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Abstract
This research aims to clarify the reasons for the slow growth of organic farming in Japan and
proposes possible government interventions to accelerate it. First, organic tea farming, which
has increased exceptionally, is investigated. Second, a comparison between the organic market
and governmental support for organics in Japan and Denmark is made. Denmark has the highest
share of organic food relative to conventional food in the world. Finally, local organic markets
emerging recently as a grassroots movement in local areas are investigated.
This research found that the rapid increase of organic tea production is clearly led by a
growing export market that increased the demand for organic products. In contrast, the domestic
organic market is small because the Japanese consumers have not a strong motivation to buy
organic foods due to the lack of awareness of organic agriculture. On the contrary, the Danish
consumers are well aware that organic agriculture provides desired public goods. This is a result
of government policies that have intervened at the demand side. The local organic markets in
Japan may stimulate supermarkets to handle more organic products and coexist with them.
I conclude that the national and local government interventions supporting market sectors,
school-lunches, and the local organic market may result in an increase of consumer awareness,
expansion of the organic market, and consequently, accelerating an increase in organic practices
in Japan.
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1 Introduction
1.1 Organic agriculture
Organic agriculture is a holistic production management system that sustains the health of soils,
ecosystems, and people, and it relies on ecological processes and cycles adapted to local
conditions, rather than the use of off-farm inputs with adverse effects (CAC 1999). FAO
considers that it can provide an additional avenue for climate change mitigation through
enhancing soil carbon sequestration and that it plays a major role in fighting against
desertification, preserving biodiversity, and contributing to sustainable development (Morgera
et al. 2012).
It has started as a countermovement against the agricultural modernization at the several
places around the world by “visionary pioneers who saw the connections between the way we
live, the food we eat, the way we produce that food, our health and the health of the planet”
(Markus et al. 2016 p5) in the early 20th century. Agricultural modernization had increased the
efficiency of farming with synthetic inputs and mechanization. However, it had a negative
impact on the health of soils, ecosystems, and people at the same time. In the 1960s and the
early 70s, the public’s concern about the environmental and food safety consequences of
agricultural chemicals was paralleled by growing concern among farmers about possible
negative effects on their own health and that of their families and livestock (Lockeretz 2007).
This concern pushed the expansion of organic agriculture.
Organic agriculture in Japan has developed in a similar historical process. Masanobu
Fukuoka, one of the pioneers of organic agriculture in Japan, started his organic farming
“Shizen- Noho (natural farming)” in the 1940s (Fukuoka 1983). In the 1970s, environmental
pollution was a serious social issue in Japan, and people became aware of the risk of pesticide
usage in farmland and its residue on foods through the book of Rachel Carson (Carson 1962)
or Sawako Ariyoshi (1975). The Japan Organic Agriculture Association, a pioneer organization
for promoting organic agriculture, was established in 1971, and the organic movement was
gradually expanding in Japan like in other developed countries in the 1970s. In 2000, the
Japanese government legislated the standards for organic agricultural products conformable to
the guidelines for organically produced foods developed by the Codex Alimentarius
Commission (CAC) in 1999. CAC is an intergovernmental body with over 180 countries,
within the framework of the Joint Food Standards Program established by the FAO and the
WHO.
Two decades after the introduction of the standards for organic agriculture, in August 2018,
news reports about animal products supplied to the athletes’ village of Olympic and Paralympic
Games surprised Japan. The news said that Dotsie Bausch from USA, the silver medalist of the
2012 Olympic games, and nine other athletes required the Tokyo Organizing Committee of the
Olympic and Paralympic Games (TOCOG) to choose 100% cage-free eggs and 100% stall-free
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pork as foods items for the athletes from the point of view of animal welfare (Bausch et al.
2018). Many Japanese people were confused about the news because most people were not
aware of the relation between the concept of animal welfare and the consumption of animal
products. The TOCOG had sustainable sourcing codes for agricultural products and livestock
products. These codes require the GLOBALG.A.P. (Good Agriculture Practice) certification or
ASIAGAP certification for producers of products and recommend organic certification as it has
a higher level of sustainability (TOCOG 2019). In these certifications, only organic certification
meets the requirements from Dotsie Bausch and nine other athletes. MAFF (Ministry of
Agriculture, Forestry and Fisheries) promoted the organic certification along with GAP
certification and promoted the use of more domestic products by athletes in the athletes’ village
of Olympic and Paralympic Games in Tokyo. However, only a few certified organic egg and
pork, for example, were produced in Japan. The proportions of them are only 0.006% and
0.00002% of total domestic production, respectively. It may be hard to satisfy the requirement
of Dotsie Bausch by domestic products.
Not only animal farming but also the share of organic agricultural farming is low in Japan
compared to other countries, such as the EU countries. The Japanese government has a target
to enhance land use of organic agriculture from 0.4% (certified 0.2% + non-certified 0.2%) of
total agricultural land in 2014 to 1.0% by 2018. However, as of 2016, it stayed at 0.5%. It was
far below the target and also far below in comparison with the average of EU land use share for
certified organic agriculture, which was 7.2% in 2017 (MAFF 2019b). Here, the main research
question arises: Why do organic farming practices increase slowly in Japan compared to EU
countries, and how can policy support accelerate them?
1.2 Organic tea production has grown fast in Japan
Whereas the amount of most organic agricultural products has increased slowly in Japan,
organic tea production has increased dramatically. According to the MAFF, the share of
certified organic agricultural products in total was 0.24% in 2012 and 0.28% in 2017. In contrast,
those of certified organic tea was 2.5% and 6.3%, respectively. The organic tea production in
Japan already had a larger share than other products in 2012 and doubled it in 5 years (MAFF
2019c). This increase of the organic tea production may provide some hints for promoting other
organic products. To answer the main research question, I set the first sub-question: Why has
organic tea production increased rapidly?
1.3 Market size of organic products
The organic market, including domestic organic products and imported organic products as
well, is small and has been growing modestly in Japan. Although there are no official statistics
of the total organic market, MAFF estimated the size of it in 2009 and 2017 (MAFF 2019b).
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The amounts of the organic market of the two years were 1.08billion euros and 1.54 billion
euros, respectively. The growth rate between the two periods was 42%, while that of the EU
was 102% in the same period.
Furthermore, the market per capita was only 12 euro in 2017, while it was 67 euro in the
EU (MAFF 2019, Willer and Lernoud 2019). The relatively small market of organic products
is one of the reasons that organic production does not increase rapidly in Japan. To answer the
main research questions, I set the second sub-question; What are the limiting factors to the
growth of the organic market in Japan and how could they be overcome?
1.4 Emerging niche innovation in the local organic food system
During the last decade, local organic markets set up by grassroots movement in local
communities have emerged in the organic food system. The actors of the movement are farmers,
small business owners, and consumers. The farmers in this movement are mostly new small
farmers who dive into farming from the other sectors to make their dream of a way of life
coming true.
Kirwan et al. (2013) investigate 29 projects which seek to make locally grown food more
accessible and affordable to local communities in the UK. They conclude that the concept of
grassroots social innovations, as a form of niche innovation, can help to understand the ability
of local food networks, to develop the capacity of communities, to respond to locally identified
problems, and to effect more widespread sustainable change through facilitating community
cohesion and healthy eating.
Consumers in the local area in Japan find it difficult to buy organic products in the food
system, especially in the mainstream food provisioning system, such as supermarkets in the
local area. The emerging local organic markets may respond to locally identified problems,
such as limited accessibility to organic foods and affect the mainstream food system, as Kirwan
et al. (2013) suggest. I set the third sub-question: How can niche innovation of the local organic
market stimulate organic farming practice in the local area?
1.5 Research question
As mentioned above, the main research question and sub-questions in this thesis are as follows.
Main research question: Why do organic farming practices increase slowly in Japan
compared to EU countries and how can policy support accelerate them?
Sub questions:
Why has organic tea production increased rapidly in Japan?
What are the limiting factors to the growth of the organic market in Japan and how could
they be overcome?
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How can niche innovation of local organic market stimulate organic farming practice in
the local area?
2 Methodology
2.1 Semi-structured interview
I conducted semi-structured interviews with tea farmers, new farmers, representatives of local
organic markets, representatives of national organizations of organic agriculture in Japan and
Denmark, a government officer in Japan, and a consumer and a user of organic products in
Denmark.
The interviews were conducted with the interview guide (Appendix) in Japanese for the
Japanese interviewee and in English for the Danish interviewee at their office or house. Audio
data of interviews were recorded with an iphone7 and stored on the device and the cloud service,
which were protected by a PIN code.
2.2 Existing survey
I studied existing surveys in Japan that were held by MAFF or other organizations to analyze
consumers’ and users’ intentions and the markets of organic products. The survey on the
consciousness of organic products among farmers, distributors and processors, and consumers
(MAFF2016) was important. This survey was held by MAFF in 2015 to investigate the
consciousness of organic products among farmers, distributors and processors, and consumers.
The numbers of respondents are 1142, 537, and 893, respectively.
Another relevant survey was the survey on the dietary habits of Japanese (Murata et al.
2016). This survey was held by Nippon Hoso Kyokai (NHK; Japan Broadcasting Corporation)
in 2016 to investigate the dietary habits of Japanese (ages 16 years and above). The number of
respondents is 2,484.
2.3 Green tea market and production
It is said that the global market of green tea is booming due to the recognition of the healthy
function of green tea. The export of tea from Japan to the USA and other countries has
dramatically increased (MAFF 2019a). In the export markets, organic products are more
popular than non-organic products (ibid). The increase of organic tea production seems to be
linked to the increase of tea export and it is presumed that it corresponds to the market
requirements of the destination. To answer the first sub-question, I conducted semi-structured
interviews with organic tea farmers and investigated statistics of the production and export of
green tea.
I choose seven tea farmers who practice organic farming. All of them converted from
conventional farming to organic farming (Table 1). Two of them converted in the late 60s and
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70s, another two of them converted in the 80s and 90s. The other three farmers converted after
2000; one out of these three started to convert just three years ago and got certified in 2019. I
expected that the motivation of farmers for converting to organic agriculture and their attitude
towards the market would vary by the year that they converted.
Interviews were conducted in July 2019. In the interviews, I asked them about their
motivation to start organic farming, anxiety and constraints in their farming, and the market for
their products (Appendix i).
Table 1 Profile of interviewee (Tea farmers)
Name (Initial) and Age

Assortment 1)

Conversion

Area in ha

1 KT(76)

Sencha

1976

7

2 KTM (52), KH(80s)

Sencha + Matcha(2019-)

1967

3.6

3 MK (33) Father converted

Sencha + Tencha(2017-)

1982

13

4 ST (49)

Sencha

1992

18

5 O T (60s)

Matcha

2002

60

6 HY (57)

Sencha + Matcha (2007-)

2000

6

7 YK (57)

Sencha

2016

0.1(non-organic 2.4)

1) "Sencha" is predominant green tea in Japan. "Matcha" is fine powder tea which is popular in
export market. "Tencha" is primary processed tea which will be ground to Matcha.

