utilise des méthodes d'analyse statistiques (Par¢ et al., 2015).

Dans le cas du troisieme article, le protocole Methodi Ordinatio a été utilisée pour sélectionner les
articles scientifiques pertinents (Pagani et al., 2015). Conformément a ce protocole, 1'indice
Ordinatio (InOrdinatio) a été appliqué pour classer les articles, en tenant compte de l'année de
publication, du nombre de citations et du facteur d'impact de la revue dans laquelle I'article a été
publi¢ dans. Comme proposé par Pagani et al. (2015), les mots clés ont ét¢ définis suite a la
définition du probléme, l'intention de recherche et une recherche préliminaire sur différentes bases

de données. Une large sélection de mots-clés connexes a donc été privilégice :

e Concept 1 : Alimentation locale : Local food, Alternative food system*, Alternative food
network*, Alternative agro-food network®, Short food supply chain, Sustainable food

system™

e Concept 2 : Définition : Defin*, Mean*

Les bases de données Scopus et Web of Science ont été utilisées pour rechercher ces deux concepts
dans les titre/mot-clé/résumé. La recherche a été limitée a tous les articles de recherche originaux
évalués par des pairs qui ont été publiés en anglais, sous forme imprimée ou électronique, entre
janvier 2000 et décembre 2020. Toutes les combinaisons de mots-clés définies sous les concepts 1
et 2 ont été utilisées, ce qui a donné lieu a 12 recherches dans chaque base de données, pour un
total de 24 recherches. Suite a la collecte des articles, une premiere élimination a été effectuée pour
supprimer les doublons ainsi que les textes dans d'autres langues. Chacun des titres des articles
sélectionnés a été lu, et ceux qui n'étaient pas liés aux produits alimentaires locaux, aux systémes
alternatifs, aux circuits courts ou aux systémes alimentaires durables, ont ét¢ €éliminés. Enfin,
l'indice Ordinatio (/nOrdinatio) a été calculé ou I’article était accepté dans le corpus s’il avait un

indice plus grand que 90. Sur la base de ces critéres, 36 articles ont été sélectionnés pour composer
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le portfolio final et en regardant les citations en aval, 19 autres articles ont été ajoutés pour un total

de 55 articles qui composent le corpus final.

Dans le cas du quatrieme article, une recherche par titre/mot-clé/résumé dans trois moteurs de
recherche d'articles de revues (Scopus, EBSCO et ABI/Inform), en francais et en anglais, sur la
valeur des produits alimentaires locaux a ét¢ réalisée afin de répondre a la question : Quelle est la
valeur des produits alimentaires locaux ? La recherche s'est limitée a tous les articles de recherche
originaux €valués par des pairs qui ont été publi€s sous forme imprimée ou électronique entre 2000
et 2021. Comme il existe une variation considérable dans la conceptualisation des produits

alimentaires locaux et de la notion de valeur, plusieurs mots-clés de recherche ont été utilisés :

e Concept 1: Alimentation locale : Local food, Localism, Slow food, Proximity food,
Alternative food, Short food supply chain, Localized food, Sustainable food, Community
supported agriculture, Urban agriculture, Urban farming, Terroir, Nourriture locale, Produit
alimentaire local, Nourriture localisée, Agriculture soutenue par la communauté, Nourriture

de proximité, Agriculture urbaine, Ferme urbaine.

e Concept 2 : Valeur du consommateur : Customer value, Perceived value, Consumption
value, Value creation, Value co-creation, Value formation, Value added, Valeur du
consommateur, Valeur percue, Valeur de consommation, Cocréation de valeur, Formation

de valeur, Valeur ajoutée.

Toutes les combinaisons de termes ont été utilisées, ce qui a donné lieu a 247 recherches (19 mots-
clés d’alimentation locale x 13 mots-clés de valeur du consommateur) dans chaque base de données,
pour un total de 741 recherches (247 recherches x 3 bases de données). Un échantillon initial de
117 articles avec au moins un terme correspondant aux produits alimentaires locaux et un terme
correspondant au concept de valeur a été obtenu. Ensuite, les 117 articles ont été examinés
manuellement, ce qui a conduit a éliminer 63 d'entre eux qui étaient des doublons, des textes dans
une langue autre que le francais ou I'anglais, ou des textes qui n'étaient pas des articles de recherche
(chapitres de livres, commentaires, theses, etc.). Dans un second temps, une analyse des articles

restant a permis de les retenir dans le corpus selon deux critéres : (1) un focus sur la valeur du
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consommateur et (2) un contexte de consommation alimentaire locale. Ce processus a réduit le

corpus a 20 articles qui ont ensuite été analysés selon le cadre proposé.

1.5.4 Le développement d’une échelle de mesure

Le cinquiéme et dernier article de la thése s’appuie sur une approche quantitative et propose le
développement d’une échelle de mesure de la localité pergue d’un produit alimentaire. Il teste
également les liens de causalité entre 1’identité de lieu, la localité percue et la valeur des produits
alimentaires locaux via I’analyse statistique d’un mode¢le d’équations structurelles. L’étude avance
et vérifie une nouvelle perspective en postulant I’idée que les consommateurs s’identifiant a des
échelles géographiques différentes définissent et valorisent la localité des produits alimentaires de
maniere distincte. Pour ce faire, chacune de ces procédures de développement d'échelle de mesure
sera basée sur la théorie normale probabiliste, et suivra le processus de Churchill (1979), enrichi

des travaux de Peter (1979, 1981) et de Anderson and Gerbing (1992).

En accord avec le paradigme de Churchill (1979), des méthodes qualitatives telles que les entrevues
en profondeur ainsi que les groupes de discussion sont utilisées au début des procédures de
développement d’une échelle de mesure. Cette étape occupe une portion sommaire dans ce
cinquieme article puisqu’il ne s'agit pas de I'objet central de 1’étude et que ce travail a été réalisé
en amont lors du premier article. Il est important de souligner que malgré que 1'emphase soit sur
les méthodes quantitatives dans ce cinquieme article, il serait plus juste de parler de « recherches a
méthodes mixtes » (Creswell and Plano Clark, 2011; Mariani and Baggio, 2020), puisque méthodes
quantitatives et qualitatives sont utilisées de maniere conjointe dans ce dernier article. Rappelons
d’ailleurs que la recherche a méthodes mixtes est souvent privilégiée par les pragmatistes puisqu’ils
soutiennent ce cycle inductive-déductive a différents moments, dépendamment de la question de

recherche (Creswell and Plano Clark, 2011).

Mentionnons également que les échelles de mesure ne constituent pas d'intérét a moins d'étre
utilisées dans un réseau nomologique en rapport avec des variables connexes, permettant de tester
I'adéquation de I’échelles de mesure développée (Anderson and Gerbing, 1992). Ainsi, 1’échelle de
mesure de la localité pergue d’un produit alimentaire sera testée en relation a 1’identité de lieu ainsi

qu’en relation avec la valeur percue d’un produit alimentaire local. Dans un premier temps,
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I’analyse factorielle exploratoire sera utilisée afin d’extraire le nombre de facteurs latents
correspondants au nombre de dimensions postulée par I’échelle de mesure (Bonneville-Roussy et
al., 2022). Ensuite, I’analyse factorielle confirmatoire sera utilisée pour évaluer les validités
convergente, discriminante, prédictive et nomologique de 1’échelle de mesure. Enfin, un mode¢le
d’équations structurelles des moindres carrés partiel (PLS-SEM) sera utilisé pour tester les
hypothéses de ce cinquiéme article. La modélisation par équations structurelles (MES) est une
technique d’analyse qui combine les modeles de mesure et de prédiction, et est utilisée pour
modéliser les structures de causalité dans les données (Bonneville-Roussy et al., 2022; Mourre,
2013). La technique multivarié¢e des modeles d’équations structurelles sera utilisée afin de tester le
réseau nomologique, a savoir le rapport entre I’identité de lieu, la conceptualisation de la localité
des produits alimentaires et leur valorisation. Enfin, afin de répondre au dernier objectif du
cinquieéme article, soit de proposer une catégorisation des consommateurs d’aliments locaux selon

leur identité de lieu local, une analyse multi-groupes sera effectuée (Hair Jr et al., 2022).

1.5.5 L’enquéte par sondage

Finalement, afin de répondre a I’objectif du cinquiéme article, la méthode de collecte de données
empiriques privilégiées est I'enquéte par sondage. L enquéte par sondage est la principale méthode
de collecte de données dans la recherche marketing (Daghfous and Filiatrault, 2015). Elle consiste
a soumettre un questionnaire structuré a un échantillon de la population afin d'obtenir des réponses
spécifiques de la part des répondants (Malhotra et al., 2007). En posant des questions fermées et
en proposant des options, les chercheurs en marketing peuvent collecter des données qui les
aideront a répondre a leurs questions de recherches, par exemple, prédire le comportement d'achat

des consommateurs (Mooi et al., 2018).

Pour le cinquieme article, I’enquéte par sondage permet la collecte de données quantitatives en vue
du développement de 1’échelle de mesure, du test des liens entre I’identité de lieu, la
conceptualisation de la localit¢ des produits alimentaires et leur valorisation, ainsi qu’a la
catégorisation des consommateurs d’aliments locaux. Pour chacune de ces collectes de données,
l'enquéte par sondage integre des questions fermées, soit élaborées par le chercheur

(développement d’une échelle de mesure), soit empruntées a la littérature sur le sujet. Dans ce cas-
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ci, les échelles de mesure utilisées sont de type Likert avec des intervalles pouvant aller de 1 a 7,

ou 1 signifie « Totalement en désaccord » et 7 signifie « Totalement en accord ».

Plusieurs stratégies de recrutement seront mises en place telles que le partage du questionnaire sur
réseaux de contacts existants, I’enquéte en face a face a la sortie de différents points de vente qui
offrent des produits alimentaires locaux, ainsi que 1’enquéte en ligne par 1’utilisation de panel de
consommateurs tel que Prolific. Ces stratégies renvoient a la notion d’échantillonnage qui est le
processus de sélection des cas de la population qui sont représentatifs de cette population (Moot et
al., 2018). Deux principales stratégies d’échantillonnage sont utilisées dans les sciences sociales :
I’échantillonnage probabiliste et 1’échantillonnage non-probabiliste. D un part, 1'échantillonnage
probabiliste offre a chaque individu de la population une chance égale d'étre inclus dans
I'échantillon (Mooi et al., 2018), permettant ainsi une sélection sans biais des unités
d'échantillonnage. Des exemples de techniques d'échantillonnage probabiliste sont
'échantillonnage aléatoire simple, I'échantillonnage systématique, 1'échantillonnage stratifi¢ et
I'échantillonnage en grappes (Daghfous and Filiatrault, 2015). D’ autre part, I'échantillonnage non
probabiliste ne donne pas une chance égale a chaque membre de la population d'étre sélectionné,
car leur inclusion dépend de facteurs tels que les connaissances, le jugement et la commodité du
chercheur (Moot et al., 2018). Les techniques d'échantillonnage non probabiliste comprennent
I'échantillonnage par jugement, I'échantillonnage en boule de neige, I'échantillonnage par quotas,
I'échantillonnage de convenance (Daghfous and Filiatrault, 2015), et I’échantillonnage volontaire,

aussi appelé le « online opt-in » (Valliant and Dever, 2011).

En conséquence, la méthode d’échantillonnage privilégiées pour ce dernier article sera non-
probabiliste via 1’échantillonnage de convenance (enquéte en face a face a la sortie de différents
points de vente), 1’échantillonnage par boule de neige (enquéte en ligne via le partage du
questionnaire sur réseaux de contacts existants), et I’échantillonnage volontaire ou « online opt-
in » (panel de consommateurs tel que Prolific). Cette derniere technique est principalement apparue
avec I’avancement des technologies et la création des plateformes de recrutement en ligne. Dans
ces cas, les limites sont définies par le chercheur mais la sélection des participants se fait de maniere
ascendante, c’est-a-dire que les participants sont volontaires pour participer a I'étude. Par exemple,

les participants des plateformes Amazon Mtukers et Prolific Academic choisissent de prendre part
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aux enquétes auxquelles ils sont éligibles. Cette forme d'échantillonnage est donc non-probabiliste

puisqu’elle ne donne pas une chance égale d'inclusion a tous les membres de la population.
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CHAPITRE 2
ARTICLE 1 - LOCAL FOOD: A CONSTELLATION OF PERCEIVED PROXIMITY

AVANT-PROPOS DE L’ARTICLE 1

L’article 1 vise a explorer la définition d’un produit alimentaire local a travers le concept de
proximité afin d’éclater le phénoméne et d’identifier les différentes dimensions de proximité

percues par les parties prenantes de 1’industrie agroalimentaire.

Cet article a initialement été présenté sous forme de poster lors de la 14e édition de la Journée du

Marketing agroalimentaire :

Chicoine, M., Rodier, F. et Durif, F. (2019). Le concept de proximité, une solution aux
probléemes de définition d'un produit alimentaire local ? Poster, 14e édition de la Journée
du Marketing agroalimentaire, Montpellier, France, 20 septembre.

Une version remaniée a également été présentée en tant que communication lors du 88e Congres
de I'ACFAS, initialement prévu du 4 au 8§ mai 2020 mais reporté en 2021 en raison de la pandémie

Covid-19 :

Chicoine, M., Rodier, F. et Durif, F. (2021). Produit alimentaire local ou produit de
proximité? Proposition d'une définition pour les diverses parties prenantes au Québec.
Communication, 88e congres de ' ACFAS, Sherbrooke, Québec, 3-7 mai.

A la suite des améliorations faites grace aux commentaires obtenus lors des deux communicatons,
la version finale a été acceptée pour publication avec révision mineure, puis publiée dans la revue

British Food Journal :

Chicoine, M., Rodier, F. and Durif, F. (2022), Local food: a constellation of perceived
proximity, British Food Journal, 124(12). doi: 10.1108/BFJ-11-2021-1252.
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2.1 Résumé

L’objectif de cette étude est d'explorer la définition de 1'alimentation locale a travers le concept de
proximité pergue afin d'améliorer notre compréhension de la localité alimentaire et de proposer un
nouveau cadre d'analyse. L'article présente une recherche exploratoire a travers 32 entretiens semi-
dirigés aupres de six types d’acteurs de 'industrie agroalimentaire au Québec, Canada. L'analyse
thématique permet d'identifier les principales dimensions de la proximité d'un aliment local. Un
cadre conceptuel basé sur les résultats est présenté. Les résultats suggérent qu’un produit
alimentaire local peut étre définie selon neuf dimensions de proximité : géographique, du processus,
du prix, identitaire, relationnelle, fonctionnelle, culturelle, d’acces et expérientielle. Cette étude
permet de déconstruire le concept de localité d’un produit alimentaire en une constellation de
proximités percues et élargit notre compréhension des différences de perception des produits

alimentaires locaux.

Mots clés — Produit alimentaire locaux, Proximité, Marketing agroalimentaire, Entretien semi-

dirigé

Type de papier — Article de recherche

2.2  Abstract

Purpose - The purpose of this study is to explore the definition of local food through the concept
of perceived proximity in order to improve our understanding of food locality and to propose a new

framework for analysis.

Design/methodology/approach - The paper presents an exploratory research through 32 semi-
structured interviews with six agri-food industry stakeholders carried out in Quebec, Canada.
Thematic analysis is used to identify the main dimensions of the proximity of a local food. A

conceptual framework based on the results is presented.

Finding - The results suggest that local food can be defined according to nine dimensions of
proximity: geographic, process, price, identity, relational, functional, cultural, access and

experiential.
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Originality/value - This study allows the concept of local food to be broken down into a
constellation of perceived proximities and expands our understanding of the differences in the

perception of food locality.

Keywords - Local food, Proximity, Food marketing, Semi-structured interview

Paper type - Research paper

2.3 Introduction

In recent years, the local food system has gained increasing attention as a possible alternative to
production models used in the industrialized global food system (Schneider and Francis, 2005).
However, a significant problem persists: lack of a widely accepted definition. Ostrom (2006) found
that definitions of local food products, despite being primarily spatial, were often framed in
relational or qualitative terms. Thus, for several authors, the way in which we define and understand
“local” is not consistent, nor particularly clear (Blake ef al., 2010; Dunne et al., 2011; Feagan,
2007; Hinrichs, 2003; Pearson et al., 2011; Schnell, 2013b; Wilhelmina ef al., 2010). As Eriksen
(2013) notes, local food means different things to different people and in different contexts. A more
precise conceptualization would lead to various benefits (Praly et al., 2014), namely economic
(Marsden et al., 2000; Pearson et al., 2011; Renting et al., 2003), social (Hinrichs, 2000; Ilbery and
Maye, 2005a), environmental (Duram and Oberholtzer, 2010), and local governance (Hinrichs,

2003; Renting ef al., 2003), as well as a better redistribution to farmers (Pearson et al., 2011).

The notion of proximity offers a way to highlight the different meanings of local food products
(Eriksen, 2013). Proximity refers to “being close to something measured on a certain dimension”
(Knoben and Oerlemans, 2006, p. 71). The concept of proximity offers the opportunity for a new
approach to define local food products since it is based on a geographical and organized dimension
(Torre and Rallet, 2005), possibly capable of responding to the relational or qualitative aspects of
local food. According to Torre (2010), proximity can be discussed between living beings (e.g. a
consumer), places or objects (e.g. a food product). In order to address these shortcomings in

existing literature, we pose the following two research questions:

RQ1. Can local food be defined by the concept of proximity?
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RQ2. If so, which dimensions of proximity can be used to define this concept?

As such, the main purpose of this research is to improve understanding of local food through the
analysis of perceived proximities, to enrich its definition and to propose a new framework for
analysis. This qualitative research of 32 semi-structured interviews with six agri-food industry
stakeholders in Quebec, Canada, analyses their conception of what is a “local food product”. This
makes it possible to break down the concept into a constellation of perceived proximities that

broaden our understanding of the differences in the perception of “food locality”.

2.4  Literature review
2.4.1 Concept of proximity

Proximity is both a state and a feeling (Labbé-Pinlon et al., 2016). Most authors dealing with
proximity agree on its spatial nature, but its relational nature is still debated (Mundler and Rouchier,
2016). There are two analytical approaches to proximity: the Dutch school, which distinguishes
between five types of proximity, namely geographic, organizational, cognitive, social and
institutional (Boschma, 2005); and the French school, which distinguishes two categories of
proximity, namely geographic proximity and organized proximity (Torre, 2008; Torre and Rallet,
2005). Organized proximity distinguishes two logics: the logic of belonging — being close through
interaction facilitated by explicit and implicit rules and routines — and the logic of similarity —being
close by sharing the same system of representations or set of beliefs (Torre and Rallet, 2005). These
conceptual subtleties required an array of adjectives that accompany the word proximity (Mundler
and Rouchier, 2016). For example, Eriksen (2013) concludes that local food can be understood in
three areas of proximity, namely geographical proximity, relational proximity and values of

proximity.

In marketing, in the specific field of distribution, some research has been devoted to the concept of
proximity. It mainly described and/or measured the different dimensions of this concept for a point
of sale (Bergadaa and Del Bucchia, 2009; Capo and Chanut, 2013; Gahinet, 2014; Labbé-Pinlon et
al., 2016) or a distribution channel (Hérault-Fournier, 2013; Hérault-Fournier et al., 2012, 2014;
Praly et al., 2009; Praly et al., 2014). However, this research did not address the concept of

proximity at the product level.
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2.4.2 Dimensions of proximity and local food

Given that the purpose is to examine the concept of proximity at the product level to define local

food products, any form of proximity has been considered across the different disciplines.

Geographical proximity is the most frequently used dimension in literature and is primarily a notion
of spatial, physical or geographical distance (Knoben and Oerlemans, 2006). In literature on local
food, the notions of distance (e.g. food miles) (Dunne et al., 2011; Fonte, 2008; Jones et al., 2004;
Lang et al., 2014; Morris and Buller, 2003; Selfa and Qazi, 2005), boundary (e.g. geographical or
political) (Berti and Mulligan, 2016; Dunne et al., 2011; Duram and Oberholtzer, 2010; Hinrichs,
2003) and context (Feagan, 2007; Hinrichs and Allen, 2008; Ilbery and Maye, 2005a) are used
most frequently to qualify the 'geographical' aspect of this phenomenon. At the product level,
geographical proximity could mean the physical limit, in terms of distance, border, or context, over

which a local food product travels from farm to fork.

Access proximity, mainly studied in distribution, is essentially based on the ease for customers to
get to their point of sale (Bergadaa and Del Bucchia, 2009; Capo and Chanut, 2013; Hérault-
Fournier et al., 2012; Labbé-Pinlon et al., 2016) or, as Laut (1998) defines it, it is the act of ‘making
accessible’. According to Dunne ef al. (2011), local foods can be defined based on the ease of these
transactions. Access proximity can refer to the ease of access as well as the convenience, for a
buyer, to find and procure local food products, evaluated by criteria of distance, time, convenience,

or the practicality of the exchange.

Functional proximity, also studied in distribution, is characterized by the desire to not waste time,
to easily find one’s products, to have a wide choice in terms of offer (Bergadaa and Del Bucchia,
2009; Capo and Chanut, 2013; Gahinet, 2014; Labbé-Pinlon et al., 2016) as well as different offers
(Laut, 1998). This proximity could refer to efficiency, especially at the communicational level of

the product (clear information), and to the assortment through a variety and different offers.

Process proximity, in distribution, lies in the importance that the customer attaches to the internal
functioning of the store, which will guarantee the quality of the products or the expected service
(Bergadaa and Del Bucchia, 2009; Hérault-Fournier ef al., 2012, 2014; Labbé-Pinlon ef al., 2016).

This proximity refers to the freshness of the offer, the establishment of traceability and origin, as
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well as various quality controls (Capo and Chanut, 2013). Adapted at the product level, this
proximity could refer to the methods used (production, processing, breeding, etc.), which are
shaped by this locality, either by the different local norms or culture, in turn having an impact on
the intrinsic attributes of the food product. Indeed, production methods, quality, freshness,
traceability, taste and authenticity are some of the characteristics associated with local foods
(Dunne et al., 2011; Ilbery and Maye, 2005a; Lang et al., 2014; Renting et al., 2003; Schnell,
2013Db).

Price proximity discussed by Capo and Chanut (2013) underlines that the choice of an adequate
price policy and a good quality-price ratio contribute to the feeling of proximity to the trade. During
their analysis of proximity circuits, Praly et al. (2014) also raised an economic dimension that
evokes an additional valuation perceived by the producer or customer. Price proximity could be
attributed to the perception of a higher quality/price ratio as well as a more equitable relationship
between producers and customers (Praly et al., 2014). Indeed, local food is perceived to have fairer

prices (Berti and Mulligan, 2016), thereby participating in a social economy (Dunne et al., 2011).

Identity proximity refers to a set of values shared between the customer and his point of sale
(Bergadaa and Del Bucchia, 2009; Gahinet, 2014; Hérault-Fournier et al., 2012, 2014). Values
associated with a local food product typically include sustainability, organic production, support
of local and regional farmers, seasonal consumption, health, equity, or simply 'better' (Blake et al.,
2010; Duram and Oberholtzer, 2010; Morris and Buller, 2003; Ostrom, 2006). Identity proximity

could then refer to shared values between the customer and those proclaimed by the product.

Relational proximity can be compared to the concept of relational marketing (Bergadaa and Del
Bucchia, 2009) where it is characterized by an important affective content (Dampérat, 2006) since
it develops feelings of trust and attachment (Capo and Chanut, 2013). Relational proximity could
thus represent the relationships built between actors who are reconnected by alternative distribution
practices (Edwards-Jones, 2010; Eriksen, 2013; Feagan, 2007; Hinrichs, 2000; Holloway et al.,
2007).

Cultural proximity (or cognitive proximity) represents shareable material and cognitive resources

such as language, values and standards (Bouba-Olga and Grossetti, 2008; Knoben and Oerlemans,
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2006). This proximity does not only refer to a common place, but also to a common history and a
common belonging solidified in collective norms and regulations (Fonte, 2008). Attributed at the
product level, cultural proximity could refer to the cultural identity of the product or to the
characteristics relating to shareable cognitive resources, since, as Fonte (2008) stresses, food is a

heritage as well as a strong element of local identities and cultures.

Technological proximity (Schamp et al., 2004) is based on technological experiences and shared
knowledge bases (Knoben and Oerlemans, 2006). A local food product could be perceived as being
close or aligned with the knowledge and technological advancements shared by the one who

consumes it.

2.5 Methodology
2.5.1 Data collection process

The target population has been designated as any person living in Quebec who buys, produces,
processes, sells or studies food products that he considers local. Local food is a subject that affects
all stakeholders in the agri-food industry, all types of distribution channels and all categories of
food products. This is why this research attempted to interview at least one person in each of these

categories of actors, distribution channels and product categories.

Recruited according to the convenience method, 32 participants granted an interview lasting an
average of one hour, between March 29 and May 5, 2018. A total of seven customers, seven
producers, four processors, four retailers, five restaurant owners and five experts from the Quebec

agri-food industry participated in this study.

