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  Abstract

Are labels a viable technology to communicate improved social and environmental relationships?  While product labeling allows global justice groups, environmental groups and health-concerned consumers to support and participate in more sustainable alternatives; it also allows market others to mimic and undermine these efforts. In analyzing labeling as a technology comprised of artifacts, acts and social organization, this paper asks: can one visually tell the difference among industry blue-greenwash labels and real social and environmental improvements?  Using the techniques of visual sociology, five general visual strategies to see shades are identified and empirically tested with a random sample of Pacific Northwest Coffee, a best-case scenario of alternative product availably. A toolkit of these combined visual indicators (relative label size, absence-presence, realistic vs. cartoonish imagery in representation of process, label mimicry/sincerity, and one-in-a-brand) is found to improve the odds of identifying true alternatives.
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Product labeling is one way global justice groups, environmental groups and health-concerned consumers have been able to support and participate in more sustainable alternatives to crucial environmental and social problems.  Efforts to support environmentally sound, organic and fair trade production are at a pivotal point in their ability to reform the market at large and capture more market share and access for their network of improved practices, or to be re-absorbed by the market.
 In the process of linking producers and consumers in an arena of broadened distribution, mainstreaming and consolidation of blue (labor/social justice) and green (environmentally friendly) products, alternative trade networks all rely on the technology of product labeling.  Is the visual representation of certification enough to permit concerned consumers to make real choices that encourage large industrial polluters to use cleaner techniques, end sweatshop conditions, support organic and socially just agriculture and aquaculture, or foster sustainably harvested wood?


Some scholars speak about this phenomenon as the dawn of the age of political consumerism and argue that, “active consumer choice is a promising means of changing objectionable institutional or market practices” (Micheletti 2003: xx).  They examine responsible buying and consumption, as not only consuming less energy and fewer resources, but also as a process of individualized collective action: buycotting goods and services produced by companies with good environmental and social justice records (Micheletti 2003).  Other scholars express concern over cooptation. While most independent watchdog groups’ blue-green labels can make some difference in protecting workers, consumers, and the environment, some industries have begun to blue-greenwash, through creating their own pale blue or green labels, which firms can “earn” without doing much of real environmental or social justice substance (e.g., Timmons & Thanos 2001; Overdevest 2005; Hess 2003). Others bemoan these market-based methods period: “maybe it’s true that the best the world’s poor can hope for is better pimps for their products” (Robbins 1994:1).  These radical scholars warn that such within-market-attempts at changing the social relations of production will only be reabsorbed by the market, perhaps with small improvements, but within-market-attempts will not reform market practices.  Moreover, such lifestyle politics will only clean consumer consciences, allowing people to disengage, thinking they have done their share, and potentially inhibit meaningful political action elsewhere (e.g. Johnston 2002).  


In analyzing ecological and socially just labeling as a technology, this paper offers an important addition to these discussions about the potential and potential pitfalls of alterative trade practices: it focuses the small stickers that identify them.  Are labels a viable technology that can communicate truly improved production processes and change the social organization of exchange?  In what ways can product labeling be undermined? Can one tell the difference among industry blue-greenwash labels and real independent blue-green labels? 


 This research employs the techniques of visual sociology to begin to answer these practical and theoretical questions about labeling as a technology.  I analyze a theoretical sample of photographed blue-green labels in several product categories from six northwest food retailers.  Identifying the degree of specific empirical visual indicators, which reflect these relationships (or the lack of true alternatives), is one particularly pertinent means to explore the strengths and weaknesses of linking consumer responses and the alternative trade that relies upon them.  This research also seeks to describe the concrete state of affairs of blue-green labeling in the US and contributes to a first attempt at the macro study of ecologically and socially just labeling, in a way that many of the informative isolated case studies referenced here have not yet been able to.

This paper is organized as follows.  Below, I contextualize this research in an understanding of labeling as a technology and the problem of commodity fetishism. Conceptualizing technology as a complex of artifacts, acts and social organization focuses our understanding of political consumerism and modified markets.   This analytical lens makes explicit the variety of needed components to obtain public support for products with visibly positive social and environmental relationships.  Next, I briefly review the history of alternative trade networks’ use of labeling technology as a means to broaden distribution and reform the market.  Here, I also examine industry’s emulation of product labeling as a means to compromise and reabsorb this alternative back into the market, especially in the United States.  In the heart of the paper, I explore the central questions of seeing shades of labeling technology using the methods of visual sociology.  Here I discuss my research questions, study design and data collection, and I present visual examples, analysis and results.  I conclude with suggestions on how to improve labeling technology and questions for future research.

Labels: A technology for de-fetishizing commodities?

Labeling is the relied upon technology to communicate and make visible the social knowledge of relationships among people, natural places and production practices at the point of purchase (Hudson & Hudson 2003).  These small stickers and seals are the first visual cues to communicate that this is not a fetishized commodity that magically arrives on store shelves. Rather, labels impress upon consumers the improved social and environmental relationships behind the product, keeping in-sight and in-mind the social and environmental relationships they are really purchasing.  Product labeling provides an important example of innovative uses of technology that can foster human cooperation and social change through potentially improved democratic control of the market and its consequences. That is, if technology can humanize society, (Bookchin 2005) it is through the qualitative technological promise of decentralized collective action.

Unpacking labeling as a technology can provide valuable insight on its ability to affect change, while also making actors more aware of potential roadblocks.  Following Pacey (1999); Bijker (1993); Latour (1995; 2004); and Hughes (1989)
, I define technology as a complex of artifacts, acts and social organization.  Just looking carefully at the label artifact itself, does not allow a researcher access to the inner workings of real technologies and their histories of embedded social and environmental relationships; it does not incorporate the people doing things required to make labels meaningful and effective, nor does it emphasize the constraints of the market or the social networks needed to maintain the integrity of labeling claims. The artifacts (labels), acts (actual improved practices to incorporate social and environmental externalities) and social organization (formalized social networks and their networks’ recipes for maintaining the integrity of label claims within market logics) are required components for the labeling technology to work effectively.  This broad definition of technology provides an important lens, which simplifies, yet powerful informs this investigation of blue-green labeling.

Artifacts 

Artifacts are the physical objects. In this case artifacts are the visual symbols and printed information of product labeling, set in the context of supporting information (side panels, in-store informative materials, websites). There are five general labeling types: environmental (non-toxic, bird friendly and energy efficient); fair trade; organic foods; forestry; marine life.  This paper examines the first three: environment; fair trade; organic foods (See Figure 1). The label artifact plays an important role at the end of long commodity chains: it communicating reliable information revealing the social, economic and ecological relationships of production at the point of purchase.  

Acts

Acts are the implementation of what people know.  Acts by a variety of actors shape, facilitate, and enact outcomes of labeling.  These acts include conscientious consumer purchases; transparent, independent and accountable certification; label denigration; and improved environmental and social practices on the ground. I briefly highlight some important acts here, starting at the point of purchase.



The Purchase

Conscientious consumer purchasing may be ultimate important act in successful labeling technology. While we all are equipped with common-sense communicative abilities which we rely on to navigate through everyday life and produce and recognize intelligent courses of action (Garfinkel 1967), some consumers are savvier than others (Heritage 1989:21).  Production processes are never directly detectable, but are knowledge obtained through a trusted network of observers.   Even very conscientious consumers usually do not have a lot of time to read in-store packaging, let alone do out-of-store Internet research as to the social and environmental relationships embedded in a product purchase.  Much like a newspaper, most consumers rarely examine all the product information, but instead scan the product in a random fashion, taking in an overall impression, before perhaps skimming one section that caught their interest or glancing at the ingredients list for a food allergy.  Most consumers go with what looks familiar enough or good enough.  Labels are crucial in this process.  Labels convey just enough information to locate recognizable products quickly and make a practical purchase decision.  Moreover, this is a decision consumers can recover from, as one can purchase a different variety of the everyday item the next time.


This paper does not “test” consumers, but focuses on the non-human side of the labeling relationship: labels (Latour 1995). Of course an understanding of how intended cultural production does not always parallel cultural reception (Grizwald 1987a; 1987b), or that consumers may interpret labels differently, is also of great importance to understanding the ability of consumers to “see shades”.  While future research will focus on described and observed consumer behavior (people picking things up, they way they examine them, compare them and carry them) and reported consumer interpretations of labels guiding conscious consumption, these will not be dealt with here. This paper prioritizes the visual to examine the representational conventions of product labeling, in order to empirically capture the very basic ways in which point-of-purchase communication takes place to answer the question:  How do labels have the basic ability to visually communicate the difference among industry blue-greenwash labels and those signifying real alternatives?