2.4 The organic market and the role of government
In Denmark, the share of organic foods in all retail sales is 13.3%, which is highest in the world,
and per capita consumption is 278 euro in 2017, while they are 1.4% and 11 euro, respectively,
in Japan (Willer and Lernoud 2019). Comparing with Denmark shall be useful to get some hints
to answer the second sub-question; What are the limiting factors to the growth of the organic
market in Japan and how could they be overcome. Therefore, I conducted semi-structured
interviews with an officer of MAFF and a representative of Japan Organic Agriculture
Association (JOAA) in August 2019, and a representative of Organic Denmark and a consumer
and a user of organic products in Denmark in November 2019 (Table2, 3). The JOAA and
Organic Denmark are national-level organizations for promoting organic agriculture in Japan
or Denmark. I asked the government officer or the representatives of organizations about their
views on promoting organic agriculture and their interventions for achieving their goals.
Furthermore, I asked consumers and users of organic products in Denmark what their
motivations or reasons are for using organic products.
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Table 2. Profile of interviewee (Government and National level organization)
Organization

Interviewee

1 MAFF

Officer in charge of organic agriculture

2 JOAA

Ms. Kubota, H. (Member of board of directors)

3 Organic Denmark

Mr. Holmbeck, P. (Policy director)

Table 3. Profile of interviewee (Consumer or user of organic products in Denmark)
Name(Initial)

Attributes characteristic

1 KHP

Kitchen leader of Egmont Hoj Scholen( private school)

2 MW

Housewife with Japanese nationality living in Denmark for 12 years

2.5 The niche innovation of the local organic market
To answer the third sub-question; How can niche innovation of the local organic market
stimulate organic practice in the local area, I have conducted semi-structured interviews with
new farmers and the representatives of the local organic markets
I interviewed two new farmers who started vegetable farming in the last ten years (Table
4) and four representatives of local organic markets (Table 5) in July 2019. In the interviews
with new farmers, I asked their motivation to start farming, anxiety and constraints in their
farming, and the markets of their products. I asked the market representatives how they
organized the market.
I investigated if the emerging local organic markets could be viable in a local community
and if they had an ability to affect the organic food provisioning system in the local area.
Table 4 Profile of interviewee (New farmers)
Name (Initial) and Age

Crops( certification)

Start

Area in ha

1 O K (38)

Vegetable (non-certified)

2011

1.2

2 TT (39)

Vegetable(non-certified)

2016

0.8

Table 5. Profile of interviewee (Local organic market)
Name of market

Frequency

Start

Number of participant (in average)

1 Rengeiji Organic Market

monthly

2012

30

2 Sengensan-day

monthly

2016

12

3 Ofuji (farmer's market)

daily

2012

70(=organic) +conventional

4 Shizuoka Organic Festival

annually

2018

120
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3 Theoretical frameworks
The concepts relevant to the thesis research are discussed in this chapter. To analyze the
emerging local organic markets related to the third research sub-question, I explore several
analytical concepts.
3.1 Civic Food Networks (CFNs)
Renting et al. (2012) analyze new types of initiatives in which citizens play an active role
in the initiation and operation of new forms of consumer-producer relations. They call these
initiatives Civic Food Networks (CFNs). They suggest that CFNs are clearly beyond directselling and marketing activities of farmers, because citizen-consumers are the main actors of
the civic food networks and the activities of the initiatives are beyond food provisioning itself.
They discuss the background factors of emergence of CFNs. In the agri-food system, market
regulation and state intervention were the main governance mechanisms for a longtime, and the
involvement and role of civil society were reduced to that of individualized passive buyers of
food products. It was similar for farmers that they were largely considered individualized
recipients of state regulations and price-takers in the market. However recently this model is
confronted with multiple crises. First, markets are dominated increasingly by a small number
of concentrated actors in retail and processing, consequently, this domination weakens the
bargaining power and influence of producers and consumers. Secondly, market liberalization
and privatization have facilitated the emergence of a global companies which are beyond the
control of national sovereign states (Ploeg 2008, Hardt and Negri 2000 cited in Renting et al.
2012). Lastly, continuous policy reforms and a change in levels of policy intervention debilitate
effectiveness of public regulation. Renting et al. (2012) suggest that the CFNs can be
understood against this background as an expression of the revitalized role of civil societybased governance mechanisms and, more generally, of a rebalancing of the role and relative
weight of different types of governance mechanisms. Moreover, CFNs potentially represent a
shift in the role of consumers from passive end users of food to more proactive citizenconsumers who intend to regain control over the ways in which the food is produced and
provided.
According to Renting et al. (2012), the shared characteristics of diverse CFNs are
promoting (agro-)ecological production methods; favoring local and seasonal foods, thereby
avoiding unnecessary ‘food miles’ and excessive energy consumption; offering fair
remuneration to producers and other persons involved in different stages of the food system;
and providing access to quality food for all income levels and not only for wealthy citizens.
They list several relevant considerations in proposing a new analytical approach of CFNs (ibid
p292), and the followings may be useful to analyze the local organic markets in Japan:

12

• CFNs refer to new relationships that are developing between consumers and producers, who
engage together in new forms of food citizenship
• CFNs refer to wider networks than those narrowly engaged in food production-distributionconsumption practices and may also include new forms of cooperation between different local
actors, who (for different reasons) are interested and engaged in new approaches to food matters.
• CFNs are an expression of processes of change in the agri-food governance mechanisms,
showing the increasing importance of the role of civil society (and to some extent local and
regional administrations) compared to market forces and the (national) state.
Emerging local organic markets in Japan are set up by grassroots movements and the actors
of the movements are farmers, small business owners, and consumers. The local organic
markets seem to be similar to the CFNs. Through the concept of CFNs, I investigate if recently
emerging local organic market can be seen as one of the forms of CFNs, and if it has the
potential to exist against the mainstream markets which confronted with multiple crises as
Renting et al. suggest.
3.2 Embeddedness of economic behavior in a social relationship
The present mainstream market of agricultural products in Japan seems to be most sensitive to
the downward trend of the price, which requires farmers to cut the cost of production and lower
the price. Consequently, this may hinder the increase of organic products, because they are
generally less productive and relatively weak in price competition in the mainstream market.
According to Granovetter (1985), the theory of embeddedness generates different
understandings and predictions of economic behavior from that implemented by economists in
the markets. It accounts for that a market is not only formed by economic rationality but also
other social factors. He suggests that economic behavior is embedded in and mediated by a
dense network of social relations (Granovetter 1985).
Hinrichs (2000) analyzes direct agricultural markets, such as farmers’ markets and
community supported agriculture (CSA), using the concept of social embeddedness, together
with the concepts of marketness and instrumentalism elaborated by Block (1990). She suggests
that although embeddedness of economic activity in social connection, reciprocity and trust are
often seen as the hallmark of direct agricultural markets, it does not entail the complete absence
of market sensibilities, such as price consideration (Hinrichs 2000). Regarding the concept of
marketness and instrumentalism, high marketness means that there is nothing to interfere with
the dominance of price considerations. If it goes down to lower levels of marketness, nonprice
considerations take on greater importance. When it comes to instrumentalism that captures the
nature of individual motivation, high instrumentalism occurs when actors prioritize economic
goals and engage in opportunistic behavior to achieve them. In contrast, low instrumentalism
reflects the prioritization of non-economic goals (ibid). She describes that “All markets then
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are characterized by fluctuating mixes of social embeddedness, marketness, and
instrumentalism” (ibid p297). She concludes that “recognizing how social embeddedness is
qualified by marketness and instrumentalism is critical for understanding the viability,
development, and outcomes of local food systems” (ibid p301). Recently emerging local
organic markets in Japan seem to be deeply embedded in social relations in local communities.
In this thesis, I investigate the local organic market, if it would be viable and having the
potential to develop, through the concepts of embeddedness, marketness, and instrumentalism,
as Hinrichs (2000) proposes.
3.3 Grassroots social innovation as a particular form of niche innovation
Seyfan and Smith (2007) use the term “grassroots innovations” to describe networks of activists
and organizations generating novel bottom–up solutions for sustainable development; solutions
that respond to the local situation and the interests and values of the communities involved
(Seyfan and Smith 2007; Kirwan et al. 2012). They describe; “By viewing community-level
activities as innovative niches, we gain a better understanding of the potential and needs of
grassroots initiatives, as well as insights into the challenges they face and their possible
solutions” (Seyfan and Smith 2007 P585). This means that the niche framework has a potential
to bridge between analyses of grassroots initiatives as civil society activities and a role for them
in sustainable innovation. They extend and translate the conceptual model of green niches from
the market economy, in which sustainable innovation traditionally deals with niches, to the
social economy where grassroots innovations exist.
According to Seyfan and Smith (2007), the theory on niches identifies two types of benefit,
intrinsic benefits, and diffusion benefits. Intrinsic benefits are the benefits that niche itself
possesses, and in this case, niche does not seek regime change for these benefits. On the other
hand, for diffusion benefits, niche is a means to an end and is a seed for wider transformation.
These two benefits are not mutually exclusive and overlap in practice.
Regarding the intrinsic benefits, they suggest that small local projects can contribute to
sustainable development if wider policies lead to larger numbers of them (Church and Elster
2002 cited in Seyfan and Smith 2007). As the diffusion benefits, they describe that grassroots
innovations exert indirect environmental and social impacts, such as environmental awarenessraising, education and promotion, changing the attitudes of local policymakers, engaging
people in sustainability issues in their daily lives, and developing new ways of working towards
sustainable development. As a result of niche practices, individuals and communities can
benefit in terms of greater empowerment and confidence, skills, and capacity for further
community-based action.
As a socio-technical niche, Smith (2006) investigates the history of organic agriculture in
the United Kingdom. He observes that the organic products, which were radically different
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from the incumbent socio-technical practices in the mainstream food regime, were steadily
assimilated in mainstream markets. He reflected the history of organic agriculture in the UK,
as follows.
Since the 1940s, the regime for food production has been underpinned by socio-technical
practices built upon chemical fertilizers and pesticides, and mechanization. Consumers have
been accustomed to living in this socio-technical food regime, which permits the convenience
of purchasing groceries at a single supermarket. Organic food was first advanced in the 1920s
as a critical alternative to agricultural modernization (Barton 2001 cited in Smith 2007).
Supermarket interest in organic food was tentative at first, however, when public interest
strengthened, for example, after food-safety scares like that of BSE crisis and genetic
modification (GM), its involvement deepened and broadened. Such mainstream involvement
confronted the organic movement’s ethos of supplying fresh, wholesome food, through
decentralized distribution networks linked closely to local mixed farming systems (Deane 1993
cited in Smith 2007). Mainstream entrants were interested in the commercial value of organic
food and less concerned with any original socio-technical vision. Mainstream actors absorbed
less radical elements without being required a wider transformation in the incumbent sociotechnical regime. As a reaction against adopting a mainstream approach, some growers revived
interest in direct, community-based food initiatives. These initiatives are seen as rescuing the
organic vision and bringing the niche back to its founding ideals (Pullen 1992 cited in Smith
2007). Both types of actors, mainstream entrants and the growers of the initiatives, claim to be
pursuing sustainable development, but they are doing so in very different ways. However, the
relationship between these two forms of sustainable food provisioning system, such as
supermarkets and direct marketing, is not entirely one of rivalry. It seems reasonable to expect
the circumstances in which the same consumers purchase organic products both from direct
marketing and supermarkets, consequently, two types of sustainable food provisioning system
can coexist (Smith 2007).
Smith concludes that it is essential for niches to be both radical and reforming. That is,
there can be niche elements which can be appropriated by the mainstream relatively easily and
which may form the first step towards mildly more sustainable reforms. Meanwhile, more
radical practices will continue to be pursued by committed actors within a renewed niche. They
remain advocates for more radical systems innovations (ibid P455).
From Smith’s reflection it can be concluded that mainstream actors, such as supermarkets,
can assimilate some elements of the local organic market as a niche innovation. However, at
the same time, the local organic market may last as a radical niche with being appropriated by
some producers and consumers. Both mainstream actors and local organic markets contribute
to the sustainable food provision in the local area. I analyze the emerging local organic markets
using the analytical concept of grassroots innovation as niche innovation, and analyze if they
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have the potential to grow, to expand the organic market including mainstream market, and to
stimulate organic farming practices, in the local area.
4 Result
4.1 Production and consumption of Japanese green tea
Tea was introduced into Japan from China around AD800 as a medicinal beverage by Buddhist
monks who went to China to study. First, it was used as a medicine and religious offerings
among the aristocracy and the sacerdotal class. Then it gradually became popular as a luxury
and cultural drink among the ruling class of warriors in the 16th century (Nakamura 2015).
During the Edo era (1603-1867), it spread across the general public. After the Meiji era (18681912), tea plantation has expanded in the southern part of the country.
Farmers grow tea plants, pick the young tea leaves, and primarily process them to dried tea
leaves. Then tea processors tidy up the dried tea leaves by cutting, sieving or grinding, and pack
to the final products. Some farmers process tea leaves to the final products by themselves. There
are several kinds of Japanese green tea. They are distinguished by growing and processing
methods; however, the tea leaves for Japanese green tea are steamed or heated shortly after
being picked in common.
Sencha, which is squeezed and shaped like a needle while being dried, is a predominant
tea product, as its production is more than half of the total Japanese tea (MAFF 2019a). Sencha
is consumed in households, offices, or restaurants and also used for bottled tea extracted in
factories of beverage companies. Although the use of Sencha by beverage company for bottled
tea has increased, total consumption of Sencha has been decreasing over the years and years,
because the proportion of people who have a custom of serving tea with extracting from tea
leaves in household or office has been decreasing. In addition, the beverage companies prefer
a remarkably low-price product with little concern about the quality. This leads a declining
trend of average farmgate price of Sencha after having peeked in 2004, and the lowering
farmgate price pressed farmers to stop farming. Consequently, the production of Japanese green
tea, including Sencha, has peeked in 2004. (MAFF 2019a).
Both Matcha and Funmatucha, two other types of Japanese green tea, are a fine powder.
Matcha is ground from “Tencha,” which is grown under shading for making its taste better,
while Funmatucha is ground from the other kinds of green tea, such as Sencha. The former is
mainly used for the tea ceremony and relatively expensive, and the latter is mainly used for
processed food. Both powder teas are popular in the export market, because they are not only
drunk dissolved in liquid, but also consumed with other foods, such as ice-cream or yogurt
(MAFF2019a).
While the internal market is shrinking, the global market of green tea is booming due to
the recognition of the healthy function of green tea. The export of green tea from Japan to the
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USA and other countries has dramatically increased. In the export markets, an organic product
is more popular than the non-organic product (MAFF2019a).
4.2 The export market leads to an increase of organic production; Situation of tea
production
The certified organic tea production has skyrocketed from 2013, as following a rapid increase
in the amount of exported green tea (Fig. 1). This phenomenon that the increase of tea export
leads to the increase of organic tea production is confirmed in interviews with organic tea
farmers (Table 1), especially with those who produce Matcha.
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Fig 1 The growth of certified organic tea production and exported tea from Japan
(made by the author from sources of MOF(Ministry of Finance) and MAFF)