An interview guide was to explore the definition of a local food product, including these questions:
What is a local food product for you? To your knowledge, are there other ways to define a local
food product? What do you think the definition of an ideal local food product should include and
why?
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2.5.2 Data analysis

The data were tape-recorded, transcribed, indexed, and analysed through NVivo 11 software to
extract major themes. An iterative thematic content analysis was used since the analysis grid was
made a priori and was improved as the interviews and coding progressed (Mucchielli, 2006).
According to Paskins and Peile (2010) thematic analysis is deemed the most rigorous approach for
qualitative data analysis, by specifically using the theoretical approach category of analysis
(Kuckartz, 2019). This categorization helps to extract themes based on existing theories (Kuckartz,
2019) which in this case led to the theory of perceived proximity. The researchers selected text
fragments and assigned preliminary codes to these fragments according to the literature. The most

recurring themes were then selected to ensure the robustness and transferability of the framework.

This work was carried out by two researchers to allow reliability intracoders, either the stability of
the results obtained from the analysis of the same corpus, and intercoders, or the reproducibility of

the coding results between coders (Weber, 1990), until data saturation.

2.6 Results
2.6.1 Proximity dimensions

All proximity dimensions were expressed by participants, except the technological proximity. This
result could be explained by the fact that local consumption is linked to a quest for authenticity
(Sims, 2009) and that local foods are linked to the perception of safe, pure, natural, fresh and
healthy food (Edwards-Jones et al., 2008; Feldmann and Hamm, 2015; Selfa and Qazi, 2005;
Winter, 2003). Respondents may associate technology with the use of GMOs or new forms of

artificial culture such as laboratory meat.

2.6.2 Geographical proximity

First, local food products can be defined by geographical proximity, via a boundary, context or
distance, even if the real size of this locality remains undefined (Edwards-Jones et al., 2008;
Wilhelmina et al., 2010). In fact, for most respondents, the provincial border of Quebec is the

specific geographic limit for local products.

34



The national border of Quebec will certainly influence me on what is local and what is not.

A local tomato for me is a tomato that grew in Quebec (C2)

For others, the ideal geographic limit remains in Quebec, but they consider a food product to still
be local if it comes from Ontario or New Brunswick because they are Quebec’s neighbouring
provinces, what we called the extended boundary. These respondents will then favour a particular

geography but still consider the food to be local even if it goes a little beyond this border.

I extend my definition of local to the extra limits of Quebec. For example, a product that
comes from Ontario, I consider it local. A product that comes from New Brunswick, I
consider it local. Of course, if I can favour Quebec, I do, but if I buy from Ontario, I don't

feel like I'm betraying my nation (R2)

The results of the interviews also show that the geographic limit to qualify a local food product is
quite flexible and will depend on certain factors. This “flexible localism” (Morris and Buller, 2003)
then operates according to the ability to supply as emphasized by Ilbery and Maye (2005a), or by
the comparison between products. When geographical proximity is contextual, the boundary
recognizable as “local” is then extensible and can fit within a distance or border. What will be
considered local will depend on the availability of the product, as close as possible to the place of

consumption:

For me, a local product can be found as close to my home as possible to the limit of Quebec.
For example, strawberries, I have them near my house, like 10 minutes by car. So, these
strawberries are local for me and strawberries that [ would find in, I don't know, Estrie, they
would not be local even if they are from Quebec. On the other hand, if [ want to buy lobster,
I don't have any near my home so the closest is the lobster from Gaspésie. It would be local

even if it's like 6 hours from here (C6)

In addition to the availability of the product, several respondents mentioned the fact that the limits
of the ‘local’ aspect would depend on the comparison of products. It is then by comparing the

origin of two products that we can tell which is local.
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Of course, that’s flexible because it’s always against what you compare it to. A local tomato
for me is a tomato that is made in Quebec compared to one made in Mexico, California or
the United States. On the other hand, there are different degrees to that because I live in a
fairly agricultural region, there are obviously tomatoes that come from Saint-Damasse,

which is next to me, it's even closer and more local (C4)

2.6.3 Process proximity

Secondly, the results show that local food products can be defined by process proximity. This
proximity refers to the methods used (production, processing, breeding, etc.), which are shaped by
the locality, either by the different government norms or artisan traditions, which will have an

impact on the intrinsic attributes of the product.

For the quality, I rather believe that we are better here in Quebec than in some other
countries. And that is because of the MAPAQ [government] regulations, which are much
stricter here than elsewhere. We don't have the same standards as in Mexico, Peru, or even

California. The quality control here is much stricter (E2)

In fact, the production methods, quality, freshness, origin, taste, health and authenticity are some
of the characteristics associated with local foods (Dunne ef al., 2011; Eriksen, 2013; Hinrichs, 2000;
Lang et al., 2014; Renting et al., 2003; Schnell, 2013b). In terms of quality, respondents note that
local food products have a very good one, but they agree that some products from other countries
are just as good, for example cheeses from France. In addition, they admit that local food products
are not superior between Quebec regions even if they conceptualize local food by regional

boundary.

As for fresh products, all Quebec market garden products, in the right season and well
cultivated, have organoleptic qualities that are clearly superior to products that can be

purchased from imports or the industrial sector (E1)

Know-how was not among the elements of process proximity in literature. Nevertheless, we believe
that know-how can be part of the definition of a local food product under this proximity since the

latter essentially refers to its production or transformation process, guaranteeing its quality (Dubois,
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2019; Sanz-Cafiada and Muchnik, 2016). In this case, our research reveals that know-how is

precisely something that distinguishes local food products.

Know-how should also be in it; know-how of culture, know-how of processing, it doesn't
matter, there must be a know-how beyond "craftsman", the know-how becomes important

I think (E3)

The ingredients used are another aspect of the process proximity that has not been found in
literature. Here, we are talking about processed products. The respondents have the impression that
the ingredients that compose a local food product are going to be different, which will make the
product stand out in the market. According to them, the ingredients are often local, in smaller
numbers and simpler. For example, as geographical proximity is present and processors can afford
to create products whose shelf life does not need to be long, preservatives are often unnecessary

since final consumption will occur quickly.

2.6.4 Price proximity

As Capo and Chanut (2013) note, price proximity could be attributed to the perception of a higher
quality/price ratio as well as a more equitable relationship between producers and customers (Praly
et al., 2014). In that case, the question that arises is: is the price of a local food product close in
terms of expectation or value / benefits / sacrifices ratio for the seller and buyer? Indeed, price
proximity also seems to be part of the definition of a local food product, since all respondents

perceived it to be higher than a non-local product, without considering it expensive.

The interest of local commerce is a fairer price for the producer and for the consumer as
well because, since he avoids all intermediaries, he will pay a much more attractive price

for the same product (D2)

As a result, local food products do not create value by minimizing (monetary) sacrifices, but rather
by offering a unique benefit to consumers willing to pay a higher price (Aurier and Sirieix, 2016)

and by valuing this equitable exchange.
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2.6.5 Identity proximity

The results show that local food products can also be defined by identity proximity. For the
respondents, a local food product seems to be a product around which there is an important sharing
of values, in particular at the economic, environmental and social sustainability level, and in terms
of seasonality and organic concerns. This proximity is then part of the logic of similarity (Gilly and
Torre, 2000; Torre and Rallet, 2005) corresponding to a link created by sharing the same system
of representations and beliefs. These systems of representations and beliefs are linked to the desire
to be part of production and consumption methods that put sustainability of practices (Capo and
Chanut, 2013; Hérault-Fournier ef al., 2012) at the forefront by favouring sustainable products,
consuming in season, reconnecting with nature and putting humans back at the centre of food

production.

What I like about local food products is the fact that they have a positive impact on the
environment. Local products are often more eco-responsible than products that come from

elsewhere and that are distributed with lots of transport everywhere (P5)

Ethical respect is also there. Ethical respect is not necessarily there in products that come
from elsewhere; it is a side that we tend to forget, but which is also important, how the

people who worked have been treated (P2)

It is also a product that creates a sense of belonging, pride, and trust (Eriksen, 2013). Indeed,
identity proximity would develop a feeling of belonging to a community, born of an affective,
conative and cognitive link, around a philosophy or lifestyle that concerns the ways of producing

and consuming (Capo and Chanut, 2013; Hérault-Fournier ef al., 2012).

What I do know is that this identity side creates trust in the producer and the products. We
love these products and are proud of them. Identity is emotional, so it's that emotional side

that brings us closer to certain products (E2)

In other words, this feeling of belonging would be forged by the shared values explained previously.
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2.6.6 Relational proximity

For the respondents, relational proximity is another component of the definition of a local food
product around which social and friendly relationships, knowledge, trust, personalization, and
collaboration are organized. A local food product is therefore not reduced to a simple transactional
exchange, but is rather an opportunity to build long-term relationships with all industry
stakeholders (Bergadaa and Del Bucchia, 2009). Relational proximity represents the relationships
built between local actors who are reconnected by alternative production and distribution practices
(Edwards-Jones, 2010; Eriksen, 2013; Feagan, 2007). In addition, respondents claim that local food
is product around which there is a significant sharing of knowledge. Local food teaches them

something.

Knowing the producers, knowing where the food comes from exactly, having direct contact
with these people. The advantage of being local is that I know all the producers personally.
What is important to me are the connections between people, those who feed us. What I
find important to consider, when it comes to agriculture and what is local, is to see it as a

link between people. It’s something that brings us together (D2)

Often those who produced these quality products want you to like them so they will give
you the best ways to prepare them, what to eat or drink them with. So, all this knowledge

included in this exchange is what I find interesting about these products (C2)

These lessons are then unique to local products as proposed by some authors when they assert that
the main argument underlying the importance of relational proximity lies in the fact that social
relations are vectors of knowledge exchange (Boschma, 2005; Praly ef al., 2014). In this sense,
relational proximity can be developed by relying primarily on the trust built through the
relationship (Mundler and Rouchier, 2016; Prigent-Simonin and Hérault-Fournier, 2005). For Praly
et al. (2009), relational proximity is also based on a personalized offer corresponding to the
demands of local consumers. Relational proximity seems to make it possible to meet the needs of

stakeholders in a personalized way, which does not seem achievable with non-local products.

It's not just a "if you're not happy with my product, call 1-800 something, we'll get you

online and that's it." There is that feeling of closeness with the producer. What I notice over
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time is that producers will adapt to consumers and give them different options to meet their

needs (E1)

Finally, beyond the relational dimension with the actors, they tend to collaborate. This dynamic of

collaboration, mutual aid and co-creation seems to be characteristic of local food products.

2.6.7 Functional proximity

The thematic analysis showed that local food products can also be defined by functional proximity.
The local food products, unlike non-local food products, present clear information (Bergadaa and
Del Bucchia, 2009; Capo and Chanut, 2013; Gahinet, 2014; Labbé-Pinlon et al., 2016), but also a
unique, original and creative offer (Laut, 1998). Efficiency, which we renamed ‘communication’,
seems to be an important part of local products as all respondents mentioned. Communication is
translated into concrete and clear information (price, origin, instructions for use) in order to
optimize the purchase time (Bergadaa and Del Bucchia, 2009). In fact, for most respondents, a

local food product has an easily identifiable symbol or label of origin.

For me, a local product is a product that is labelled ‘Aliments du Québec’. In season, if the
product is not labelled, because they receive it in large quantities, it will be identified

‘Produit du Québec’. The origin is always marked, it is easy to identify (C5)

Also, local food products allow a greater uniqueness. These products are not typically found in the

product offering of large retailers or stand out for their unique ingredients.

2.6.8 Cultural proximity

Cultural proximity is another major aspect of local food products because respondents seem to
define a local food product as a product with a (hi)story. Cultural proximity does not only refer to
a common place, but also to a common history, and a common belonging that is solidified in
collective norms and regulations (Bouba-Olga and Grossetti, 2008; Knoben and Oerlemans, 2006).
This (hi)story can be linked to ancestral or cultural traditions (Lang ef al., 2014; Morris and Buller,
2003) — called history — but can also be the result of the construction of brand image — called story.

The history dimension refers to shareable cognitive resources such as language, norms and
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traditions (Bouba-Olga and Grossetti, 2008) that are culturally innate in local food products. It is

therefore a question of the various traditional dishes of Quebec such as poutine or maple syrup.

When I think about local food, I automatically think of maple syrup. I know some things
don't grow here so yes there is a certain cultural side to it. It's pretty traditional from here,

in production and consumption too (C1)

Rather, the story refers to the history built around a local food product. In this case, the local food
product is personified, and for some it has a soul. Either way, a local food product has something

to tell.

My lamb producer, he names his animals, so sometimes he can say to me "I bring you Daisy,
she was very kind, that one we liked in particular". There is a soul behind it all. A local

product is distributed with a soul, there is an artist side to it I think (R1)

2.6.9 Access proximity

Local food products can also be defined by the access proximity for nearly a third of respondents.
Indeed, accessibility to a market or source for actors in the agri-food industry is important when
looking at local food products (Trivette, 2015). For respondents, a local food product is an
accessible product. In addition, many agree that accessibility to local food products has improved
a lot in recent years because of the efforts made by supermarkets to offer products from Quebec,
the opening of new farmers’ markets across the province, and the proliferation and promotion of

various community-supported agriculture (CSA).

2.6.10 Experiential proximity

Finally, a form of proximity not listed in literature, but mentioned many times in the results of this
study, deserves to be added as the ninth dimension, namely ‘experiential proximity’. According to
several respondents, a local food product provides an experience, especially in terms of pleasure
and discovery. The pleasure experienced in the production, processing, purchase and consumption
of local food products seems to be a differentiator from non-local products. For them, the

experience of local foods almost becomes a hobby, an unforgettable moment or something
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pleasurable. It is therefore not by obligation that we will take part in the local consumption in the

food sector, but for pleasure (Autio et al., 2013).

Local products are things that fill us with joy when we see them. That's what I like when

it's local. When I go to the grocery store and see Kraft Diner, it doesn't fill me with joy (D2)

Local food is also an opportunity to (re)discover different products or ways of doing things. By
their close geographical proximity, local food presents different varieties or cultivars than what can
be found in imported products in particular because of the fact that they do not need to withstand
transport. In this sense, local food products offer the possibility of discovering new products or
varieties, or rediscovering cultivars or forgotten products such as Nordic edibles in the case of

Quebec.

There was a lot of use of plants, roots and fruits in the forest that no longer appear on the
shelves, or that people do not know, fruits as impressive as the trefoil or the pawpaw, which
is a mango from North America that we could have in our grocery stores, but that does not
exist because they have been forgotten. Then by cooking all that, we acquire new food
knowledge, we discover new flavours and new ways of doing things, so there is really an
experience that is created around food that comes from all of this: from the fact that we
have a closer link with our artisans and that we will vary our diet depending on the time of

year (E1)

2.7 Discussion

The results of this study show that the definition of a local food product goes well beyond the
simple notion of distance between production and consumption. The results are consistent with
Mount (2012) who points out that each actor tends to perceive local food products according to his
priorities, anxieties, abilities, goals and unique values. A better understanding of this contextual
phenomenon may address the lack of evidence on the existing contours of local food products

(Morris and Buller, 2003).

Proximity is therefore underlined as an interesting avenue for better contextualizing the perceived

locality of food products since it makes it possible to reconcile the “alternative food system” (AFN)
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— founded on the principles of social justice, environmental sustainability and aimed at rebuilding
or “reconnecting” the link between producers and consumers (Bowen and Mutersbaugh, 2014;
Fonte, 2008) — and the “localized food system” (SAL) — qualifying local foods according to the
value attributed to the conditions of production in a particular geographical territory giving the
product a particular identity (Bowen and Mutersbaugh, 2014; Fonte, 2008; Muchnik et al., 2005)
— approaches of local food. Indeed, AFN researchers tend to understand the 'local' in terms of
networks or chains (supply or distribution), where economic activity is 'embedded' in social
relations, while studies of SAL anchor the local food systems in particular territories (Bowen and
Mutersbaugh, 2014). The two perspectives share a fundamental notion of proximity, although their
dimensions are not mobilized in the same way. Moreover, the concept of food product locality can
hardly be understood in a single way. On the contrary, this concept is flexible and multifaceted,
therefore requiring a framework of analysis that is increasingly malleable and holistic. The
relevance of its understanding through the dimensions of proximity makes it possible to approach
the phenomenon more precisely by adapting the framework to individuals and contexts (see Figure
2.1). Thus, from one geography and scale to another, this framework makes it possible to better

understand the perceived proximity of local food in a situated manner.
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Figure 2.1 Framework of local food meaning as a constellation of perceived proximities

Geographical
proximity
Access Process
proximity proximity
Experiential Price
proximity proximity
Local
food
Cultural Identity
proximity proximity

Functional Relational
proximity proximity

This proposition also has the advantage of being inclusive in its understanding of the phenomenon.
It does not exacerbate the notion of the “other” from an ethnocentric perspective where the local is
good and the global is bad (Born and Purcell, 2006; Coley ef al., 2009). On the contrary, it makes
it possible to introduce a "flexible localism" (Morris and Buller, 2003) to be nuanced on each of
the proximity dimensions of local food. We believe that the concept of locality could be evaluated
by the perceived proximity according to the geographies and particular scales (urban, rural,
regional, provincial, national), distribution channels (direct sale, farm store, farmers’ markets, ASC,
supermarket, etc.), product category (primary or processed), industry (fruits and vegetables, meat,

dairy products, etc.) and type of stakeholder (producer, processor, retailer, consumer, etc.).
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2.8 Conclusion

This research establishes the link between the local food and proximity literatures since, according
to Eriksen (2013), the notion of proximity offers a means of improving the clarity of the different
meanings of local food. The results show that a local food product can be defined by geographical,
process, price, identity, relational functional, cultural, access and experiential proximities. In
addition, this research highlighted a new form of proximity, namely experiential proximity. The
latter is composed of two distinct elements: pleasure and (re)discovery. This new dimension of
proximity goes hand in hand with the study of Schnell (2013b) for whom a local food product has
become an important direct and sensory part in the development of an experience of a place;
however, this experience is not only related to a place or taste (Sims, 2009). It is the total experience
of producing, buying and consuming a local food product in terms of pleasure and discovery (Autio

et al., 2013; Ilbery and Maye, 2005a).

This analytical framework is of theoretical and managerial interest by improving the
comprehension of the “local food” as a constellation of perceived proximities. On the one hand, it
allows a more detailed and nuanced understanding of this multidimensional concept. On the other
hand, as pointed out by Hérault-Fournier et al. (2014), the concept of proximity is of major
managerial interest because it allows merchants to differentiate themselves within the same
distribution channel or through their products. Breaking down the concept of “local food” into a
constellation of proximities allows firms to improve the effectiveness of their marketing strategies

by focusing primarily on the proximities sought by the stakeholders concerned.

This study allows several interesting avenues for future field research. We could question the
different weights of these dimensions in the perception of local, namely, how the dimensions vary
in intensity from one product category or industry to another? Are they the same from a smaller to
a larger "local" scale? Hérault-Fournier ef al. (2014) have empirically demonstrated the relevance
of the development of identity, process and relational proximity since they have a direct positive
influence on perceived trust in a direct channel. In the case of local products sold in grocery stores,
would the same dimensions help build trust in the product? Subsequently, it would be interesting
to explore whether certain dimensions can compensate for other dimensions that are less perceived

or non-existent. For example, in the current state of the Covid-19 crisis where relational proximity
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is reduced or barely existent when buying local food products online, what dimensions of proximity

should companies put forward to contain the consumers’ engagement or trust in the circuit?

Finally, the choice of a single case study (the province of Quebec) was justified by the need to
acquire an in-depth understating of local food’s perceived proximities. We recognise the need for
further research to test, expand and refine our propositions using additional cases and methods to
develop more rigorous theory; however, we believe that this framework has the advantage of
questioning the local food systems, including its actors, products, supply chains and discourses, in

a more precise and rich way.
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CHAPITRE 3
ARTICLE 2 - EXPLORING SOCIAL MEDIA DATA TO UNDERSTAND HOW
STAKEHOLDERS VALUE LOCAL FOOD: A CANADIAN STUDY USING TWITTER

AVANT-PROPOS DE L’ARTICLE 2

Le premier article de cette thése permet de proposer que la localité d’un produit alimentaire puisse
se définir a travers neuf dimensions de proximité, soit géographique, du processus, du prix,
identitaire, relationnelle, fonctionnelle, culturelle, d’acces et expérientielle. Cependant, cet article,
de nature exploratoire, est basée sur les autodéclarations des répondants. Il convient alors de
vérifier si ces différentes dimensions sont réellement utilisées dans les données dites naturelles.
L’article 2 a pour objectif d’identifier 1) si les neuf dimensions de proximité sont utilisées par les
différentes parties prenantes de 1’industrie agroalimentaire dans leur communication, 2) d’évaluer
les différences dans le discours sur le sens accordé a la localité des produits alimentaires selon le
type de partie prenante, le secteur d’activité, la région et la temporalité, et 3) de déceler ce qui

explique le plus ces différences de discours.

Cet article a initialement été accepté pour présentation lors de la conférence DRUID2I mais

annulée en raison de la pandémie Covid-19 :

Chicoine, M., Rodier, F., Durif, F., Schillo, R. S. and Dubé¢, L. (2021). Exploring Social
Media Data to Understand How Stakeholders Value Local Food [Canceled]. DRUID21
Conference, Copenhague, Danemark, 18-20 octobre.

L’article a toutefois été par la suite publié¢ dans sa forme compléte dans le journal Sustainaibility

suite a une révision mineure :

Chicoine, M., Rodier, F., Durif, F., Schillo, S. et Dubé, L. (2021). Exploring Social Media
Data to Understand How Stakeholders Value Local Food: A Canadian Study Using Twitter.
Sustainability, 13(24). doi: 10.3390/su132413920.
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3.1 Résumé

La consommation d’aliments locaux, tendance majeure dans les pays industrialisés du monde entier,
a connu un engouement sans précédent dans le contexte pandémique que nous vivons. Depuis le
début de la crise et dans les différents médias, la communication sur l'alimentation locale semble
incohérente. Cependant, les entreprises auraient tout intérét @ mieux communiquer sur les multiples
facettes de la localit¢é que les consommateurs valorisent ou a adopter le méme langage s'ils
souhaitent collaborer entre eux. Cette recherche vise a identifier et évaluer 1’adéquation ou I’écart
des différentes significations de la localité des produits alimentaires selon les acteurs
agroalimentaires canadiens a travers [’évaluation de données d’un de leurs médias de
communication : Twitter. A I’aide des tweets de plus de 1 300 comptes Twitter d’entreprises
agroalimentaires canadiennes et d’un hashtag populaire, nous analysons un échantillon de leurs
tweets en 2019 et 2020 en créant et en utilisant un dictionnaire de mots-clés sur les aliments locaux
basé sur le concept de proximité. La fréquence des termes et 1'analyse multivariée de la variance
de 16 585 tweets sur la nourriture locale montrent des différences significatives dans les
dimensions de proximité utilisées dans les communications. Cette étude montre l'intérét d'utiliser
la notion de proximité pour mieux définir et comprendre la valorisation des produits alimentaires
locaux. De plus, il propose une méthodologie capable de distinguer les nuances de signification de

la localité des produits a partir de données naturelles accessibles via les réseaux sociaux.

Mots-clés - Alimentation locale, Dictionnaire alimentaire, Proximité, Médias sociaux, Twitter

3.2 Abstract

The consumption of local food, a major trend in industrialized countries around the world has
experienced an unprecedented craze in the pandemic context that we are experiencing. Since the
beginning of the crisis and in various media, communication about local food seems inconsistent.
However, companies would have every interest in better communicating the multifaceted areas of
the locality that customers value or adopting the same language if they wish to collaborate with
each other. This research aims to identify and evaluate the “fit” or the “gap” of the different local
food’ meanings of Canadian agri-food stakeholders through data mining of one of their
communication media: Twitter. Using tweets by over 1300 Twitter accounts from Canadian agri-

food companies and a popular hashtag, we analyze a sample of their tweets in 2019 and 2020 by
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creating and using a local food’ keyword dictionary based on the concept of proximity. Term
frequency and multivariate analysis of variance of 16,585 tweets about local food show significant
differences in dimensions of proximity used in communications. This study shows the interest of
using the concept of proximity to better define and understand the valuation of local food products.
In addition, it offers a methodology capable of distinguishing the nuances of meaning of the locality

of products using natural data that is accessible via social media.

Keywords - Local food, Food dictionary, Proximity, Social media, Twitter

3.3 Introduction

In the context of COVID-19, the agri-food sector in Canada has responded to calls for local food
buying by trying to be more efficient, autonomous, resilient and sustainable, and by encouraging
the collaboration between actors. However, since the beginning of the crisis and in various media
communications, several terms such as “local”, “proximity” and “from here” have been used
intensively and together with the terms “consumption”, “purchase”, “economy”, “trade”, “product”
and “business”. Communication about local food seems inconsistent. Today, there is no consensus
on the perimeter determining a local food product (Blake et al., 2010; Dunne et al., 2011; Feagan,
2007; Hinrichs, 2003; Pearson et al., 2011; Schnell, 2013b; Wilhelmina et al., 2010) because it
means different things, to different people and in different contexts (Eriksen, 2013). Nevertheless,
individual meaning is an important factor in creating value (Bustamante Juan and Rubio, 2017;

Lipkin, 2016; McColl-Kennedy et al., 2015) and local food benefits from a multiplier effect of

interaction or reconnection between stakeholders (Mount, 2012).

