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Abstract
This thesis explores shopping for locally produced vegetables taking place at four selected niche shops
in Almere, using a practice theory perspective. Observations took place at Weet hoe je leeft!, Regelrecht
van de boer, de Warmonderhofkraam and Plantage Nieuwland and their four shopkeepers were
interviewed. Costumers of three of those shops were interviewed. Important themes were identified
using a practice theory lens, focusing on elements of material, meaning and competence.
It was found that local food is not easily available in Almere. It is mostly sold at a few niche shops in
peripheral locations on the outskirts of the city, which are open during specific (limited) opening times.
The availability of vegetable types varies with the seasons. Local food is intrinsically connected with
organic food at these shops and in the minds of practitioners.
The niche shops are all characterized by their small scale, product specialization and connected
projects. At the same time, the shops each express differing character and atmospheres. The niche
shops provide a framework of reference to make it easier for consumer-practitioners to buy local and
organic food. The practice is laced with meanings of sustainability and connotations of shopping
responsibly. Customer-practitioners apply specific shopping strategies and use specific knowledge
related to local food.
Shopping for local food takes place next to other types of shopping such as at supermarkets and next
to other ways of procuring food, including vegetable gardening. The commitment of extra time and
money which is part of buying local food does not fit well within the everyday life of many citizens, which
is why the practice as it is now, will not emerge to challenge the dominant practice of supermarket
shopping. However, for customers who are genuinely interested in buying locally produced food, the
niche shops provide a useful framework of reference regarding the food qualities, which makes
shopping there more efficient and pleasant.
Three typologies of the practice have been identified. Variations in the performance of the practice
revolved around the meanings customer-practitioners ascribe to the practice: shopping for local food
as a leisure practice, shopping for local food as an environmental practice and shopping for local food
as a culinary practice. For the environmentalist local food practitioner, the practice is mostly embedded
in an environmentally conscious lifestyle. For the culinary local food practitioner, the practice is mostly
embedded in the practice of cooking and a desire to eat healthy. For the leisurely local food practitioner,
a visit to the local food store is an occasional special outing. For policy and research purposes, the
typologies of the practice may help us to better understand the embeddedness of the practice in
everyday life and they possibly can be used to streamline an approach to increase the sale of local food
by identifying ways in which practitioners relate to the practice.
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1. Introduction
1.1. Problem statement: locally produced food as a policy goal in a globalized
world
We live in a globalized world, and in the Netherlands it is an everyday occurrence that some of the
ingredients of the meal on your plate originate from another country, even from another continent. At
the same time, there is a small trend among customers into the opposite direction, a trend of eating
more locally produced food (National Institute for Public Health and the Environment (RIVM), 2017, pp.
35-36).
There are many reasons why the consumption of locally or regionally produced food may be preferred
over importing food from further away. Consumers may value the close origin of food as they mean to
support the regional economy or for cultural reasons (Nemecek, Jungbluth, Milà i Canals, & Schenck,
2016). Locally produced food may have a more transparent food chain, allowing larger trust in the
qualities of the food: Wertheim and colleagues showed that both sellers and costumers in Viet Tri,
Vietnam considered close origin as part of their food safety strategy while buying vegetables at a wetmarket (Wertheim-Heck, Spaargaren, & Vellema, 2014). Moreover, it has been argued that regionally
produced food is preferable for environmental reasons since it requires less transport. However, many
Life Cycle Analysis studies show that the environmental damage caused by food generally depends
more on the production impacts such as loss of soil quality, and less on the distance food travels
(Nemecek, Jungbluth, Milà i Canals, & Schenck, 2016). On the one hand, the environmental impact of
origin thus should be considered separately per product type, yet on the other hand, the environmental
impact of especially airfreight and cooled transportation of food still holds considerable weight.
Amongst policy makers there is also interest in increasing the strength of regional food supply systems
and to stimulate the consumption of local food. Opitz and colleagues see a possible role for peri-urban
agriculture (agriculture in the region around a city) in improving food security in the Global North (Opitz,
Berges, Piorr, & Krikser, 2016). This focus on regionally produced food has also taken hold in Dutch
policy in recent times (Wertheim-Heck S. , 2017). Several Dutch cities have signed a City Deal under
which they aim to improve the sustainability, healthiness, and robustness of urban food systems. Within
this agreement, the need for a transparent and fair provision system is mentioned as an additional
argument in favour of a regional food supply system (CITY DEAL Voedsel op de stedelijke agenda,
2017). One of the signatory cities to this agreement is Almere, which aims to increase the share of
locally produced food in the total food provision. While the exact target remains debated, the aim is
reported to be twenty percent local food in 2022 (Wertheim-Heck S. , 2017).
With an eye on future policy success, the question arises whether an emerging trend of shopping for
locally or regionally produced food can be discerned on the ground. Does close origin of food matter to
people when they do their everyday shopping? This thesis explores what shopping for local food looks
like on the ground in Almere, and what meaning locality carries for citizen-consumers. While in literature,
the definitions of local and regional food vary per text, for the purpose of this thesis, locally produced
food is determined as food produced in the Flevopolder. Thus, there is no difference made between
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food that is produced very locally within Almere city and food which was produced regionally elsewhere
in the polder. Furthermore, the type of food studied was limited to fresh produce such as vegetables
and fruits, as this simplifies the question of origin since these products do not need to be processed
elsewhere. By exploring how customers purposefully shop for or unintentionally buy locally produced
vegetables and fruit in Almere today, this thesis leads to some insights which are interesting to both
policy makers and researchers with an eye on tomorrow.