4.2.1 Pioneers of organic tea
KT joined his family farm after he graduated junior high school in 1958. He converted to
organic farming in 1976. He said, “Before I converted, I had been a member of the farmers’
cooperative for primarily processing tea in my village. The cooperative members sprayed tons
of pesticides to keep the aesthetic quality of tea and applied synthetic fertilizer to harvest more.
These manners degraded the soil and spoiled the environment. I witnessed a dramatic decrease
in numbers of the several kinds of fishes and birds, which caught fish. I insisted on reducing
pesticides and on applying compost in tea fields, but no one agreed in the cooperative.
Eventually, I was forced out the cooperative”; “After that, I met a housewife group who sought
pesticide-free tea. We organized a consumer and farmer group for producing and provisioning
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pesticide-free tea with three other farmers and around 40 consumers in 1976. I started organic
farming at that time to ensure the food safety of tea with an environmentally friendly farming
system. Neighbor farmers were laughing or complaining to me because my field was a disaster
due to pests and disease at the beginning, and the quality of the tea was terrible. However, the
consumers supported me in buying the tea following our promise. Then, the tea field and
product recovered dramatically in 3 to 4 years. I believed that was because the ecosystem of
the tea field was regenerating”; “in those days, there were a lot of consumer-farmer groups,
especially groups of housewives in urban areas and farmers in local rural areas. Most of them
were led by housewives; however, our group was dominantly led by us farmers. Our group was
introduced in a Local TV news program because a consumer-farmer group that was led by
farmers was rare. Now, there is no consumer member in our group. They left the group after
they aged. However, my tea business has gradually grown because the fans of my tea increased
by word-of-mouth communication, while my neighbors are suffering low farmgate prices in
the market and many of them will quit tea farming within the coming five years. Nowadays,
my fans are getting old and no more increase in the domestic market is to be expected, but fans
in foreign countries are expanding.” He accepted many trainees, internship students, and
visitors from foreign courtiers, and some of them started a tea business in their own countries.
These relationships help his business.
KH converted his conventional tea plantation to organic in1967, when his son KTM was
born. Now this son, KTM, has succeeded to the tea plantation and the processing and retailing
business. KH said, “I have a philosophy that if you kill the natural life, such as microbes, plants,
insects or whatever, the balance of the ecosystem would be disturbed. That would be harmful
to human life. Environmental pollution was a serious social issue at that time”; “To tell the truth,
I had used pesticide for producing tea, but I decided to stop spraying when my son, KTM was
born. I gave him the name after the meaning of symbiosis. I thought that provisioning of safety
products to the consumer was important; however, as a farmer, stopping the use of pesticides
and protecting family health were more serious. And this was the motivation for practicing
organic farming”; “The tea plantation was a disaster by red mites in three years after conversion,
but they suddenly disappeared next year. It was amazing. I planted several flowers to enrich the
natural enemies in the ecosystem around the tea fields. I put a banner, which said, ‘We nurture
natural enemies, bees, spiders and dragonflies’ in the tea field. That was my motto”. Now, KTM
is planning to export organic Matcha and building a new processing factory with his business
partners.
These two farmers, KT and KH, who started organic farming in a very early time,
mentioned that their motivations for organic farming are food safety, health of family, and
environmental conservation. They are expanding their organic farming nowadays by exporting
their products, but the expansion is relatively gradual.
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4.2.2 Two farmers converted to the organic tea in 1982 and 1992.
MK succeeded to the tea plantation from his father when he was 18 years old because his father
passed away suddenly in 2004. His father had converted conventional tea farming to organic in
1982. He described, “My father believed in the intrinsic potential of tea plants and had doubts
about modernized farming system which pursued efficiency without symbiosis with natural life.
He wanted to grow them naturally without agricultural chemicals. He was like a philosopher or
a researcher rather than a manager. He studied on the field how to grow vigorous tea plants
which had the power to produce high-quality tea. […] For me, it is interesting to run our organic
tea plantation with the power of natural life and making it a business. If my father had continued
his plantation, he would have gone into bankruptcy. […] I sell half of the products directly to
consumers or retailers and another half goes to the tea processor as a primary product. Generally,
organic tea has been evaluated lower in terms of quality than conventional tea by tea processors,
but mine has got a high evaluation.” He started to produce organic Tencha in 2017. Because a
tea processor who is increasing his export of tea, especially Matcha, proposed him to build a
new factory for organic Tencha together. He thought that he could expand his business, and, at
the same time, he could help local tea farmers, who were suffering from lowering product prices,
by producing Tencha together with them using his know-how of organic tea production. He
said, “Our Tencha is bought by the tea processor at the contracted price and it is processed to
Matcha and exported to the USA.”
SK studied organic agriculture in a university. He explained his motivation to engage in
organic tea farming; “When I graduated from the university in1992, I decided to practice
organic tea farming with many of the members of a local farmers’ cooperative of primary
processing tea to promote my hometown where depopulation was progressing. My hometown
is located in the water resource area of a large city and the water benefits around a million of
the people in the city and the neighbor cities. I wanted to challenge to produce high-quality tea
without contaminating the water resource area and to revitalize the community”. He continued:
“I was struggling to establish an organic farming technique to produce high-quality tea in a
couple of years. When I brought my product to a tea processor in the third year of my trial, it
was evaluated higher than I expected. Then some members of the cooperative joined me to
produce organic tea with my technique. When the organic certification system was dispensed
in 2001 in Japan, all members of the cooperative did get certified.”; “Now our products are
almost all for the export market through several tea processors. The price of tea for the export
market has tripled in 15 years. We did not export organic tea 15 years ago, because the price
proposed was lower than the production cost. […] Now the export market is booming, but the
total amount of production is stabilized. I think my challenge has succeeded so far. All members
of cooperative engage in organic tea farming and maintain the amount of tea production, even
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in this depopulated area.”
Two farmers converted to organic tea production in 1982 and 1992, which were perceived
as the “middle age” between Organic1.0 and 2.0, terms used by IFOAM - Organics
International. According to IFOAM - Organics International, Organic 1.0 is the pioneers’ age;
Organic 2.0 is the age of official regulation (Markus et al. 2016). The export market has helped
the “middle age” farmers to expand or continue their organic farming, as it did for the pioneers
of organic tea. The motivations for farming organically of the middle age farmers are similar
to pioneer farmers but slightly different; they mention environmental protection but do not
mention food safety as their primary motivation for engaging in organic agriculture. In the
1970s, policies for ensuring the safety of agricultural chemicals were implemented in Japan,
one after another. The Agricultural Chemicals Regulation Act was amended in 1971 so that it
contributes to the protection of people’s health and the conservation of people’s living
environment in addition to the stability of agricultural production. Sale of DDT
(DichloroDiphenylTrichloroethane) and BHC (BenzeneHexaChloride) was prohibited in 1971,
and the registration of organic mercury compounds lapsed in 1973. As a result, intoxication
accidents caused by agricultural chemicals were dramatically decreased in the 1980s (Ohta
2014). These may have affected the motivation for engaging in organic farming of the “middle
age” farmers. They were also motivated to improve the quality of products, which was
evaluated by tea processors who were dominant actors in the mainstream market of green tea
in Japan.
4.2.3 Tea farmers converted to organic tea after 2000