Dubois (2019) suggest that perceiving the local as a collaboration between all chain actors from
the “local” to “translocal” scale, can allow them to maintain their flexibility while optimizing
efficiency, resilience and sustainable development (Bloom and Hinrichs, 2011; Hardesty et al.,
2014; Lamine, 2015; Palmer et al., 2017; Tewari et al., 2018). All the actors in the chain are
therefore essential to generate stability, but also to guarantee the growth of the “local” by taking
full advantage of the synergies of this system (Rucabado-Palomar and Cuéllar-Padilla, 2020; Sanz-
Cafiada and Muchnik, 2016). The interconnection or “reconnection” between all actors in the value

chain enables economies of networks rather than economies of scale (John, 2020). These network

55



economies are probably possible thanks to proximity, since the relationship built through the actors
is facilitated by common interests or common identities. In this sense, companies would have every
interest in better communicating the multifaceted areas of the locality that customers value or

adopting the same language if they wish to collaborate with each other.

The main objective of this research is to examine how agri-food stakeholders communicate about
local in digital realm. This research aims to identify and evaluate the “fit” or the “gap” of the
different local food” meanings of Canadian agri-food stakeholders through data mining of one of
their communication media: Twitter. Considering the limited number of characters allowed for a
Twitter post, we can reasonably believe that the words used will relate to what the user values when

communicating about local food.

This article first presents the conceptual framework based on the notion of proximity used to
analyze tweets as well as the research hypotheses. Subsequently, the three main stages of this
research are explained in the materials and methods section. The results show significant gaps in
dimensions of proximity used in communications about local food across the different agri-food
stakeholders, industries and Canadian provinces, and before and during COVID-19 pandemic. The

paper concludes with a discussion of the results and avenues of research are proposed.

3.4 Theoretical Background
3.4.1 Concept of Proximity

Proximity is not based on a particular theory (Gomez et al., 2011). It is a polysemic term that
hinders its understanding (Bellet et al., 1998; Laut, 1998) since it is both a state and a feeling
(Labbé-Pinlon et al., 2016). “Distance” that is felt is not only metric, but can also be cultural,
cognitive and social (Praly ef al., 2014). Most authors dealing with proximity agree on its spatial
nature, but its relational nature is still debated (Mundler and Rouchier, 2016). Geographical
proximity refers to the physical distance perceived between the actors in the geographic space
(Bouba-Olga and Grossetti, 2008; Torre and Rallet, 2005), and organized proximity distinguishes
two logics: the logic of belonging—being close through interaction facilitated by explicit and
implicit rules and routines—and the logic of similarity—being close by sharing the same system

of representations or set of beliefs (Torre and Rallet, 2005). These conceptual subtleties required
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an array of adjectives that accompany the word proximity: organized, organizational, institutional,
cognitive, socio-economic, social, cultural, functional, material, mediating, etc. (Mundler and

Rouchier, 2016).

3.4.2 Local Food and Proximity

The academic literature presents different concepts or terms to approach the phenomenon of
localism including in particular local food, local food systems, alternative food networks, short
food supply chains, localized food systems and sustainable food systems (Bowen and Mutersbaugh,
2014; Feagan, 2007; Goodman, 2004; Hinrichs, 2016; Kloppenburg et al., 2000; Tregear, 2011;
Watts et al., 2005). Mainly, local food can be view as an “alternative food system” (AFN) founded
on the principles of social justice, environmental sustainability and aimed at rebuilding or
“reconnecting” the link between producers and customers (Allen, 2010; Dunne ef al., 2011; Fonte,
2008) or a “localized food system” (SAL) production in a given geographical territory, which gives
the product a particular identity (Fonte, 2008; Muchnik et al., 2005). Despite some differences, the
two perspectives share a fundamental notion of proximity between individuals, products and
organizations (Bowen and Mutersbaugh, 2014). In an empirical study based on the work of Eriksen
(2013), Chicoine et al. (2022b) show that local food products can be defined by geographical,
process, economic, identity, relational functional, cultural, access and experiential proximities

(Figure 3.1).
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Figure 3.1 Local food as a constellation of perceived proximity

Geographical
proximity
Access Process
proximity proximity
Experiential Price
proximity proximity
Local
food
Cultural Identity
proximity proximity

Functional Relational
proximity proximity

Source : Chicoine et al. (2022b)

Geographical proximity is the most frequently used dimension in literature and is primarily a notion
of spatial, physical or geographical distance (Knoben and Oerlemans, 2006). In literature on local
food, the notions of distance (e.g., food miles) (Dunne et al., 2011; Fonte, 2008; Jones et al., 2004;
Lang et al., 2014; Morris and Buller, 2003; Selfa and Qazi, 2005; Smith and MacKinnon, 2007),
boundary (e.g., geographical or political) (Berti and Mulligan, 2016; Darby et al., 2008; Dunne et
al.,2011; Duram and Oberholtzer, 2010; Hinrichs, 2003) and context (Feagan, 2007; Hinrichs and
Allen, 2008; Ilbery and Maye, 2005b) are used most frequently to qualify the ‘geographical’ aspect
of this phenomenon. The geographic limit to qualify a local food product is quite flexible and will

depend on certain factors (Chicoine et al., 2022b).
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Process proximity, in distribution, lies in the importance that the customer attaches to the internal
functioning of the store, which will guarantee the quality of the products or the expected service
(Bergadaa and Del Bucchia, 2009; Hérault-Fournier et al., 2012, 2014; Labbé-Pinlon et al., 2016).
This proximity refers to the freshness of the offer, the establishment of traceability and origin, as
well as various quality controls (Capo and Chanut, 2013). At the product level, this proximity refers
to the methods used (production, processing, breeding, etc.), which are shaped by the locality,
either by the different government norms or artisan traditions, which will have an impact on the

intrinsic attributes of the product (Chicoine et al., 2022b)

Economic proximity (or price proximity) discussed by Capo and Chanut (2013) underlines that the
choice of an adequate price policy and a good quality-price ratio contribute to the feeling of
proximity to the trade. During their analysis of proximity circuits, Praly ef al. (2014) also raised an
economic dimension that evokes an additional valuation perceived by the producer or customer.
Economic proximity is attributed to the perception of a higher quality/price ratio as well as a more
equitable relationship between producers and customers (Chicoine et al., 2022b; Praly et al., 2014).
Indeed, local food is perceived to have fairer prices (Berti and Mulligan, 2016; Milestad et al.,
2010), thereby participating in a social economy (Dunne ef al., 2011).

Identity proximity refers to a set of values shared between the two actors of an exchange (Bergadaa
and Del Bucchia, 2009; Chicoine et al., 2022b; Gahinet, 2014; Hérault-Fournier ez al., 2012, 2014).
Values associated with a local food product typically include sustainability, organic production,
support of local and regional farmers, seasonal consumption, health, equity, or simply ‘better’
(Blake et al., 2010; Duram and Oberholtzer, 2010; Hinrichs, 2000; Morris and Buller, 2003;
Ostrom, 2006; Tregear, 2011). Indeed, Chicoine et al. (2022b) note that a local food product seems
to be a product around which there is an important sharing of values, in particular at the economic,
environmental and social sustainability level, and in terms of seasonality and organic concerns. It

is also a product that creates a sense of belonging and pride (Chicoine et al., 2022b; Eriksen, 2013).

Relational proximity can be compared to the concept of relational marketing (Bergadaa and Del
Bucchia, 2009) where it is characterized by an important affective content (Dampérat, 2006) since
it develops feelings of attachment (Capo and Chanut, 2013). Relational proximity represents the

relationships built between actors who are reconnected by alternative distribution practices
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(Edwards-Jones, 2010; Eriksen, 2013; Feagan, 2007; Hinrichs, 2000; Holloway et al., 2007).
Indeed, relational proximity is another component of the definition of a local food product around
which social and friendly relationships, knowledge, trust, personalization, and collaboration are
organized (Chicoine et al., 2022b). A local food product is therefore not reduced to a simple
transactional exchange, but is rather an opportunity to build long-term relationships with all

industry stakeholders (Bergadaa and Del Bucchia, 2009).

Functional proximity, also studied in distribution, is characterized by the desire to not waste time,
to easily find one’s products, to have a wide choice in terms of offer (Bergadaa and Del Bucchia,
2009; Capo and Chanut, 2013; Gahinet, 2014; Labbé-Pinlon et al., 2016). Local food products
present clear information but are also a unique, original and creative offer (Chicoine et al., 2022b).
Communication is translated into concrete and clear information (price, origin, instructions for use)
in order to optimize the purchase time (Bergadaa and Del Bucchia, 2009). In fact, a local food

product has an easily identifiable symbol or label of origin.

Cultural proximity (or cognitive proximity) represents shareable material and cognitive resources
such as language, values and standards (Bouba-Olga and Grossetti, 2008; Knoben and Oerlemans,
20006). This proximity is commonly defined as the similarities in the way actors perceive, interpret,
understand and evaluate the world (Boschma, 2005). This proximity does not only refer to a
common place, but also to a common history and a common belonging solidified in collective
norms and regulations (Fonte, 2008). Indeed, local food product as a product with a (hi)story
(Chicoine et al., 2022b). This dimension can be linked to ancestral or cultural traditions (Lang et
al., 2014; Morris and Buller, 2003)—called history—but can also be the result of the construction
of brand image—called story (Chicoine et al., 2022b). Either way, a local food product has

something to tell.

Access proximity is essentially based on the ease for customers to reach their point of sale
(Bergadaa and Del Bucchia, 2009; Capo and Chanut, 2013; Hérault-Fournier et al., 2012; Labbé-
Pinlon ef al., 2016) or to find their products (Chicoine ef al., 2022b). As Laut (1998) defines it, it
is the act of ‘making accessible’. According to Dunne et al. (2011), local foods can be defined
based on the ease of these transactions. Indeed, accessibility to a market or source for actors in the

agri-food industry is important when looking at local food products (Trivette, 2015).
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Experiential proximity refers to the lived experience of a local food product in terms of pleasure
and discovery (Chicoine ef al., 2022b). The pleasure experienced in the production, processing,
purchase and consumption of local food products is a differentiator from non-local products. It is
therefore not by obligation that we will take part in the local consumption in the food sector, but
for pleasure (Autio et al., 2013). Local food is also an opportunity to (re)discover different products
or ways of doing things, for example the different local varieties or cultivars that do not need to

withstand long distance transport (Chicoine et al., 2022b).

As presented, local food means different things, to different people and in different contexts
(Eriksen, 2013), however, they all share a fundamental notion of proximity in nine dimensions
(Chicoine et al., 2022b). This article then attempts to answer several questions: Do Canadian agri-
food stakeholders use the nine dimensions of perceived proximity in their publications on Twitter?
What dimensions are most used in these media communications? Do the stakeholders communicate
the same facets of the locality? If not, on which dimensions of proximity are there differences?
Finally, this study assesses the impact of context on communication about local food by testing the

following hypotheses:

Hypothesis 1 (H1): The year of publication (pre and post pandemic) is associated with the

dimensions of proximity used in communication about local food.

Hypothesis 2 (H2): The organization’s activity is associated with the dimensions of proximity used

in communication about local food.

Hypothesis 3 (H3): The organization’s industry is associated with the dimensions of proximity

used in communication about local food.

Hypothesis 4 (H4): The organization’s location is associated with the dimensions of proximity

used in communication about local food.

Hypothesis 5 (H5): The type of stakeholder (organizations and customers) is associated with the

dimensions of proximity used in communication about local food.

61



3.5 Materials and Methods

In order to carry out this study, three main steps were carried out. First of all, we built two keyword
dictionaries: a food dictionary and a local food dictionary. Next, we extracted and cleaned the data
on Twitter using a list of accounts and hashtag. Finally, we analyzed the tweets with term frequency

and multivariate analysis of variance (MANOVA) using the local food dictionary.

3.5.1 Keyword Dictionaries
3.5.1.1 Food Dictionary

First, a dictionary of food related keywords was created to filter the sample of tweets. As this study
is focused on food, we wanted to make sure that the tweets about “local” are related to “food”. We
used the categories offered by Aliments du Québec, a non-for-profit organization whose mission
is to promote the local agri-food industry (Aliment du Quebec, 2020) and we complemented it with
the Canada’s agriculture sectors categories proposed by the Government of Canada (Government
of Canada, 2020). Then, using Wikipedia, we found the English keywords related to each of these
categories (Vydiswaran et al., 2020) and we added a “general” category for keyword such as “food”
or “meal”. Finally, each keyword was translated into French by one of the French-speaking
researchers. The dictionary ultimately includes 1148 keywords. It is important to note that this
dictionary does not claim to contain all the keywords related to food, but it serves as a basis to

narrow down tweets about food.

3.5.1.2 Local Food Dictionary

As local food is a multidimensional concept, we have chosen to build our dictionary using the main
articles dealing with the definition of this concept. A systematic review with the Methodi Ordinatio
protocol was used to select the relevant scientific articles (Pagani ef al., 2015). In accordance with
this protocol, the Ordinatio (InOrdinatio) index was applied to classify the articles, taking into
account the year of publication, the number of citations and the impact factor of the journal in
which the article was published in (Pagani et al., 2015). As proposed by Pagani ef al. (2015), the
keywords were defined following the definition of the problem, the search intent and a preliminary
search on different databases. A wide selection of related keywords was therefore favored. Concept
1—keywords belonging to the research subject in its various terminologies—included “local food”,

k99 <« FXLINT3

“alternative food system *”, “alternative food network *”, “alternative agro-food network *”,

62



“short food supply chain” and “sustainable food system*”” keywords. Concept 2 included “defin *”
and mean *” keywords. The asterisk has been used to enable searches for singular and plural

keywords and related words.

The Scopus and Web of Science databases were used to search for these two concepts in article
titles, abstracts and keywords. As suggested by Pagani et al. (2015), the specific mechanisms of
each database were examined, respecting the search guidelines for better search consistency. The
search was limited to all original, peer-reviewed research articles that were published in English,
in print or electronic form, between January 2000 and December 2020. All the keyword
combinations defined under concepts 1 and 2 were used, resulting in 12 searches in each database,

for a total of 24 searches in all databases.

Following the collection of the articles, a first elimination was carried out to remove the duplicates
as well as the texts in other languages. Each of the titles of the selected articles were read, and those
that were not related to local food products, alternative systems, short circuits or sustainable food
systems, were eliminated. Abstracts of the other articles were used to remove from the corpus those
articles that did not include the meaning or the definition of the local, as well as those that are more
related to food safety (food safety, food security), nutrition, justice and microbiology. Finally, the
Ordinatio index (InOrdinatio) was calculated. Figure 3.2 presents the number of articles found by

applying the search keywords in the databases as well as the filtering of the final corpus.
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Figure 3.2 Results of the application of the Methodi Ordinatio
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On the basis of these criteria, 36 articles were selected to compose the final portfolio. Next, we
carried out a new search through the 36 articles, by looking at the downstream citations to include
more recent papers since this method quickly eliminates newer articles that have no or very few
citations. This step allowed us to add 19 other articles for a total of 55 articles that make up our

final corpus (see Appendix A).
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Each article was read in order to identify important keywords relating to local food. These were
noted and categorized according to the dimensions of proximity to local food proposed by
(Chicoine et al., 2022b). Depending on the dimensions, other keywords have been added to
contextualize the dictionary. For example, when it comes to the provincial border, we have added
all the names and abbreviations of the Canadian provinces as the research takes place with agri-
food companies in Canada. We have also translated each of the keywords into French in order to
have a bilingual dictionary. In the end, our dictionary of local food is composed of 582 keywords

in nine dimensions of proximity.

3.5.2 Twitter Data Collection and Cleaning

Since we wanted to analyze tweets from companies and individuals, namely customers, we used
two different methods to extract the data from Twitter and clean it up. First, we used a predefined
list of over 1300 Twitter accounts from Canadian agri-food companies to mine 532,661 tweets
published between 1 January 2019, and 31 December 2020. We cleaned up this database by
eliminating duplicates before doing the pre-analysis. The latter constrained to retain only the tweets
presenting the word “local”. Through this new sample of 16,912 tweets, we used the food
dictionary in order to keep only tweets that contained at least one food-related keyword. These two
filters combined ensure that we only have tweets that talk about “local food”, for a final sample of

12,300 tweets from Canadian agri-food companies.

Using NVivo Pro software, we identified the hashtags most frequently used by organizations. With
1044 occurrences, the #supportlocal hashtag was the most used by organizations in our sample.
We then used this hashtag to pull a new database from Twitter so that we could compare tweets
from organizations and individuals. At this stage, we extracted a sample of 20,000 tweets
containing the hashtag #supportlocal before 1 January 2021 in order to have a temporally
comparable database. We then manually looked at the location of the tweets to eliminate any that
were not in Canada, which reduced our sample to 7843 tweets published between 1 April and 31
December 2020. Manually again we have to look at the name of the users in order to eliminate any
organizations. This work allowed us to purify our sample to have a total of 4914 tweets. Finally,

similar to as with the organizations database, we used the food dictionary to only keep tweets that
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talk about “local food”. Our final sample of tweets from individuals about local food in Canada is

4285 (see Appendix B).

3.5.3 Data Analysis

We privileged quantitative methods, namely multivariate regression analysis using term frequency
and joint analysis (Tao et al., 2020). First, we recorded the frequency of keywords contained in the
local food dictionary for each tweet in our database using R software since the unit of analysis was
each message-level tweet. Subsequently, we grouped the keywords by dimension of proximity in
order to see the occurrence of each of these dimensions by tweet. For example, if a tweet contained
the keywords “from here” and “Ontario”, it would have the number 2 under the variable
“geographical proximity”. Following this exercise, our database contained 16,585 tweets by 9
proximity dimensions (dependent variables) and 5 non text data (independent variables).
Independent variables include year of publication, organization’s activity, industry, location, and

the type of stakeholder (organization or individuals).

3.6 Results
3.6.1 Descriptive Analysis

First of all, although Canada is bilingual (English and French), our sample contained a strong
majority of tweets in English (97%). The vast majority of companies in our sample are based in
English-speaking provinces. A quarter of them are based in British Columbia (26%), another
quarter in Ontario (25%) and 14% in Nova Scotia. In addition, 16% of them do not have a province
to which they belong, they are present across Canada, or at least in multiple provinces. The majority
(41%) of the organizations in our sample are processors, 13% are producers, 12% restaurants and
9% retailers. In addition, more than a third of companies (38%) are classified as being multi-
category. These companies do not belong to a particular industry, for example food retailers who
sell all kinds of products. On the other hand, a third of them (33%) are companies in the beverage

industry, 8% in fruits and vegetables and 6% in meat industry.

Based on the publication date, we were able to assess the importance of local food communication
over time. Figure 3.3 shows the evolution of the number of tweets published by companies between

January 2019 and December 2020. We can see that the increase in the number of tweets about local
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food starts much earlier in 2020, in the month of March, where the pandemic started to become

significant in Canada. This suggests that companies have taken part in this call for local purchase.

Figure 3.3 Number of “local food” tweets per month in 2019 and 2020

3.6.2 Term Frequency Analysis

Analysis of term frequency shows that 47% (n = 275) of the keywords in the local food dictionary
were found in the sample of tweets. This result can be explained by the fact that 97% of the tweets
were in the English language. Thus, the majority of French keywords were not found in our sample.
The calculation of the sum and mean of the keywords shows that on average, individuals use 2.63

local food keywords by tweets while this number is 2.37 among organizations.

Analysis of term frequencies allowed us to assess whether the nine dimensions of proximity were
mentioned in tweets about local food. As shown in Figure 3.4, all dimensions have been noted.
Surprisingly, it is the identity proximity that has been used the most in local communication, in
contrast with the geographic dimension in the literature. Indeed, the keyword “support local

economy” has been very strong in this period of time. Geographical, process and experiential
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proximities correspond to nearly 3/4 of the keywords used in local food tweets. Only the functional

and economic proximity were very weak.

Figure 3.4 Dimensions of proximity in local food tweets
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3.6.3 Twitter Data Analysis

The frequencies of the terms made it possible to identify the different dimensions of proximity used
in the tweets. With this information, we were able to conduct multivariate analysis of variance
(MANOVA) in order to see if there was a difference in the communication on the local food
according to the year of publication, organization’s activity, organization’s industry, organization’s
location and the type of stakeholders. The choice to use multivariate analysis of variance
(MANOVA) is explained by the fact that we have multiple independent variables and multiple
dependent variables (Haase and Ellis, 1987). Table 3.1 provides summary outputs from the
multivariate analysis of variance (MANOVA).
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Tableau 3.1 Multivariate analysis of variance (MANOVA) results

Effect Test Statistic Value F df Sig.(p) n2

Year of publication Wilks’ Lambda  0.961 55.461 9 0.000 0.039
Organization’s activity Wilks” Lambda  0.485 156.531 81 0.000 0.077
Organization’s industry Wilks’ Lambda  0.523 95.813 117  0.000 0.069
Organization’s location Wilks’ Lambda  0.514 106.745 108  0.000 0.071
Type of stakeholder Wilks” Lambda  0.592  1270.217 9 0.000 0.408

All multivariate differences measures (Wilks’ lambda) are significant (p < 0.05); that is, all the
dependent variables (i.e., geographical, process, economic, identity, relational functional, cultural,
access and experiential proximities) vary across the year of publication, organization’s activity,
organization’s industry, organization’s location and the type of stakeholders. These contextual
variables are associated with the dimensions of proximity used in communications on Twitter,

supporting hypotheses 1 to 5.

3.6.3.1 Year of Publication

First, we evaluated the year of publication to see if there were any differences in the use of
proximity keywords. The multivariate result was significant for the year of publication, Wilks’
Lambda = 0.0961, F = 55.461, df =9, p = 0.000, indicating a difference between 2019 and 2020,
and supporting Hypothesis 1. The univariate F tests showed there was a significant difference
between 2019 and 2020 for geographical (p = 0.017), identity (p = 0.024), functional (p = 0.022),
economic (p = 0.000), access (p = 0.000) and experiential (p = 0.002) proximities (see Table 3.2).

Tableau 3.2 Multivariate analysis of variance of the year of publication

Dependent Type III Sum

Variable of Squares df  Mean Square F Sig.
Year Geographical 4057 1 4.057 5.727  0.017
Relational 0.394 1 0.394 2.112 0.146
Identity 1.522 1 1.522 5.124 0.024
Process 0.316 1 0.316 0.566 0.452
Cultural 0.031 1 0.031 0.506 0.477
Functional 0.061 1 0.061 5.252 0.022
Economic 75692 1 75.692 438,572  0.000
Access 1.799 1 1.799 23.552 0.000
Experiential 2.765 1 2.765 9.348  0.002
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The contrast results (matrix K) reveal that Twitter users in 2019 used more geographical proximity
keywords (0.036), less identity proximity keywords (—0.022), less functional proximity keywords
(—0.004), less economic proximity keywords (—0.157), less access proximity keywords (—0.024)
and more experiential proximity keywords (0.030). Despite these significant differences, it is the
economic dimension of proximity that explains the most differences between 2019 and 2020 (effect

size = 0.034).

3.6.3.2 Organization’s Activity

Second, we evaluated the organization’s activity to see if there were any differences in the use of
proximity keywords. The multivariate result was significant for the organization’s activity, Wilks’
Lambda = 0.485, F = 156.531, df = 81, p = 0.000, indicating a difference between the various
organization’s activity and supporting Hypothesis 2. The univariate F tests showed there was a
significant difference between the various organization’s activity for all proximity dimensions. As
can be seen in Figure 3.5, for retailers and farmers, geographic proximity is most communicated.
Relational proximity seems to be important for the post-process and the hospitality. It is more with
the distributors that the identity and process proximity are most communicated, in particular with
regard to green, organic and fresh products. Finally, restaurants are the ones that used the keywords

relating to economic proximity the most during this period.

Figure 3.5 Percentage of proximity keywords used according to the organization’s activity
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3.6.3.3 Organization’s Industry

Third, we evaluated the organization’s industry to see if there were any differences in the use of
proximity keywords. The multivariate result was significant for the organization’s activity, Wilks’
Lambda = 0.523, F = 95.813, df = 117, p = 0.000, indicating a difference between the various
organization’s industry and supporting Hypothesis 3. The univariate F tests showed there was a
significant difference between the various organization’s activity for all proximity dimensions. As
presented in Figure 3.6, for organization, geographical and process proximity are still important.
One interesting thing is the strong presence of horticulture in identity proximity. Probably the
pandemic has exacerbated the desire for a green and comfortable home or the desire to engage in
gardening as the majority of people had to work from home, so they had more time to take care of
plants. In addition, cultural proximity seems to be the most important in the seafood industry.
Indeed, companies in this industry have communicated more about the history and traditions of

recent fishery products.