Certification

Certification is the recipe for independently signifying that a set of established standards of alternative social and environmental practices have indeed occurred during the production process.  Effective certification fosters trust and is most successful if it is transparent, independent (conducted by a third-party) and accountable (systematic and representative of actual practices).   


Organic Labeling most often represents green certification (of good environmental practices).  USDA Organic labeling has been a US government label and standardized since 2002 (See Figure 1). A product must have 95% organic content to be able to use the USDA Organic label.  If there is 80%-94% organic content, a product can use the word organic, but not the USDA seal.  If there is 70%-80% organic, only the word “natural” may be used.  Organic labeling is often used a proxy for GMO-free, Pesticide Free, Free Range, etc.
 

Other forms of green labeling, or eco-certification (of good environmental practices), include bird-friendly and shade grown coffee, endangered species chocolate (not process oriented, but donates 10% to their protection and provides education). These practices to minimize environmental degradation include certifications by the Rainforest Alliance, “Bird Friendly” the Smithsonian Migratory Bird Center,  ‘Café Audubon” of the National Audubon Society, and  ‘Song Bird Coffee of the American Birding Association, or “Commitment to Origins of Starbucks”.  Shade grown coffee can provide onsite environmental benefits in terms of biodiversity conservation and eco-certified bananas can minimize ecological risks.  For example shade coffee plots are the only ‘forested’ areas in many areas of Mexico (CEC 1999), yet shade grown or bird friendly labels do not require organic practices or social justice.  Eco-certified bananas, distinguish producers who have improved technology, practices and organizational routines that foster land reforestation/conservation and water quality, and minimize agrochemicals and waste (Melo & Wolf 2005).   A growing number of both NGO watchdog labels and industry labels, which may be less stringent or emphasize one particular component of socially/environmentally sound practices, compete with one another and can undermine the success and standards of more comprehensive programs.   
Blue certification (of good labor practices) is highlighted here with Transfair USA’s standards.  Transfair is the US’s only third-party certification organization of Fair Trade products and sets the standard for social auditing of the global supply chain for products sold in the US.
   The following eight production process attributes comprise Transfair’s certification criteria:  One, Transfair insists on direct purchase to remove the middle traders and make sure producers receive this income.  Two, the price is ensured to cover the cost of production, plus a social premium to improve the conditions, which is to be invested in economic, environmental or social development of the cooperatives choosing (i.e. schools, roads, etc.). Three, Transfair demands advance payment to smaller producer organizations to prevent debt.  Four, Transfair requires contracts that allow long-term production planning and sustainable production practices.  Five, Transfair requires audits of the entire trade chain, from the site-visits to producer organizations in the South to the distributors and retailers in the North.  Six, plantation and factory workers have to be able to participate in union activities, have decent wages, housing, health and safety standards; small scale farmers are required to have a democratic organizational structure, include women and encourage employee collective action.
 Seven, there is a guarantee of no forced or child labor.  Eight, Transfair requires that programs to improve environmental sustainability are in place.  When these eight criteria are met, Transfair certifies these products as outcomes of “a trading partnership, based on dialogue, transparency and respect that seeks better trading conditions for and securing the rights of, marginalized producers and workers, especially in the south (EFTA 2001). This small rectangular sticker (See Figure 1) is the consumers' guarantee that companies have complied with this strict economic, social, and environmental criterion, thereby creating a more equitable system for producers.  


In sum, blue-green labels signify that the product is certified to embody improved social and environmental relationships. Seeing shades of blue-green labeling requires an understating of which certifications communicate real improvements in social and environmental relationships.  


Label Denigration

Product labeling is a fragile technology.  The genuinely reliable flow of information necessary for the support of true alternatives is difficult to maintain.  The “Made in USA” label’s relationship with exploitive sewing in Saipan is a perfect example of this fragility (Lessin 2001).  Acts to misuse labels harm the efficacy of the whole model for everyone involved: producers, consumers, and retailers who are in compliance.  Consumers have to be able to count on a label’s integrity in order to make purchases that support actual alternatives and not to support other actors posing-as-such.  This includes a potential chain of individual or company denigration acts from producers, industry certification alternatives, and distributors to retailers.  


Small-scale producers may also damage a label’s legitimacy. Fair trade offers many new opportunities for community farmers, but it may not offer enough opportunities. Many Fair Trade farmers may have their farms divided between fair trade and conventional practices, which creates potential for individual acts of misrepresentation: 

“Maybe your Fair Trade quota is 40 boxes but you only have 20 boxes available from the Fair trade part of your farm.  You see how tempting it would be to divert fruit form the other part of your farm and label it as Fair Trade?” -President of the Mabouya Valley Fair Trade Group, Santa Lucia, quoted in (Moberg 2005: 11). 

Some large scale organic distributors have also been tempted to take advantage to the higher selling price and label and sell conventionally produced products as organic, as a Dole Foods subsidiary was caught doing with bananas (Raynolds 2000:305).  Some industrial actors have also sought to emulate independent labeling through creating their own pale blue-green labels, which firms can “earn” without doing much of real environmental or social justice substance, making Fair Trade labels less meaningful.    Confusing terminology, ambiguous labels, similar logos, and broadly stated claims like "fairly traded", “good neighbor”, “helping family farmers” often make it difficult to figure out which products are based on real changes to social and environmental relationships.
  Lastly, retailers attempting to enhance their global citizen image may be deceptive in their placement of labels, promotional literature, or display banners, which may make it look like all the products in the store or on a particular table are Fair Trade, when much of the space contains products that are not currently certified (TransFair 2005).   
 
Social Organization
Social organization consists of the formalized networks and institutions that facilitate economic, social and political action. These include the market, the independent watchdog organizations that maintain label integrity for consumers and government supported USDA organic certification. 


The Market

The market (institution) is a routinely reproduced rule system based on a collection of laws, customs and social practices that address money and property rights and facilitate the exchange of goods. The market simultaneously empowers and controls, as market activities and common responses produce expectations and legitimacy and help to sustain the unequal distribution of rewards (Powell & DiMaggio 1991).  
The market derives it character from the distribution of resources in the every day world.  Yet, the market is also a profoundly cultural phenomenon that requires resourceful and innovative human conduct such that interactions always retain transformative possibilities (Sewell 1992).  Commodification, the conversion of use value into exchange value, is an exceptionally transposable, flexible and dynamic guiding schema, such that “a wide variety of institutional arrangements and property relations are compatible with ‘capitalism’” (Sewell 1992:25).  Be it computer software, clothing, hamburgers or environmental preservation, each can amazingly be converted into any other by means of money.
  Built on the schema of commodification and process of exploitation as a means to gain profit, capitalism has effectively shaped almost every aspect of world interaction among humans and among humans and the environment (Marx 1867; Foster 1999;Tilly 1999) and generally organized all nations into a single global economy that is dominated economically, politically and militarily by wealthy core nations (Wallerstein 1974). 

The strength of the market institution and the flexibility of cultural understandings of comodification are important considerations for attempts at market reform.  Labels facilitate the project of alternative trade, which addresses both a change in the distribution of resources and reform of this cultural understanding of exchange or what one is buying.  Inclusion of the social and environmental relations of production, (the ways that peoples interact with one another and with the ways in which people transform the environment), which are largely left off the current balance sheet one form of market reform.  


Market exchange has the remarkable ability to hide exploitative relationships between social classes, among nations and between consumers and the environment.  And, as global commodity chains magnify the physical and temporal distance between production and consumption, they also magnify the ability of the market to temporarily screen from view and externalize these everyday relationships.  This minimizes social concern for workers, who are strangers, and environmental consequences, which are largely exported to far away places (Harvey 1989; Pellow 2002; York & Rosa 2003).  In the late capitalism of the 21st century, most consumers have no idea where their products (mundane or exotic) come from (or primarily from), how they are made, …. and finding out seems much too complicated.
     

The Alternative Networks

The changing character of the state-society-market relations can provide social space (Mann 1986) and alternative mechanisms to reform trade.    There is a social movement built into alternative trade networks, which educates, supervises and certifies improved social and environmental processes. These networks are often run, not by cool bureaucrats seeing legitimacy, but by actors morally motivated, emotionally committed, and passionately focused on environmental and social justice outcomes (Keck & Sikkink 1998).  The independent certification network continually ensures "actuality" and contributes to the implementation of social and environmental improvements beyond their rhetoric-based legitimacy to provide trusted outcomes for consumers.
 