OT is the 16th generation of a farm with more than 400 years of history. He grew tea plants in
a field of 1.5 ha and produced Sencha when a tea processor asked him to produce organic tea
for the domestic market in 2002. He said, “They offered me a 30% premium for organic tea, so
I decided to convert to producing it. In ten years, members of my group gradually increased
organic tea production, but it became difficult to sell because the domestic organic tea market
did not grow. Furthermore, the total tea market has been shrinking in Japan. Then we focused
on the market in foreign countries.” He changed his products from Sencha to Tencha, and he
established a new company with fellow farmers and a tea processor for processing and
distributing Matcha in 2015. He continued: “Not every foreign market requires the very organic
tea, but it is popular because it can meet any standard of pesticide residue which varies
depending on the countries. […] In recent four years, we have increased production 5 times and
built a new processing factory every year. We have produced 100 tons of Matcha in 2019, and
70% of them are for export, and 30% are for a domestic ice-cream manufacturer. Now we grow
tea plants in 60 ha of tea fields, and our goal is 100 ha. […] It is easy for us to rent tea fields
and expand tea plantation because many farmers in this area are stopping their tea farming due
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to the lowering farmgate price of tea which is below their cost”.
HY runs a company that processes green tea and black tea, imports and roasts raw coffee
beans, and distributes its products to retailers and consumers in domestic and foreign countries.
He is also a farmer running 6 ha tea plantation. At first, he rented a hectare of tea plantation
around 2000 and converted it to organic. He said, “I did not target the foreign market in the
beginning; I saw a domestic market instead. I had a connection with a high-end supermarket in
which there was some demand for organic tea in the metropolitan area. I tried to expand the
domestic market for organic tea visiting other supermarkets or whole-foods shops for sales
activity. However, finally I gave up because they offered a lower price than I expected. I learned
that there was a small market for organic tea in Japan. […] In contrast, I noticed that there was
a huge organic market in foreign countries when I visited Sri Lanka for black tea business.
There, certified organic tea was selling like wildfire to the western countries. So, I brought my
organic Sencha to our business partner in Sri Lanka around ten years ago; however, he
requested powder tea instead of Sencha because it could be used not only for making beverages
but also for foods. Thereafter, I built a factory for processing Matcha with fellow farmers. Now
I am targeting the EU market, so I participate in several food exhibitions held in EU countries,
such as Germany, France, and Italy, every year. I do not work with a big company, such as a
huge supermarket chain, but with small retailers who can tell the value and the story of our
products directly to consumers so that we can avoid the pressure of lowering the price. I have
increased the area of my organic tea plantation; furthermore, I encourage the farmers, whose
products we process and sell, to convert to organic tea farming.”
YK is a representative director of a farmers’ cooperative for primary tea processing. Their
products have high quality and are rated high in the market. Once, he had converted a part of
his tea plantation to organic farming with one other member in 2004 as a challenge of adding
more value to the products. However, he reconverted to conventional farming in a couple of
years because his cooperative members strongly opposed to his challenge. He reflected, “The
members mentioned mainly two reasons for opposition. First, both the quality and the yield of
organic tea that I produced were not good. Secondly, it took labor to clean up the factory a
couple of times a day to avoid mixing with conventional tea for a tiny amount of organic tea.
But there was another reason that they never expressed. They never thought we needed a
challenge because sales of our products satisfied us on those days.” A part of their products has
been exported to Canada for about ten years. However, it has been decreasing because their
Canadian partner prefers organic tea from another cooperative to their conventional tea. Even
for their high-quality products, the price in the domestic market has decreased. He said, “Now,
seven major members of the cooperative, including me, have been converting a part of the fields
to produce organic tea from 2016. We chose fields which had a better condition and studied the
technique of organic farming as a group. Both the quality and quantity of the products are better
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than those we produced 15 years ago. We have got organic certification for our products. These
organic products are all for export to a Canadian partner”.
From these interviews of three farmers, it is clear that the expanding demand for the export
market leads to the increase of their organic tea farming. The three farmers, OT, HY, and YK,
all converted to organic farming in relatively recent years; after 2000. Their primary
motivations for organic farming are to meet the market demand and add market value to their
products. These are different from that of the farmers who converted in the 1960s and 70s.
4.3 Limiting factors against expanding organic market
The production of certified organic tea has rapidly increased, while the other certified organic
agricultural products only increased gradually (Fig.2). The increase of organic tea production
has been led by the foreign market of organic green tea, as we have seen above. Meanwhile,
the total domestic organic market has grown slowly, and the market size per capita of Japan is
relatively small compared to that of the EU. That might be one of the reasons for the gradual
increase in organic agricultural production. What are the factors limiting the expansion of the
organic market in Japan?
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Fig 2 The growth of certified organic agricultural production (excluding tea) and certified
organic tea production (2008=100); made by the author from the source of MAFF)

4.3.1 Organic agriculture and food safety
According to the survey conducted by MAFF in 2015 (MAFF 2016), 92% of the consumers
chose the option of “freshness,” and 77% chose “domestic production or not” as answers
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(multiple choice) for “what do you give attention when purchasing agricultural products.” Only
these two options got a higher percentage than “low price” (70%), while the option “whether
products are produced organically or not” got only 21%. Freshness and domestic production
are more important aspects than organic production when consumers purchase agricultural
products. This tendency is also seen in another survey conducted by NHK (Nihon Housou
Kyoukai [Japan broadcasting corporation]) (Murata et al. 2016), which shows that consumers
would purchase domestic perishables even if these have higher prices compared to imported
ones. Reasons given are “food safety” (91%), “freshness” (60%) and “tasty” (46%) from the
top. Regarding organic products in the former survey, most of the consumers (83%) have an
intention of buying organic foods with the predominant reason of “food safety”, however, only
18% of them buy organic foods in reality (MAFF 2016). Why does the gap between consumers’
intention and behavior of purchasing organic foods emerge? It might be explained that
consumers have the intention to buy organic food because they perceive it is safe; however,
they perceive the domestic product being safe and fresh at the same time, even if it is not organic.
Consequently, the consumers do not have a strong motivation to choose organic food rejecting
conventional domestic food because of food safety.
In the survey of MAFF (2016), 76% of the consumers mention “Food safety” as the first
prioritized reason for buying organic foods, followed by “Maintaining health” (7.0%),
“Supporting farmers who practicing environmentally friendly agriculture” (5.3%), and “Better
taste” (3.8%), respectively (MAFF 2016). These results show that some consumers report
concerns other than food safety, such as supporting environmentally friendly farmers, as the
reasons for buying organic foods. However, the priority of those reasons is quite lower than
their own security reasons, such as food safety and health.
4.3.2 Consumer awareness
Nishio (2019) discusses factors that retard the development of organic agriculture in Japan. He
suggests that one of the factors is consumers’ misunderstanding that organic products are
produced without agricultural chemical inputs. He said, “This happens because organic
agriculture does not have the accurate definition and aim in the law and is not positioned
properly in the agricultural policy in Japan. In addition, the government does not expend enough
effort to make consumers fully aware of the functions, such as respecting natural cycles and
substantial reduction of load on the environment, which organic agriculture intrinsically holds”
(Nishio 2019). In Japan, the act on the promotion of organic agriculture was enacted in 2006 to
promote organic agriculture. In this act, the organic agriculture is defined as “the farming
methods which reduce the load on the environment derived from agricultural production as
much as possible, basically does not use chemically synthesized fertilizers and pesticides nor
genetic recombination technologies.” (Article 2) (MAFF 2006)
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On the other hand, the Codex Alimentarius Commission (CAC) defined organic agriculture
in the “Guidelines for the Production, Processing, Labelling, and Marketing of Organically
Produced Foods” (Table 5). Comparing to the MAFF’s definition, CAC’s definition describes
organic agriculture more clearly that “It is a holistic production management system which
promotes and enhances agroecosystem health, including biodiversity, biological cycles, and
soil biological activity.” Because of the unclear definition of organic agriculture and insufficient
effort of the Japanese government, consumers may not be fully aware of the meaning of organic
agriculture and merely recognize it as a farming system without agricultural chemical inputs,
as Nishio (2019) suggests. That may lead consumers to perceive organic agriculture as only
securing safe foods and not as providing public goods in terms of environment as the survey of
MAFF (2016) shows. Furthermore, this combines with the general perception that the domestic
foods, including conventional foods, are always safe. This would hinder the consumers from
Table 5. Guidelines for organically produced foods (CAC 1999)
GUIDELINES

FOR

THE

PRODUCTION,

PROCESSING,

LABELLING

AND

MARKETING

OF

ORGANICALLY PRODUCED FOODS
Codex Alimentarius Commission, Joint FAO/WHO Food Standards Programme
Foreword
7. Organic agriculture is a holistic production management system which promotes and enhances
agroecosystem health, including biodiversity, biological cycles, and soil biological activity. It emphasizes the
use of management practices in preference to the use of off-farm inputs, taking into account that regional
conditions require locally adapted systems. This is accomplished by using, where possible, cultural, biological
and mechanical methods, as opposed to using synthetic materials, to fulfil any specific function within the
system. An organic production system is designed to:
a) enhance biological diversity within the whole system;
b) increase soil biological activity;
c) maintain long-term soil fertility;
d) recycle wastes of plant and animal origin in order to return nutrients to the land, thus minimizing the use of
non-renewable resources;
e) rely on renewable resources in locally organized agricultural systems;
f) promote the healthy use of soil, water and air as well as minimize all forms of pollution thereto that may
result from agricultural practices;
g) handle agricultural products with emphasis on careful processing methods in order to maintain the organic
integrity and vital qualities of the product at all stages;
h) become established on any existing farm through a period of conversion, the appropriate length of which
is determined by site-specific factors such as the history of the land, and type of crops and livestock to be
produced.

motivating to buy organic foods, as I discussed above. As a result, this narrow consumer
awareness may delay expanding the market of organic products in Japan.
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4.4 Denmark has the world highest organic share in the domestic market of food

In Denmark, organic food has a 13.3% share in retail foods market in 2017, which is the highest
proportion in the world, and the organic market has 109% of growth rate between 2009 and
2017. In contrast, Japan has 1.4% of organic share and a 42% of growth rate in the same period
(Schaack et al. 2011, Willer and Lernoud 2019, MAFF 2019b). How does the consumer
perceive organic products and support them in Denmark?
MW, who is a Japanese housewife and has lived in Denmark 12 years, said, “I always buy
organic vegetables and eggs after I had babies because I think they are better than conventional
ones in terms of the health of my children. I do not concern much about environmental issues
or other things when I put them in the shopping cart because my choice of foods seems to have
a minimal influence on the environment. However, my husband (he is Dane) prioritizes the
climate impact and animal-welfare as the motivations before the health of family members,
when he buys organic products”.
KHP is a kitchen leader of a folk high school where all students live in dormitories and eat
in the kitchen. He said, “We use organic foods 20 to 50% of all foods we use here. We buy
most of the foods directly from local farmers or butchers, and many of them are organic. I use
local organic foods because it makes sense for several reasons. First, they are not sprayed with
poison, and you do not get poison inside. Nevertheless, in Denmark, even if it is conventional
food, the use of poisons is strictly controlled. Therefore, the products of Denmark are much
better. The second reason for the use of organic foods is that their taste is generally better
because they grow relatively slow compared to conventional foods. Thirdly, they are good for
the climate. We can do a small thing for the climate by using organic foods, but it is important.
We also reduce beef consumption in the kitchen, because of this point of view. We are doing
many things to climate change. In addition, the price of organic foods is reasonable because we
buy them directly from farmers, and we do not have to pay to a middleman. The farmers bring
their products to this kitchen three times a week.”
Both MW and KHP mentioned less climate impact and other aspects, such as animal
welfare, and taste, along with food safety as the reasons they chose organic food. That can be
seen in Fig. 3 “Main reasons for buying organic food (Danish Agriculture & Food Council,
Organic Denmark, and Food Nation, 2019).” Danish people seem to support organic products
and organic farming based on such a broad awareness of different aspects of them. How did
Danish consumers become aware of the aspects, such as less climate change or improved animal
welfare, which Japanese consumers rarely mention?
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Fig 3 Main reasons for buying organic food, copied from “The Danish Model, The Organic
Way” p23, Danish Agriculture & Food Council, Organic Denmark and Food Nation (2019)