Figure 3.6 Percentage of proximity keywords used according to the organization’s activity

3.6.3.4 Organization’s Location

Subsequently, we evaluated the organization’s location to see if there were any differences in the
use of proximity keywords. The multivariate result was significant for the organization’s activity,
Wilks’ Lambda = 0.514, F = 106.745, df = 108, p = 0.000, indicating a difference between the
various organization’s location and supporting Hypothesis 4. The univariate F' tests showed there

was a significant difference between the various organization’s location for all proximity
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dimensions. At the Figure 3.7, we can see that the smallest provinces (NL and YT) tweeted the
most on the economic dimension of proximity. In addition, it seems that the east-coast provinces

have placed greater emphasis on experiential proximity in their communications.

Figure 3.7 Percentage of proximity keywords used according to the organization’s location
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3.6.3.5 Type of Stakeholder

Finally, we evaluated the type of stakeholder to investigate differences in the use of proximity
keywords between organizations and individuals, namely customers. The multivariate result was
significant, Wilks” Lambda = 0.592, F = 1270.217, df = 9, p = 0.000, indicating a difference
between the organizations and customers, and supporting Hypothesis 5. The univariate F tests
showed there was a significant difference between organizations and customers for all dimensions
except functional proximity, p = 0.225. Despite these significant differences, it is the identity
dimension of proximity that explains the most differences between the groups (effect size = 0.366).
The contrast results (matrix K) reveal that customers used significantly more identity (0.894. p =

0.000) and experiential (0.022, p = 0.027) proximity keywords than organizations.
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In summary, we found support for all five hypotheses (see Table 3.3). Indeed, all the dependent
variables (i.e., geographical, process, economic, identity, relational functional, cultural, access and
experiential proximities) vary across the year of publication (H1), organization’s activity (H2),
organization’s industry (H3), organization’s location (H4) and the type of stakeholders (HS). These
results allow us to conclude that the context is an important impact factor on local food discourses,

i.e., the projected and perceived identity of local food.

Tableau 3.3 Summary of findings

Hypothesis Findings Related Literature

H1: The year of publication (pre and post pandemic) is associated with the dimensions
of proximity used in communication about local food.
Highlight:

- |
™ In 2020, stakeholders used more identity, functional and economic proximity Supported [8,26,39,54]
keywords in their tweets
e  Economic proximity explains the most differences between 2019 and 2020
H2: The organization’s activity is associated with the dimensions of proximity used in
communication about local food. -
Highlight: AT
Supported [26,48,54,55]

. Geographical proximity is the dimension most used by retailers and farmers and
economic proximity is the dimension most used by restaurants
. Identity proximity explains the most differences between organization’s activity

[39,51-53,56]

H3: The organization’s industry is associated with the dimensions of proximity used in
communication about local food.
Highlight:

71

. Strong use of identity proximity for horticulture industry Supported [39,51-53,56]

. Seafood industry relied mainly in cultural proximity

e  Identity proximity explains the most differences between organization’s industry

H4: The organization’s location is associated with the dimensions of proximity used in

communication about local food.

Highlight: [1-7]

. Smallest Canadian provinces (NL and YT) tweeted the most on the economic Supported [39]
dimension of proximity [39,51-53,56]

. East-coast provinces have placed greater emphasis on experiential proximity

. Identity proximity explains the most differences between organization’s location

H5: The type of stakeholder (organizations and customers) is associated with the

dimensions of proximity used in communication about local food. 1-7]

Highlight: Supported [39,51-53,56]

. Customers used significantly more identity and experiential proximity keywords
than organizations

3.7 Discussion

First of all, the results shows that Canadian agri-food stakeholders use the nine dimensions of
perceived proximity in their publications on Twitter. However, it is the identity, geographical,
process and experiential dimensions that are used the most, correspond to 88% of the keywords
used in local food tweets. In this sense, the actors of the Canadian food system tend to value organic

farming, sustainability and the support to local economy; the short distances between the farm and
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the table; the production methods guaranteeing quality, freshness and taste; as well as the pleasure,

the experience and the (re)discovery of these products.

Then, the results demonstrated significant gaps in the dimensions of proximity used in
communications about local food across the different agri-food stakeholders, industries and
Canadian provinces, and before and during COVID-19 pandemic. Indeed, proximity dimensions
used by stakeholders in this food system are significantly different. In this sense, it reiterates the
lack of coherence surrounding the meaning of local food (Blake ef al., 2010; Dunne et al., 2011,
Feagan, 2007; Hinrichs, 2003; Pearson et al., 2011; Schnell, 2013b; Wilhelmina ef al., 2010). This
research also shows that, as Eriksen (2013) notes, local food means different things to different
people and in different contexts. Indeed, actors, industries, and geographies tend to communicate
differently about local food on Twitter. Moreover, we saw that the pandemic had an influence not
only on the number of tweets about local food but also on the discourse that accompanied it, namely
geographical, identity, functional, economic, access and experiential proximities. These results
suggest that local food means different things at different times as well. We believe that the
pandemic has exacerbated a desire for local food imbued with identity proximity. Indeed, the
results show that identity proximity is the one that explains the most the differences between the
groups. Moreover, identity and experiential proximity are the dimensions of local food that
consumers use the most in their communications on Twitter. However, organizations tend to rely
more on geographic and process proximity. Perhaps more and more consumers are looking for

local food products with strong sustainable values that give them an experience.

This result allows us to underline two important elements. On the one hand, in contrast with the
literature on local food which tends to define the concept in terms of geographical proximity (e.g.,
distance or boundary) (Dunne et al., 2011; Fonte, 2008; Jones et al., 2004; Lang et al., 2014; Morris
and Buller, 2003; Selfa and Qazi, 2005; Smith and MacKinnon, 2007) or relational proximity (e.g.,
embeddedness) (Feagan and Morris, 2009; Hinrichs, 2000; Sage, 2003; Sonnino, 2007; Winter,
2003), our research shows that local food in Canada is valued by the identity proximity in media
communications. Identity proximity refers to a set of values shared (Bergadaa and Del Bucchia,
2009; Gahinet, 2014; Hérault-Fournier et al., 2012, 2014) between agri-food actors (Chicoine et
al., 2022b). Values associated with local food include sustainability, organic production, support

of local and regional farmers, seasonal consumption and health (Blake ef al., 2010; Duram and
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Oberholtzer, 2010; Hinrichs, 2000; Morris and Buller, 2003; Ostrom, 2006; Tregear, 2011). As
Chicoine et al. (2022b) note, local food is a phenomenon through which there is an important
sharing of value, in particular at the economic, environmental and social sustainability level. Indeed,

28% of all the keywords founded were related to identity proximity.

On the other hand, this result implies that identity proximity is an essential element to communicate,
but in a coherent way with its partners or consumers. Ranfagni et al. (2021) highlighted the
importance of brand alignment of food products in online communities. Knowing the alignment
between the way a company communicates its brand identity and how this is perceived by

consumers allows for effectively reviewing brand communication (Ranfagni et al., 2021).

Veltz (2020) suggests that proximity is no longer just useful, it becomes a value in itself, because
what is close is trustworthy. However, if companies want to become closer to their customers in
the digital realm, it would be in their interest to better understand not only the dimensions of
proximity that their customers value but also their different elements. In this sense, they could
provide the information that consumers are looking for, for example, about the sustainability of a

local food product since identity proximity seems to be highly valued by them.

3.8 Conclusion

This study examines how agri-food stakeholders communicate about °‘local’ in digital
conversations. We identify and evaluate the different local food” meanings of Canadian agri-food
stakeholders through 16,585 tweets. Using a local food keyword dictionary based on the concept
of proximity (Chicoine ef al., 2022b), we show that these dimensions actually exist, and that they
are reflected in the way people speak about local food. This study shows the importance of using
a granular multidimensional framework to understand the valuation of local food. Indeed, local
food cannot be evaluated only on the geographical dimension or on the origin of the product. On
the contrary, all the actors in the food chain tend to value local food from several dimensions of

proximity.

In this sense, it would be interesting to assess the alignment of the projected and perceived local
identity of the different agri-food industries, Canadian provinces or local food brands. As part of

this research, we did not seek to compare the projected (organizations) versus perceived
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(individuals) valuation of the locality of a particular brand or industry. We have made the choice
to take the agri-food industry as a whole. This more macro vision is a first limitation of this study
since it does not make it possible to draw a precise portrait of the situation. As a second limit, our
research was based on media communications using Twitter. This social network only allows the
publication of 280 characters, which does not allow organizations or individuals to express
themselves with a great wealth of vocabulary. In this sense, it is possible that several tweets were
initially eliminated since they did not contain at least one of the words of our dictionary. Thus, the
use of another social network would enrich these conclusions. Finally, the size and nature of the
sample of tweets used in this research is also a limitation. On the one hand, an equivalent size
between the number of tweets from organizations and individuals could alter the results by giving
more or less weight to certain dimensions of proximity. On the other hand, the tweets used in this
research mainly come from a period when local buying was very important. At other times, the

different dimensions of proximity might not be valued in the same way.

Several avenues of research can be considered. A more in-depth analysis via the local identity
projected on the company websites could also be considered to complement this analysis. In
addition, it would be interesting to use this framework to segment stakeholders in the local food
system to see if there are distinct proximity valuation clusters. Moreover, the exercise would be
interesting to carry out with a much larger sample of tweets in order to train algorithms to text
classification. Finally, a comparison between the communication of native (local) individuals and
that of foreigners (tourism) would be considered in order to enrich our understanding of the locality

from these two perspectives.

To conclude, our study shows the potential of using social media and a keyword dictionary when
we want to study a phenomenon in a natural environment, such as the textual traces of social media
users. The transformation of the frequency of words into data makes it possible to carry out
statistical analyzes, in particular to see the divergences in valuation or image between the

stakeholders of an industry, as is the case of the local food system.
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3.9 Appendix A Final Literature Corpus about Local Food

(This information was obtained on July 1, 2020)

Title Authors (Year) Journal IF Citations 10

1 Embeddedness and local food systems: notes - Hinrichs (2000) ~ Journal of Rural Studies 1.624 1703 1603
on two types of direct agricultural market
Understanding alternative food networks: Renting et al. Environment and

2 exploring the role of short food supply chains (2003) Planning A: Economy  1.725 1841 1771
in rural development and Space

3 dEmbeddednessz the new food economy and ~ Winter (2003) Journal of Rural Studies 1.624 1157 1087

efensive localism

The local food sector: A preliminary Morris and Buller British Food Journal

4 assessment of its form and impact in (2003) 0.579 331 261
Gloucestershire

5 The prac.tice and politics of food system Hinrichs (2003)  Journal of Rural Studies 1624 1341 1271
localization

6 Consumers’ preferences for locally produced Brown (2003) American Journal of 0637 415 345
food: A study in southeast Missouri Alternative Agriculture

7 A case ;tudy of local food and its routes to Jones et al. (2004) British Food Journal 0579 163 103
market in the UK
Place, Taste, or Face-to-Face? Understanding Selfa and Qazi Agriculture and Human

8  Producer-Consumer Networks in “Local” (2005) Values 1.109 310 260
Food Systems in Washington State
Making reconnections in agro-food Watts et al. (2005)Progress in Human

9  geography: alternative systems of food Geography 4,568 678 628
provision
Alternative (Shorter) Food Supply Chains and Ilbery and Maye Environment and

10 Specialist Livestock Products in the Scottish— (2005a) Planning A: Economy  1.725 356 291
English Borders and Space
Exploring consumers’ perceptions different ~ Roininen et al. Food quality and

11 qualitative of local food with two techniques: (2006) preference 1.296 425 385
Laddering and word association
Local products and geographical indications: Bérard and International Social

12 taking account of local knowledge and Marchenay (2006) Science Journal 0.141 147 107
biodiversity

13 Everyday Meanings of “Local Food”: Views Ostrom (2006) Community 0348 127 ]7
from Home and Field Development

14 Emb.eddedness in ac.tion: Saffron and the Sonnino (2007)  Agriculture and Human 1109 145 115
making of the local in southern Tuscany Values

15 The place of food: mapping out the ‘local’ in  Feagan (2007) Progress in Human 4568 902 872
local food systems Geography

16 Know1§dge, food and placg A way of Fonte (2008) Sociologia Ruralis 1458 366 346
producing, a way of knowing
Unpacking the terms of engagement with local Smithers et al. Journal of Rural Studies

17 food at the Farmers’ Market: Insights from  (2008) 1.624 259 239
Ontario

18 Decomposing Local: A Conjoint Analysis of Darby et al. American Journal of 1.848 686 666
Locally Produced Foods (2008) Agricultural Economics **

19 Food, ple}ce and authenticity: .local foodand  Sims (2009) Jourgal of Sustainable 1333 1080 1070
the sustainable tourism experience Tourism
Being close: The quality of social relationshipsMilestad et al. Journal of Rural Studies

20 in alocal organic cereal and bread network in (2010) 1.624 97 97

Lower Austria
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Defining and Marketing ‘‘Local’’ Foods:

Giovannucci et al. Journal of World

21 Geographical Indications for US Products (2010) Intellectual Property 0.140 153 153
Buying Local Food: Shopping Practices, Blake et al. (2010) Annals of the Association
22 Place, and Consumption Networks in Defining of American Geographers1.689 172 172
Food as “Local”
23 Contempor.ary.and traditional localism: A McEntee (2010) Local Environment 0747 75 75
conceptualisation of rural local food
What does ‘local’ mean in the grocery store? Dunne et al. Renewable Agriculture
24 Multiplicity in food retailers’ perspectives on  (2011) and Food Systems 0.637 150 160
sourcing and marketing local foods
25 Local food practices and growing potential: ~ Kremer and Applied Geography 1223 198 208
Mapping the case of Philadelphia DeLiberty (2011) )
Linking Local Food Systems and the Social ~ Wittman et al. Rural Sociology
26 Economy? Future Roles for Farmers” Markets (2012) 0912 124 144
in Alberta and British Columbia
. . : Sundbo (2013 Acta Agriculturae
27 5:;?; f:)od. the social construction of a ( ) Scandinavica—Section B0.386 22 52
P Soil and Plant Science
28 2elib§rat§ identities: Becoming local in Schnell (2013a)  Journal of Cultural 0315 75 105
merica in a global age Geography
; ) . Eriksen (2013 Acta Agriculturae
29 gzgﬁgﬁ lfgirioeog(.)rcr:;?ztsn;cfm;%)?irlrlleizv ( ) Scandinavica—Section B0.386 87 117
Y P Y Soil and Plant Science
Food miles, local eating, and community Schnell (2013b)  Agriculture and Human
30 supported agriculture: Putting local food in its Values 1.109 108 138
place
31 Consurl}ipg gostalgia? The apprec?iation of  Autio et al. (2013) International Joprnal of 0678 123 153
authenticity in local food production Consumer Studies
3 Multiple territorialities of alternative food Dansero and Local Environment 0747 56 96
networks: six cases from Piedmont, Italy Puttilli (2014) )
33 Consums:rs’ evolving definition and Lang et al. (2014) British Food Journal 0579 57 97
expectations for local foods
Perspectives on Consumer Perceptions of Ausil, Li, et al Journal of International
34 ) ) . (2014) Food and Agribusiness 0.452 24 64
Local Foods: A View From Indonesia .
Marketing
35 How 1oc.a1 is local? Deter.mining.the Trivette (2015)  Agriculture and Human 1109 41 91
boundaries of local food in practice Values
Locating the locale of local food: The Carroll (2015) Renewable Agriculture
36 importance of context, space and social and Food Systems 0.637 29 79
relations
37 Geographies of origin and proximity: Sanz-Cafiada and Culture & History Digitalo 111 18 78
Approaches to local agro-food systems Muchnik (2016) Journal :
Competitiveness of Small Farms and Berti and Sustainability
Innovative Food Supply Chains: The Role of Mullican (2016
38 Food Hubs in Creating Sustainable Regional gan ( ) 0.581 128 188
and Local Food Systems
How Local Is Local? A Reflection on Lim and Hu Canadian Journal of
39 Canadian Local Food Labeling Policy from  (2016) Agricultural Economics 0.580 32 92
Consumer Preference
40 Fixing food with ideas of “local” and “place” Hinrichs (2016) Jourpal ofEnvgonmental 0.452 21 81
Studies and Sciences
41 Invoices on scraps of paper: trust and Trivette (2017)  Agriculture and Human 1109 7 77

reciprocity in local food systems

Values
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Is local a matter of food miles or food Bazzani and Italian Journal of Food

traditions? Canavari (2017) Science 0.329 15 85
Food as Ideology: Measurement and Reich et al. (2018)Journal of Consumer 7795 16 96
Validation of Locavorism Research )

Bringing the consumer back in—the motives, Rytkonen ef al.  Agriculture

perceptions, filld Ya}ues behind consumers and (2018) 0481 6 36
rural tourists’ decision to buy local and

localized artisan food—A Swedish example

Reconnecting through local food initiatives? ~ Albrecht and Agriculture and Human 1109 25 105
Purpose, practice and conceptions of ‘value’ Smithers (2018) Values )

How and why restaurant patrons value locally Lang and International Journal of 2217 6 96
sourced foods and ingredients Lemmerer (2019) Hospitality Management =

Geographical indication food products and ~ Fernandez-Ferrin Journal of Cleaner

ethnocentric tendencies: The importance of 7 g/, (2019) Production 1.886 2 92

proximity, tradition, and ethnicity

The importance of food retailers: applying Trivette (2019)  Agriculture and Human
network analysis techniques to the study of Values 1.109 6 96
local food systems

What is local food? The case of consumer Meyerding et al. Journal of Cleaner

preferences for local food labeling of tomatoes (2019) Production 1.886 15 105
in Germany

Translocal practices and proximities in short Dubois (2019) Agriculture and Human

quality food chains at the periphery: the case Values 1.109 2 92

of North Swedish farmers

Local Entrepreneurship in the Context of Food Kwil et al. (2020) Sustainability

Production: A Review 0581 2 102
On the Significance of Alternative Economic Rosol (2020) Economic Geography

Practices: Reconceptualizing Alterity in 3.790 2 102
Alternative Food Networks

“Going local”: farmers’ perspectives on local Beingessner and Agriculture and Human 2109 3 103
food systems in rural Canada Fletcher (2020)  Values )

Understanding local food consumption from  Kim and Huang Journal of Retailing and

an ideological perspective: Locavorism, (2021) Consumer Services 1.338 0 110
authenticity, pride, and willingness to visit

Food Supply Chains and Short Food Supply Thomé ef al. Journal of Cleaner 1886 1 110
Chains: Coexistence conceptual framework  (2021) Production :
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3.10 Appendix B Database Development

Food
dictionary

Organizations
P13
+  Canadian :
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All tweets in
2019-2020
(532,661)

“local”
(16,912)

Tweets about

local food
(12,300)

Tweets about

Individuals

Hashtag
#supportlocal

...............

Tweets before

January 2021
(20,000)

Tweets in
Canada
(7,843)

Tweets by
individuals
(4914)

Tweets about

local food
(4,285)
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CHAPITRE 4
ARTICLE 3 - THE BRIGHT AND THE DARK SIDE OF COMMERCIAL URBAN
AGRICULTURE LABELING

AVANT-PROPOS DE L’ARTICLE 3

Le deuxiéme article de cette thése permet de confirmer la pertinence du recours aux neuf
dimensions de proximité pour aborder la localit¢ des produits alimentaires. Cependant, selon le
type de partie prenante, le secteur d’activité, la région et la temporalité, les mots-clés relatifs a la
localité¢ divergent. Le point culminant de cette recherche est que, dans tous les cas, c’est la
proximité identitaire qui a le plus grand pouvoir explicatif des différences observées. Rappelons
que cette proximité identitaire renvoie a un ensemble de valeurs partagées notamment au niveau
de la durabilité, et développe un sentiment d'appartenance a une communauté (Eriksen, 2013), né
d'un lien affectif, conatif et cognitif, autour d'une philosophie ou d'un mode de vie qui concerne les
modes de production et de consommation (Capo and Chanut, 2013; Hérault-Fournier et al., 2012).
On peut alors se demander si tous les produits alimentaires locaux engendrent le méme ensemble
de valeurs partagées ou s’il y a des distinctions a faire selon les modes de production et de
consommation. L’article 3 se focalise sur une forme de production alimentaire locale particuliere,

soit I’agriculture urbaine, afin d’explorer la perception et la valorisation de ces produits.

Cet article a initialement été présenté en tant que communication lors de la 16e édition de la Journée

du Marketing agroalimentaire :

Chicoine, M., Rodier, F. et Durif, F. (2021). Mention valorisante « agriculture urbaine » :
entre durabilité des pratiques et produit hyperlocalisé. Communication, 16e édition de la
Journée du Marketing agroalimentaire, Montpellier, France, 24 septembre.

A la suite des commentaires recus, la version modifiée a été acceptée pour publication avec révision

mineure, puis publiée dans la revue Agriculture and Human Values :

Chicoine, M., Rodier, F. and Durif, F. (2022). The bright and the dark side of commercial
urban agriculture labeling. Agriculture and Human Values, 40(3). doi: 10.1007/s10460-
022-10409-z.
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4.1 Résumé

Les consommateurs ont un désir croissant de savoir d'ou proviennent leurs aliments et comment ils
sont produits, non seulement pour des raisons de santé et de sécurité, mais aussi pour satisfaire une
nostalgie ou une perception de « vrai », « sain », « authentique » et « tracable ». Le secteur de
l'agriculture urbaine commerciale tente, du moins en partie, de répondre a une demande croissante
des citoyens pour des aliments produits localement et pour une agriculture locale qui peut étre
signalée aux consommateurs a l'aide de signes de qualité, tels que des appellations réservées et des
termes valorisants. A ce jour, on peut cependant s'interroger sur les enjeux de la mise en place d'un
terme valorisant « agriculture urbaine » pour favoriser la distinction et la valorisation des produits
alimentaires issus de l'agriculture urbaine commerciale. Cette étude, a partir d'entretiens semi-
dirigés aupres de 16 agriculteurs urbains et dirigeants d'entreprises d'agriculture urbaine au Québec,
explore leur perception d’un terme valorisant « agriculture urbaine » pour certifier leurs produits
alimentaires. Les résultats de I'analyse thématique réalisée font ressortir sept enjeux principaux, a
savoir : la notion d'urbanité, la durabilité des pratiques agricoles, la valorisation de I'hyperlocalité,
la communauté, la réglementation, I’appropriation du terme et la pertinence du terme. Ces enjeux
soulignent que la logique des producteurs urbains commerciaux n’est pas seulement mercantile
mais aussi communautaire, sociale et environnementale. En ce sens, 1égiférer un mouvement, dans
le cadre de la mise en place d'un label alimentaire protégé pour répondre aux besoins du marché et
promouvoir le développement de cette industrie, peut révéler les diverses formes de pouvoir,
d'exclusion et d'inégalit¢ ancrées dans les initiatives d'agriculture urbaine, mais aussi certaines
opportunités de niche. Des réflexions sont proposées pour promouvoir les produits issus de

l'agriculture urbaine dans la perspective de villes de plus en plus nourricieres.

Mots clés - Agriculture urbaine, Signe de qualité, Etiquetage, Proximité, Marketing

agroalimentaire

4.2  Abstract

Consumers have a growing desire to know where their food comes from and how it is produced,
not only for health and safety reasons, but also to satisfy a nostalgia or a perception of "true",
"healthy", "authentic" and "traceable". The commercial urban agriculture sector attempts, at least

in part, to respond to a growing demand from citizens for locally produced food and for local
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agriculture that can be signalled to consumers with the help of quality signs, such as reserved
designations and added-value claims labels. To date, however, we can wonder about the issues of
establishing an added-value claim "urban agriculture" to promote the distinction and development
of food products from commercial urban agriculture. This study, using semi-directed interviews
with 16 urban farmers and managers of urban agriculture businesses in Quebec, explores their
perception of an added-value claim "urban agriculture" to certify their food products. The results
of the thematic analysis carried out showing seven main issues, namely: notion of urbanity,
sustainability of agricultural practices, valorization of hyper-locality, community, regulations,
ownership concerns and relevance of the claim. These issues underline that the logic of commercial
urban producers is not only mercantile but also community, social and environmental. In this sense,
legislating a movement, under the establishment of a public food label to meet the market's needs
and promote the development of this industry, can reveal the various forms of power, exclusion
and inequality embedded in urban agriculture initiatives but also some niche opportunities for them.
Thoughts are proposed to promote products from urban agriculture from the perspective of

increasingly nurturing cities.

Keywords - Urban agriculture, Added-value claim, Food labeling, Proximity, Agri-food marketing

4.3 Introduction

Urban agriculture (UA), a growing commercial sector within the agricultural industry, aims to
increase overall food production in urban and peri-urban areas, through the conversion of unused
land into places of agricultural production (Grebitus et al., 2020). UA includes horticulture,
livestock, fodder, dairy production, aquaculture and agroforestry (FAO, 2011) and can be
community, commercial or private (Pinheiro and Govind, 2020). This is a viable sourcing concept,
as many horticultural crops are considered ideals in urban areas. Indeed, they occupy small spaces,
produce more per unit area, have high nutritional value and relatively short production cycles
(Khan et al., 2020). For example, various vegetable species can be grown and harvested in a short
time (60-90 days) or even less for some herbaceous and leafy plants (Dubbeling et al., 2010).
Additionally, horticultural products, such as fruits and vegetables, are rich in minerals, fibre and
bioactive compounds (e.g. phenolics and antioxidants), and have the potential to reduce

malnutrition (Khan et al., 2020).
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Several benefits have been associated with urban and peri-urban agriculture such as the supply of
fresh produce (Altieri et al., 1999; FAO, 2020; Grebitus et al., 2017), food security (Diekmann et
al., 2020; Dimitri et al., 2016; Freedman et al., 2016; Sadler, 2016), social and environmental
sustainability (Nicholls et al., 2020; Wakefield et al., 2007) and urban poverty reduction in low-
income countries (Siegner et al., 2018). In addition, consumers are increasingly keen to know
where their food comes from and how it is produced, not only for health and safety reasons, but
also to satisfy a "nostalgia" that refers to a time when the local food is perceived as true, healthy,

authentic and traceable (Dimara and Skuras, 2005).