Gazing Beyond Commodity Fetishism 

Generally, consumers only see the glimmering **final product**, its price and its associated status meanings that can fulfill wants and needs.
 The embedded social and environmental relationships they are perpetuating by purchasing this product remain far from view and beyond contemplation.  Indirect exploitation without visible consequences (mystification) becomes "… the habit of everyday life" (Marx 1904:12).  With this disconnect, people making due with their own difficult circumstances often indirectly perpetuate the difficult circumstances of others.
  Yet, this reproduction changes when the consumer begins to ask, “what kind of labor processes and resource extraction processes were used to produce this and transport it here?”  Regardless of the attractive packaging, fanciful lifestyle associations and price, products become less magical as the seemingly invisible social and environmental relationships of production are brought to the foreground and qualitative concerns about the social and environmental relationships of production become in-sight and in-mind. 


Fetishism is the cultural mindset, which gives social and environmental relationships “the fantastic form of relations between things” and locates exploitation and degradation out-of-sight and out–of-mind (Marx 1976:165).  This product-pocketbook focus conceals how equating seemingly comparable exchange allows products to actually indirectly regulate the relationships among people and the environment. Commodities have power over the form and the quality of human health and social and environmental wellbeing (See Hudson & Hudson 2003 for an extended review). With products as the sole bearers of value, people participate in relationships they would not feel comfortable contributing to, if they knew what they were.  

Sociology is about new ways of seeing, utilizing structural understandings to give enhanced meaning to everyday action.  Can Marx’s request for people to qualitatively view the materiality of human and environmental relationships, be fostered through a visual aid?  Labeling technology aims to reshape how social and environmental relationships are represented and regulated in a capitalist economy.  Through fairer trade and improving the quality of these relationships, some of the alienation and loss of human practical creative activity are re-appropriated (by both the consumer and the producer), as fairer relations of exchange foster some of the intrinsic creative satisfaction of creating things and sharing them directly with known others.  Claiming that buycotting may reduce the alienation of humans under capitalism in that it potentially fosters collective action may be a stretch for some readers.  However, it is fair to say that it is certainly a step in that direction. For example, there is something more to participating in a CSA, Community Supported Agriculture, than just having fresh organic “good-for-you” produce
.  There is intrinsic creative satisfaction of knowing the growers who are sharing their products with you directly as you support their ability to creatively contribute through the toes-in-the-mud practical human activity and can enjoy others’ satisfaction with what they produced (Benson 2005).  Labeling lacks this proximity.  


This paper examines if labeling can in small ways reclaim the same creative expression of people and empower consumers to make decisions by gazing beyond commodity fetishism.
  In articulating improved production processes, the labeling technology investigated here is the key point-of-purchase indicator that reforms market exchange to also keep in-sight and in-mind a qualitative understanding of positive relations between people and the environment (rather than negative social shaming, which is too much for most people to handle).  Labels can make visible and relevant, the social and environmental relationships that underlie production and exchange at the point-of-purchase.  Can labels permit consumers to contribute to the erosion of market externalities, forcing concerns over human and environmental relationships into mainstream capitalistic systems of accounting?
Broadening Alternative Trade Requires Labeling  

Initially, 1960’s alternative trade aimed to create alternative markets for products from excluded countries’ like Nicaraguan Sandinista coffee (IFAT 2005). 1970’s efforts attempted to reform North-South markets, and improve the unfair structure of international trade (e.g., agricultural subsidies and cheap imports) through “trade, not aid”.  This began the certification of alternative social and environmental production processes, which could improve the living conditions of underprivileged and oppressed to allow these peoples to take responsibility for their own development (Eg. Oxfam, Equal Exchange).  Consolidation of these alternative trade networks in the 1980’s led to two transnational advocacy organizations: The European Fair Trade Association (EFTA) and the International Federation for Alternative Trade (IFAT).  Most of these alternative trade products were only sold in specialty world shops, until1988 when the Max Havelaar label was introduced in the Netherlands to “create a reality within the market” (Renard 2003:90).
  This first European fair-trade label was initiated by the supplier side (Mexican Coffee Cooperative), who desired to broaden product availability and increase sales. Offering products conveniently, in locations like larger food retailers where consumers would normally shop, meant utilizing the market mechanisms these organizations had originally rejected (Renard 2003). 


“To be in the market and not of it” is a difficult task (Taylor 2005:130). Environmentally and socially just labeling provides consumers a means to visualize environmental and social relationships that are part of what is purchased. Yet, labeling technology is an add-on to the commodity system.  It attempts to educate the real consequences of the system, within the system.  Certain sectors of industrial food production and distribution have a growing interest in attempts to associate their products with the fair trade/ organic niche.  New industry labels can be created (e.g. “Weight Watcher’s Choice”) and powerful distributors (e.g., Starbucks or Dean Foods) may buy out trusted brands (Portland Roasting Company or Horizon Milk) and eventually impose their own conditions on existing labels, to influence or avoid further regulation.  Creating labels with weaker criteria and expanding the variety of symbols can lead to consumer confusion and loss of trust in the entire process. There is the possibility of alternative trade’s being absorbed by the market, rather than reforming it.

By contrast, if large companies participate in fair trade without eroding the integrity and legitimacy of the label and it’s independent certifying organizations, this could lead to a reformed market.  While conscientious shopping cannot rectify wrongs of committed by corporations; it can support important alternatives that incorporate market externalities and potentially minimize environmental and social harm.  Fair trade, ecological and organic products provide the possibility of generating and contributing to alternatives.   Are labels a viable technology to distinguish actors-reforming-the-market from markets-absorbing-alternatives?

Methods TO SEEING SHADES


Visual Sociology

Good fieldwork produces new and informative descriptions. Visual Sociology works to categorize the ways in which the eye is directed as to what is to be “seen” in packaged commercial (presentation-of-self) images, and which expressions of environmentally friendly and socially just production processes are thought to be authentic.  Identifying specific empirical visual indicators, which reflect these relationships (or the lack of true alternatives), provides one particularly pertinent means to emphasize the strengths and weaknesses of labeling technology.  While this analysis does involve some understanding of the representational conventions of product labeling, it is much more about capturing some potential patterns of understanding and awareness, using social theory to help identify what might otherwise be ignored in the visual world (Becker 1974).  I use a two-step data collection process that allows for the collection of images in a manner similar to the process of data collection in fieldwork.  First, I used a continual ‘grounded theory’ style of testing tentative hypotheses with repeated observations, where initial categories were discovered, confirmed, refined or rejected as further examinations of the data were made (Glassser & Strauss 1967; Emmison & Smith 2000).  These observations were then tested systematically with a larger random sample to make generalizations. 


The Population of Labels

In both phases of research, the unit of analysis is the product packaging.  For the theoretical sample, I use a sampling frame that includes every product that claims environmentally sound, organic and fair trade production processes on the shelves of six northwestern food retailers on three separate occasions during the month of May 2005.  These six stores include two mainstream supermarkets, one discount chain, one up-scale natural foods retailer, one middle-scale natural foods retailer, and one locally owned natural foods market to provide a broad sample of the range of products and their availability to particular consumers.  Each store was given a pseudonym (Main Super A & B, Discount Super, Up-Natural Foods, Natural Foods for You, and Northwest Natural Foods). Compared to other regions of the United States, the Pacific Northwest provides a best-case scenario of product availably and consumer demand for everyday environmentally sound, organic and fair trade products.  Where possible, these stores were in socio-economically comparable communities (middle to upper-middle class)
, to hold constant between-store variations due to local demographics. This sample should accurately represent the population of labels claiming environmentally sound, organic and fair trade in the United States. 


Developing an Empirically Informed Toolkit to See Shades

Initially, my data analysis was “continuous and contemporaneous with data gathering,” to identify important visual product labeling differences (Becker 1974).   After spending considerable time in these markets during six store visits in May of 2005, examining labels, immersing myself in themes of visual difference and gaining comparative perspective on the objects of signification, I identified five theoretical categories of important label qualities.  These categories include: 1. Relative size, 2. Absence/Presence, 3. Realistic/Cartoonish Imagery in Representation of Process, 4. Mimicry/Sincerity, 5. One-in-a-Brand.

Next, I collected a quantitative sample that includes all coffee sold in these six stores during September to November of 2005.  Every type of coffee was purchased, photographed and then returned.
  This sample should accurately represent the population of coffee, from Folgers to Stumptown, sold in United States’ food retail markets regardless of claims of environmentally sound, organic and fair trade.  Pictures were taken with a common digital camera after repeated product collection visits to each of the six stores.  This resulted in a total of 446 cases of individual coffee labels (from 43 different brands) and included 153 organic, 98 fair trade and 52 ecological coffees used in the quantitative analysis below (See Table 1).
  