4.4.1 Government interventions: How the Danish government attracts consumers to
organic product.
In 2018, the Organic Action Plan of Danish government: “Working together for more organics
(2011-2020, updated in 2015)” won a silver award of the Future Policy Award 2018, which
was organized by the World Future Council, FAO and IFOAM - Organics International. One
of the reasons that the action plan was highly rated was that it had a strong focus on demand
creation (Heindorf et al. 2018).
Daugbjerg and Svendsen (2011) investigate the effectiveness of government intervention
to promote green infant industries comparing the share of wind turbines and the organic food
industries in each market in Denmark. Government intervention in the wind turbine industry
has emphasized the use of policy instruments designed to increase demand for wind energy. In
contrast, the organic farming policy has put more emphasis on instruments motivating farmers
to increase supply. The use of demand-side instruments in the wind energy sector has brought
about compulsory consumption, which means that energy utilities are obliged to buy wind
energy at a price above fossil fuel, while organic consumption remains voluntary. They observe
that 20% of all electricity production is generated from wind energy in 2007, while organic
consumption has been considerably lower, stabilizing around 5% in the late 1990s and early
2000s. They conclude that the demand-side policies might be very effective in promoting a
green infant industry. However, they also conclude that “it is most unlikely that the wind turbine
model would be introduced in the organic sector” (p 305) from the view of political feasibility.
That is because the Common Agricultural Policy (CAP) in the EU has been reformed from
artificial price support, which has caused massive overproduction in the past, to direct payments
based on the area farmed and crops grown, and type and number of livestock kept, since 1992.
They describe that the Danish organic farming policy has devoted more resources to demand26

side policy instruments in comparison with other European countries, although policy
instruments for organic farming are more focusing on supply-side than for the wind energy
sector (Daugbjerg and Svendsen 2011).
The Danish government collaborates with the national sector umbrella organization,
Organic Denmark, to promote organic sectors. Paul Holmbeck, the policy director of Organic
Denmark, described the Danish policy instruments on organic products. “We balanced ‘Push
and Pull,’ and this is unique in our policy. We both focus on developing organic farming and
also developing the market. Push is for the farmers and small companies, and Pull is for the
market.” On the pull side, they support the individual supermarket chain to build a strategy to
sell more organic products, and they also support the conversion process of public and private
kitchens to use more organic products through education of kitchen leaders and workers. At the
same time, they mount the consumer awareness campaign of organic products at the very place
of purchasing or consuming them, for instance, in supermarkets, restaurants, or public canteens.
Holmbeck said, “We convinced the government in 2011 to have a goal that 60% of the public
kitchens use organic products and to have an educational program for people working in the
kitchen. The educational programs do not just give know-hows for shifting from conventional
to organic food but address the total conversion of the meals and processes in kitchens. For
example, they are for reducing the waste drastically, less meat, more greens, and buying
seasonal products. That saves the money to pay for the organic premium price. So, by training
the people in the kitchen, they can buy organic foods without budgetary change. Their
conversion to organic is healthier because of less meat and more greens and more climatefriendly because of less meat and less waste. After conversion, the pride of the people working
in the kitchen is getting enormous, because they drove a whole change, and, as they say, they
are making real food again. They get much more respect from people working in kitchens,
where most of them were just opening the bag of frozen food.” He continued, “To increase
consumer awareness, we have two big events; one is the harvest market in September, and
another one is the organic day in spring when cows come out grass fields from stables. During
these two events, we have 5% of the population of Denmark on the organic farm every year.
That is so important because people have seen it, felt it, smelt it, and tasted it. We try to give
people not only information but also experience of organic. In the organic day, when the cows
come out first on grass after winter, they stampede literally. It is really branding organic
products because it focuses on the major difference between organic and conventional farming.
All organic cows come outside, and 75% of conventional cows also came outside around 15
years ago, but now it is like 14%. So, most conventional cows do not come outside anymore.
They are becoming a milking machine. Nowadays, in Denmark, a lot of children grow up with
organic, because 80% of Danes buy organic foods, and 50% of them buy organic foods every
week”. Thus, the Danish government approaches the demand side of organic products, such as
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supermarkets and public and private kitchens, and efficiently makes consumers aware of the
functions of organic farming. Those might be the reasons that consumers mention their
motivation for buying organic foods, such as “animal welfare” or “climate change” along with
“food safety.”
4.4.2 Lack of approaching to demand side -The policy of Japanese government.
The Japanese government launched an organic label which is based on the Act on Japanese
Agricultural Standards in 2001, and the National Diet of Japan legislated the Act on Promotion
of Organic Agriculture in 2006. Based on the latter, MAAF and local governments implement
several political measures to promote organic agriculture. However, most of them focus on the
supply side, such as direct payment for organic farmers, extension services of organic farming
technique, and subsidies for projects establishing farmers networks in which farming skills are
shared and group business activities start. There are a few measures on the demand side, like
ones implemented by the Danish government. Some municipalities approach the school kitchen
to use organic foods and some prefectural governments hold a symposium to improve consumer
awareness of organic foods. However, those are rare examples in the whole country. Such
weakness of political measures on the demand side, comparing to those of the Danish
government, may explain that less than 30% of consumer know the organic label, while 97%
of all Danes know the Danish organic logo (Food and Agricultural Materials Inspection Center
(FAMIC) 2015, The Ministry of Food Agriculture and Fisheries of Denmark 2015)
Smith (2006) investigated the UK policy on organic agriculture in the 1990s and mentioned
that “Policy support for organic food […] is framed in terms of following market demand: it
does not seek to expand the organic market to the detriment of the other practices. Consequently,
policy took the form of helping farmers convert to organic techniques rather than boosting
demand” (Smith 2006 p450). That can be seen in the policy of MAFF. The act on promotion of
organic agriculture provides four basic principles, and one of them said that “In view of the fact
that the demand of consumer on safety and high-quality foods is growing and organic
agriculture supplies products which meet the demand, the promotion of the organic agriculture
is to be conducted for the purpose of enabling farmers and other persons concerned to address
actively to production, distribution, and sales, and consumers easy to obtain foods which are
produced by organic agriculture” (Article 3-2). From this article, political measures for
promoting organic agriculture should follow the existing demand, not approach the demand to
increase it and to expand the market. The officer of MAFF, who is in charge of promoting
organic agriculture, said, “If the organic market expands rapidly and the producing side is not
able to catch up, imported products would take share. We should avoid that from the viewpoint
of returning the benefits of environmental conservation effects of organic farming to the
country.” MAFF has a target to increase the share of the land used for organic agriculture in
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relation to total agricultural land. However, they also have another target of “food selfsufficiency ratio (domestic production/ domestic consumption),” which is perceived to have
higher priority. He said, “MAFF promotes organic agriculture, but it does not mean to promote
organic agriculture alone. We also promote conventional agriculture, as well.” For MAFF,
increasing total agricultural production seems to be a more critical agenda than promoting
organic agriculture.
In summary, the Danish government has taken political measures that focus on enhancing
the organic market as well as supporting organic farmers, and that are effective to promote
organic practices of farmers and processors. On the other hand, the political measures of the
Japanese government to promote organic agriculture have been limited to supporting farmers.
As a result, both organic consumption per capita and organic land share of Japan are quite lower
than those of Denmark.
4.5 Alternative food provision of organic products
4.5.1 “Teikei” movement