So far, the literature has mainly focused on different non-commercial forms of urban and peri-
urban agriculture such as home gardens (Gray et al., 2014; Kortright and Wakefield, 2011; Lal,
2020; Taylor and Lovell, 2014), community or collective gardens (Dobson ef al., 2020; Firth et al.,
2011; Litt et al., 2011; Pourias et al., 2018; Wakefield et al., 2007; Walter, 2013), and technical
innovations such as " Zfarming " or " zero acreage agriculture " (Ercilla-Montserrat et al., 2019;
Manriquez-Altamirano ef al., 2020; Sanyé-Mengual ef al., 2016; Specht et al., 2014; Specht et al.,
2015). Very little research has investigated the business aspect of urban agriculture (Benis and

Ferrdo, 2018; Buehler and Junge, 2016) and how to promote it.

The quality signs, a voluntary food labeling such as reserved designations and added-value claims,
1s a way of encouraging this type of more responsible consumption and can be a form of
engagement within the market (Barham, 2002). Moreover, quality signs on food products provides
a competitive advantage in the market for companies that use it (Fotopoulos and Krystallis, 2003;
Spognardi et al., 2021). In Quebec, a reserved designation is an official recognition by the
Government of the authenticity of distinctive agri-food products. Whereas a trademark belongs to
a company, a designation is a public term that is reserved and administered by the Quebec
government under The Conseil des Appellations Réservées et des Termes Valorisants (CARTV,

2021). The Conseil provides different classes of designations (Table 4.1).
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Tableau 4.1 Types of designations under the Conseil des Appellations Réservées et des Termes
Valorisants

Type of designation Definition Example
Linked to a terroir Designations of origin (DO) where all operations involved None
in production and processing must be carried out in the
geographical area concerned.

Protected geographical indications (PGI) is when only the Agneau de Charlevoix

production stages that give the product its characteristics Neuville Sweet Corn

take place in the specified geographical area. Quebec Ice Cider
Quebec Ice Wine
Quebec Wine

Relating to a specificity This type of designation serves to highlight a specific Canadienne Cow Cheese
characteristic of a product, which may or may not be
traditional. The product can be produced anywhere in
Québec, independently of a particular region.

Relating to a method of This type of designation highlights a complete system of Organic production
production growing, raising and processing whose standards allow
distinctive objectives to be attained.

Added-value claims An added-value claim identifies a particular characteristic ~Farm cheese
of a product, generally related to a method of production or
preparation, that is sought by consumers.

Source: CARTV (2021)

Added-value claims can be applied for by any group of persons wishing to manufacture an agri-
food product that is differentiated from other common products in the same category and to prevent
imitations or misleading descriptions (CARTYV, 2021). However, to qualify as an added-value
claim, products must comply with standards defined by regulation of the Minister of Agriculture,
Fisheries and Food of Quebec (MAPAQ) and certified by a certification body accredited by the
Conseil des Appellations Réservées et des Termes Valorisants (CARTV, 2021) who acts on behalf
of the MAPAQ.

Knowing the various benefits associated with urban agriculture, consumers' desire for certified
products and the competitive advantages of quality signs in the food sector, urban producers could
use an added-value claim to promote their products and engage consumers in this sustainable
movement. On the one hand, very little research has investigated the business aspect of urban
agriculture and its way of promoting it is non-existent in the literature. On the other hand, Quebec
is increasingly developing commercial urban agriculture as a viable source of food production. In

this sense, Government and producers must find a way to valorise this kind of production in order
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to develop the market. Using an "added-value claim" for commercial urban agriculture is a
considered solution because it offers a strategic advantage in the market. However, before planning
to set it up, it is necessary to understand the issues regarding, among other things, its definition and

valuation since these elements will be used to set up the certification standards.

This study explores, from the point of view of producers, the perception of an added-value claim
"urban agriculture" to promote their food products. This qualitative research attempts to fill, at least
in part, the gaps in the literature on commercial urban agriculture, particularly on the definition and
valuation of their food products, sheds light on the first issues of interest in certification for urban

agriculture and introduces the notion of hyper-locality.

4.4 Literature review

In this section, we provide a literature review on what we know about urban agriculture and food
quality signs. The anticipated issues of setting up such certification concern (1) the scope of the
claim, i.e. what is the meaning of urban agriculture, (2) the valuation of urban agriculture, i.e. its
perceived benefits and risks, as well as (3) the perception or not of a competitive advantage in the

market, i.e. the use of quality signs.

4.4.1 Urban agriculture definition

The literature offers multiple definitions of urban agriculture within which certain characteristics
are still debated (Mok et al., 2014; Taylor and Lovell, 2012; Tornaghi, 2014). However, food
production is generally considered to be the common driver of UA activities, even in projects that
meet important social needs such as community strengthening (Carney et al., 2012; Kirwan and
Maye, 2013; Kortright and Wakefield, 2011; Mok et al., 2014; Smith and Gregory, 2013; Taylor
and Lovell, 2012). According to the Food and Agriculture Organization of the United Nations
(FAO), UA refers to “food production systems within cities or their surroundings, and which
effectively contribute to food access and supply while creating job and income opportunities for
the poorer segments of the population” (FAO, 2011, p. x). Mougeot (2005) adds the notion of
circular economy by emphasizing the need for the (re)use of human and material resources,

products and services from this urban and peri-urban area. The Gouvernement du Québec (2012)
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specifies, for its part, the "ownership" nature of urban agriculture whether community, commercial

or private, as mentioned by Pinheiro and Govind (2020).

4.4.1.1 Urban agriculture forms

According to Khan et al. (2020), urban agriculture can take two main forms: traditional and modern.
Traditional UA systems generally refer to home gardening, community gardening and edible
landscaping (Galhena et al., 2013; Khan et al., 2020; Lovell, 2010). Modern UA systems, on the
other hand, involve the use of innovative techniques developed to maximize agricultural yield by
taking up less space, reducing environmental pollution and making urban agriculture more
sustainable (Khan et al., 2020). These techniques are grouped under the term "Zfarming" or "zero
acreage farming" (Specht et al., 2014; Specht et al., 2016; Specht ef al., 2015; Thomaier et al.,
2015). Zfarming describes all types of urban agriculture characterized by the non-use of
agricultural land or open space, and includes indoor farms, vertical or rooftop greenhouses, rooftop
gardens, as well as green walls of edible plants (Specht et al., 2014). Plants can also be grown on
organic or inorganic substrates (Bridgewood, 2002). Modern growing systems include hydroponics,
aeroponics and aquaponics in which plants are grown on nutrient-enriched water (Bridgewood,
2002). Goldstein et al. (2016) propose another taxonomy to classify urban agriculture projects
according to the conditioning of the growing space and the level of integration with buildings:
ground-based-non-conditioned (GB-NC), ground-based-conditioned (GB-C), building-integrated-
non-conditioned (BI-NC) and building-integrated-conditioned (BI-C) system. Recently, UA
projects have been launched at the commercial level by private or non-profit associations in many
cities around the world (Thomaier et al., 2015) such as, for example, "Food from the sky" (London,
United Kingdom), “Brooklyn Grange” (New York, United States), “Gotham Greens” (Brooklyn,
United States) and “Lufa Farms” (Montreal, Canada).

For Sanyé-Mengual et al. (2016), these different functions and forms suggest that the definition of
UA diverges according to the values attached to it (food, social or environmental production), the
degree of professionalization of gardeners (real or amateur agriculture) and the spatial location of
the plot (urban or peri-urban agriculture). In this sense, urban agriculture is multifunctional and

multifaceted to the point that some speak of urban agricultures (Aubry, 2012).
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4.4.2 Value of urban agriculture

Value is one of the most fundamental concepts in marketing research (Cronin, 2016; Gallarza et
al.,2017) and is the key element at the base of the establishment of an added-value claim. Broadly,
perceptions of value are seen as resulting from an evaluation of the benefits and sacrifices, or risks,
associated with a product or service (Dodds et al., 1991; Zeithaml, 1988). For many years, value
has been recognized as a key source of competitive advantage (Woodruff, 1997). Indeed, it is the
reason why consumers choose a company, a brand, a product or a service, rather than another
(Osterwalder and Pigneur, 2010). It is also recognized as a key determinant of consumer decision-
making and evaluative judgments (Gallarza et al., 2017; Zeithaml, 1988) since it is linked to the
will to buy (Sweeney ef al., 1999), intention to use (Kleijnen ef al., 2007), as well as repurchase

intention and word of mouth (Leroi-Werelds et al., 2014; Willems et al., 2016).

4.4.2.1 Perceived benefits of urban agriculture

Several benefits have been associated with urban and peri-urban agriculture such as the supply of
fresh produce (Altieri et al., 1999; FAO, 2020; Grebitus et al., 2017), food security (Diekmann et
al., 2020; Dimitri et al., 2016; Freedman et al., 2016; Sadler, 2016) and healthy eating habits
(Warren et al., 2015; Zezza and Tasciotti, 2010). Not only does growing vegetables in urban
agriculture allow for a continuous flow of food with high standards of food safety (Khan ef al.,
2020), but studies of gardeners' consumption habits have found evidence that gardening positively
affects eating habits, including frequency and amount of fruit and vegetable consumption (Algert
et al.,2016; Gray et al., 2014; Litt ef al., 2011). Furthermore, it is suggested that urban agriculture
can address the challenge of food security (Saha and Eckelman, 2017). Indeed, a recent case study
from Sheffield, UK, showed that there are large potential areas available to produce more than
enough fruits and vegetables to meet the needs of city dwellers (Edmondson et al., 2020). In
addition, local food production from urban agriculture is increasingly seen as a tool to achieve
urban food sovereignty (Carney, 2012; Kirwan and Maye, 2013) and to improve resilience (Barthel
and Isendahl, 2013; Filippini et al., 2020; Haberman et al., 2014). UA activities are often linked to
the creation of alternative food value chains to the global market (Block et al., 2008) and a

decoupling of food production from the current industrial food system (Wekerle, 2004).

97



Moreover, since the model favors the short food supply chain (de Zeeuw and Drechsel, 2015), it
has the possibility of bringing benefits in terms of social and environmental sustainability (Nicholls
et al., 2020; Wakefield et al., 2007). UA is also associated with multiple social benefits such as
opportunities for education, recreation and community development (Duchemin et al., 2008;
Pourias et al., 2018; Saldivar-tanaka and Krasny, 2004; Vitiello and Wolf-Powers, 2014), social
cohesion (Lovell, 2010), and aesthetics, a component of the urban landscape (Specht et al., 2016).
At an environmental level, urban agriculture can help mitigate ever-increasing environmental
pollution due to the ability of plants to absorb pollutants from the air and soil (Ling and Chiang,
2018; McClintock, 2010; Tornaghi, 2014). In cities, vegetation reduces air pollution, dust particles
and nitrogen dioxide (Khan et al., 2020) and significantly reduce temperature and greenhouse gases
(Smith and Gregory, 2013). Likewise, if enough food can be produced locally, urban agriculture
can contribute to the mitigation of CO? emissions generated by transport by reducing food miles
(Gomez et al., 2019; Grebitus et al., 2020). Finally, a few studies have looked at the perceived
benefits of urban agriculture among consumers and note that consumers perceive several positive
attributes of UA, framed in terms of environment, economy, society and quality (Grebitus ef al.,

2020; Specht et al., 2016).

4.4.2.2 Perceived risks of urban agriculture

The emergence of new forms of UA in many North American cities, including technological
innovations and the commercial expansion of new forms of rooftop agriculture, raises important
questions about the social implications of different models of urban food production (Specht et al.,
2014; Specht et al., 2016). Although many projects are considered as an environmental (Deelstra
and Girardet, 2000) or community (Ferris et al., 2001; Shinew et al., 2004) development
perspective, others are part of a commercial framework (Tornaghi, 2014). New forms of capital-
intensive farming like hydroponics, as well as new models of direct-to-consumer marketing using
online marketplaces, represent new sources of competition to the traditional model of community-
supported agriculture (CSA) (Allaby et al., 2021; Galt et al., 2016; O’Hara and Low, 2020).
Various forms of power, exclusion and inequality can thus be integrated into UA projects (Allaby

et al.,2021; Reynolds, 2015; Tornaghi, 2014).
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At the consumer level, some perceived risks associated with urban and peri-urban agriculture
products have been identified such as waterborne pathogens and microbes, soil microbes, fertilizer
and pesticide residues, and heavy metal contamination (Lagerkvist et al., 2013). It is important to
note that some of these risks relate to agriculture in general, whether urban or rural, while others
are unique challenges to UA given its geography. Other authors have pointed out that consumers
have more difficulty buying food products from modern forms of urban agriculture since they are
perceived as unnatural (Sanyé-Mengual et al., 2018). Finally, vegetables from urban production
are also associated with health risks linked to a lack of consumer confidence in the quality of the
products, since the urban environment in which they are produced is considered "unsafe" and
affected by urban pollution, including heavy metals and airborne dust (Grebitus et al., 2020; Specht
et al., 2019). However, Specht ef al. (2016) concluded that perceived benefits, when known,

promote acceptance of production systems such as rooftop greenhouses and vertical farming.

4.43 Quality signs

Recently, Grebitus et al. (2017) found that American consumers perceive urban agriculture
positively based on food quality characteristics, such as food safety and health. At the marketing
level, the adoption of quality signs, such as reserved designations and added-value claims labels,
has been a response to growing consumer demand for certified food products. Consumers are
increasingly looking for the quality and origin of the food products they consume (Albuquerque et
al., 2018; Becker, 2009; Grunert and Aachmann, 2016; Pieniak et al., 2009). They believe that
quality products can have positive consequences for health, the environment or society in general
(Brunsg et al., 2005). Moreover, they prefer products from certain regions (or countries) which
they perceive to be better in terms of taste or safety (van Rijswijk and Frewer, 2008) or to support
the local economy at the expense of foreign economies (van der Lans et al., 2001; Verbeke et al.,

2013).

The use of quality signs on food products thus provides a competitive and strategic advantage in
marketing (Fotopoulos and Krystallis, 2003; Spognardi ef al., 2021). For example, in studies of
food quality signs, it was shown that the label function as an effective market signal that generated
both descriptive and inferential beliefs, these in turn explaining the perception that have consumers

of overall quality and influenced purchase intention and willingness to pay (Carpenter and
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Larceneux, 2008; Fotopoulos and Krystallis, 2003; Savelli et al., 2021). In this sense, consumers
perceived more value in a product bearing the value-based label than in a product without a quality
sign. Moreover, in a study on the perceived quality of a food product certified with a designation
of origin, the authors (Fandos and Flavian, 2006) conclude that the positive perception of the label

increases consumer trust and reduces the risk perception of the product.

4.5 Methodology

Qualitative inquiry is suitable for topics in which little is known and theory is not yet well defined
(Creswell and Poth, 2018). Qualitative research strives to arrive at as accurate a description as
possible of a fragment of social reality undisturbed by the researcher (Stawecki, 2018). It aims to
understand, clarify and possibly extrapolate the results to similar situations. To this end, we
employed a case study approach to understand the perception of an added-value claim "urban
agriculture" and its implementation issues. We used this approach due to lack of research on
commercial urban agriculture and ways to value it. The research was approved by the university

committee for ethical research involving human subjects; #4802 e 2021.

4.5.1 Case study context

The cities of the province of Quebec, Canada, particularly Montreal and Quebec City, stand out
internationally in terms of commercial urban agriculture. While there are 45 and 16 urban
agricultural enterprises respectively in Montreal and Quebec city, Vancouver had 9 and Toronto
had 18 in 2019 (Bernier et al., 2021). With 47 listed urban agricultural enterprises, Paris (France)
compares to Montreal. On the other hand, while in Montreal there is one urban farm for just under
38,000 inhabitants, there is one farm for more than 150,000 inhabitants in Toronto and Paris. Like
Montreal, Quebec city stands out with a ratio of an urban farm for just under 34,000 inhabitants
(Bernier et al., 2021). There are currently 103 urban agricultural businesses in Quebec and market
gardening dominates the sector (39%). Urban agriculture companies in Quebec mainly supply
different vegetables and fruits such as leafy greens, lettuce, tomatoes, squash, carrots, mushrooms,
microgreens and strawberries, but also honey, fish, insects and flowers. The majority of businesses
use several distribution channels to sell their products. Nearly 75% of them sell directly to
consumers, half sell their products in grocery stores and more than a third also have an online store

(Bernier ef al., 2021). The majority of businesses are located in industrial zones (compared to
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commercial and residential zones) and estimated revenues in 2020 is $19 million (Bernier ef al.,

2021).

The importance of urban agriculture in Quebec goes not only through its commercial development
but also through specialized programs in urban agriculture and academic research. Since 2019, the
Cégep de Victoriaville, a post-secondary college, has been offering a "Management and
Technologies of Agricultural Enterprises in Urban Agriculture" program to equip emerging urban
agricultural producers as well as a "Development and Management in Urban Agriculture" program
which is aimed at those responsible for projects developed in a community context (Bernier et al.,
2021). In addition, students enrolled in various programs at the Institut de Technologie
Agroalimentaire (ITA), a collegial institute specialized in agricultural technology and food
production, have access to the "Urban Agriculture TechnoLab", a rooftop site allowing them to put
their learning into practice. Moreover, the University of Quebec in Montreal has launched a "Short
Graduate Program in Food Studies" which integrates urban agriculture. Finally, the year 2020
marks the creation of the "MAPAQ Research Chair in Organic Horticulture in Greenhouses and in
a Controlled Environment" and the "Plant Research and Innovation Center" at Laval University

(Bernier et al., 2021).

4.5.2 Data collection process

This study by semi-structured interviews explores the perception of an added-value claim "urban
agriculture" to certify food products. This approach was favoured to collect the data because it
offers the possibility of establishing a close contact with the participants and allows to question
more deeply the opinions, feelings, motivations, beliefs and behaviors related to the research
question (d'Astous, 2011). The individual interview is therefore well suited for exploring complex

individual processes such as understanding a phenomenon (Gavard-Perret et al., 2012).

The list of potential people to consult was based on the repertoire of urban farmers from the
Laboratoire sur I’agriculture urbaine (AU/LAB) of Quebec. This laboratory defines commercial
urban agriculture in Quebec as any "company that brings together in a single economic and
accounting unit capital and elementary factors of production in the white zone (non-agricultural

zone) to produce an agricultural product intended for the sale of a minimum gross value of $5,000
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Canadian, or with the desire to reach this threshold within a time horizon of a few years” (Bernier
et al., 2021, p. 12). Participants were recruited using the convenience method, a non-probability
technique that involves the researcher's judgment to select respondents who are available and

accessible (d'Astous, 2011).

From February 9 to March 5, 2021, 16 semi-directed interviews lasting an average of one and a
half hours were conducted with eight urban producers, three managers of service companies in the
urban agriculture sector in Quebec and five urban producers who also offer services (Table 4.2).
The respondents were chosen according to their type of production, their place of cultivation, their
mode of distribution and the number of employees in order to ensure a certain representativeness
of urban producers in Quebec. An interview guide was used to question the potential of a added-
value claim "urban agriculture" and the open questions made it possible to explore: the definition
and opinion of UA, the scope of the added-value claim, the description of products bearing this
designation, the advantages and challenges of the added-value claim and the success conditions of
this labeling (see Appendix 1). Respondents all signed an ethical consent form and could withdraw

from the interview or study at any time.
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Tableau 4.2 Sample description

Respondent Principal  Type of Cultivation  Urban agriculture taxonomy Distribution channels Number
activity production  place (Goldstein et al., 2016) of
employees
1 Production Horticulture  Indoor Building-integrated-conditioned Supermarket 11to 25
(BI-C)
2 Production  Aquaponic Indoor Building-integrated-conditioned Restaurant 1to5
(BI-C)
3 Mixed Horticulture  Land Ground-based-non-conditioned Direct channel 26 to 50
(GB-NC)
4 Production Insects Indoor Building-integrated-conditioned Direct channel 11to 25
(BI-C)
5 Production Mushroom Indoor Building-integrated-conditioned Direct channel, Restaurant  1to 5
(BI-C)
6 Mixed Insects Indoor Building-integrated-conditioned Direct channel 1to5
(BI-C)
7 Production Horticulture Land, Ground-based-non-conditioned Farmer’s market 1to5
Rooftop (GB-NC) and Building-integrated-
non-conditioned (BI-NC)
8 Mixed Horticulture  Land Ground-based-non-conditioned Direct channel, Farmer’s 6to 10
(GB-NC) market
9 Service Horticulture  Land, Ground-based-non-conditioned Direct channel, Online 6to 10
Rooftop (GB-NC) and Building-integrated-
non-conditioned (BI-NC)
10 Production Beekeeping Land, Ground-based-non-conditioned Direct channel, Grocery 1to5
Rooftop (GB-NC) and Building-integrated-  store
non-conditioned (BI-NC)
11 Service Beekeeping  Land, Ground-based-non-conditioned Direct channel, Grocery 11t025
Rooftop (GB-NC) and Building-integrated-  store
non-conditioned (BI-NC)
12 Service Seedling Greenhouse  Ground-based-conditioned (GB-C)  Direct channel 6to 10
13 Mixed Horticulture ~ Greenhouse  Building-integrated-conditioned Direct channel, Farmer’s 11to 25
(BI-C) market
14 Production Microgreens Indoor Building-integrated-conditioned Direct channel, Online, 6to 10
(BI-C) Restaurant
15 Mixed Aquaponic Greenhouse  Building-integrated-conditioned Grocery store 1to5
(BI-C)
16 Production Microgreens Indoor, Building-integrated-conditioned Grocery store, Online, 1to5
Land, (BI-C) and Ground-based- Restaurant
Rooftop conditioned (GB-C)

Principal activity: Production (the main business activity is food production), Service (the main business activities
are educational activities, training, support, consulting services and development, ranging from the design of vegetable
gardens to the installation of greenhouse, despite the food production component), Mixed (the organization balances
its time between food production and services).
Type of production examples: Indoor horticulture (lettuce, leafy greens, herbs, strawberries), Indoor/Greenhouse
aquaponic (trout, arctic char, lettuce, leafy greens, herbs), Indoor insects (black soldier flies, mealworms, crickets,
zophobas), Indoor mushroom (oyster mushrooms, pioppino, chestnut, lions mane, enoki), Indoor microgreens
(sunflower, green pea, radish, fenugreek, parsley, watercress, mustard and arugula microgreens), Greenhouse/Rooftop
horticulture (lettuce, leafy greens, herbs, tomatoes, cucumbers, peppers, squash, eggplant), Land horticulture (leafy
greens, tomatoes, cucumbers, peppers, squash, eggplant, garlic, carrots, onions, cauliflower, broccoli, radish, potatoes,

fruits, flowers).
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4.5.3 Data analysis

The data were tape-recorded, transcribed, indexed, and analysed through NVivo 12 software to
extract major themes. We collected and analysed data simultaneously as is recommended for
inductive qualitative work (Miles and Huberman, 2003). An thematic content analysis (TCA) was
used (Bardin, 2013). Content analysis is a widely used technique in qualitative research and it can
be organized into three approaches: lexical analysis, syntactic analysis and thematic analysis
(Bardin, 2013). Thematic content analysis involves describing content based on themes and
frequency (Bardin, 2013). According to Paskins and Peile (2010), thematic analysis is deemed the
most rigorous approach for qualitative data analysis, by specifically using the theoretical approach
of category of analysis (Kuckartz, 2019). Corbin and Strauss (2014) use the terms concept and
category to denote a phenomenon that is categorized and conceptualized by assigning it to one code
(concept) or concepts of higher order (category). The coding scheme was developed
simultaneously during the collect of data. Themes were also refined in successive rounds of coding
after the interviews. Excerpts were analysed in an iterative process that involved drafting analytic
memos, creating codes and category to identify emerging themes, generate comparisons across
cases, and verify the frequency of findings (Miles and Huberman, 2003). The most recurring
themes were then selected to ensure the robustness and transferability of the framework. This work
was carried out by two researchers to allow reliability intracoders, either the stability of the results
obtained from the analysis of the same corpus, and intercoders, or the reproducibility of the coding

results between coders (Weber, 1990), until data saturation.

4.6 Results

The analysis of the data collected from producers and managers of service companies in urban
agriculture reveals seven main issues, namely: notion of urbanity, sustainability of agricultural
practices, valorization of hyper-locality, community, regulations, ownership concerns and

relevance of the claim.