The quantitative analysis contributes some degree of objective description and generalizability for visual tools to see shades.  I use content analysis to highlight visual (rather than spoken or written) patterns of social communication
to foster a comparative strategy of who displays what and how.
 Each coffee product was coded according to the five categories identified through theoretical sampling.  Table 2 presents these indicators and definitions.  Four people coded the relative size and cartoonish imagery data to achieve reliability across different observers. Coders were first exposed to a slide show of all images and then provided with a coding sheet to assign a number of comparative fulfillment of each characteristic as each image was reviewed (See Table 2 and Appendix A). This comparative visual cues data and its relationship to actual ecological and social justice practices was summarized using cross-tabulations and basic logistic analyses. Of course product labels are not examined in isolation.  Labels are embedded objects, encountered in particular contexts, particular sequences and particular associations.  Archival research on key documents, publicly available records, market share data, and conversations with US based certification organizations, third-party certifiers and auditors, retailers, producers and industry actors also inform this research. 
(Table 1about here)

Results: Five Observational STrategies  

The results section identifies and examines five observational strategies to see shades.  It is organized sequentially, much like a shopper walking through a store.  Each section includes an explanation of the visual strategy, a visual example, the development of independent measures for the coffee data, and the results of quantitative incidence of the association of organic, fair trade or ecological certifications.   While the point of this paper is to see beyond the label, for lack of a better measures, I first examine the coffee data in terms of association with the dependent measures:  USDA organic certification, TransFairUSA fair trade certification, ecological certification and any 2 of these).  I then explore the nuanced differences in improving social and environmental relationships of products that share these certification labels.  Finally, a toolkit of all the indicators combined is analyzed at the end. 

(Photo 1 about here)

1. Relative Size –Bananas 

When a company is insecure about acceptance of the status of the product, one strategy is to overstate the case.  Dole’s large organic labeling of bananas is a good example of this strategy (See Photo 1).  By contrast, fair-trade cooperatives growing organic bananas are comfortable with small stickers of the size generally used on bananas (although these are larger than other fruit stickers, say apples).   The Ecuadorian cooperative and Oké organic certification is representative of this practice by fair trade growers.  Dole is also certified by an independent organization (SGS) as to its organic status, but Dole’s plantation style farming certainly does not promote the sorts of labor improvements and social premiums that the fair trade cooperatives require
, and by taking their market share Dole minimizes the chances for these sorts of eco-just improvements.   Actual company size also influences a transport advantage as with a “worldwide team of growers, packers, processors, shippers and employees” and “state-of-the-art production and transportation technologies”, DOLE is able transport organic products to market with a much more cushy ride than small-scale producers, which according to some produce buyers, “makes them taste better” (DOLE 2005b; personal interview B3). 

 (Table 2 about here)

A shopper looking for a coffee based on improved environmental and social relationships will also notice, those brands that do have the fair trade or organic certification, from larger companies, usually try to enhance or enlarge the size of the certification label.  The USDA Organic label has no size requirements.
  However, the TransFair Fair trade label does have minimum size requirements and framing with other objects or labels is allowed and this can enhance the perceived size (See Photo 2). 

In the quantitative analysis of coffee, relative label size was measured in terms of appearance from no label, to small, medium, standard (size of the provided Transfair sticker), large and extra large (See Table 2).   This indicator takes into account the most basic fact of a product actually having a label and then captures this labels variation is size.  For organic coffee, 14 coffees had no certification label, 59% (91 coffees) had the standard size label and only 14%  (21 coffees) had larger labels.  For non-organic coffees, 97% (285 coffees) had no certification labels, of those 8 coffees that did have labels were either standard size or smaller.  Put differently, the risk of accidentally purchasing a coffee with substandard social and environmental relationships decreases if the coffee has a certification label.  One could assume the labeling technology works this easily, but the point of this paper is to move beyond this simple assumption.  When comparing within the population of coffee that has labels (147 coffees instead of 466) this comparative risk of purchasing substandard social and environmental relationships increases for a coffee with a larger certification label than a coffee with a smaller one.   One potential means to see shades of labeling is to be weary of attempts (visual or otherwise) to overstate the case.  Most consumers interested in these issues oftentimes already are. 
(Photo 2 about here)

(Table 3 about here)

2. Absence vs. Presence –

The fresh bottled juice consumer can ask a simple question: “Who owns this company?”  If that information is absent, then most likely it is probably not a company they want to support.  Odwallla juice, while it is very explicit about its company’s grass roots: “three men and a juicer” (Odwalla 2005), the packaging does not mention anywhere that Odwalla bottled juice is a Coca-Cola product  (See Photo 3).  Odwalla juice has the same bottling style as most fresh juices and is noted as “a healthy choice”.  Again company size and related transport and distribution networks make a difference here. Because it is a Coca-cola product it is oftentimes part of a package of products to be included in stores, and is able to acquire prime floor space, right as you walk in the door or be the only juice choice, say for example at a university. By contrast, Columbia Gorge Juice is a local organic juice product and the name says so.  Those familiar with the Northwest will know that this juice is based in Hood River Oregon and uses local fruit only.  There is an absence of claims regarding its grassroots or the need to suggest it is a healthy choice. Columbia Gorge Juice has a similar bottling style and is noted as a “lip smacking good thirst buster” contains 59% juice and is flash pasteurized with no preservatives. 

In the quantitative analysis of coffee, absence/presence was measured in terms of origin and ownership (See Table 2).   While coffee is not grown in the US, except in Hawaii, supporting locally grown coffee is not really an option.  Yet knowing where products come from, origin, is an important part of seeing non-proximate relationships.  Claims of origin were categorized from unknown, vague (many regions in a blend), region, country, or specific farm).  Of all types of coffee analyzed, here 51% provide some indication of vague to specific origin. Mention of origins was not a significant indicator of concern over social and ecological practices for the coffee examined here for two reasons.  First, many gourmet coffees (trying to be like good wine) are very concerned with where beans are grown.  Second, many fair trade coffees are used in blends from multiple regions.  

A second general gesture of a company’s transparency of relationships could be indicated with the absence or presence of the parent company, like Odwalla juice above.     Only half  (51%) of non-organic products indicated ownership, while 70% of organic coffees did; only 48% of non-fairtrade coffees indicated ownership compared to 90% of fairtrade coffees; but more non-ecological coffees (59%) identified ownership 
 (See Table 3). For organic and fairtrade coffee, a glance at the presence of ownership is a significant indicator of actual practices, but may require out-of-store knowledge
 and/or research.  

(Photos 3 & 4 about here)
3. Realistic vs. Cartoonish Imagery- 

When wondering down the milk aisle …Horizon milk “pasture access” story. (See Photo 4). Another potential means to see shades of blue-green labeling is to take note of the extent of the images and whether they tend to be more naturalistic or cartoonish, to the extreme of invented characters. 

In the quantitative analysis of coffee, realistic or cartoonish image style of the front panel packaging was measured in terms of: realistic (photograph), to somewhat realistic, stylized, somewhat cartoonish, and cartoonish.  For the Coffee examined here, playfully oversimplified or caricatured representations, especially of topics from more distanced parts of the process (like roasting, grinding, brewing, and drinking; compared to growing, picking), were also a significant visual indicator of the lack of actual practices.  In this Pacific Northwest sample, 60% of non-organic (53% of non-fairtrade, 47% of non-ecological) coffees used a cartoonish image, while only 7% of organic (5% fairtrade, 8% of ecological) products did.  By contrast, 50% of organic coffees (60% of fairtrade, 51% ecological) used a somewhat realistic or realistic image, and only 10% of non-organic (47% of non-fair trade, 20% of non-ecological) certified coffees did (See Table 3).  If the stage of the process that was represented was taken into account using an interaction term (image style*representation of process), 55% of non-organic (47% of non-fairtrade, 44% of non-ecological) coffees used cartoonish images that demonstrate late stages of the coffee process (score 1-3), while only 2% of organic (6% fairtrade, 8% of ecological) products did.  By contrast, 46% of organic coffees (54% of fairtrade, 59% ecological) used a somewhat realistic or realistic image that demonstrate early stages of the coffee process (score 15-20), and only 10% of non-organic (7% of non-fair trade, 11% of non-ecological) certified coffees did (See Table 3).  Realistic imagery may suggest a concerted effort to share how humans and the planet were treated in the creation of the product, (especially if representative of early parts of the process), but this was not always the case.
  For coffee, the image style indicator is more informative if used in conjunction with the image subject and the other suggested visual indicators. 