The market size of organic products is slowly growing in Japan, as I discuss above. It is not
common for consumers in the local area to see organic products especially in the supermarkets,
the place where most food is purchased. The provision of organic foods in Japan started in a
direct relationship between consumers and farmers in the 70s. Kubota of Japan Organic
Agriculture Association (JOAA) said, “In the 70s and 80s, the organic movement was
expanding with an initiative of consumer groups in the urban area. Those consumer groups
consisted of housewives who were concerned about food safety and were seeking organic
products.” Consumer groups sought farmers who would produce and provide organic products
because there were few organic products in an ordinal market. Consumers and farmers
established a partnership based on mutually supportive relationships, where farmers accepted
the burden of organic farming, such as requiring more labor and harvesting less product, and
consumers helped farmers providing labor for distributing products or even for farming in
moments of peak demand. This producer-consumer co-partnership is called “Teikei” (literally
means “partnership” in Japanese), which is similar to the community supported agriculture
(CSA) and is thought to be one of the forms of alternative food network (Kondo 2005, Oguchi
2015). JOAA, the pioneer organization of organic agriculture in Japan, was established in 1971
by farmers, consumers, researchers, and medical doctors who were concerned about the
negative impact of pesticides on human health and the environment. JOAA advocates the
principle of Teikei relationship between producer and consumer as “Ten Principles of Teikei”
to build a friendly and creative relationship, not as merely trading partners (JOAA 2010).
The “Teikei” movement peaked in the 80s, then it gradually shrunk thereafter. This
shrinking was explained with two reasons (Kondo 2015, Oguchi 2015). First, the movement
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was dominantly supported by housewives. However, after the 80s, many of them entered the
formal labor market to work outside the house, and the number of them decreased over the
years, because of changing gender role in Japanese society. Secondly, organic products were
gradually entering into the ordinary market, and the consumer could purchase them without
volunteer work (Oguchi 2015) at a specialty shop or high-end supermarket in an urban area, or
via a membership mail ordering system held by consumer cooperatives or business companies.
Thus, consumers in the urban area secure multiple access to organic food; however, consumers
in the local area still have few chances to buy organic foods. Most of them buy foods at local
supermarkets where they rarely see organic foods; only a few people buy them via mail order,
website, or direct contact with farmers.
4.5.2 Emerging of Local Organic Market
In the last decade, the situation has changed in the local area. The number of so-called “new
farmers” who dived into farming from other sectors was increasing in the 2010s in a context of
increased unemployment rate in Japan due to the economic downturn precipitated by the
Lehman Brothers bankruptcy in the US in 2008. Also, a new political tool for supporting young
new farmers launched in 2012 accelerated the increase of the new farmers. New farmers tend
to prefer organic farming; for instance, nearly 30% of them engage in organic farming, whereas
only 0.5% of all farmers engage in it. (MAFF 2019b). Most of the new farmers who engage in
organic farming provide their products directly to customers by themselves, whereas dominant
conventional farmers auction off their products via agricultural cooperatives.
Farmer OK started organic farming with his wife in 2011 just after quitting a building firm
in his late twenties. He produces around 120 varieties of vegetables in 1.2 ha of field and sells
them directly to consumers or restaurant owners. He said, “I appreciated the taste of organic
vegetables before I started farming. I wanted to provide tasty and high-quality vegetables to
consumers. That is one of the reasons that I started organic farming. I didn’t want to be a farmer
who sells products to an auction. I have 40 consumers who subscribe to vegetable-box every
week or two weeks. In addition, I provide regularly products to restaurants, delicatessens, and
bakeries in the local area. I sell around 20% of my products at a couple of farmers’ markets. It
took five years to earn enough money by farming to feed my family because customers only
increased slowly by word of mouth”. TT started organic farming in the same city as OK in 2016
when he was 36 years old. He said, “I became a member of the group, which consists of seven
organic farmers in this city. We hold organic farmer’s market every Saturday and also provide
our products to restaurants and hotels in the local area as a group every Monday. This provision
to business users is increasing because we have many kinds of products that satisfy the request
their kitchens”. The proportion of sales in the organic markets is relatively small for these new
farmers. However, those markets play a crucial role in increasing the regular customers, such
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as subscribers of vegetable-box or restaurant owners.
4.5.3 Local organic markets held by various actors
Two farmers mentioned organic markets that were established and run by a group of new
farmers. When they start, new organic farmers generally have no route for provisioning their
products and many of them are struggling to develop a market for their products. As a solution
to this, they start their farmer’s market as a group. Holding markets every week can be a
constraint for farmers. It deprives them of time for farming, and generally, farmers have
inadequate skills for marketing. In this situation, other than farmers, such as local business
owners or consumers who seek organic products, hold organic markets in cooperation with
farmers.
DE is the owner and manager of the farmers’ market “Oofuji” in the city where many
organic new farmers are farming, including OK and TT. He used to be a business owner in
another economic sector when he was down with a heart attack ten years ago. While he was
recovering from a fatal disease, he became very conscious of foods. He was looking for food
that was good for his health; at the same time, he grew vegetables by himself. After that, he
started the market seven years ago. He found that there was a group of new organic farmers and
an eco-village where 80 people live and farm in the local area. He said, “I started the market
because I thought it would help both new organic farmers and consumers. I had already retired
from the business that I used to engage in, so I didn’t need much profit from the market. Many
new farmers were struggling with sales of their products, and consumers who were conscious
of health in the local area looked for organic foods. I knew their problems because I was a small
farmer and also a consumer seeking quality food for recovering from illness. Consumers who
have an allergy, such as atopic dermatitis or multiple chemical sensitivity, are serious. It is my
pleasure that I can help those people to obtain healthy foods in the local area.” In the market,
only the products of members can be sold, and DE inspects the members if they are farming
organically. The market opens daily, but farmers only have to leave their products with a tag
with the name of producer at the market. DE knows well about member farmers and their
products, so instead of farmers, he can tell stories about them to the consumers.
Another local organic market studied is “Rengeji Organic Market”. It is held by various
people, such as farmers, small business owners, and consumers, who seek a sustainable society.
One of the founders of the market, KA, who is an organic tea farmer, described her motivation
for holding the market; “I think that the distance between producer and consumer is large in
terms of space and consciousness. Many consumers say they prefer organic foods, but they do
not know by whom and how they were produced. On the other hand, farmers do not envisage
people consuming their products; they merely provide them to an auction through an
agricultural cooperative. I used to participate in the farmers market held in Tokyo, but I stopped
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because the costs of transportation and participation are high. Furthermore, I perceived that it
was difficult to build a relationship with consumers in a huge market held in the urban area. I
think we need a place where producers and consumers communicate and establish a close
relationship in a local area. There are several options in which people purchase organic foods
in the urban area; however, in the local area, like my city, we never see organic foods in a
supermarket or grocery store. I noticed that people sought a place to buy organic products in
the local area. I discussed the idea of a local organic market with my friends, an organic cafe
owner and a social activist who sought community revitalization; then we started the market at
the Rengeji Park six years ago. […] We hold the market once a month. We have around 70
registered members, which consist of farmers, small business owners, such as café, delicatessen,
recycle shop, organic clothes shop, and processing firm of marine food. Thirty members
participate on average. Almost all of the members do not have organic certification, but we
have our standard. We restrict the members to those who meet the standard. Consumers are
gathering from the local area, and many of them are acquainted with each other and with
producers. […] Personally, the sales in the market are better than that in which I used to
participate in Tokyo. In addition, some customers with whom I build a relationship in the
market come to my farm and purchase my products, subsequently.”
AA is the owner of the whole foods shop in a shopping street. He started a local organic
market called “Sengensanday” with farmers in the shopping street. He said, “There are several
organic farmers in this city, but they are isolated and small scale. They have a very limited
market. They do not have the technical know-how to reach the consumer. I induced them to
start the market because I want to help them. Now we hold the market once a month and the
study meeting as well. The study meeting aims to expand an organic practice. Members of the
meeting are consumers, researchers from the university, persons who are thinking to start
organic farming, in addition to the organic farmers. The participants of the market are around
ten out of 30 registered members on average.” He continued, “People who seek organic
products are increasing over year and year. We could expand our market if the police would
permit us to use the shopping street, but they do not. Therefore, the sale of the market increases
gradually, but it grows steadily. The market becomes the start for some farmers to have a
connection in business with restaurant owners or other users”; “The participants of our market
are only organic farmers. I go and check their farm by myself because most of them do not have
an organic certification.”
These markets, such as Rengeji Organic Market and Sengensanday, are increasing recently,
in 10 years. They are typically small, consumers gather from the local area, and they are held
once a month. Because of the scale and the frequency of the market, the sales total is relatively
small. However, they are vital for both farmers and consumers because farmers get the chance
to acquire new regular customers, and consumers discover the farmers that they subsequently
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obtain the organic foods in the local area.
Another example of the local organic market is “Shizuoka Organic Festival,” which is held
once a year covering all prefectural area. Strictly speaking, this is not a market where people
gather regularly for purchasing groceries, but a festival as its name expresses. However, it plays
a crucial role in introducing organic producers and their products to the people in the local area.
The founder of this festival is a couple, YH and YM, who used to live in the USA. They are
not farmers; they run a firm of renewable energy. When they came back to Japan, they found
that there were no organic foods in supermarkets. YH said, “It was easy to access organic foods
in the USA, but it is not in Japan. As I looked for organic farmers, there were several in this
local area, but their products were not sold in the supermarkets around here. Consumers in
supermarkets do not care whether the products are organic or not. They do not know about
organic products that are environmentally friendly and contribute to a sustainable society. We
decided to have an event that supports organic producers and makes people aware of organic
products. We drove around the prefecture and visited many organic farmers and food processors
who produce additive-free foods. Then we called them and consumers who sought organic
products like us to hold the first Shizuoka Organic Festival last year. More than 100 producers
and shop owners participated, and thousands of people enjoyed the tasting, buying, and
studying organic products. That was the just one-day event per year, but we held this for the
rest of days. Through this festival, networks of participants were created, and young mothers
became more conscious of food for children. We would be happy if we could see organic
products in an ordinary food system, like in supermarkets, after continuing with this festival for
several years.”
5 Discussion
5.1 Demand leads organic practice to expansion
As we have already seen in Chapter 4, the production and consumption of organic tea have
been started by farmers and consumers who sought to secure the safety of products and farming
processes and to reduce the negative impact on the ecosystem around 1970. Then the market of
organic tea has gradually expanded to the tea distributer and/or high-end supermarkets;
however, its growth was slow until the early 2010s. The certified organic tea production has
dramatically increased from 2013 being paralleled by the rapid increase of exported green tea
due to the booming of Japanese cuisine and rising of health concerns in the USA and other
countries (MAFF 2019a). Together with farmers’ testimony in the interviews, this paralleled
increase clearly shows that the demand from the export market led to the rapid expansion of
organic tea production in Japan.
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5.2 The limiting factors to the growth of the organic market and overcoming.
5.2.1 Limiting factors
The expansion of the organic market in foreign countries, in particular the USA and the EU,
leads to the increase of organic tea farming in Japan through the expansion of export. At the
same time, the organic market in Japan has not increased rapidly; consequently, organic farming
practices other than export tea have enhanced slowly. What are the limiting factors to the
growth of the organic market in Japan? As discussed in Chapter 4, most of Japanese consumers
perceive that organic foods are safe because of no pesticides being used, and fewer consumers
express environmental advantage as a reason for the intention of purchasing organic foods
(MAFF 2016). At the same time, most of consumers perceive that domestic products are also
safe, even if it is produced in a conventional way (Murata et al. 2016). In other words, most
Japanese consumers do not have a strong motivation to purchase organic products because they
perceive organic foods as merely safe foods. That might be because of a lack of consumer
awareness of the meaning of organic agriculture, as Nishio (2019) suggests. This would be the
most critical limiting factor to the growth of the organic market in Japan.
5.2.2 Increasing consumer awareness
The organic market in Japan has only grown slowly because of a lack of consumer awareness
of the meaning of organic agriculture. Most consumers only express concern about their own
security, such as food safety, as a reason for buying organic foods. On the contrary, the Danish
government has successfully increased consumer awareness with various policy tools through
an approach to the demand side. They directly support private companies, for instance, helping
individual supermarket chains to develop a strategy of selling organic products to boost their
sales and educating kitchen leaders of restaurants to convert to organic foods to increase their
attraction. Consequently, many consumers in Denmark mention their motivation for buying
organic foods, such as mitigating climate change or improving animal welfare, along with
securing food safety. In other words, the Danish consumers become aware that organic
agriculture is not only securing food safety but also providing public goods, through the
government interventions that support market sectors. How did the Danish government justify
such policies that directly support private companies? According to Daugbjerg and Svendsen
(2011), government intervention to promote green industries is often legitimized by public good
provision in terms of better environmental quality. They describe, “A public good is
traditionally defined by two conditions. First, non-excludability, which means that exclusion
from benefiting from the good is not feasible. […]. Second, jointness of supply, that is, making
a good available to one individual means that it will be supplied to others as well.”; “The
abatement of global warming is one example of a pure public good because[…] it is not possible
to exclude anyone from enjoying the benefits of avoiding the greenhouse effect, and this
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abatement is independent from the number of people benefiting from it” (Daugbjerg and
Svendsen 2011 P294). Organic agriculture provides public goods, such as environmental
preservation, through fewer agricultural chemical use. Furthermore, it is considered to reduce
the total greenhouse gas emission through carbon sequestration in the soil (Daugbjerg and
Svendsen 2011, Markus et al. 2016). Holmbeck of Organic Denmark explained how the Danish
government rationalizes the various political tools of promoting organic market, as follows:
“We have embedded organic policy as a tool in other broader policy areas; for example,
drinking water protection, aquatic environment protection, nature and biodiversity strategy,
green growth strategy which seeking sustainable economic development, rural development
program, improving animal welfare and climate change mitigation. So, organic agriculture is
integrated into all those areas.” It is clear that the primary aim of the government intervention
to promote the organic market is not merely helping the market sectors, nor supporting organic
farmers, but the provision of public goods which broader policies are targeting. As a result, the
consumer awareness that organic agriculture provides public goods has increased through a
direct approach of the government interventions to the demand side.
However, can the increase of consumer awareness of the meaning of organic agriculture
lead to behavioral change in the sense of purchasing more organic products? Nyborg et al.
(2016) discuss the social norms as solutions for collective action problems, which are the
problems that a group benefits from a certain action, but no individual has sufficient incentive
to act alone. The problem can be seen when promoting organic agriculture because it would be
beneficial to society by providing public goods, but it would cost the individual consumer more
money due to the higher price of the products. They define a social norm as “a predominant
behavioral pattern within a group” (Nyborg et al. 2016 p42), and they suggest that policy can
support social norm changes, helping address collective action problems. I argue if government
intervention could increase people’s awareness that organic products provide public goods,
social norms (i.e., predominant behavioral patterns) might change to purchase organic products
from the investigation of the Danish situation. The effective approach of the Danish government
to the demand side may play a crucial role in supporting social norm change. It increases
consumer awareness of organic foods, or even more, increase the sympathy of a consumer to
organic products. As a result, it might lead to the consumers’ behavioral change to buy organic
products, which is perceived to be better in terms of the provision of public goods.
In Japan, most of consumers are not aware that organic agriculture provides public goods.
The meaning of the promoting organic agriculture is described in the Act on the Promotion of
Organic Agriculture; “Organic agriculture improves the natural cyclical function and reduces
the load of the environment derived from agricultural production” (Article3-1); “Organic
agriculture supplies products which meet the growing demand of consumers for safe and highquality food” (Article 3-2) (MAFF 2006). However, consumers are not aware that organic