4.6.1 Notion of urbanity

Firstly, the most important issue for the producers and managers of UA service companies
interviewed is the scope of the "urban agriculture" added-value claim. They mainly raise concerns

about the definition of the term "urban". While the notion of agriculture is unanimous, the notion
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of urbanity is very variable. They define it in three different ways, namely according to 1) the

presence in a large city, 2) the concentration of the population, and 3) the zoning. To make it easier

to read, a map of Quebec, including the places mentioned by the respondents, is presented in Figure

4.1.

Figure 4.1 Map of Quebec including main cities and zoom in of Montreal presenting neighborhoods
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Image credit: d-map (2022), EntreMontrealais (2022) and authors

First, some respondents define urban as referring to a large city. For these respondents, urban

corresponds to the large cities of Quebec (Montreal, Quebec, Trois-Rivieres, Sherbrooke and

Gatineau) where there is normally little or no farming, and where the population is dense:

I feel like it [the label] potentially loses its appeal if you're in the middle of a small
town or village. It [the urban product] comes from the [surrounding area] and we have
gardeners around less than a few kilometers away. So having a term “urban agriculture”
for these [rural] regions seems less relevant to me. I imagine more cities with a greater
demographic concentration like Montreal or Quebec. (R2)
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It would be difficult for me to answer it because I am not an urban planner but from
what I understand, if I had to oppose a rural reality to an urban reality, for me it is the
major centres. These are large cities where there is normally little agricultural
exploitation. (R13)

For another part of the respondents, urban agriculture is agricultural production that takes place
near human gatherings, either in the heart of an agglomeration in a metropolis or in a village.
According to them, it would not be conceivable to limit access to an added-value claim for UA

initiatives implemented in smaller cities:

A city like Saguenay or Victoriaville. Victoriaville is a flagship of urban agriculture in
Quebec and yet it's not a big city like Quebec or Montreal, but they do so many super-
inspiring actions, they encourage people to cultivate on the front, they have been very
avant guards at this level. Or when I see Rimouski or Matane, which are more modest
cities in Quebec that are developing great projects in UA, I wouldn't want to exclude
them from that, on the contrary it's all honor. (R9)

For me it's really the fact that it's in an urban area in the sense of "high population" and
no conventional settlement around, for example fields. (R8)

Finally, other respondents propose relying on the notion of "zoning" to determine whether
agriculture is urban or not. These respondents are of the opinion that urban agriculture is not
exclusive to the five large cities of Quebec, but they consider it difficult to determine where the

agglomeration stops:

It will be difficult to say where we stop the city. Do we stop in Laval? Is Riviere-des-
Prairies urban? Why classify it by saying that you have to be within X km of a city of
X number of people, that means nothing. For me, urban agriculture is production at
home, production in the city. In the end, it is all the agricultural production that is not
on a farm in an agricultural zone. (R12)

According to them, urban agriculture is any agricultural production that is not done in an
agricultural zone (green zone), i.e. agriculture located in an industrial, residential or commercial

zone.

4.6.2 Sustainability of agricultural practices

The producers and managers of service companies in UA mention that the added-value claim

"urban agriculture" should not only promote agricultural production in the city. According to them,
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urban agriculture is a philosophy, a movement that favours sustainable and local agricultural
practices. The added-value claim "urban agriculture" should then include criteria echoing this
philosophy, namely 1) the environmental impact, 2) the social impact, and 3) the proximity

between the stakeholders.

The respondents consider that companies should at least meet environmental criteria to take
advantage of the claim. For them, it is an opportunity to promote and encourage good agricultural
practices. In this sense, urban agricultural companies should participate in the circular economy or
have more eco-responsible production methods by avoiding, for example, the use of fertilizers or

chemical fertilizers:

Of course, there must be an environmental impact. It is certain that production must be
eco-responsible. For example, someone who would start doing urban agriculture with
lots of chemicals, we do not want to give a status by giving the right to certification.
(R8)

I think we should think big for the claim "urban agriculture,” it might be time to change
the way we do agriculture and see it as being more harmonious in the city, but which
meets ecological criteria that make sense. What we really want is to bequeath a planet
in better condition than it is now. I think it would make sense and it would give weight
to that claim for people who decide to buy urban agriculture. (R14)

Next, respondents state that social impact is an important value of commercial urban agriculture.
According to them, it is thanks to geographic proximity that a connection can be made between
consumers and their community, and also between consumers and their producer. According to
them, urban farms could easily satisfy social criteria by participating in community initiatives or
setting up educational visits. They explain that this social connection is an aspect that conventional

agriculture does not allow and that it is important to value it:

It can also be very OK if we look at, for example, social reintegration, groups who have
difficulty finding jobs, new immigrants, all of this could be part of the rationale of UA.
At that time, it is to have a brand that clearly identifies that this product helps. This is
why I tell you that UA can have a social role. It could help enormously and let it be in
his letters of nobility. In addition to being local, being made in Quebec, we are telling
people that we are improving the quality of your neighborhood. It's even closer to them.
The quality of the parks or the surrounding air is improved. At that time, it is a lot
rewarding for the citizen of Rosemont or Hochelaga that it helps people who have
difficulty. (R1)
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Finally, the respondents also indicate that geographic proximity is one of the important criteria for
the positive mention of “urban agriculture”. According to them, it would be foolish to produce in
one city and sell in another city located hundreds of kilometers away, i.e., for example, to produce

in Montreal and sell in Toronto:

If you see an urban agriculture product far from where it was grown, we will wonder
why. It would lose its essence. According to the values we discussed earlier, sending
our products everywhere would not be correct, we would lose the essence of proximity,
of bringing people together. (R14)

I think the value of having the UA label comes with the responsibility and the need to
write the place of production for it to make sense. Otherwise, the UA it may have in
California, New York. If we are in town and we produce, we have the responsibility,
with the claim, to meet the needs of the place where we produce. I think that if I had to
analyze the agricultural model, whether at the Quebec or international level, farmers
should have the responsibility to respond first and foremost to their community in
relation to their agri-food needs, but that is another debate. (R13)

These respondents suggest that processing and distribution should remain in the city of production,
or at least in the surrounding area, in order to maintain this proximity between producer and
consumer. This proximity would also be essential to maintain the environmental and social impacts

of UA, by reducing food transport as much as possible.

4.6.3 Valorization of hyper-locality

The producers and managers of service companies in UA interviewed say that the added-value
claim "urban agriculture" is a way to stand out from the Quebec local. According to them, UA
values hyper-locality, which is a different and more precise level of the locality of Quebec agri-
food products. Respondents mention that local products often refer to a broader geographic scale
that i1s more associated with Quebec. However, UA also involves notions of proximity, contact,
connection, relationships and identification on a smaller geographical scale, such as a city, a
neighborhood or a community. Thus, UA is an agriculture of connection and community, even if
it turns out to be commercial and nurturing. It also aims to (re)connect people to the earth, and
between consumers and their food. It is then an agriculture that serves to educate consumers by

showing them how their food is produced and what the benefits are:
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At the marketing level, the "Aliment du Québec'" brand is a brand that we have been
working on for 20 years. We know that Quebecers are concerned about consuming
locally and this is something that has been going on for a long time. In the case of a
hyperlocal product, the hyperlocal nomenclature has not existed for long, or at least it
has started to be listened to. I think that the marketing work that can be done at the
hyperlocal level would be [...] this notion of proximity, there is the fact of knowing or
recognizing local businesses. And what we are looking for as a consumer is precisely
to know how the products are made. Sometimes we have more confidence in the bread
that is made by the bakery next door where the baker will get up at 5 a.m. to make it,
than the bread that we will buy in the supermarket which is perfectly packaged, and
which comes from Quebec. (R15)

Urban agriculture is thus a way to re-valorize food and agriculture, whether urban or rural. It is
also a community agriculture since it creates a feeling of belonging to a product, a producer and a
community. By creating this close link, consumers become attached to producers and what they

do:

We live in a neighborhood. We don't say I'm going to live in Montreal, we say I'm
going to live on the Plateau or in Rosemont. To say these mushrooms were produced
in Rosemont, “ah that’s cool, it’s near my house and I know someone who works there.”
It's part of building the notion of the neighborhood, which will help people in the
neighborhood. (R1)

In this sense, it would be essential to include in the claim' criteria, specific labeling of urban origin,
for example "Urban agriculture - Montreal" (city), "Urban agriculture - Plateau Mont-Royal"
(neighborhood) or "Urban agriculture - Olympic Stadium" (specific location). Each producer could
adhere to a scale adapted to their reality and thus making it possible to distinguish their products
in their main market. The added-value claim “urban agriculture” would thus promote the hyper-
locality of food products through different proximities that are more influential than those of local

food products more associated with Quebec as a whole.

! Aliments du Québec is a non-for-profit organization whose mission is to promote the agri-food industry through the
Aliments du Québec and Aliments préparés au Québec brands for the benefit of the Quebec economy. Any product
entirely made from ingredients sourced in Québec or composed of a minimum of 85 % of main ingredients from
Québec, and all the processing and packaging activities are done in Québec, can be considered as an Aliments du
Québec. Today, more than 1,500 member companies and more than 25,000 products are verified to guide consumers
in their choices Aliment du Québec, «Our organization», (2022).
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4.6.4 Community

For the respondents, the establishment of an added-value claim “urban agriculture” is an
opportunity to build a community, a network of urban producers, for whom the ideology behind
UA would be the same. According to them, it is a form of recognition and pride to be able to be
part of a community that shares the same values. Moreover, these respondents explain that the
development of this community could be a substantial advantage. Indeed, this community allows

mutual aid and collaboration between producers, particularly in terms of distribution:

Small producers must be together in order to be able to sell and be bought [...]. They
are going to have an advantage in having the certification together. They must know
that they are together if there is a bad luck. Many producers feel independent and feel
lonely in their effort and intelligence. When you have a strong community, it's much
better because you feel like you're part of a team, you feel like you're part of a network
if you want. (R13)

These respondents explain that there is a whole issue in the distribution of their product. Indeed,
small quantities do not always allow them to have access to a distribution network. However, by
bringing producers together, by creating this network and this community, access to certain grocery

stores or supermarkets could be facilitated through joint marketing.

4.6.5 Regulations

Respondents also point out that municipal and government regulations should be adapted to urban
agriculture initiatives. On the one hand, they mention that city regulations should follow the
movement, especially in terms of zoning, because they constrain urban agricultural enterprises and

are sometimes unequal or inequitable within the same city:

The regulations of the municipalities do not allow vegetable production in white zones.
For example, Lufa [the first commercial rooftop greenhouse on an industrial building
in Montreal], they put a greenhouse on a building roof in an area that was delimited by
the city of Montreal “available to experiment with agriculture in the city”. You would
not have the right to do the same thing on the street next door [...]. There are all kinds
of projects that started in the city, but worked in one neighborhood, but not in the other.
So it would be important for it to be legislated by the city of Montreal so that everyone
has the same regulations, so that everyone who is interested in it can do it [...] so that
there is not once again, for a reason X, a neighborhood is overdeveloped compared to
another. (R4)
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On the other hand, these respondents affirm that the MAPAQ laws were designed for conventional
agriculture but are less suitable for urban agriculture. They suggest that the MAPAQ adapt the laws
to the new realities brought about by companies in urban agriculture, for example in the case of the

breeding of insects which are considered as animals:

According to the MAPAQ, you do not have the right to slaughter an animal on the
breeding grounds. But in insect breeding, we do it in a side room [...]. In urban
agriculture, this is nonsense. It applies well to industrial agriculture, it's true that you
don't want to slaughter your chickens in the henhouse, it's quite normal, it's in a separate
building. In urban agriculture, it makes no sense. For us, it is in the next room that we
do the killing. We are not going to ship trucks full of live insects to go to another city,
to a centralized slaughterhouse. This is the kind of example where there has to be a
uniqueness, a distinction between urban agriculture and conventional agriculture. (R9)

The issue raised by the respondents concerns the legislation in place which is not yet adapted to
this type of agriculture. It would therefore be important to involve the various levels of government

in questions concerning urban agriculture before wanting to promote it to consumers.

4.6.6 Ownership concerns

The producers and managers of service companies in UA also point out that they have concerns or
a certain discomfort with the appropriation of a term that has been used by many people for a long
time. Indeed, these respondents have questions about the use of the added-value claim, who will

be able to use it and under what circumstances:

There are many people who are involved or invested in this type of production and who
could find themselves no longer able to use the term "urban agriculture,” whether in
interviews, whether in the promotion of projects, whether in the implementation of
certain projects, especially in the community. If we talk about community gardens, are
we going to be able to continue to talk about this as urban agriculture? [...] How

limiting can the term become for those who do it on an occasional or community basis?
(R16)

These concerns are particularly felt for private and community agriculture. These respondents also
raise questions about the social equity behind this initiative. According to them, there is a gap

between the values of urban agriculture and the fact that the commercial appropriates the term:
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It is said of urban agriculture that it is a tool for social equity, but there to make a name
to promote the products, we understand why strategically, it is a market positioning, it
can allow us to distinguish ourselves from big giants, but it could also harm the
emergence of small producers. It is this whole issue of social equity that I find that is
delicate with added-value claims. We must not arrive with big shoes and hustle
something that has never been controlled because we want to give a competitive
advantage to those who have "cash" and who have a business in it. As a company, I
definitely want to say "OK, let's do this, it will give me a competitive advantage,” but
I know that there are plenty of people who are not capable of pay for it. The industrial
lobby that controls the use of a term is tricky. (R9)

The discomfort of these respondents can be explained in particular by the fact that they want to
promote a movement, a philosophy and/or an ideology that has existed for a very long time, but

only if it meets criteria pre-established by the industry.

4.6.7 Relevance of the claim

The producers and managers of service companies in UA question the relevance of introducing the
added-value claim “urban agriculture”. The relevance of the claim is divided into three elements:

1) critical mass of producers who adhere, 2) direct channel of sales, and 3) timing.

These respondents explain that there are few businesses in urban agriculture in Quebec. Thus, to
be able to make known the products and the added-value claim, they must reach a sufficient number
of producers who have their products certified. Respondents who mentioned the notion of critical
mass state that if only a few producers are willing to use the added-value claim “urban agriculture”
to their product, the labeling will have no impact, meaning setting up this project would not be

relevant.

It is also certain that if there are not enough producers who are involved, no way that I
will start that [...]. It has to be a community, an industry and if we're just 12 people,
it's not going to be a community. (R13)

Moreover, the producers and managers of service companies in UA question the relevance of
introducing the added-value claim “urban agriculture”, considering that the majority of urban
agriculture businesses sell directly to consumers. According to them, an added-value claim is useful
in a distribution circuit where the producer is not present. In the case where companies sell directly

to their consumers, they wonder if it is still relevant:
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Basically, the other question I'm asking myself right now is are there a lot of these
products that are sold in contexts where there is specific labeling like in grocery stores?
For example, Lufa, you buy directly on the site, I don't think there are Lufa products in
the grocery store. Otherwise, mushroom producers, I know they sell a lot directly to
restaurants. At that point, the restaurateurs know that it is an urban production [...]. I
have the impression that for the moment, even if there was a label, there are so few
products that end up in grocery stores, I think it would be a somewhat empty initiative.
(R5)

Finally, respondents suggest that commercial urban agriculture companies are only just beginning
to develop. In this sense, they wonder if it is not too early to put in place an added-value claim
“urban agriculture”. Some mention that they should wait a few more years, until there are more
companies and they become more profitable. In this sense, more companies will be able to bear the

cost of certification, making it easier to reach a critical mass of producers.

4.7 Discussion and conclusion

The results of this study show that, like the debates on the notion of "local", the concept of urban
agriculture is difficult to define (Mok et al., 2014; Sanyé-Mengual et al., 2016; Taylor and Lovell,
2012; Tornaghi, 2014). However, when creating an added-value claim, defining its scope is
essential. It is this which will determine which products and/or companies will be able to take
advantage of the certification. Nevertheless, opinions differ on the limits of this label, at the level
of the notion of urbanity, and the environmental and social responsibilities of the companies that
will use it. The results of this study reveal that the notion of urbanity, even among urban producers,
is not clear. Some limit it to a large city, others to an agglomeration and finally to a particular
zoning. While the definition linked to a large city poses a problem of inclusion of initiatives that
are emerging in regions of Quebec, that of the agglomeration is difficult to circumscribe and zoning

implies being dependent on municipal regulations on what is allowed or not in some areas.

Moreover, due to its multifunctional and multifaceted nature (Aubry, 2012; Buehler and Junge,
2016; Khan et al., 2020), the valuation of a product from commercial urban agriculture goes far
beyond the simple notion of agricultural production in a city. Social and environmental
sustainability (Nicholls et al., 2020; Wakefield et al., 2007), short food supply chains (de Zeeuw
and Drechsel, 2015) and the opportunity for education and community development (Duchemin et

al.,2008; Pourias et al., 2018; Saldivar-tanaka and Krasny, 2004; Vitiello and Wolf-Powers, 2014),
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are values that producers perceive from the added-value claim "urban agriculture". In this sense,
their logic is not only mercantile, but also community, social and environmental. Indeed, in a recent
study on the primary motivations of North American organizations engaged in urban agriculture,
McClintock and Simpson (2018) show that sustainability, food quality/fresh food and
environmental concerns are the most important motivations for businesses. In this sense, it would
be quite appropriate to include usage limitations that go in this direction. However, one may
wonder how to certify that a company is environmentally and socially responsible, what criteria to
use and how to control it. On another side, consumers’ perception of urban farming is related to
environment, society economy, and food and attributes (Grebitus et al., 2020). In this sense, the
positive association of sustainable development criteria could further encourage consumers to

engage in this type of food consumption.

Afterwards, the identification of the hyperlocal provenance seems necessary. This would make it
possible to distinguish between products from UA and "local" products more associated with
Quebec (e.g. the brands of origin "Aliments du Québec" and "Aliments prepared au Québec"). In
addition, the added-value claim “urban agriculture” would facilitate consumer choice, thus
allowing them to encourage their community, i.e. the one with which they identify more easily
when on a smaller scale; consumers buy a food product from their city or their neighborhood. This
idea echoes the study of Mares and Pefia (2011) since urban agriculture has the possibility to
construct more intensive place-based identities through strengthened social and cultural

relationships.

These results lead us to reflect on the locality of food products under the notion of proximity.
Indeed, a local food product can be understood in different degrees of perceived proximities
(Chicoine et al., 2022b). In the case of urban agriculture, relational (social and friendly
relationships, knowledge, trust, personalization, and collaboration), identity (an important sharing
of values, in particular at the economic, environmental and social sustainability level) and process
(the methods used shaped by the locality which have an impact on the intrinsic attributes of the
product) proximities (Chicoine et al., 2022b) are more present in urban agriculture since
geographic proximity is at its most important, it is hyper-proximal. This granularity could also
promote the development of an urban terroir, likely to differentiate products from city to city, from

neighborhood to neighborhood, etc. As the notion of terroir suggests (van Leeuwen et al., 2004),
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the microclimate and the biodiversity specific to a city could influence the characteristics of an
urban food product. Urban honey, for example, could taste unique and attributable to pollen sources

from city to city.

On the one hand, the establishment of this claim could be an opportunity to build an urban food
community, including producers and consumers. These results show that, like in the study of
Shostak (2022), what the producers do collectively is a step towards becoming a “collective
campaign” or a “movement,” rather than a loose network of discrete organizations. As LeDoux and
Conz (2017) note, urban agriculture has the potential to bring people together from diverse cultural,
socio-economic or age groups that can create stronger community bonds to foment social change
and community empowerment. On the other hand, concerns are mentioned by respondents about
the appropriation of a term that has been used by many people for a long time. Indeed, during the
implementation of an added-value claim, only companies that meet the standards imposed by the
Government will be able to use it. However, knowing that urban agriculture is above all a concept,
an ideology for some or even a tool for social equity, the respondents underline their discomfort
with the stranglehold of the use of a term by the industry. Indeed, the emergence of commercial
UA raises important questions about the social implications of these models (Specht et al., 2014;
Specht et al., 2016). Just as Reynolds (2015) and Tornaghi (2014) have pointed out, various forms
of power, exclusion and inequality can be embedded in UA initiatives. Indeed, the discomfort with
the appropriation and protection of the term "urban agriculture" raises questions of inclusion and
exclusion. Beyond the mercantile perspective of the development of these commercial initiatives,
respondents raise equity issues. Thus, if the industry wishes to set up a added-value term "urban
agriculture" for the promotion and development of more ecological and local food, it will have to

find a balance between these mercantile and social logics.

Finally, this study also reveals that the use of an added-value claim may not be relevant for
producers. The question of timing, the number of adhering companies and the necessity when
selling direct to consumers seem to bring many questions about its relevance. As Barham (2002)
points out, values-based labeling programs can be costly and risky for producers. It is therefore
important to ask questions, to assess the challenges involved and to make sure not to exclude noble
initiatives, without being too permissive in the criteria, before setting up a new added-value claim.

In addition to the various challenges raised, an added-value claim "urban agriculture" could be a
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real advantage for urban producers since the majority can’t use organic certification. In Canada,
Mexico, Japan, New Zealand as well as in 24 European countries, such as the Netherlands, the
United Kingdom, Germany, Italy, France, Spain and Switzerland, all hydroponic, aquaponic and
aeroponic crops widely used in commercial urban agriculture are not eligible for organic
certification (Gouvernement du Canada, 2020), despite their cultivation being free of chemicals
contained in pesticides, herbicides, etc. (Buehler and Junge, 2016). In this sense, an added-value
claim “urban agriculture” would be likely to bring a different strategic and competitive advantage

to these crops that cannot claim organic certification.

In conclusion, this research focused on the perception of an added-value claim "urban agriculture"
from the point of view of producers and managers of UA service companies in a Quebec context.
It highlights seven main issues, namely: notion of urbanity, sustainability of agricultural practices,
valorization of hyper-locality, community, regulations, ownership concerns and relevance of the
claim. This qualitative research attempts to fill, at least in part, the gaps in the literature on
commercial urban agriculture, particularly on the definition and valuation of their food products.
Also, despite the modest number of respondents, this exploratory study sheds light on the first
issues of interest in certification for urban agriculture. Due to its Quebec context, it also introduces
the notion of hyper-locality and discusses the potential for a granular understanding of urban food
proximity. Perhaps the notion of hyper-locality is specific to the Quebec territory which has been
promoting, for nearly 15 years, local provincial (e.g. Aliment du Québec) and local regional (e.g.
Gaspésie Gourmande) food products. When it comes to urban agriculture, the notion of the local

becomes hyper-proximal compared to what has been done on the territory for years.

This study allows several interesting avenues for future field research. On the one hand, it would
be desirable to ask consumers about their perception of urban agriculture as well as this type of
labeling. As Grebitus and Bruhn (2008) note, to predict whether urban farming will be successful
and to influence its longevity, it is important to understand consumer perception. Indeed, exploring
the valuation of consumers towards a product resulting from commercial urban agriculture would
be relevant since it is the reason why consumers choose a company, a brand, a product or a service,
rather than another (Osterwalder and Pigneur, 2010). Still from the point of view of consumers, it
would be interesting to analyse the differences in perception between urban and rural dwellers. One

might wonder whether rural consumers might also value an urban agriculture product; would they
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see more risks than a food product that grew in the countryside? In addition, since there are a
comparable number of urban agricultural businesses in Montreal and Paris (Bernier ef al., 2021), a
comparative analysis of the perceived values of the added-value claim by consumers should be
considered. Finally, we suggest further research on urban food products to enrich our understanding

of local versus hyperlocal valuations in increasingly nurturing cities.
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4.8 Appendix 1 Interview guide

Section 1: Definition and opinion of urban agriculture

How would you describe your level of knowledge of food products from urban agriculture?

In your words, how do you define urban agriculture?

Do you have a good opinion of food products from urban agriculture? Why?

In your opinion, is it possible to distinguish a food product from urban agriculture from a
conventional food product? If so, what are the elements that make it possible to distinguish them?
Are you in favor of labeling “urban agriculture” food products? Why?

Are you in favor of labeling “urban agriculture” food products being framed and controlled by the
legislator (the law)? Why?

Section 2: Scope of the added-value claim

In your opinion, could an added-value claim “urban agriculture” be affixed to primary food
products, processed products or both? Why?

On which food product(s) or which category(ies) of food product(s) should the added-value claim
“urban agriculture” be affixed? Why? Are there important values behind the valuing term “urban
agriculture”?

What do you think of the use of the term “urban agriculture” as an added-value claim? Would this
be the ideal terminology to promote food products from urban agriculture or do you see another
terminology?

Section 3: Description of products bearing this designation, advantages and challenges

How would you describe food products with the added-value claim “urban agriculture”? Why?

In your opinion, what are the advantages of an added-value claim ‘“urban agriculture” for
companies? For consumers?

In your opinion, who are the actors affected by food products from urban agriculture? Why?
What do you think are the costs to companies for an added-value claim “urban agriculture” on their
food products?

In your opinion, can the costs to companies be offset by the added value to their food products? Do
you believe this value would be the same for consumers living in urban areas vs outside of urban
areas?

Do you believe that the introduction of an added-value claim “urban agriculture” can promote the
distinction and development of Quebec food products? Why?