3. Label Mimicry/Sincerity- 

(Opening example of cereal)

The use of other stickers, stamps or symbols with similar shapes or color schemes to designate product quality attributes, (e.g., “Authentic Artisan Product”) is one form of label mimicry (See Photo 5).   But there is also the more nuanced difference between hanging appropriate window-dressing and actually fostering consumer contributions to alternative trade.   While some coffee packaging really asks the consumer to learn more, other coffees provide contact information simply as a means to buy more.  

In the quantitative analysis of coffee, mimicry was measured in four ways: 1) extent of contact information (partial address, address, phone, web), 2) count of gateway invitation(s) to learn more
, 3) percentage of panels with educational content in place of instructions to “help you brew the perfect cup” or company status claims, and 4) inclusion of farmer’s voice.  Giving farmers voice was not as prevalent with coffee as it was in other product lines, and so there were not enough positive cases to keep this indicator in these analyses. 

Most coffee provides some sort of contact information. As this was most often represented as an easy means to purchase more, contact information alone is not a significant indicator. However, using and interaction term of contact, gateway invitation and educational panels, does increase the probability of purchasing real alternatives.   With this combination of indicators, scores ranged from 0 to 12.   As most coffees hovered on the lower end, needing at least one score in each component to be above zero, I focus on difference from zero.  For non-organic coffees, less than 1% scored above zero on the sincerity indicator, while 27% of organic coffees had contact, gateway invitation, and an educational panel.  For non-fair trade, only 4% scored above zero, while 30% of fair trade coffees expressed sincerity through contact, gateway invitations and education panels. For non-ecological coffees, 5% scored above zero (or beyond mimicry), while 42% of ecological coffees scored above zero, with 25% of ecological coffees taking sincerity seriously and scoring 9 or above (See Table 3).
 Of note, more mainstream companies can rely on consumer knowledge fostered by others for their organic and fair trade coffees.  By contrast, ecological labels, because they are so diverse and not standardized often require more explanation, and thus more panels.  One potential means to see shades of blue-green labeling, is to be attentive to these expressions of sincerity.  By contrast, lack of contact information, a gateway invitation or educational panels may also be a signifier that product is not the best choice for a consumer intent on supporting actual ecological and social improvements. 

(Photos 5, 6 and 7 about here)

5. One-in-a-Brand 
Shoppers searching for eco-just chocolate will find many brands that claim to be fair trade often carry one type of chocolate bar that is fair trade certified, and the rest of their products are not.  This can be incredibly deceptive.  For example, Endangered Species Chocolate (a good cause) uses fair trade chocolate in its smaller bars, but not in the larger ones or its Halloween candy (a potential gateway to new concerned consumers) (See Photo 6).  Given the large social justice issues in standard cocoa production, this may strike consumers attempting to do the right thing as problematic.  One-in-a-brand can be an important visual signifier of attempts to legitimize the company rather than support blue-green alternatives. For example, Starbucks has only one coffee of the 25 varieties that they offer, which qualifies for fair trade, one which qualifies as organic, and one which qualifies as shade grown (Starbucks 2005).
 Yet, Starbucks will benefit from being associated with these process improvements.  

The consumer in a retail store has easy visual access to information regarding how many available products in a brand qualify as fair trade, organic or ecological compared to mainstream production processes (See Photo 7). Some brands’ packaging strategies (e.g. Millstone, Seattle’s Best) have made this visual test easier, by changing the packaging (to green); others have not (eg. Starbucks; Peet’s; Tullys).  By contrast, some companies offer exclusively organic and fair-trade coffee products (e.g. Equitas, Café Mom, Equal Exchange).  Taking note of the extent of a brand’s commitment to fair trade, organic and ecological production through the percentage of products in that brand with improved embedded relationships, is one of the strongest potential means to see shades of blue-green labeling.   

In the quantitative analysis, this simple one-in-a-brand indicator was measured in terms of the number of organic, fair trade, ecological or any two of these attributes in a brand, divided by the total number of available (on-the shelf) coffees in a brand (See Table 2).
 One-in-a-brand is a significant indicator of actual practices for the coffee examined here. In this Pacific Northwest sample, 36% of coffees are in brands with no organic products; while 49% of organic coffees are in brands with exclusively organic coffees (See Table 3).  And 56% of coffees are in brands with no fair-trade products, while 67% of fair trade coffees are in brands with exclusively fair trade products.  And 75% of coffees are in brands that do not have any ecological certified coffees, while 50% of ecological coffees are in brands with exclusively ecological coffees.  This leaves a large middle range of coffees with one or two in a brand, which are best identified through a visual comparison with on-the-shelf others. Identifying a more comprehensive brand commitment to improved social and environmental relationships is another potential means to see shades of blue-green labeling.

A toolkit for seeing shades?

(I am contemplating working up to a logistic analysis with this data, but at this preliminary stage the cross tabs provide about the same amount of information).   Table 4 would present the coefficients for four logistic models that estimate the utility of relative size, absence/presence, cartoonish imagery, mimicry/sincerity and one-in-a-brand indicators for identifying each of the four categories of alternative coffees (dependent variables:  USDA organic certification, TransFairUSA fair trade certification, ecological certification and any 2 of these).   

(Table 4 about here)

These findings can be cautiously generalized.  Although coffee was the only product type quantitatively analyzed, these same visual cues are useful throughout most other product lines.  Unfortunately companies are savvy actors and these strategies change overtime.  Many scholars warned that as soon as I published these results, practices would change to make these strategies less valuable.  Although improving gateway invitations, educational panels, giving farmers voice and increasing the number of combined blue-green products in a brand line would not necessarily be a step backward.   Even if this case, this examination has nudged conscientious consumers to attempt to see differently and consciously choose which images to attend to and compare – as means to take note of embedded social and environmental relationships in the products they purchase. 

Discussion: Bolstering labeling technology 

(Section under construction)

Can Marx’s request for people to qualitatively view the materiality of human and environmental relationships, be fostered through a visual aid? Maybe. This paper contributes a first step to systematically examining the labeling technology comparatively across brands from the consumer’s-eye-view.  At the broadest level, this analysis finds that labeling alone is not enough to permit concerned consumers to make real choices.  At the same time, preliminary results also indicate that these alternative trade projects have yet to be absorbed.  There are several coffees (about 20) that do well on all five indicators; so savvy consumers still have a real choice. Two main questions emerge from this preliminary analysis.

Windows or window dressing

First, why are gateway attributes an underutilized strategy?   With the sincerity indicator, the number of coffees that had at least one means of contact, one invitation to learn more and at least one educational panel, never reached above 26% for organic, 30% for fair trade, or 42% for ecological certification.  This suggests 60%+ of available labeled coffees are providing window dressing (an over-reliance on a small sticker) rather than a window.   In light of these findings, network actors would be advised to gracefully enhance these attributes.  This would have two potential outcomes.  If gateway attributes were only enhanced by sincere social movement actors, it would both make it more difficult for a company’s improved social or environmental standards to be absorbed by larger market others and it would make it more difficult for consumers with a predilection to “only clean their consciences” to disengage.  Or, if such reform actions, broadly pushed the market to expand gateway content, doing so would enhance the density of gentle reminders that allow consumers to keep in-sight and in-mind the positives they contribute to.
   


Easy Eco

Second, are ecological labels or organic labels easing the influx of industry into “alternative markets”?  These preliminary analyses suggest that companies are willing to enter into the organic alternative market with a marginal brand commitment (under 5% or under 30% of their brand line).  For, ecological products companies are willing to enter into the much smaller ecological alternative market with a marginal commitment (under 5% or under 30% of their brand line.  Ecological products were also the least likely to provide ownership information, only 46%). From Dole organic bananas and Chiquita and Yuban’s recent negotiations with the Rainforest Alliance (RA 2006), it is clear that eco-labels are the easiest for industrialized systems to adhere to, leaving social justice issues behind. (Fair trade has no mid-range brand commitment).