1.2. Food shopping in the Almere context
Almere can be regarded as a quite typical Dutch city. It is the seventh largest city (by municipality
inhabitants) of the Netherlands in 2018 (StatLine, 2018). The disposable income per household in
Almere was with €35.000 per year in 2010 slightly above the Dutch average of €34.300. The education
level of working population in Almere in 2012 followed a comparable pattern to the rest of the
Netherlands; about 23 per cent completed a lower education, 45 per cent a secondary or vocational
education, about 31 per cent completed higher education (Almere, 2013). At the same time, Almere is
also atypical in some aspects. In 2018, 41.6 per cent of Almere inhabitants had a migration background
(at least one parent was born in another country), which makes it one of the most multicultural cities in
the Netherlands (StatLine, 2018). The socio-economic index of Almere, which also takes factors of
employment, education social security recipients and emancipation into account, ranked a bit below the
average socio-economic index of comparable municipalities (Almere, 2013). There is a relatively high
occurrence of lifestyle diseases like obesity in Almere (Wertheim-Heck S. , 2017). Within the city, there
is uneven accessibility of (healthy) food. For example, within the neighbourhood Parkwijk there is only
one store which sells fresh vegetables and fruit (ten Brug, Wertheim-Heck, & Brons, 2018).
The geographic and historical position of Almere within the relatively recently created agricultural polder
land makes it a suitable context for studying local food consumption; in the Flevopolder there is a very
high production of vegetables, even if the availability and diversity of products differs strongly per
season (ten Brug, Wertheim-Heck, & Brons, 2018). The sociodemographic characteristics related to
social inequality also make Almere an interesting context for studying food consumption, especially
considering that health and healthy lifestyles are stratified across societal classes: people with low
socio-economic status or a migrant background are more likely to follow less healthy dietary patterns
and to suffer more from lifestyle related diseases (Wertheim-Heck S. , 2017).
A panel survey by Bouman (2018) showed that Almere residents think it is important to eat healthy,
however, they rarely eat the daily recommended amount of vegetables. People with a higher education
said they go a bit more to organic stores than people with a lower education, and women go a bit more
than men (Bouman, 2018). People with a higher education and women also rated sustainability of
food as slightly more

important

than

their

counterparts. Almere

inhabitants

said

that

they

find characteristics such as safety, price and attractiveness most important when choosing food,
while familiarity, ease of preparing the food and fair production are seen as least important (Bouman,
2018). Groceries are mostly done twice or thrice weekly at supermarkets, and visits to shop types where
locally produced food is sold, are rare. For example, in the panel survey 84 percent of respondents to

2

the question “How often do you visit the organic or farmers’ market?” said they (almost) never do, while
twelve percent said they do it less than weekly and three percent go every week.

1.3. Research aim and research questions
This thesis explores the purchasing of regionally produced food in Almere, using social practice theory.
The research aim is to explore whether there are actually practices of buying locally produced food
emerging or existing in Almere, and what these practices might look like. Social practice theory will be
explained in the theoretical framework. The focus is truly on the act of shopping itself, specifically buying
regionally produced vegetables and fruits. The objective is to give a rich and detailed account of
shopping for local food taking place in Almere, treating the following four shops as case studies:
Regelrecht van de boer, Weet hoe je leeft!, Warmonderhofkraam and Plantage Nieuwland.
The main research questions are: What does shopping for locally produced food in Almere look
like? Which form(s) does a possible practice of buying locally produced food take?
The sub-questions of this thesis are:

-

What can the food retail environment tell us about the availability of local food in Almere?

-

How does shopping for local food take place at various venues?

-

What does an exploration of food shopping at the different venues tell us about the
purchase of local food?