In your opinion, what would be the conditions for the success of the implementation of an added-
value claim “urban agriculture” for Quebec food products? Why?
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CHAPITRE 5
ARTICLE 4 - THE WHO HOW WHAT WHERE WHEN AND WHY OF LOCAL FOOD
VALUE

AVANT-PROPOS DE L’ARTICLE 4

Le troisiéme article de cette thése a permis d’avancer 1’idée d’échelle de la localité des produits
alimentaires, amenant cette notion d’hyperlocalit¢ ou d’hyperproximité. Dans le contexte de
I’agriculture urbaine qui est per¢ue comme étant une forme de production et de consommation
alimentaire hyperlocale, il semble effectivement que la valorisation de ces produits soit différente
de celle des produits locaux qui sont davantage associés au territoire québécois. L’article 4
s’interroge ainsi sur la valeur des produits alimentaires locaux en examinant la source, la nature, la

dimensionalité, le contexte et la temporalité de cette valeur.

Cet article a été présenté en tant que communication lors de 1’édition 2023 de 1’European

Marketing Academy Conference (EMAC) :

Chicoine, M., Rodier, F. et Durif, F. (2023). The Who, How, What, Where, When and Why
of Local Food Value: A Systematic Review. Communication, European Marketing
Academy Conference (EMAC), Odense, Denmark, 24-26 mai.

L’article présenté ci-dessous dans sa forme originale (version longue), a ét€¢ soumis pour évaluation
a I’European Marketing Academy Conference (EMAC). Une version modifiée a la suite des

commentaires regus lors de la conférence est en cours de rédaction.
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5.1 Résumé

Malgreé le grand nombre de recherches qui examinent la consommation alimentaire locale, trés peu
d’études se sont concentrées sur la notion de valeur, méme si elle est reconnue comme un facteur
déterminant dans la prise de décision des consommateurs. Il n’est pas toujours facile de mener des
recherches sur la valeur des produits alimentaires locaux, non seulement parce qu’il n’existe
toujours pas de consensus sur le concept d’aliment local, mais également en raison de la
compréhension fragmentée du concept de valeur. Nous effectuons une revue systématique de la
littérature en utilisant un cadre prédéfini qui interroge le qui, comment, quoi, ou, quand et pourquoi
de la valeur pour organiser la recherche disponible sur la valeur des aliments locaux. Trois
perspectives sont identifiées : la perspective produit ou la valeur est percue ; la perspective
d'expérience ou la valeur est vécue ; et la perspective idéologique ou la valeur est cocréée. Nous
discutons de chaque perspective du point de vue du paradigme, de la théorie, de la méthodologie
et du contexte, décrivons comment elles peuvent étre appliquées comme une perspective
dynamique a des questions de recherche impliquant le concept de proximité et décrivons des
orientations de recherche qui pourraient stimuler des travaux supplémentaires sur la valeur des

aliments locaux.

Mots clés - Alimentation locale, Valeur percue, Valeur du consommateur, Revue de la littérature,

Proximité

5.2  Abstract

Despite the large body of research that examines local food consumption, very few studies have
focused on the concept of value even though its recognition as a determining factor in customer
decision-making. Performing local food value research is difficult, not only because there is still
no consensus on the concept of local food, but also due to the fragmented understanding of the
concept of value. We conduct a systematic literature review using a predefined framework that
interrogates the who, how, what, where, when, and why of customer value to organize the available
research on local food value. Three perspectives are identified: the product perspective where value
is perceived; the experience perspective where value is experienced; and the ideology perspective
where value is co-created. We discuss each perspective from a paradigm, theory, methodology and

context lens, describe how they can be applied as a dynamic lens to research questions involving
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the concept of proximity, and outline research directions that might stimulate further work on local

food value.

Keywords - Local food, Customer value, Consumer value, Literature review, Proximity

5.3 Introduction

Consumer demand for local food products has increased dramatically in North America, Europe
and other parts of the world as it responds to new concerns and preferences about where food comes
from, who provides it and how they are produced (Lillywhite and Simonsen, 2014). In 2015, 68%
of global consumers preferred vegetables from a local crop to a global crop (Nielsen, 2016).
Additionally, a global survey showed that 64% of consumers preferred foods from regional cultures,
even if it narrowed their product selection (Ipsos, 2018). Local food sales were $12 billion in the
United States in 2015 and estimated at $20 billion in 2019 (Packaged Facts, 2015). In addition,
France recorded a 6% increase in sales of local food products, representing a total market of 1.8

billion dollars in 2021 (Parigi, 2021).

Local provenance has emerged as one of the most significant influences on consumer food attitudes
and behaviors (Nie and Zepeda, 2011), potentially surpassing organic foods (Boys and Blank, 2016;
Memery et al., 2015; Winterstein and Habisch, 2021). Indeed, studies indicate that locality is one
of the most valued characteristics of a product in the field of food, whether organic or not (Adams
and Salois, 2010; Hempel and Hamm, 2016). Consumers are even willing to pay up to 200% more
for a local product compared to an organic product (Winterstein and Habisch, 2021). Local food
products are favored by consumers since they contribute to the protection of the environment
(Beingessner and Fletcher, 2020; Lang and Lemmerer, 2019; Meyerding et al., 2019), to the local
economy (Bianchi and Mortimer, 2015; Kim and Huang, 2021; Reich et al., 2018; Rosol, 2020)
and the development of a sense of community or regional connection (Bazzani and Canavari, 2017,

Dansero and Puttilli, 2014; Thomé et al., 2021), which is not always the case for organic products.

The important growth of local foods in the consumer market has resulted in a significant amount
of academic research in recent years. Indeed, researchers have been particularly interested in the
perceptions, attitudes and behaviors of local food consumers (Aprile ef al., 2016; Archer et al.,

2003; ArsilLi, et al., 2014; Conner et al., 2010; Cranfield et al., 2012; Feldmann and Hamm, 2015),
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their influencing factors (Lacceuilhe ef al., 2017; Lang and Lemmerer, 2019; Lu and Chi, 2018), as
well as the multidimensional nature of their definitions (Chicoine ef al., 2022b; Kim and Huang,
2021; Reich et al., 2018). In this literature, several calls have been made to advance the
understanding local food attitudes and behaviors through further analysis of their antecedents

(Memery et al., 2015; Steenkamp and de Jong, 2010), including the value of these products.

Customer value is one of the most fundamental concepts in marketing research (Cronin, 2016;
Gallarza et al., 2017). For many years, value has been recognized as a key source of competitive
advantage (Woodruft, 1997). Indeed, it is the reason why consumers choose a company, a brand,
a product or a service, rather than another (Osterwalder and Pigneur, 2010). Because of its
analytical and predictive power, value represents an important framework for studying consumer
behavior. It is also recognized as a key determinant of consumer decision-making and evaluative
judgments (Gallarza et al., 2017; Zeithaml, 1988). Specifically, previous research demonstrates the
importance of perceived value before purchase, linking the expected value of a product or service
to key behaviors such as willingness to buy (Sweeney et al., 1999) and intention to use (Kleijnen
et al., 2007). In addition to its crucial role in decision-making, value also plays a key role in the
post-purchase phase since consumers evaluate it, thus determining their satisfaction, repurchase

intentions and word of mouth (Leroi-Werelds et al., 2014; Willems et al., 2016).

In the context of local food consumption, almost no studies have delved into this concept, unlike
organic food consumption (De Toni et al., 2018; Konuk, 2018; Lim et al., 2014; Watanabe et al.,
2020; Woo and Kim, 2019). However, knowing that a local food product has the potential to
respond more precisely to consumer demand than an organic product, its value appears to be
decisive in the evolution of the sector in terms of sales and performance of the marketing strategies

put in place by companies.

The objective of this article is to investigate the concept of value from the consumer perspective
towards local food products using a systematic literature review. To our knowledge, no literature
review on the value of local food products has been carried out to date. In this work, we
systematically summarize all the paradigms, theories, methodologies and contexts adopted in
research on the value from the consumer's point of view towards local food products. Thus, we

categorize the articles of this review by questioning the who, how, what, when, where and why
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(Zeithaml et al., 2020) of local food consumption. In addition, the concept of perceived proximity
of local food products (Chicoine et al., 2022b) is integrated into the analysis in order to provide a

holistic framework of local food consumption value.

In the following, we begin by providing an overview of the concept of value, highlighting existing
approaches to studying it, and then draw from that overview to craft the analytical framework used
to evaluate the articles in the corpus. Subsequently, the methodology of this literature review is
disseminated, followed by the analysis of the articles. Finally, the results are discussed in
connection with the concept of proximity, a framework for the value of local food products is

proposed and a research agenda is suggested.

5.4 Customer value

Consumer value is a concept that emerged in the 1980s (Dodds et al, 1991; Hirschman and
Holbrook, 1982; Zeithaml, 1988) and which has strongly nourished management and marketing
literature. These literatures include many definitions and approaches that complicate their
understanding and measurement. There is considerable variation in the conceptualization of
consumer value which may be partially related to a lack of convergence between different
philosophical paradigms (Becker and Jaakkola, 2020). In the study of value, three main paradigms

are represented: positivist, interpretive and social constructionist (Zeithaml et al., 2020).

Perceived value research within the positivist paradigm evolved almost completely within the
discipline of marketing and mirrors the traditional research approach in the United States (Zeithaml
et al., 2020). The first positivist research on the concept of value mainly focused on the price paid
approach (Grewal ef al., 1998; Lichtenstein et al., 1990; Zeithaml, 1982), the quality approach
(Dodds et al., 1991; Monroe and Chapman, 1987), the benefits approach (Dodds et al., 1991; Myers
and Shocker, 1981) and the overall value approach (Zeithaml, 1988). Broadly, perceptions of value
are considered to result from an assessment of the benefits and sacrifices associated with a product
or service (Dodds ef al., 1991; Zeithaml, 1988). This founding work has led to the development of
several value measurement scales such as the PERVAL scale (Sweeney et al., 1999), SERV-
PERVAL (Petrick, 2002) and the EVS scale (Mathwick et al., 2001). Despite the differences about

the number of dimensions as well as their nature, the importance of using the cognitive and
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emotional dimensions is supported by several researchers, emphasizing the predominant role of
cognition and emotions in shaping individuals' preferences and perceptions (Zeithaml et al., 2020).
In this positivist perspective, value is based on the concept of trade-off and is the result of judgment

or evaluation (Zeithaml, 1988).

By defining consumer value as a relativistic preference experience emerging in the interactions
between a subject (e.g. a consumer) and an object (e.g. a product or service), Holbrook (1994, 1999,
2006) advanced the interpretive perspective of consumer value. His typology of value consists of
three dichotomies: (1) extrinsic versus intrinsic, (2) self-oriented versus other-oriented, and (3)
active versus reactive (Holbrook, 1994, 1999). Since these experiences are subjective and
situational, this conceptualization of value takes an experimental or phenomenological approach
(Holbrook, 2006; Holbrook and Hirschman, 1982). Value is primarily viewed as an integrated
multidimensional because consumer experiences involve more than one aspect of value
simultaneously (Babin ef al., 1994; Holbrook, 1994; Sheth et al., 1991). Indeed, beyond cognitive
evaluations alone, the emotional and social aspects related to products or brands are also examined
(Hirschman and Holbrook, 1982). Hirschman and Holbrook (1982) offer an experiential
perspective of value that includes not only utilitarian aspects but also symbolic, hedonic and
aesthetic aspects of consumption. Building on this experiential view of value, Helkkula ez al. (2012)
advance the term “value in the experience” (VALEX scale). According to these authors, consumers
make sense of experience using subjective thoughts, requiring interpretive research methods
(Helkkula et al., 2012). In summary, for interpretivists, value is a multidimensional concept born

of experience.

In the social constructionist tradition, scholars focus on the interactive nature of consumer value.
Contrary to previous conceptualizations, social constructionists emphasize that consumers co-
create value in their interactions with other economic and social actors, relying mainly on the
service-dominant logic (SDL) approach (Vargo and Lusch, 2008). This approach reinterprets the
process of value creation by arguing that value is co-created between all human actors through the
value of using a ‘service’ and determined individually through experience of the beneficiary
(Matthies et al., 2016). Service is understood here as “the process of doing something beneficial
for and in conjunction with some entity” (Vargo and Lusch, 2008, p. 26). In this sense, this service

1s not a category of market supply (e.g. services) but a perspective of value creation: the service is
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the fundamental basis of the exchange (Makkonen, 2015). This perspective differs from the good-
dominant logic (GDL) approach, supported mainly by positivists, where value is embedded in
“goods” or “services” by enhancing or increasing attributes (Matthies ef al., 2016). In the SDL
approach, value is not added, it is co-created in the business-consumer dyad through an interactive
set of experiences and activities (Matthies et al., 2016). Value formation is then interactive and is
assessed subjectively from the consumers' point of view (Echeverri and Skalén, 2011; Holbrook,

2006).

To resume, the different visions of this concept lead us to question the nature of value, whether it
is perceived, experienced or co-created. However, it is important to note that these categories are
porous. For example, the Mathwick et al. (2001)’s scale is part of a positivist posture despite its
conceptualization of value as experience and its support on the interpretative work of Holbrook
(1994). Other researchers even bridge the positivist and social constructionist paradigms by
developing scales for measuring value co-creation by integrating the dimensions of cooperation,

co-production, co-learning and connection (Ranjan and Read, 2016; Tommasetti et al., 2017).

5.5 Method

Local food has long been of interest to scholars from diverse disciplinary backgrounds, including
sociology, psychology, geography, history and economics, in addition to management and
marketing. The academic literature presents different concepts or terms to approach the
phenomenon of localism including in particular local food, local food systems, alternative food
networks, short food supply chains, localized food systems and sustainable food systems (Bowen
and Mutersbaugh, 2014; Feagan, 2007; Goodman, 2004; Hinrichs, 2016; Kloppenburg et al., 2000;
Tregear, 2011; Watts et al., 2005). While this theoretical and disciplinary plurality has led to some
important insights, it also necessarily implies greater fragmentation of our understanding. This
fragmentation underscores the need for a systematic synthesis of available research because
without such a synthesis, it is difficult “to know what we know” about the topic (Rousseau et al.,

2008, p. 5).

Systematic literature review summarize in an explicit way what is known and not known about a

specific practice-related question (Briner et al., 2009) through the systematic accumulation,
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analysis and reflective interpretation of the full body of relevant empirical evidence (Rousseau et
al., 2008). Qualitative systematic reviews attempt to search, identify, select, appraise, and abstract
data from a corpus studies to answer a main question (Paré¢ et al., 2015). The defining element of
qualitative systematic reviews is the adoption of a textual approach in the process of analysis and
synthesis (Rodgers et al., 2009) contrary to the meta-analytic approach which uses statistical

methods of analysis (Par¢ et al., 2015).

Our qualitative systematic review involved several steps. First, on 23 June 2021, a
title/keyword/abstract search in three search engines for journal articles (Scopus, EBSCO and
ABI/Inform), in French and English, on the value of local food products was carried out. The search
was limited to all original, peer-reviewed research articles that were published in print or electronic
form between 2000 and 2021. As there is considerable variation in the conceptualization of local

food products and customer value, several search keywords were used (Table 5.1).

Tableau 5.1 Search keywords used

Local food keywords Customer value keywords
Local food Customer value

Localism Perceived value

Slow food Consumption value

Proximity food

Alternative food

Short food supply chain
Localized food

Sustainable food

Community supported agriculture
Urban agriculture

Urban farming

Terroir

Nourriture locale

Produit alimentaire local
Nourriture localisée

Agriculture soutenue par la communauté
Nourriture de proximité
Agriculture urbaine

Ferme urbaine

Value creation

Value co-creation

Value formation

Value added

Valeur du consommateur
Valeur pergue

Valeur de consommation
Cocréation de valeur
Formation de valeur
Valeur ajoutée
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All combinations of terms were used, resulting in 247 searches (19 local food keywords x 13
customer value keywords) in each database, for a total of 741 searches (247 searches x 3 databases).
We obtained an initial sample of 117 articles with at least one term corresponding to local food

products and one term corresponding to the concept of value.

Then, we applied a three-step approach to systematically review the articles. In the first stage, the
117 articles were examined manually, which led to the elimination of 63 of them which were
duplicates, texts in a language other than French or English, or texts that were not research articles
(book chapters, commentaries, theses, etc.). In the second step, the lead author conducted an
overview of these papers, retaining studies that satisfied two criteria: (1) a focus on customer value
and (2) research in which local food consumption have been studied. This process reduced the
number of articles to 20 (Appendix 1). The majority of the articles eliminated at this stage were
concerned with personal values (not customer value) or with food in general (not local food). In
the third step, the 20 articles addressing the concept of value from the point of view of consumers
in the context of local food consumption were read in their entirety by the authors and deemed

suitable for analysis according to the framework proposed below.

5.5.1 Evaluative framework

A well-defined and theoretically driven evaluative framework allows us to rigorously examine the
nuances found in published studies. We developed our framework by drawing on the review on the
concept of value by Zeithaml ef al. (2020). The authors suggest that researchers should take a
holistic view by looking at the who, how, what, where/when and why of value (Zeithaml et al.,
2020). However, in order to include the dynamic and temporal nature of the concept of value
(Woodall, 2003), we distinguish where and when in this framework of analysis. This literature
review attempts to respond to this call by examining six facets of the concept of value in the context

of local food consumption, namely the who, how, what, where, when and why (Figure 5.1).
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Figure 5.1 Evaluative framework

Individualistic
/ Contextual

Perceived / Experienced /
Co-created

Dimensions

What

Individual / Dyadic /
Systemic

Before / During / After

When

Why

Value:
Antecedents /
Consequences

Source: Zeithaml et al. (2020) and Woodall (2003)

First, the who describes the source of the value. Value is a complex and multifaceted phenomenon
that unfolds through internal individual processes and observable contextual events (Bustamante
Juan and Rubio, 2017; Lipkin, 2016). At the individual level, three perspectives are highlighted:
stimulus (Berry et al., 2006; Mascarenhas et al., 2006; Zomerdijk and Voss, 2009), interaction
(Pareigis et al., 2011; Payne ef al., 2020) and meaning (Caru and Cova, 2015; Heinonen and
Strandvik, 2015; McColl-Kennedy et al., 2015). At the contextual level, three main lenses are
highlighted: the dyad (Payne et al., 2020; Puccinelli et al., 2009), the service ecosystem (Akaka
and Vargo, 2015; Patricio et al., 2011) and the consumer ecosystem (Heinonen and Strandvik, 2015;
Heinonen et al., 2013). The individual (internal) perspective is interested in the intermediation

between the individual and his own context while the contextual (external) lens applies to
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understanding the various constellations of actors, roles and contextual boundaries framing this

experience of value (Lipkin, 2016).

Second, the ~ow involves the paradigmatic approaches to the concept of value as discussed above.
Some researchers emphasize the perceptual nature of value (Dodds et al., 1991; Sweeney et al.,
1999; Zeithaml, 1988) while others have emphasized the experiential (Hirschman and Holbrook,
1982; Holbrook, 1994, 2006; Sheth et al., 1991) or co-created (Matthies et al., 2016; Vargo and
Lusch, 2008) nature of value.

Third, the what refers to the dimensionality, abstraction and taxonomy of consumer value
(Zeithaml et al., 2020). From one study to another, different dimensions of value are presented and
measured, for example, the emotional, social, functional, utilitarian, epistemic, economic, hedonic,
altruistic, ecological, symbolic, ethical, quality/price, as well as perceptions of risk, price, sacrifice,
cost, information and time (Aurier et al., 2004; Carlson et al., 2015; Dagevos and Johan van, 2013;
Helkkula et al., 2012; Holbrook, 2006; Sheth ef al., 1991; Sweeney et al., 1999; Woo and Kim,
2019).

Fourth, the where focuses on the situations in which consumer value emerges (Zeithaml et al.,
2020). The value can be in the individual, in the dyad or in the ecosystem, depending on the
importance of its interactive nature (Zeithaml et al., 2020). On the one hand, the value in the
individual is part of a perspective where it is the consumer who determines the value (Dodds et al.,
1991; Zeithaml, 1988). It is therefore the evaluator of a value proposition using a set of intrinsic
and extrinsic indicators (Aurier ef al., 2004). On the other hand, value in the dyad includes the
interaction, or experience, between the consumer and the product or service provider (Edvardsson
et al., 2005; Pareigis et al., 2011; Walter et al., 2010). Finally, the value in the ecosystem postulates
that it is not only in the individual and the company/product (dyad), but also in the other
stakeholders of this system (Akaka and Vargo, 2015; Caru and Cova, 2015; Corvellec and Hultman,
2014), what Corvellec and Hultman (2014) call “regimes of value”. The notion of regimes of value
emphasizes that the stakeholders of an ecosystem define value in different ways and adopt different
ways of evaluating it (Corvellec and Hultman, 2014). For example, a single service may provide

practical value for the consumer (micro), environmental value for communities (meso), and
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economic value for the government (macro). In short, depending on the approaches, value can be

individual, dyadic or systemic.

Fifth, the when designates the dynamic and temporal nature of the concept of value. This
classification criterion consists in differentiating the theoretical approaches according to the
moment of evaluation and/or formation of value during the process of purchase and consumption.
From this perspective, four types of value can be distinguished: purchase value, shopping value,
consumption value and residual value (Woodall, 2003). First of all, the purchase value (value-in-
exchange) corresponds to a value desired or expected by the consumer which determines his choice
(Sanchez-Fernandez and Angeles Iniesta-Bonillo, 2006; Woodall, 2003). It manifests itself before
the acquisition of the offer and is apprehended as the result of a confrontation between perceived
benefits and sacrifices linked to the purchase of an offer (Zeithaml, 1988). Next, shopping value
translates into a buyer's perceived benefits from a shopping experience (value-in-experience), and
captures their response to a set of attributes related to the shopping environment (Jackson et al.,
2011). The value comes from the interaction with the products, the staff, the place of sale and the
environment of the context of purchase (Riviere, 2020). Products and context of purchase thus
represent the tangible and intangible components that make up the shopping experience (Davis and
Hodges, 2012; Diep and Sweeney, 2008). Subsequently, consumption value (value-in-use) is an
extension of the work of Holbrook and Hirschman (1982) and focuses on the perceived or
experienced value by the consumer during or after a consumption experience. Consumption value
is concerned with the consequences of an instantaneous experience or an accumulation of
experiences (Aurier et al., 2004; Holbrook, 1999; Sanchez-Fernandez and Angeles Iniesta-Bonillo,
2006). After consumption, some authors are interested in the residual value (value-in-disposition)
considered as the residual benefit at the time of the recovery or the end of life of a good
(Parasuraman and Grewal, 2000; Woodall, 2003). Indeed, reusing and recycling a product can
create additional benefits or costs for the customer (Cronin, 2016). Finally, a fifth type of value can
be added to those proposed by Woodall (2003), namely value-in-impact. According to Matthies et
al. (2016), value is not only created by the exchange or use of an offer but also by the impact it
generates. This value is a spatially and temporally dynamic component embedded in exchange and
use values, which represents the co-creation and co-destruction of the potential value (positive and

negative impact) attributed by the actors of an ecosystem (Matthies ef al., 2016). In this sense,
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impact value is located throughout the value creation process: before, during and after purchase

and consumption.

Finally, the why delimits the nomological network in which consumer value emerges and matters,

that is, its antecedents and consequences.

5.6 Systematic literature review findings
5.6.1 Corpus description

To make sense of the data collected, a descriptive analysis was conducted on the 20 articles in the
corpus (Appendix 1), and each article received a specific description (year of publication,
methodology, journal, country and context). First, the articles in the corpus were published in the
last ten years, from 2012 to 2021. The total number of articles focusing on the value of local food
products has generally increased over time and a quantitative methodology (in part or in full) was
favored for the majority (70%) of them. These articles have been published mainly in British Food
Journal, International Journal of Contemporary Hospitality Management, International Journal

of Hospitality Management and Agriculture and Human Values.

5.6.2 Local food value

Upon reading the articles in the corpus, we were able to analyze them according to the holistic
framework adapted from Zeithaml et al. (2020). Thus, for each of the articles, we have examined

the who, the how, the what, the where, the when and the why of local food value (Appendix 2).

5.6.2.1 Who: Individual and contextual sources

The who questions the source of the phenomenon that unfolds through internal individual processes
and observable contextual events (Bustamante Juan and Rubio, 2017; Lipkin, 2016). For all articles,
the value is at the individual level. However, different perspectives are mobilized. First, value
involves an individual's subjective response to a stimulus (Berry ef al., 2006; Mascarenhas et al.,
2006; Zomerdijk and Voss, 2009), i.e. the different attributes of a local food product. From this
perspective, consumers are mostly in a pre-purchase phase (Chen, 2013; Fernandez-Ferrin ef al.,
2018; Lacceuilhe et al., 2017; Shin ef al., 2021) and evaluate the food offer according to several

intrinsic and extrinsic attributes (Aurier et al., 2004). For example, origin, quality, taste and price
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are attributes that act as stimuli and create a response among consumers, meaning their evaluation
of the offer. Then, the value involves a subjective response of the individual in his social interaction
with other stakeholders (Pareigis et al., 2011; Payne et al., 2020), mainly during the purchase of
local food products (Albrecht and Smithers, 2018; Choe and Kim, 2018; Mount, 2012; Thomas-
Francois et al., 2021). The interaction with other consumers, with the merchant or with the producer,
is the source of value for the individual. Indeed, it is through relationships, reconnection, and direct
exchanges that value is formed (Mount, 2012; Thomas-Francois et al., 2021). Unlike the stimulus
perspective, the value is not inherent in the product, but in its social environment in which it is

purchased or consumed.