Another goal of this study was to make actors more aware of potential roadblocks. The remedies for industrial labeling ambiguities are not just in the technological or legal fix
, but a change in actors and social organization, which complement technical changes. The labeling technology allows one to locate recognizable products quickly, but do not convey enough information alone to and make a practical purchase decision based on improved relationships among people, natural places and production practices.  As large retailers like Wal*mart begin to “go green” (Grist 2005) and larger brands, usually with better real-estate, up the presence of  their coffees, label integrity and the ability to distinguish among improvements and green-blue wash becomes all the more important.  Given the current array of labels, the active consumer aware of the relative size indicator, may find large labels a good reason to investigate further and make a real choice. Most simply, more comprehensive attempts at both social and environmental improvements represent a better choice.   

Potential third question: Are labels an innovative use of technology to humanize society, (Bookchin 2005) through the qualitative technological promise of decentralized collective action that can foster human cooperation and social change through potentially improved democratic control of the market and its consequences?

CONCLUSION

Alternative trade certification labels can provide a window of new possibilities and insights, (and potentially extend one’s sociological imagination), keeping in-sight and in-mind how personal choices relate to public troubles… or public improvements.  The purpose of this exploration of seeing shades is to invite dialogue, debate and actions to improve to the technology of product labeling to communicate actual alternatives. The general analytical categories to guide consumer action identified here (relative size, absence-presence, realistic vs. cartoonist imagery in representation of process, mimicry/sincerity, one-in-a-brand) are a first step in addressing critical questions about the potential of labeling to expand environmentally sound, organic and fair trade market share without compromising standards. This visual sociology analysis also confirmed how fragile a technology labeling really is and how blurred actors-reforming-the-market and actors-absorbing-alternatives are becoming.   In proposing potential ways to bolster labeling technology, the social and environmental relationships embedded in products purchased and used may in fact become more visible. (Transgressing these boundaries and) strengthening people’s ability to see their substantive contributions to distanced social and environmental relationships is an important avenue for future research. 
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Table 1:  Incidence of Coffee (Organic, Fairtrade, Ecological) by Store Type

	
	Discount
	Main Super A
	Main Super B
	Natural Foods
	Northwest Natural
	UP-Natural
	Total

	Organic
	
	
	
	
	
	
	

	No
	49
	61
	70
	16
	44
	53
	293

	Yes
	   5
	32
	15
	38
	32
	31
	153

	
	
	
	
	
	
	
	

	Fair Trade
	
	
	
	
	
	
	

	No
	49
	77
	83
	17
	52
	70
	348

	Yes
	   5
	16
	  2
	37
	24
	14
	98

	
	
	
	
	
	
	
	

	Ecological
	
	
	
	
	
	
	

	No
	54
	77
	75
	44
	65
	79
	394

	Yes
	   0
	  16
	10
	10
	11
	  5
	52

	
	
	
	
	
	
	
	

	Store Total
	54
	93
	85
	54
	76
	84
	446


 (Note: Due to the size of the files, I have included a few photographs in a separate file.  If you wish to preview more photographic evidence you can view them on my website: http://homepage.mac.com/acliath/FileSharing1.html password: seeshade or contact me, and I will make them available to you in some other form)

Table 2:  Toolkit to See Shades: Indicators, Definitions, and Summary Statistics for Coffee Data

	Indicator
	Definition
	Min
	Max
	Mean
	SD

	 
	
	
	
	
	

	  Label Relative Size
	0 = no label

1 = extra large

2 = large

3 = standard

4 = medium small

5 = small 
	0
	5
	1.034
	1.531

	Absence/Presence
	Origin & Ownership 
	
	
	
	

	Coffee Origin
	0 = unknown, e.g., does not say...

1 = vague e.g., a blend of regions

2 = region e.g., Latin America

3 = country e.g., Nicaragua

4 = specific farm e.g., Finca Del Jaguar, Nicaragua
	0
	4
	.989
	1.313

	
	
	
	
	
	

	Company Ownership


	0 absent from product packaging

1 present on product packaging


	0
	1
	.581
	.494

	Cartoonish Imagery
	 Style & Representation of Process
	
	
	
	

	        Style
	0 = no image

1 = cartoonish 

2 = somewhat cartoonish

3 = stylized

4 = somewhat realistic 

5 = realistic (photograph)
	0
	5
	2.148
	1.441

	Representation of Process
	0 = no image

1 = unrelated to process

2 = grind, brew, cup or drink

3 = roast & beans

4 = picked/transported 

5 = grown
	0
	5
	2.061
	1.498

	Mimicry/Sincerity 
	Contact, Gateway, Education, Voice
	0
	12
	.414
	1.578

	Contact
	0 = none

.5 = partial address

1 = e.g., address only

2 = e.g., web/phone

3 =  e.g., address/phone/web
	0
	3
	2.297
	.832

	
	
	
	
	
	

	Gateway Invitation
	Count of gateway invitations*  
	0
	4
	.430
	1.07



	
	
	
	
	
	

	Educational Panels (%)
	Number of educational panels divided by the total number of informational panels on a product.


	0
	2
	.190
	.434

	Voice
	0 = none

1 = quoted farmers directly


	0
	1
	.026
	.162

	
	
	
	
	
	

	One-in-a-brand (%)
	 Number of certified products in a brand divided by the total number of (on-shelf available) products in a brand. a
Organic
Fair trade 

Ecological  
	0

0

0

0
	3

1

1

1
	.655

.336

.231

.087   
	.893

.393

.387

.243

	
	
	
	
	
	


* “To learn more about TransFair USA and Fair Trade please visit www.fairtradecertified.org ”

a Just like affirmative action, if the one coffee has two attributes, e.g., organic and fair trade, its counts twice for the brand’s score.  This provides a score of 0 to 3 for the combined analysis. 

Table 3:  Statistical Incidence Presented in Cross Tabulations for Certified Organic, Fair Trade, and Ecological Coffee  

Relative Label Size
	
	Not Organic
	Organic
	Not 

Fair Trade
	Fair Trade
	Not Eco-logical
	Ecological
	Less Than 2  
	Any 2

 Cert.
	Total

	No label
	285
	14
	293
	6
	297
	2
	293
	6
	299

	Extra large 
	0
	0
	0
	0
	0
	0
	0
	0
	0

	Large
	0
	21
	3
	18
	18
	3
	0
	21
	21

	Standard
	1
	91
	31
	61
	62
	30
	16
	76
	92

	Medium Small
	7
	20
	14
	13
	15
	12
	14
	13
	27

	 Small
	0
	7
	7
	0
	2
	5
	2
	5
	7

	
	
	
	
	
	
	
	
	
	

	N
	293
	153
	348
	98
	394
	52
	325
	121
	446

	Pearson chi2 
	
	359.39***
	
	237.50***
	
	126.86***
	
	308.08***
	

	Fisher’s exact
	
	 0.000
	
	0.000
	
	0.000
	
	0.000
	

	
	
	
	
	
	
	
	
	
	


Note:  Entries are frequencies.

* p < .05,  ** p < .01,  *** p < .001 (two-tailed) A Pearson chi-square test is used to demonstrate a relationship between these  categorical variables and the Fisher's exact test is also used when cells have a frequency of five or less.   

Absence/Presence

Origin

	 
	Not Organic
	Organic
	Not 

Fair Trade
	Fair Trade
	Not Eco-logical
	Ecological
	Less Than 2  
	Any 2

 Cert.
	Total

	Unknown 
	185
	75
	215
	45
	234
	26
	200
	60
	260

	Vague  
	28
	19
	34
	13
	43
	4
	32
	15
	47

	Region   
	32
	1
	31
	2
	33
	0
	32
	1
	33

	Country  
	48
	48
	68
	28
	84
	12
	61
	35
	96

	Specific farm 
	0
	10
	0
	10
	0
	10
	0
	10
	10

	
	
	
	
	
	
	
	
	
	

	N
	293
	153
	348
	98
	394
	52
	325
	121
	446

	Pearson chi2 
	
	48.18***
	
	47.37***
	
	81.37***
	
	 43.48***
	

	Fisher’s exact
	
	 0.000
	
	0.000
	
	0.000
	
	0.000
	

	
	
	
	
	
	
	
	
	
	


Note:  Entries are frequencies.

* p < .05,  ** p < .01,  *** p < .001 (two-tailed) A Pearson chi-square test is used to demonstrate a relationship between these  categorical variables and the Fisher's exact test is also used when cells have a frequency of five or less.   

 Ownership

	 
	Not Organic
	Organic
	Not 

Fair Trade
	Fair Trade
	Not Eco-logical
	Ecological
	Less Than 2  
	Any 2

 Cert.
	Total

	Absent Ownership


	142
	45
	178
	9
	159
	28
	154
	33
	187

	Present Ownership
	151
	108
	170
	89
	235
	24
	171
	88
	259

	
	
	
	
	
	
	
	
	
	

	N
	293
	153
	348
	98
	394
	52
	325
	121
	446

	Pearson chi2 
	
	14.98***
	
	53.31***
	
	 3.43
	
	14.65***
	

	
	
	
	
	
	
	
	
	
	


Note:  Entries are frequencies.