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agriculture provides a broad area of public goods from the text of this ACT. That may be
because of the lack of effort of the government to develop the consumer awareness of the
meaning of organic agriculture, as Nishio (2019) suggests.
From the lesson of promoting organic agriculture in Denmark, I suggest that the Japanese
government may learn to root their political tools of promoting organic agriculture into the
broader and higher policy purposes which provide public goods and directly approach the
market to increase consumer awareness about public goods that organic agriculture provide.
Those are, for instance, tackling climate change through carbon sequestration, preserving the
environment by less use of agricultural chemicals, rural development by supporting farmers
and improving animal-welfare through respecting the intrinsic behavior of animals. To increase
consumer awareness, the education of schoolchildren may also play a crucial role in the long
run. More than 90% of public primary schools and junior-high-schools in Japan have a school
lunch program (MEXT 2019). The school lunch is used not only for the provision of food for
children but for the education of food and agriculture in many schools. Farmers visit a school
and give children lectures about how to produce what students are eating. For MAFF, together
with local governments, school lunch would be one of the essential and useful chances to
promote consumer awareness of the meaning of organic agriculture. The awareness that organic
agriculture provides public goods may support social norm change and consequently lead to
consumers’ behavioral change to buy organic products. I would suggest that raising consumer
awareness would be the basis of the expansion of the organic market.
5.3 Local organic market
5.3.1 Citizens create organic market
When consumer awareness increases, how would the organic market expand in practice,
especially in local area? As described in Chapter 4, most people rarely had a chance to obtain
organic products in mainstream market in local area. In this situation, the local organic markets
have emerged in the local area. Although there are various forms of the local organic markets,
for example, mainly led by farmers, by small businesses, or by consumers, and held daily,
weekly, monthly, or annually, they provide organic products directly from local farmers and
local small businesses to consumers in common.
Renting et al. (2012) call initiatives, in which citizens play an active role in the initiation
and operation of new forms of consumer-producer relations, civic food networks. They describe
that the civic food networks go clearly beyond direct selling and marketing activities operated
by producers because citizen-consumers are the main driving force and the networks embody
new forms of engagement with food which is beyond food provisioning itself. They suggest
that the civic food networks share some characteristics such as; promoting agroecological
production methods; favoring local and seasonal foods; offering fair remuneration to producers
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and other persons involved in the food system; providing access to quality food for all income
levels of citizens. Regarding the local organic markets that I investigated, the citizen-consumers
are involved as one of the main actors in them, and they are not established for merely seeking
the provision of foods. The actors of them pursue not only economic development by direct
selling from producers to consumers but also an environmental improvement, community
revitalization, and securing food safety. Furthermore, they show the characteristics that Renting
et al. (2012) suggest as civic food networks sharing. For instance, they promote organic farming,
provide locally grown or processed foods in season, and set a reasonable price for both
producers and consumers. From those observations, the local organic market is thought to be
one of the forms of civic food networks.
Local organic markets are deeply appreciated by local people because they provide a
chance to both consumers and producers to transact the local organic products in the local area.
Further, they are held based on the concept, which includes supporting local organic farmers or
small business owners, preserving the environment, and revitalizing a community. For example,
Rengeji Organic Market explains its principle in the application guide. The guide says; “the
aim of the market is seeking sustainable society which is environmentally conscious with
supporting organic farmers and small business owners who share the goal”; “The market is not
only a place for transaction of products, but also for delivering a message and raising awareness
about foods, agriculture, and environment among the people gathering for the market.” To
establish the market based on the principle, they set the organic standards, and the executive
committee of the market checks the applicants by consulting whether they meet the standards.
The other local organic markets that I investigate also have their standards and control them
autonomously. Most of the products in the local organic market do not have the organic
certification authorized by the national government. However, consumers are satisfied with the
products which meet the autonomous standard in the local organic markets. Thus, through the
expression of the revitalized role of civil society-based governance mechanisms in the local
food system, the local organic market would become established as a counter movement to the
mainstream market where local organic foods are rarely seen. Three local organic markets out
of four, which I investigate, have existed more than five years, and the representatives of them
described in the interviews that they all increased the number of participants and people who
come and enjoy shopping, tasting, and having a conversation in the market. The local organic
markets seem to be flourishing as civic food networks. However, can they persist in a local food
system, and continue to grow larger or increase their number? I discuss this in the next section.
5.3.2 Embeddedness, marketness and instrumentalism
Granovetter (1985) suggests that economic behavior is not always controlled by economic
rationality, but it is embedded in and influenced by a dense network of social relations.
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Concerning the local organic markets, people gather for the markets, not because there is an
economic attraction for products, such as low prices, a wide range of variety, uniform quality,
or year-round availability. People gather because they share the aim of the markets, such as
creating a sustainable society, seeking community revitalization or securing safety and ecofriendly foods, based on the direct relationship between producers and consumers. I would
suggest that the local organic markets are deeply embedded in the relationship of mutual trust
among people gathering them.
According to Hinrchs (2000), the embeddedness does not entail the complete absence of
market sensibilities. She suggests, “Recognizing how social embeddedness is qualified by
marketness and instrumentalism is critical for understanding the viability, development, and
outcomes of local food systems” (Hinrichs 2000, P301). When the local organic market, which
is deeply embedded in a social relationship, is investigated through the concept of
instrumentalism and marketness, it is considered to be low instrumentalism because the
motivations of actors are not mere economic achievement through transaction of products, but
environmental conservation, community revitalization, and interaction among actors in the
market. In addition, it is also thought to be low marketness because the price considerations are
relatively low when people purchase high-quality organic products. At the same time, however,
people expect that the prices of products in the market are not so high because they transact the
products directly from producers to consumers. In fact, the prices of the products are relatively
low comparing to those in high-end supermarkets or specialty shops where organic products
are transacted with premium prices in an urban area. The prices of products in the local organic
markets offer fair remuneration to producers and provide access to quality food for people of
all income levels. Hinrichs concludes that “It is true that too much instrumentalism and
marketness can sour the embedded market. But a dash of instrumentalism and marketness might
well ensure a more substantial, nourishing meal.” (ibid, P301))
Local organic markets, as one of the forms of the civic food networks, are operated
autonomously by participants based on the strong motivation of seeking a sustainable society,
and they are deeply embedded in dense networks of gathering people. Further, the price of the
products that transacted in the local organic markets is appreciated by both consumers and
producers, so that the number of people gathering at the market is increasing. From those
observations, the local organic markets are likely to persist substantially in the local food
systems. The local organic markets support organic farming; however, it is questionable if they
stimulate organic farming to grow as dramatically as the expansion of organic tea because they
are generally small and grow gradually. Can local organic markets considerably expand the
total organic market size in Japan and prompt organic farming to increase rapidly? I discuss
this in the next section.
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5.3.3 Local organic market as the grassroots innovation
Seyfan and Smith (2007) describe the grassroots innovations as networks of activists and
organizations generating novel bottom-up solutions for sustainable development; solutions that
respond to the local situation and the interests and values of the communities involved. From
this description, the emerging local organic market can be seen as grassroots innovation. When
the grassroots innovation of the local organic market is analyzed as an innovative niche as they
suggest, it would have intrinsic benefits and diffusion benefits. The intrinsic benefits of the
local organic market would be the provision of organic products, revitalization of the local
community, and supporting small farmers and business owners in the local area, which already
can be seen in local organic markets. They also suggest that small local projects, like local
organic markets, can contribute to sustainable development when a number of those projects
increase as a result of wider policies (Seyfan and Smith 2007). Although many local organic
markets have emerged in the last ten years, it is not clear that new local organic markets would
continue to emerge. As Seyfan and Smith suggest, more extensive policies, especially those of
local government, may support a further increase of local organic markets and contribute to
sustainable development in the local area, because those local organic market may be a solution
that local governments are looking for.
Regarding diffusion benefits, Seyfan and Smith (2007) describe that the benefits are “a
means to an end,” and the distinction between intrinsic benefits and diffusion benefits delineates
a simple niche (not seeking regime change) from the strategic niche (seeds for wider
transformation) (Seyfan and Smith 2007 P593). Can the niche innovation of the local organic
market lead to the wider transformation of the mainstream market in the local food system?
Smith (2006) investigates the case of organic food history in the United Kingdom and its
penetration of the mainstream food sociotechnical regime with the strategic niche management
approach. When mainstream markets, namely supermarkets, were involved in organic food
provision, the essence of the organic movement, for instance, supplying fresh and locally
produced food through decentralized distribution networks, was dismissed (Smith 2006).
Considering the popularity of the recent emerging local organic market, it may stimulate the
mainstream market in the local area to start or increase the provision of organic food. However,
when the supermarkets are involved in organic food provision, they may absorb the niche
elements which are reforming rather than radical, as Smits (2006) suggests. That means, for
instance, the organic products that transacted in supermarkets might not be produced in the
local area, nor relevant to the matter of local communities, because the supermarket requires
the products to have the economic advantage, such as the uniform quality, year-round
availability, low price and massive amount of production for their centralized distribution
system. Although more radical niche elements would be dismissed, that would step forward
mildly towards more sustainable reforms, which means increasing the provision of organic
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products to the local people who rarely had a chance to obtain them in the mainstream food
system. Even if local people increase a chance to buy organic foods in mainstream markets, I
suggest that the local organic markets would persist and remain advocates for a more
sustainable community. This is because people in the local area appreciate the role of the local
organic market not only as provisioning of organic foods but also as revitalizing the local
community, supporting local organic farmers and preserving the environment. Smith (2006)
suggests that the relationship between two forms of sustainable food provision, namely
mainstream markets that absorb the niche elements and organic niche, is not entirely one of
rivalry. That means they would coexist in the local food systems. Kubota of Japan Organic
Agriculture Association showed an example of the coexistence of supermarket and local
organic market in a local area in Japan; “Recently, some distinctive supermarket chains started
selling organic products eagerly in local areas. One of them is collaborating with farmers
offering its parking lot to hold organic market once a week before their stores open”. Based on
these observations, I argue that the local organic markets may prompt supermarkets to handle
more organic products, and the coexistence of local organic markets and supermarkets could
lead to an expansion of total organic market size in the local area. As a result of the expansion
of the organic market, the organic farming practice would increase rapidly, like the tea case in
Japan. In the tea case, both farmers who seek environmental consciousness through organic
farming and those who motivated to participate for economic reasons in the organic market
contribute to the rapid increase of organic practice. For accelerating the process, it is crucial to
raise consumer awareness and change the social norm by implementing coherent policies of
national and local government, as I argued in the previous section.
6 Conclusion
Organic agriculture in Japan emerged around the 1940s and expanded in the 1970s, like in other
developed countries, such as the EU. However, it still has only a small share in the total
agriculture practice compared to the EU.
In that situation, only organic tea farming has multiplied in the recent five years because
the export market, in which organic tea is preferred to conventional tea, has expanded. The
motivation of organic tea farmers varies depending on the time when they converted; the earlier
they converted, the more they express concern for food safety or environmental conservation,
and the later they converted, the more they express concern about the demand of the market.
Despite those differences in motivation, they all contribute to increase of organic tea farming
through an expansion of green tea export.
From the observation of the tea case, it can be said that the expansion of the organic market
would lead to an increase of organic farming in Japan. However, in practice, the organic market
in Japan is small, and it grows gradually. I argue that this is because of a lack of consumer
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awareness of the attributes of organic products. Most of the consumers in Japan appreciate
organic products as merely safe foods, but they perceive domestic products as safe at the same
time. Hence, their motivation is satisfied with domestic products, even if these are conventional.
In contrast, Danish consumers mention climate change mitigation and improvement of animal
welfare as the reasons for buying organic products, which fewer Japanese consumers do. That
is because the Danish government directly approaches and supports the actors in the organic
market, such as supermarket chains and restaurants, to promote organic products and increase
consumer awareness. The government legitimizes such organic policy tools that directly
support for private sectors by referring to their role in providing public goods. That is done by
embedding the specific goal of promoting organic agriculture in other broader policy areas,
including climate change mitigation and improving animal welfare. From the lesson of
promoting organic agriculture in Denmark, I conclude that the Japanese government does not
root the political tools of promoting organic agriculture into broader policy purposes. The
Danish policies are based on a clear definition of what organic agriculture provides in terms of
public goods, while the Japanese policies are not. What the Japanese government could do
instead is to approach the market directly to increase consumer awareness that organic
agriculture is providing public goods, such as mitigating climate change through carbon
sequestration, preserving the environment by less use of agricultural chemicals, rural
development by supporting farmers and improving animal-welfare through respecting the
intrinsic behavior of animals. For raising consumer awareness, school lunch could be one of
the essential and useful tools for MAFF and local governments in the long run. Most children
could learn the meaning of organic agriculture because more than 90% of public primary school
and junior high school have a school lunch program in Japan. The increase in consumer
awareness may lead to a behavioral change of consumers to purchase more organic foods. I
would suggest that raising consumer awareness would be the basis for an expansion of the
organic market.
However, consumers in the local area rarely have a chance to see organic products in the
mainstream market. That means even if consumers become more aware of organic agriculture,
they would not buy more organic foods, and as a consequence, the organic market would be
hard to expand in the local area. In that case, recently emerging local organic markets might
play a key role in expanding the market size of organic products. Although various actors are
involved in the local organic markets, including farmers and local small businesses, citizenconsumers are one of the main actors of them. Their motivations for holding the local organic
markets are not merely having the place for the transaction of organic products but also pursuing
sustainable development through revitalizing the local community, supporting local organic
producers, and preserving the environment. From those characteristics, the local organic
markets are perceived as the civic food networks that Renting et al. (2012) argue. Most of the
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local organic markets have their own standards for organic and administer them autonomously.
Through these civil society-based governance mechanisms, the local organic market is a
countermovement to the mainstream market. In addition, from the concept of embeddedness,
marketness, and instrumentalism that Hinrichs (2000) suggests, it follows that the local organic
market is likely to persist. However, the local organic market is too small to expand the total
market size of organic products in the local area. From the experience of organic agriculture as
a niche innovation in the UK, as Smith (2006) investigates, and the popularity of local organic
market, it may stimulate mainstream markets to handle more organic products. In that case,
some elements of niche, such as mild or reforming elements, would be absorbed in the
mainstream markets, and radical elements would not. However, at the same time, local organic
markets as niche innovation would persist and remain advocates for a more sustainable
community. I argue that this coexistence of local organic markets and mainstream markets (i.e.,
supermarkets) would lead to an expansion of total organic market size in the local area. As a
result of the expansion of the organic market, organic farming practice may increase rapidly,
like the tea case in Japan. For accelerating the process, it is crucial to raise consumer awareness
and change the social norm by implementing coherent policies of national and local government.
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Appendix
Interviewing guide for thesis research
1 Tea farmers (seven farmers)
Anonymous on the thesis,
A)