In addition, some articles also highlight the contextual aspect of the source of value, particularly at
the level of the dyadic lens (Payne et al., 2020; Puccinelli et al., 2009). Studies notes that value is
co-created in the relationship between the business context and the consumer (Drejerska et al.,
2019; Hunt et al., 2012; Prayag et al., 2020a; Rytkdnen, 2016; Thomas-Francois et al., 2021). In
this sense, all the points of contact to which the consumer is exposed during his consumption
journey contribute to this formation of value (Lipkin, 2016). This includes in particular the physical
environment, for example the atmosphere (Prayag et al., 2020a), the quality of staff service
(Thomas-Francois et al., 2021), the relationship with other consumers (Hunt et al., 2012) or

available company and product information (Drejerska et al., 2019).

5.6.2.2 How: Perceived, experienced and co-created

According to paradigmatic approaches, consumer value can be perceived (Dodds et al., 1991;
Sweeney ef al., 1999; Zeithaml, 1988), experienced (Hirschman and Holbrook, 1982; Holbrook,
1994, 2006; Sheth et al., 1991) or co-created (Matthies ef al., 2016; Vargo and Lusch, 2008). For
half of the articles, the value of a local food product is perceived (Chen, 2013; Di Gregorio, 2017,
Fernandez-Ferrin ef al., 2018; Kim and Choe, 2019; Lacceuilhe ef al., 2017; Lang and Lemmerer,
2019; Pestar Bizjak et al., 2018; Rousta and Jamshidi, 2020; Shin et al., 2021; Soltani et al., 2021).
These researches are therefore part of a positivist approach to consumer value since they tend to
measure, using various measurement scales, the evaluation of benefits and sacrifices (Zeithaml,
1988) of a local food product. The perception of this value is before the purchase (value-in-

exchange) and, apart from the research of Chen (2013) and Albrecht and Smithers (2018), the
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notion of sacrifice is only of a monetary nature. Moreover, value as a perception is mainly related
to the evaluation of a particular product such as terroir products (Di Gregorio, 2017; Lacceuilhe et
al., 2017), products with protected designation of origin (Fernandez-Ferrin et al., 2018), wine
(Pestar Bizjak et al., 2018), traditional foods (Kim and Choe, 2019) or local food products in
general (Shin et al., 2021). This perception of value then is based on a multitude of attributes that
a local food product possesses, for example, usefulness, taste, quality, naturalness, health, origin,

authenticity, and price.

Other authors have instead focused on the experiential nature of local food value (Choe and Kim,
2018; Mount, 2012; Rousta and Jamshidi, 2020; Soltani et al., 2021), as proposed by Holbrook
(1994, 1999, 2006). For these authors, value as an experience lies more during purchase (value-in-
experience) and consumption (value-in-use). Whether measured or not, this "lived" value instead
appeals to the intangible attributes of a local food product, for example, pleasure, emotions, familiar
connection, shared values, novelty and curiosity (Choe and Kim, 2018; Mount, 2012; Rousta and
Jamshidi, 2020; Soltani et al., 2021). In this sense, it is the symbolic, hedonic and aesthetic aspects
that contribute to the experiential nature of local food value (Hirschman and Holbrook, 1982).
Moreover, Soltani et al. (2021) are the only authors to have integrated the perception and

experience local food value by measuring consumption value and experience value simultaneously.

Finally, several authors have addressed value as co-creation in local food consumption (Albrecht
and Smithers, 2018; Drejerska ef al., 2019; Hunt et al., 2012; Ma et al., 2020; Prayag et al., 2020a;
Rytkonen, 2016; Thomas-Francois et al., 2021; Tyl et al., 2015). These researchers mainly focus
on the interactive nature of consumer value, relying on the service-dominant logic approach (Vargo
and Lusch, 2008). In this social constructionist tradition, consumers co-create value in their
interactions with other economic and social actors (Vargo and Lusch, 2008). For these authors, the
value of local food consumption is not primarily related to the tangible or intangible attributes of
the product, but to the involvement and commitment of the consumer in his own consumption
process (Hunt et al., 2012; Prayag et al., 2020a; Thomas-Francois et al., 2021). In this sense,
consumers do not assign value according to a judgment of the attributes of a product but according
to their degree of involvement in the creation of value with stakeholders. For example, the
involvement of the consumer in the preparation of a gastronomic meal in the context of agrotourism

(Prayag et al., 2020a), in the choice of ingredients from a restaurant menu (Thomas-Francois et al.,
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2021) or in helping to harvest community-supported agriculture crops (Hunt ef al., 2012). In these
articles, altruistic benefits, such as nature, environment, biodiversity, sustainability and community
support (Albrecht and Smithers, 2018; Ma et al., 2020; Rytkoénen, 2016; Tyl et al., 2015) are more
present. In short, unlike value perception and value experience approaches, value co-creation is not
frozen in time; it is part of a process that takes place before, during and after purchase and

consumption, hence the term “value formation” (Echeverri and Skalén, 2011).

5.6.2.3 What: Multitude of dimensions

The what refers to the dimensionality of consumer value (Zeithaml et al., 2020). A multitude of
dimensions have been listed by the authors. To make it easier to read, we have categorized them
under ten dimensions: six benefits and four sacrifices (or risks). Benefits include
utilitarian/functional, emotional/hedonic, epistemic, altruistic/ethical, social/relational values and

involvement, and sacrifices are comprised of financial, time, convenience, and performance risks.

First of all, several authors demonstrate the utilitarian/functional value of local food products,
relying in particular on the excellence and quality of the products (Albrecht and Smithers, 2018;
Chen, 2013; Choe and Kim, 2018; Drejerska ef al., 2019; Ferndndez-Ferrin et al., 2018; Lacceuilhe
et al., 2017; Lang and Lemmerer, 2019; Ma et al., 2020; Rousta and Jamshidi, 2020; Shin ef al.,
2021; Soltani et al., 2021). This value is mainly reflected in the attributes of freshness, taste, health,
production method and product authenticity. Indeed, utilitarian/functional value derives from the
perceived quality and expected performance of the product (Sheth et al., 1991; Sweeney et al.,
1999). Second, local food products provide emotional/hedonic value, understood as the feelings or
affective states that a product generates (Holbrook, 2006; Sheth et al., 1991; Sweeney ef al., 1999).
Articles reveal that these products provide pleasure and joy (Chen, 2013; Choe and Kim, 2018;
Kim and Choe, 2019; Pestar Bizjak et al., 2018; Rousta and Jamshidi, 2020; Shin et al., 2021;
Soltani et al., 2021), especially during purchase and consumption. Furthermore, epistemic value is
also part of the value of local food products (Choe and Kim, 2018; Kim and Choe, 2019; Ma et al.,
2020; Rytkonen, 2016; Shin et al., 2021; Soltani et al., 2021). Epistemic value describes the value
generated from the desire for new knowledge and experiences (Sheth et al., 1991). Local food
consumption is then an opportunity for consumers to learn about the products, the production

methods, the individuals who produce them, the traditions and the culture behind them, as well as
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to live new culinary experiences (Choe and Kim, 2018; Kim and Choe, 2019; Ma et al., 2020;
Rytkonen, 2016; Shin et al., 2021; Soltani et al., 2021).

Subsequently, the analysis of the articles reveals that the altruistic/ethical value is one of the
components of the value of local food products (Chen, 2013; Lang and Lemmerer, 2019; Ma et al.,
2020; Mount, 2012; Pestar Bizjak et al., 2018; Rytkonen, 2016; Tyl et al., 2015). Altruistic/ethical
value involves a “concern about how my own consumer behavior affects others” (Holbrook, 2006,
p. 716). This value combines environmental benefits, such as the preservation of biodiversity and
environmental protection (Ma et al., 2020; Pestar Bizjak et al., 2018; Rytkonen, 2016), and social
benefits, such as the support from local communities and producers (Ma et al., 2020; Pestar Bizjak
et al., 2018). Additionally, social/relational value has been demonstrated in articles on local food
value (Chen, 2013; Lang and Lemmerer, 2019; Mount, 2012; Soltani ef al., 2021; Thomas-Francois
et al., 2021). Social/relational value is derived from the product's ability to enhance social self-
image (Holbrook, 2006; Sheth et al., 1991; Sweeney et al., 1999). In this case, social/relational
value is a perceived benefit gained from association with a specific social class, social status or
social group, since local consumption is seen as a means of promoting individual and community
development through interaction (Chen, 2013). This social, reciprocity and trust bonds are often
seen as the hallmark and benefit of community supported agriculture (Hinrichs, 2000). Finally, we
note that consumer involvement is also part of the value of local food products (Hunt et al., 2012;
Prayag et al., 2020a; Thomas-Francois et al., 2021). This dimension is mainly present in the
perspective of value co-creation (Vargo and Lusch, 2008). The more a consumer is involved in the

value creation process, the more he will value the products resulting from this process.

Despite less attention than the study of benefits, the authors have addressed the sacrifices or risks
about local food value. Financial, time, convenience and performance sacrifices have been
mentioned (Albrecht and Smithers, 2018; Chen, 2013; Drejerska et al., 2019; Pestar Bizjak et al.,
2018). For some authors, the notion of financial sacrifices was integrated directly into the
measurement of utility/functional value. Indeed, these studies have mainly evaluated the
quality/price ratio (Chen, 2013; Fernandez-Ferrin et al., 2018; Pestar Bizjak et al., 2018). For other
authors, “price value” was a single dimension measured using three items (Choe and Kim, 2018;
Rousta and Jamshidi, 2020; Soltani et al., 2021). Additionally, Albrecht and Smithers (2018)

discuss time sacrifices. In their study, the authors point out that the distance from farms or delivery
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points and taking the time to travel more for their food are the main challenges of local food
consumption (Albrecht and Smithers, 2018). In contrast, Albrecht and Smithers (2018) also note
that learning to prioritize foods differently in family budgets, learning to cook, and becoming
accustomed to "imperfect" foods or more limited food choices made it possible to attenuate this
time inconvenience. Furthermore, convenience is also a sacrifice listed in this review (Chen, 2013).
In the context of community-supported agriculture, Chen (2013) demonstrates that consumers
perceive they have fewer, less familiar or unwanted choices in local food products. Finally,
performance risk is also part of the potential sacrifices of local food consumption. For consumers,
the uncertainty of product performance, especially in terms of quality, is an important factor in

their decision (Chen, 2013).

5.6.2.4 Where: In the individual, dyad and ecosystem

Focusing on situations in which value emerges, the where question the individual, dyadic or
systemic value (Zeithaml et al., 2020). In the case of local food consumption, the authors
approached the question of value from these three perspectives. First of all, for just over half of the
articles (11/20), the value is individual (Chen, 2013; Choe and Kim, 2018; Fernandez-Ferrin et al.,
2018; Kim and Choe, 2019; Lacceuilhe ef al., 2017; Lang and Lemmerer, 2019; Pestar Bizjak et
al., 2018; Prayag et al., 2020a; Rousta and Jamshidi, 2020; Shin et al., 2021; Soltani et al., 2021).
These authors then approached the concept of value as being a perspective where it is the consumer
who determines and obtains the value of an offer (Dodds et al., 1991; Zeithaml, 1988) using a set

of intrinsic and extrinsic indicators (Aurier ef al., 2004).

Then, five articles have rather approached the concept of value as being dyadic (Albrecht and
Smithers, 2018; Di Gregorio, 2017; Hunt et al., 2012; Mount, 2012; Thomas-Francois et al., 2021).
From this perspective, the value is in the interaction between the consumer and the company
(Edvardsson et al., 2005; Pareigis et al., 2011; Walter et al., 2010). This research then addresses
not only the benefits for the consumer, but also for the company. For example, the relationship,
reconnection or sharing of values are dimensions of value that apply to both the consumer and the

company (Mount, 2012; Thomas-Francois et al., 2021).
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Finally, four studies looked at the systemic value of local food products (Drejerska et al., 2019;
Maet al.,2020; Rytkonen, 2016; Tyl et al., 2015). For these authors, the value is with the consumer,
with the company and with the other stakeholders of this ecosystem (Akaka and Vargo, 2015; Caru
and Cova, 2015; Corvellec and Hultman, 2014). For example, Rytkonen (2016) explains that local
dairy farms contribute to the creation of jobs and the attraction of tourists, therefore to the life of
small communities. On the consumer side, the youngest appreciate the possibility of having a
culinary experience with foods steeped in history, and the oldest are fond of the nostalgia that these
local foods give them (Rytkonen, 2016). Furthermore, the establishment of a system of local dairy
farms allows the preservation of traditional and territorial characteristics in the region, such as local
breeds, biodiversity and know-how (Rytkonen, 2016). In short, in certain contexts, the value of
local food consumption can also be systemic and involve the entire ecosystem of an offer, thus

falling within a perspective of value co-creation.

5.6.2.5 When: Throughout the consumer journey

Questioning the dynamic nature of value, the when is interested in the temporality of this concept
(Woodall, 2003). The articles in the corpus mainly address purchase value (value-in-exchange),
shopping value (value-in-experience) and consumption value (value-in-use). First of all, the
authors address the value before the purchase (value-in-exchange), in particular by confronting the
perceived benefits and sacrifices linked to the purchase of local food products (Chen, 2013; Di
Gregorio, 2017; Fernandez-Ferrin et al., 2018; Kim and Choe, 2019; Lacceuilhe ef al., 2017; Lang
and Lemmerer, 2019; Pestar Bizjak et al., 2018; Rousta and Jamshidi, 2020; Shin et al., 2021).
These authors highlight that pre-purchase values are mainly utilitarian/functional,

emotional/hedonic, epistemic and altruistic/ethical in nature, and use monetary sacrifice.

Then, the authors (Albrecht and Smithers, 2018; Choe and Kim, 2018; Drejerska et al., 2019;
Mount, 2012; Prayag et al., 2020a; Soltani et al., 2021; Thomas-Francois et al., 2021) discuss value
during the purchase (value-in-experience) by addressing it through the interaction with products,
staff, the point of sale and the environment (Riviere, 2020). In this case, it seems that it is the
utilitarian/functional, emotional/hedonic, epistemic and social/relational values that are mobilized.
Indeed, in a context of interactions, it is not surprising to see social/relational value as being

important for consumers at this point in their journey.
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Subsequently, consumption value (value-in-use) also emerges from the articles in the corpus (Choe
and Kim, 2018; Hunt et al., 2012; Prayag et al., 2020a; Rousta and Jamshidi, 2020; Thomas-
Francois et al., 2021), especially in the restoration and agrotourism contexts of some of these
studies. The consumption value of local food relies more on the utilitarian/functional,

emotional/hedonic nature of the value as well as customer involvement.

5.6.2.6 Why: From identity to behavior

The articles of the corpus determined the nomological network of local food value by integrating
antecedents (7/20) and consequences (14/20) of this value. First, several authors were interested in
the antecedents of the value (Albrecht and Smithers, 2018; Fernandez-Ferrin ef al., 2018; Kim and
Choe, 2019; Lacceuilhe ef al., 2017; Lang and Lemmerer, 2019; Pestar Bizjak et al., 2018; Prayag
et al.,2020a). These articles show that mainly individual factors, such as regional identity concepts
and regiocentrism (Pestar Bizjak et al., 2018), ethnocentrism (Fernandez-Ferrin et al., 2018),
knowledge (Prayag et al., 2020a), personal values (Lang and Lemmerer, 2019) and perception of
authenticity (Lacceuilhe ef al., 2017) have an impact on local food value. In addition, two articles
show that situational factors such as direct contact with the producer (Albrecht and Smithers, 2018)

and the attributes of the local food (Kim and Choe, 2019) influence the value of these products.

The authors aimed more the consequences of local food value (Albrecht and Smithers, 2018; Chen,
2013; Choe and Kim, 2018; Di Gregorio, 2017; Fernandez-Ferrin et al., 2018; Hunt et al., 2012;
Kim and Choe, 2019; Lacceuilhe et al., 2017; Lang and Lemmerer, 2019; Mount, 2012; Prayag et
al., 2020a; Rousta and Jamshidi, 2020; Shin et al., 2021; Soltani ef al., 2021). Using mainly the
theory of planned behavior (Ajzen, 1991), these articles demonstrate that the local food products
value has a positive impact on the attitude towards local food consumption (Choe and Kim, 2018;
Lang and Lemmerer, 2019; Rousta and Jamshidi, 2020; Soltani ef al., 2021), the intention to use,
buy, recommend or revisit (Choe and Kim, 2018; Rousta and Jamshidi, 2020; Shin et al., 2021;
Soltani ef al., 2021), and finally on behaviors such as purchase, repeat purchase, word-of-mouth,
loyalty and satisfaction (Chen, 2013; Choe and Kim, 2018; Fernandez-Ferrin ef al., 2018; Hunt et
al., 2012; Kim and Choe, 2019; Lacceuilhe et al., 2017; Rousta and Jamshidi, 2020; Shin et al.,
2021; Soltani et al., 2021).
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5.7 Discussion

This literature review allows us to synthesis and propose a conceptual model composed of three
perspectives of local food value, namely the product, experience and ideology perspectives (Figure
5.2). As part of different paradigmatic approaches, these perspectives are influenced by the
temporality, source, nature, context, and dimensionality of this value. Moreover, the role of the

customer shows some differences.

Figure 5.2 Local Food Value Conceptual Model
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5.7.1 Product perspective

The product perspective is part of a positivist approach where value is perceived. This value then
implies an individual's subjective response to a stimulus (Berry et al., 2006; Mascarenhas et al.,
2006; Zomerdijk and Voss, 2009), that is the different attributes of a product local food. In this
perspective, consumers are mainly in the phase before/during the purchase (Chen, 2013;
Fernandez-Ferrin et al., 2018; Lacceuilhe et al., 2017; Shin et al., 2021) and evaluate the offer food
according to several intrinsic and extrinsic attributes (Aurier et al., 2004). These attributes allow

them to anticipate different dimensions of value.
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First of all, the utilitarian/functional value is perceived in particular by the anticipated excellence
and quality of the products (Sheth et al., 1991; Sweeney et al., 1999). This value is mainly reflected
in the attributes of freshness, taste, health, production method and product authenticity. Second,
local food products provide emotional/hedonic value, understood as the feelings or affective states
that a product generates (Holbrook, 2006; Sheth et al., 1991; Sweeney et al., 1999). In this case, it
seems that it is the aesthetic characteristics of the products (Holbrook, 2006; Leroi-Werelds, 2019),
such as appearance and style, which contribute to this perceived value since the consumer has not
yet consumed them. These two dimensions of the value of local food products therefore imply the
perception of the process proximity. This proximity refers to the methods used (production,
processing, breeding, etc.), which are shaped by the locality, either by the various government
standards or by the craft traditions, which will have an impact on the intrinsic attributes of the
product (Bergadaa and Del Bucchia, 2009; Chicoine et al., 2022b; Hérault-Fournier et al., 2012;

Labbé-Pinlon et al., 2016), such as quality, freshness, taste and appearance.

Moreover, the epistemic value is mobilized in this product perspective. Local food products are
then an opportunity for consumers to enjoy new culinary experiences (Choe and Kim, 2018; Kim
and Choe, 2019; Ma et al., 2020; Rytkonen, 2016; Shin ef al., 2021; Soltani ef al., 2021). In this
sense, this dimension of value implies the perception of the experiential proximity of local food
products, particularly in terms of (re)discovery (Chicoine et al., 2022b), where curiosity and the
attraction of novelty are mobilized. In addition, the altruistic/ethical value is also perceived from
this perspective, in particular by the information available on the environmental (Ma et al., 2020;
Pestar Bizjak et al., 2018; Rytkonen, 2016) and social (Ma et al., 2020; Pestar Bizjak et al., 2018)
benefits of the product. Thus, the various labels or claims (e.g. origin, fair trade, organic production,
GMO-free, pesticide-free, antibiotic-free) allow the consumer to evaluate the offer by mobilizing
his perception of identity proximity. Identity proximity refers to a set of values shared between the
actors of an exchange (Bergadaa and Del Bucchia, 2009; Chicoine et al., 2022b; Gahinet, 2014;
Hérault-Fournier et al., 2012, 2014), such as sustainability, organic production, support for local
and regional farmers, and equity. Thus, from the product perspective, it can be assumed that it is
the various information available on local food products that allows the consumer to evaluate the

offer and to perceive, or not, its value. Indeed, the consumer is in an individual context facing the
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offer and his role is reactive; it receives information (stimulus) from local food products (intrinsic

and extrinsic attributes) and evaluates its value (response).

The product perspective offers interesting avenues to explore with a “product” approach, i.e. the
study of the value of products displaying an origin, such as local, regional or appellation products.
In this sense, the origin of food acting as a stimulus allows researchers to address the perceived
value, especially before and during the purchase of these products. This perspective also appears
to be adequate for assessing value perceptions between different product types and categories. We
therefore believe that studies from a “localized food system” perspective, which qualifies local
foods according to the value of the specific production conditions associated with a geographical

territory (Fonte, 2008; Giovannucci et al., 2010; Muchnik et al., 2005).

5.7.2 Experience perspective

The experience perspective is part of an interpretivist approach where value is experienced. This
value involves a relativistic preference experience emerging from interactions between the
consumer and the product (Holbrook, 1994, 1999, 2006), or with other stakeholders (Pareigis et
al.,2011; Payne et al., 2020), mainly during the purchase and consumption of local food products.
It is then through the interaction that the consumer experiences the utilitarian/functional,

emotional/hedonic, social/relational and epistemic value of the products.

As mentioned previously, utilitarian/functional value is mainly reflected in the attributes of
freshness, taste, health, production method and authenticity of products. However, the excellence
and quality of products are not anticipated but experienced especially during consumption. For
example, it is during the tasting of a product or a local meal that the consumer will attribute or not
the utilitarian/functional value according to his evaluation of the freshness, taste and quality. It is
also when purchasing or consuming these products that the consumer may feel emotional/hedonic
value, particularly in terms of pleasure or joy (Holbrook, 2006; Sheth ef al., 1991; Sweeney et al.,
1999), either by the environment in which the product is consumed (e.g. a restaurant) or by the
product itself (e.g. organoleptic qualities). Again, process proximity plays a role in both forms of
value. Moreover, we also believe that relational proximity has an impact on emotional/hedonic

value in this case. Relational proximity represents the relationships built between local
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consumption actors and is characterized by a significant affective content (Dampérat, 2006) since
it develops feelings of attachment (Capo and Chanut, 2013). We can then assume that this
interaction, i.e. direct contact with producers or members of a service (e.g. restaurant employees),
contributes to the emotional/hedonic experience of local food consumption. It is also through this
interaction that consumers assign relational/social value, derived from the product's ability to
enhance social self-image (Holbrook, 2006; Sheth et al., 1991; Sweeney et al., 1999). As Chen
(2013) notes, local consumption is seen as a way to promote individual and community

development through interaction.

Finally, in this perspective, epistemic value is also experienced since it emerges from the desire for
new knowledge and experiences (Sheth ef al., 1991). Indeed, in certain contexts of purchase or
consumption, particularly in agrotourism where the storytelling behind the products is important,
consumers value their learning about the products, production methods, individuals who produce
them, the traditions and culture behind them (Choe and Kim, 2018; Kim and Choe, 2019; Ma et
al., 2020; Rytkonen, 2016; Shin et al., 2021; Soltani et al., 2021). Thus, from the experience
perspective, we can assume that it is the different interactions (dyadic context) with the products
and the actors that allow the consumer to evaluate the offer, and to experience, or not, the value. In
this sense, the role of the consumer is active since he participates in interactions during the purchase

and consumption of local food products.

The experience perspective seems to be more suitable for research that takes place in contexts of
interaction, that is to say with a “service” approach. Thus, the contexts of agrotourism, catering,
hotels or the direct sale of local food products would be more relevant to explore with this
perspective. Indeed, these interactions, through direct contact with the producers or members of a
service, contribute to the emotional/hedonic and social/relational value of consumers. In these
contexts, consumers are often looking for the local food experience, possibly involving different

dimensions than in-store shopping contexts.

5.7.3 Ideology perspective

The ideology perspective is part of a social constructionist approach where value is co-created. In

this case, the value of local food consumption is not primarily related to product attributes or
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interactions with it, but rather to interactions with stakeholders and the involvement of the
consumer in their own consumption process (Hunt et al., 2012; Prayag et al., 2020a; Thomas-
Francois et al., 2021). In this sense, the co-creation of value is not frozen in time, it is part of a
process that takes place before, during and after purchase and consumption. It is then through his
interpretation and his meaning creation based on his actions (Lipkin, 2016) that the consumer co-

creates the value of an altruistic/ethical, social/relational, epistemic values and his involvement.

First, altruistic/ethical value, such as nature, environment, biodiversity, sustainability and
community support (Albrecht and Smithers, 2018; Ma et al., 2020; Rytkonen, 2016; Tyl et al.,
2015)