* p < .05,  ** p < .01,  *** p < .001 (two-tailed) A Pearson chi-square test is used to demonstrate a relationship between these  categorical variables and the Fisher's exact test is also used when cells have a frequency of five or less.   

Cartoonish Imagery

Image Style 

	 
	Not Organic
	Organic
	Not 

Fair Trade
	Fair Trade
	Not Eco-logical
	Ecological
	Less Than 2  
	Any 2

 Cert.
	Total

	No image
	17
	6
	18
	5
	22
	1
	18
	5
	23

	Cartoonish 
	 181
	11
	187
	5
	188
	4
	184
	8
	192

	Somewhat cartoonish
	31
	36
	44
	23
	51
	16
	34
	33
	67

	Stylized
	34
	23
	52
	5
	53
	4
	50
	7
	57

	Somewhat realistic
	20
	54
	30
	44
	58
	16
	25
	49
	74

	Realistic (photograph)
	10
	23
	17
	16
	22
	11
	14
	19
	33

	
	
	
	
	
	
	
	
	
	

	N
	293
	153
	348
	98
	394
	52
	325
	121
	446

	Pearson chi2 
	
	149.84***
	
	127.95***
	
	51.34***
	
	147.15***
	

	Fisher’s exact
	
	 
	
	0.000
	
	0.000
	
	0.000
	

	
	
	
	
	
	
	
	
	
	


Note:  Entries are frequencies.

* p < .05,  ** p < .01,  *** p < .001 (two-tailed) A Pearson chi-square test is used to demonstrate a relationship between these  categorical variables and the Fisher's exact test is also used when cells have a frequency of five or less.   

  Image Based Representation of Process

	 
	Not Organic
	Organic
	Not 

Fair Trade
	Fair Trade
	Not Eco-logical
	Ecological
	Less Than 2  
	Any 2

 Cert.
	Total

	No image
	17
	6
	18
	5
	22
	1
	18
	5
	23

	Unrelated to coffee 
	75
	6
	75
	6
	81
	0
	76
	5
	81

	Grind, brew, cup, drink
	141
	22
	162
	1
	159
	4
	158
	5
	163

	Roast & beans
	16
	21
	17
	20
	29
	8
	17
	20
	37

	Picked/transported
	1
	64
	12
	53
	39
	26
	2
	63
	65

	 Grown
	43
	34
	64
	13
	64
	13
	54
	23
	77

	
	
	
	
	
	
	
	
	
	

	N
	293
	153
	348
	98
	394
	52
	325
	121
	446

	Pearson chi2 
	
	188.31***
	
	211.29***
	
	81.59***
	
	240.89***
	

	Fisher’s exact
	
	0.000
	
	0.000
	
	0.000
	
	0.000
	

	
	
	
	
	
	
	
	
	
	


Note:  Entries are frequencies.

* p < .05,  ** p < .01,  *** p < .001 (two-tailed) A Pearson chi-square test is used to demonstrate a relationship between these  categorical variables and the Fisher's exact test is also used when cells have a frequency of five or less.   

Mimicry/Sincerity

      (Contact*Gateway*Education)
	 
	Not Organic
	Organic
	Not 

Fair Trade
	Fair Trade
	Not Eco-logical
	Ecological
	Less Than 2  
	Any 2

 Cert.
	Total

	Mimicry


	292
	112
	336
	68
	374
	30
	318
	86
	404

	Sincerity
	1
	41
	12
	30
	20
	22
	7
	35
	42

	
	
	
	
	
	
	
	
	
	

	N
	293
	153
	348
	98
	394
	52
	325
	121
	446

	Pearson chi2 
	
	82.47***
	
	66.15***
	
	103.60***
	
	84.72***
	

	Fisher’s exact
	
	0.000
	
	 
	
	 
	
	 
	

	
	
	
	
	
	
	
	
	
	


Note:  Entries are frequencies.

* p < .05,  ** p < .01,  *** p < .001 (two-tailed) A Pearson chi-square test is used to demonstrate a relationship between these  categorical variables and the Fisher's exact test is also used when cells have a frequency of five or less.  
One-in-a-brand
Percentage of (on-shelf available) Organic Certified Coffees in a Brand 

	 
	Not Organic
	Organic
	Total

	None
	108
	0
	108

	Under 5%
	135
	12
	147

	 5% to 14%
	0
	0
	0

	15% to 24%
	9
	2
	11

	 25% to 49%
	33
	21
	54

	50% to 74%
	0
	0
	0

	 75% to 99%
	8
	43
	51

	All
	0
	75
	75

	
	
	
	

	N
	293
	153
	446

	Pearson chi2 
	
	302.96***
	

	Fisher’s exact
	
	0.000
	

	
	
	
	


Note:  Entries are frequencies.

* p < .05,  ** p < .01,  *** p < .001 (two-tailed) A Pearson chi-square test is used to demonstrate a relationship between these  categorical variables and the Fisher's exact test is also used when cells have a frequency of five or less.   

Percentage of (on-shelf available) Fair Trade Certified Coffees in a Brand 

	 
	Not 

Fair Trade
	Fair Trade
	Total

	None
	108
	0
	198

	Under 5%
	136
	6
	142

	 5% to 14%
	0
	0
	0

	15% to 24%
	0
	0
	0

	 25% to 49%
	0
	0
	0

	50% to 74%
	5
	11
	16

	 75% to 99%
	9
	15
	24

	All
	0
	66
	66

	
	
	
	

	N
	348
	98
	446

	Pearson chi2 
	
	359.64***
	

	Fisher’s exact
	
	0.000
	

	
	
	
	


Note:  Entries are frequencies.

p < .05,  ** p < .01,  *** p < .001 (two-tailed) A Pearson chi-square test is used to demonstrate a relationship between these  categorical variables and the Fisher's exact test is also used when cells have a frequency of five or less.   

Percentage of (on-shelf available) Ecological Certified Coffees in a Brand 

	 
	Not Eco-logical
	Ecological
	Total

	None
	294
	0
	294

	Under 5%
	81
	4
	85

	 5% to 14%
	0
	0
	0

	15% to 24%
	16
	5
	21

	 25% to 49%
	0
	0
	0

	50% to 74%
	0
	5
	5

	 75% to 99%
	3
	12
	15

	All
	0
	26
	26

	
	
	
	

	N
	394
	52
	446

	Pearson chi2 
	
	348.71***
	

	Fisher’s exact
	
	0.000
	

	
	
	
	


Note:  Entries are frequencies.

p < .05,  ** p < .01,  *** p < .001 (two-tailed) A Pearson chi-square test is used to demonstrate a relationship between these  categorical variables and the Fisher's exact test is also used when cells have a frequency of five or less.   






� For example, one can buy Horizon Organic® milk in Wal*Mart, but it is a product line of Dean Foods, the largest processor and distributor of milk and other dairy products in the United States (Dean 2005).  In addition, fair trade coffee is available in most large food retailers, eg. Safeway, by most branded coffees, (e.g. Millstone, Starbucks, Safeway) and most coffees houses. These companies are able to utilize their distribution networks and transport technologies to broaden distribution, while also utilizing economies of size to weather a loss.  According to Leonard Teitelbaum, first vice president at Merrill Lynch, Dean Foods’ earnings declined 15.3 percent in the second quarter to 47 cents a share, yet sales rose 26.3 percent and the acquisition of Horizon accounted for a good chunk of that sales increase (Everitt 2004).


� Pacey (1999) technological complex; Bijker (1993) socio-technical ensembles, Latour (1995) actor-network theory, and Hughes (1989) technological system


�On October 27 Congress attached a rider to the 2006 Agricultural Appropriations Bill and voted to weaken USDA organic standards. As passed, the amendment sponsored by the Organic Trade Association allows: Numerous synthetic food additives and processing aids, including over 500 food contact substances, to be used in organic foods without public review. Young dairy cows to continue to be treated with antibiotics and fed genetically engineered feed prior to being converted to organic production. Loopholes under which non-organic ingredients could be substituted for organic ingredients without any notification of the public based on "emergency decrees." (OCA 2005).  


� Other blue or social process oriented labels are found in terms origin and “sweatshop free” and are better discussed in terms of products like clothing and electronics manufacture and recycling. 