General information (name, age, area, number of labors)

B) Family history of tea farming
-Who started tea farming of your family and when?
-Why did you (he/she) start tea farming?
-What’s about relations with neighbor farmers before conversion to organic agriculture?
C) Motivations
-Who converted the tea farming from conventional to organic, and when?
-What were the motivations for organic tea farming when switching from a conventional
one?
-Are there any event that makes you to convert to organic agriculture?
-What was a reaction of neighbors when converting?
-What was a response by the farmers’ cooperative and other actors?
- Is your motivation(s) precisely the same as when you were starting?
D) Anxiety and constraint
-Did you have any anxiety for conversion from conventional tea farming?
-If you had what was that?
-What were the constraints at the beginning?
-How did you overcome those constraints?
-How do you sell your products?
-Are your products certified? Why or Why not?
-What restrictions do you still have?
E) Fertilizer, Pest control, Other farming system
-What kind of fertilizer/ manure do you apply?
-Do you use pesticides which allows to use for organic agriculture?
-What innovation makes your organic farming fruitful?
F) Market, Alternative food system
-How do you sell your products?
G) Satisfaction and future plan
-To what extent do you satisfy the result of conversion to organic farming?
-What is your plan for the future?
47

H) Recent increasing of organic tea farming
-What are the reasons do you think organic tea farming dramatically increase recently?
-What is your opinion on the recent increase in organic tea farming?
-Are you happy with the increase in organic tea farming, and why?
-Do you think organic tea market in Japan is expanding?
-What are the reasons for its expanding (or not expanding) do you think?
I) Government interventions / Supports from other sectors
-Do you think government interventions are enough to promote organic farming?
-If no, what kind of interventions are needed from your point of view?
-Do you think you need support from other sectors such as community, consumers, or
processors?
-If so, what kind of support do you need?

2 Vegetable farmers (two new farmers)
Anonymous on the thesis
A) General information (name, age, area, number of labors)

B) Family history of vegetable farming
-Who started vegetable farming of your family and when?
-Why did you (he/she) start vegetable farming?
-What’s about relations with neighbor farmers before conversion to organic agriculture?
C) Motivations
-Who started the organic vegetable farming and when?
-What were the motivations for organic vegetable farming when starting?
-What was a reaction of neighbors when starting?
-What was a response by the farmers’ cooperative?
-What was a response by the other actors?
-Is your motivation(s) precisely the same as when you started?
-To what extent do you satisfy the result of organic farming?
-What is your plan for the future?
D) Anxiety and constraint
-Did you have any anxiety for starting organic vegetable farming?
-If you had what was that?
-What were the constraints after you started?
-How did you overcome those constraints?
-What restrictions do you still have?
E) The market for organic products
-How do you sell your products?
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-Are your products certified? Why or why not?
-Do you think the organic market in Japan is expanding?
-What are the reasons it’s expanding (or not expanding) do you think?
F) Government interventions / Supports from other sectors
-Do you think government interventions are enough to promote organic farming?
-If no, what kind of interventions are needed from your opinion?
-Do you think you need support from other sectors such as community, consumers, or
food company?
-If so, what kind of support do you need?

3 Founder or Representative of Organic Market (several types of the organic
market)
A) Market
-Why, how, when, and by whom was the Organic Market started?
-Who consists of the organization of market?
-How many customers come to the market?
-Why they come to the market?
-How much are the annual sales of this market?
-Is it increasing or not. Why?
B) Relationship with farmers
-How many farmers (and shops) registered for this market?
-What is the condition to be a registered member?
-Do you think the market support organic producers? How?
C) Government interventions / Supports from other sectors
-Do you think government interventions are needed to promote organic products?
-If so, what kind of interventions are required in your opinion?

4 Government officers / Representative of Japan organic agriculture association
(Japan)
A) Primary position and concept of legislation
-What is the primary position of the government on organic agriculture?
-What is the key concept of the legislation of promoting organic agriculture in 2006?
-What is the background of the legislation?
-Which is bigger constraint to promote OA, production or market?
B) Supporting OA farmers
-What kind of intervention do you have for supporting OA farmers?
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C) Promoting the OA market
-What kind of intervention do you have for promoting the OA markets?
D) Certification system
-What is the aim of the certification system?
-Do you think certification system and logo play a role of promoting organic products?
E) To achieve the goal
-What is the target goal of organic agriculture in the basic plan?
-Is it possible to achieve the goal? If no, what do you think are reasons?
-From the survey, more than 80% of people buy or want to buy organic food. Why their
willing doesn’t link to increase the market?
-On the contrary, only 21% of distributers or processers are selling OP and 42% want to
sell them. Furthermore, only 44% of them think organic market will be expanding. How
do you evaluate these numbers?
-Is there any idea or plan to accelerate promoting OA?
F) New basic plan
-What does the government focus on for new basic plan?
-What kind of discussion were made in the committee?
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Interviewing guide for thesis research in Denmark
12 Nov.-14 Nov.
1 Representative of Organic Denmark
A) Primary position and concept of legislation
-What is the primary position of the government on organic agriculture?
-Do the government also support conventional farming for exporting, marketing, or other
things?
B) Supporting OA farmers
-What kind of intervention do you have for supporting OA farmers?
C) Promoting the OA market – support demand side
-What kind of intervention do you have for promoting the OA markets?
Export
Domestic market
Public kitchen
D) Certification system
-Do you think certification system and logo play a role of promoting organic products?
-When farmers are certified in their organic practice, do they have to pay the cost to the
institute, or they don’t have to because the government run the system?
-Are there any farmer who doesn’t get certification because he sells his products in the
relationship with consumers, like CSA?
E) To achieve the goal
-What is the target goal of organic agriculture in the basic plan?
-Is it possible to achieve the goal? If no, what do you think are reasons?
-Is there any idea or plan to accelerate promoting OA?
-Now, the marketing share of organic products is 13.3% in Denmark. How large should it
be in the future?
-It should be 100%, or not? Why? Even in Denmark, it is less than 15%.
F) New basic plan 2018-2020?

-What does the government focus on for new basic plan?
-What kind of discussion were made in the committee?
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2 Public kitchen leader (The leader of Kitchen of Egmont Hoj-scholen)
A) food procurement

- How do you procure foods for this school kitchen?
- From where do you buy foods for kitchen?
-Do you have any direct relationship in procuring foods?
B) Organic food

- What is the proportion of organic food approximately that you use for the kitchen?
-What kind of organic foods do you use?
- Why do you use the organic foods? (What is the motivation of you to use organic
foods?)
-What do you think is the advantage using organic foods?
(If answer is about safety; Are you skeptical to conventional foods in the sense of safety?)
-Do you have any target to use organic foods?
-Is there pressure to achieve the target from the state (government or local government) or
school?
-Is there any subsidies or other support from government when you use organic products?
-Do you know that the government has a target that 60% of foods in the public kitchen
should be organic?

3 Consumer (Japanese housewife who lives in Denmark 12years)
A) The place where she usually buys foods

- From where do you buy foods usually?
-Do you have any direct relationship with farmers in procuring foods?
B) Organic food

- What is the proportion of organic food approximately that you consume in your home?
-What kind of organic foods do you use?
- Why do you consume the organic foods? (What is the motivation of you to consume
organic foods?)
-What do you think is the advantage using organic foods?
(If answer is about safety; Are you skeptical to conventional foods in the sense of safety?)
-Is relatively higher price a limiting factor when you chose organic foods?
C) Comparing to Japan

-What do you think is the difference from Japanese situation?
(Accessibility, Premier price)
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