� For example, under Fair Trade, the monitoring of farmers’ compliance with the criteria (explored above) is performed by various organizations for different products though the International Producers’ Registry. This process is both paper based questionnaire and history including the role of women, organizational structure and background, decision-making processes, involvement with social development projects, farm sizes, pesticide and chemical fertilizer use.  The Registry also visits cooperatives to ensure compliance.





� "We cannot prevent people from using the term 'fair trade,' (Rudiger Meyer, Fairtrade Labeling Organizations International Federation quoted in Stecklow & White 2004:10). Transfair has only US trademark protection in the US and Transfair has to do their own policing of inappropriate labeling, and often rely on loyal consumers to report label misuse (TransFair 2005).


� This also leads to the tendency to develop things most suited to functioning as commodities, with an emphasis on things that have qualities that facilitate buying and selling to answer human want and need (Manno 2002:70). This leads to a focus on marketable end products rather than strengthening social systems.


� Generally speaking, the food we eat today travels an average of thirteen hundred miles from where it is produced, changing hands at least six times along the way (Nabhan 2005). Ten liters of orange juice needs a liter of diesel fuel for processing and transport, and 220 liters of water for irrigation and washing the fruit. The water may be a renewable resource, but diesel does not reflect the cost of providing the roads on which the vehicles travel, nor the cost of the environmental damage that burning fossil fuel creates, nor are these costs added to the price of food.  Instead costs are paid for in other ways at other times, in other places, where consumers may be unaffected by environmental consequences of their consumption decisions.


� Some scholars refer to these networks as “information regimes” or information institutions (Overdevest 2005), or quality defenders are one way to overcome information reliability problems.


� Most consumers are only other laborers.  They too are denied worker satisfaction, and hence often seek satisfaction elsewhere through products, which seemingly have magical or mystical powers (such as certain brands of clothing, perfumes or colognes, and foods).


� While alienation, the estrangement of human creative power, is a product of the structure of capitalist society, and not to the personal experience of the worker, the personal choices within constraint of these workers work to reproduce or change capitalism.


� “Good-for-you” is the industry category for organic produce and fair trade (Progressive Grocer 2005).


� The intent of this research is not to encourage more consumption, but analyze and potentially strengthen links to supporting real alternatives.  By focusing on everyday items like coffee, bananas, milk and juice, this paper brackets aside more displayable fetishized items, which could convey associated status meanings based on fairer trade principles.  Even when environmental processes of production and durability are made very clear, (like with Patagonia clothing), still the wearer, with Patagonia’s name on their chest is donned the status of an outdoor enthusiast, or the driver of a new hybrid car, gains the status of a citizen concerned about the warming atmosphere. These other types of identity-marker products perhaps make conscientious consumers that do not have these products feel that what they already have is not satisfactory. Yet, with everyday items the issue of “spoiling yourself” remains.  Shopping therapy, where “I worked hard, I deserve this”, such purchases fair-trade coffee and fair-trade chocolate may incorporate this rationale, where eco-socially just luxuries become needs.  With a concrete understanding of blue-green labeling, after one has first reduced, reused and (responsibly) recycled, then decisions about what still has to be purchased can be pondered in terms of the social and environmental relationships required to produce (and dispose of) these products.   Labeling is a technology that could facilitate market change, but requires a collection of simultaneously implemented political and economic strategies to reduce consumption. Labeling with integrity (the focus of this paper) being just one of the many.





� Country-of-origin, union-made labels are earlier examples of attempts to bring production process into view at the point of purchase.  Even earlier, British abolitionists argued that consuming sugar produced by slaves was equivalent to murder (Jaffee et. Al 2002:170).


� For example, I compared the price of 1/2 gallon of organic milk ($1.99 to $3.39).  The communities with up-scale natural foods markets are at the high end of this comparison and the gallon of organic milk is actually most expensive there.


� Even with human subjects protections, extensive attempts to acquire permission to photograph labels in stores more or less failed.  This in-store activity required corporate approval and still, after months of communication, remains “in progress”. 


� While adding more stores would have increased the sample size, it was clear that saturation was reached with these six stores in terms of varieties of coffee. 


� A second paper analyzes the written artifacts of social communication to systematically identify representation of process-based relationships, based on the content and style of textual claims to examine: to what extent attempts to articulate the positive social and environmental relationships purchased have spread to all products?


� Of course content analysis has some weaknesses. Data are open to misinterpretation due to cultural differences/perceptions of the researchers, the researcher may miss the larger picture, and the quality of findings is highly dependent on the quality of the research question and sample design.


� DOLE’s website discusses dedication to environmental protection and “to the safety of our employees, communities and the environment”, however these standards are a far cry from those fostering worker rights and improved livelihoods in Peru and Ecuador, where these bananas come from like fair trade bananas emphasize.


� It was also the larger companies that were able to afford and to prepare ahead to use the USDA organic label on packaging when in first came out in 2002.  Now most other companies that qualify have caught up. 


� This interesting finding, that based on this sample ecological coffee products have absent ownership comes from the second-tier ecological coffees that do not cut the gourmet grade, are ground and sold at discount retailers. Quality still matters.


� Given most people do not carry Phil Howard’s (most updated) “Organic Industry Structure Chart” on the back of their checkbooks, this indicator may be beyond visual cues. (� HYPERLINK "http://www.marketsharematrix.org/pdf/OrganicJune05.pdf" ��http://www.marketsharematrix.org/pdf/OrganicJune05.pdf�. Last accessed May 2006).


� Image representation of process was measured in terms of: grown, picked/transported, roast/beans, grind/brew/cup/drink, unrelated image and no image (See Table 2).  Of course the process would be different for other types of products so the categories of representation of process would also be different.  


� For example: “Our fair Trade coffees are also certified organic, keeping harmful chemicals out of the social, air and water, away form coffee farmers and their families, and out of your coffee. To learn more visit: � HYPERLINK "http://www.wildoats.com" ��www.wildoats.com� � HYPERLINK "http://www.TrasnFairUSA" ��www.TrasnFairUSA� � HYPERLINK "http://www.QAI-inc.com" ��www.QAI-inc.com� � HYPERLINK "http://www.GreenMountainCoffee.com" ��www.GreenMountainCoffee.com�” equals four gateway invitations.


� Of the 25 coffees that are all three categories: organic, fair trade, and ecological certified, 64% scored above zero on the sincerity indicator. 


� Some companies like Starbuck’s do claim to have a fair trade variety, but it was not sold in any of the six Northwest markets acquired products from.


� While this one-in-a-brand indicator is sample specific, this percentage is very representative of what a Pacific Northwest consumer would visually experience while shopping.


� Point not to scare of consumers, and focus on their positive contributes, rather than shaming them for contributing to the problem.  Many people respond like a close activist friend of mine, “I don’t want to think about the social and environmental relationships embedded in the gasoline I purchase every time I fill up the tank, that is a mind **** that would make me an inoperable human”.


� State Support?  So far the FLO is only recognized in Europe, while Japan and the U.S. are not participants.  The comparison of organic, ecological and fair trade labeling in this paper is informative, as only one, organic, is government supported.   This (not-so-surprising) absence of U.S. recognition of fair trade and eco-labeling and allowance of a proliferation of labels in many ways suggests its support for green washing rather than its concern with strengthening alternative trade networks.  States impact of “doing nothing” is large (hybrid car example). �Public Policy may force firms to increase transparency.  At the same time, much of our current environmental legislation, including organic labeling, is not enforced and relies largely on voluntary efforts. Tilth, the Oregon organic certification organization, claims that “no rules or laws can strengthen the program more than the commitment of the operators of the OTCO certified businesses to follow the production standards with care and honesty” (2005). What would state support help? What would state support hurt?    Do present laws provide the needed framework for upholding the integrity of certification labels?


� Many people purchase blue-green products, yet do they adopt any different kind of involvement and commitment? Gateway attributes make available the invitation and information needed for people to join in.   Lifestyle politics of eco-socially just consumption has the potential to work as a gateway, when product purchases complement other types of challenging collective action. If gateway attributes are successful, they strengthen the notion of a network, and blue-green labeling does less to reinforce individual responsibility (a major critique of conscientious consumerism), but rather, works to foster individual responsibility to help collectively hold large actors accountable for contributing to social and environmental problems, while collectively contributing to upholding alternatives.  By bringing improved social and environmental relationships in-sight, in-mind and in hand, “buycotts” may become one of many tools in the toolkit to transform current global inequalities and externalities perpetuated by mainstream systems of exchange.
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