The first two sub-questions are principally connected to the first main question, with the aim of mapping
and exploring shopping for local food in Almere, while the last sub-question is more connected to the
second main question, with the aim of defining (emerging) practices connected to shopping for local
food, and possible typologies of those practices.

1.4. Thesis outline
This opening chapter is followed by Chapter 2, which outlines the theoretical framework of practice
theory and concepts related to the system of provision of local food. Chapter 3 describes the
methodologies applied in data collection and the analysis of that data. In Chapter 4, the results of the
fieldwork are presented in a rich description of local food buying practices taking place in Almere. The
entire chapter together forms an exploration of the two main questions with the help of the subquestions, which are answered at the end of this chapter. Chapter 5 discusses the findings and the
limitations of this thesis and makes recommendations for further research. Chapter 6 forms the
conclusion of the thesis and here the answers to the main research questions are concluded.
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2. Theoretical and conceptual framework
In the search for a fitting theoretical framework within which to study (sustainable) food consumption, it
is unavoidable to come across those theoretical models based on individual rational decision-making
processes. While this research will not be building upon these dominant theoretical models, the theory
used has been developed as a reaction to them (Warde, 2014). Therefore, the current chapter starts
with a short explanation of critique on these dominant theories and how social practice theory instead
explains patterns of behaviour (and change) in society. Social practice theory forms the theoretical
framework within which this research explores local food consumption in Almere. The conceptual
framework explains how buying local food takes place in the interaction between retail environment and
consumer lifestyles within the system of provision of local food in Almere. At the end of the chapter, the
theoretical and conceptual framework are summarized in a diagram.

2.1. Social practice theory
As Elisabeth Shove explains in her commentary titled Beyond the ABC: climate change policy and
theories of social change (2010), dominant approaches to social change both in social sciences and in
policy making are based on the assumption that values and attitudes (A) influence the behaviour (B) an
individual chooses (C) to adopt. However, this ABC framework is inadequate, as it generates questions
which it cannot answer. Assuming that attitude does indeed determine behaviour, how can we explain
the phenomenon that very often, behaviour does not reflect attitude at all? For example, why do many
people who have environmental-friendly values and attitudes still display many unsustainable
behaviours in their everyday lives? Theoretical models based on individual rational decision-making
have gathered numerous external factors which could influence this so called value-action gap,
however, this only over-complicates the ABC framework (Shove, 2010) and serves to demonstrate the
weak explanatory power of attitude itself. Another critique put forward by Shove (2010) is that the
responsibility for social change, such as in response to environmental or climate problems, is put at the
hands of individual consumer-citizens, thus ignoring the role of the state and other structural influences.
Social practice theory, which forms the theoretical basis for this research, has evolved as an alternative
to these rational decision-making models for studying behaviour change. Social practice theory aims to
explain social change and order in society by investigating social practices and how they emerge,
develop and disappear (Shove, Watson, & Pantzar, 2012). While theories of social practices are cultural
theories, they can be distinguished from other cultural theories by their understanding of placing the
‘social’ in the practice, as opposed to for example the structuralists, who place the ‘social’ inside the
human mind (Reckwitz, 2002). Social practices exist over time and space and are enacted by
individuals, who are only the carriers or participants of that practice (Shove, Watson, & Pantzar, 2012).
Thus, social practices are seen not as individual behaviour, but instead as the unit of enquiry of the
research (Shove, 2010). Social practices are often mundane activities rooted in everyday life, for
example the practice of eating. This is important because mundane, routine activities make up the
majority of our daily conduct.
While various scholars have developed social practice theory in varying ways (Warde, 2014) (Nicolini,
2012), this research will apply Elizabeth Shove’s approach to social practice theory. In the book The
4

Dynamics of Social Practice: Everyday Life and How it Changes (2012), Shove, Watson and Pantzar
explain their conceptualization of social practice theory. While they build on work by other authors, they
have developed a rather straightforward conceptualization of social practice theory. According to them,
social practices consist of a combination of only three elements, which are integrated in the performance
of the practice. The elements are material; e.g. objects, the human body and infrastructure, meaning;
which represents “the social and symbolic significance of participation at any one moment” and
competences; including skills, practical know-how and understanding (Shove, Watson, & Pantzar,
2012, p. 24). The elements of a practice are connected to each other by the performers or practitioners
when they enact the practice. As such, it is through the recurring performance of a practice that it
continues to exist, or that it can change over time (Shove, Watson, & Pantzar, 2012). Shove, Watson
and Pantzar illustrate this effectively in a figure in their book, which is also shown below in Figure 1
(2012).

Figure 1 Social practice as conceptualised by Shove et al. (2012), p.25

Practice theory as conceptualized by Elisabeth Shove and her colleagues is applied in this thesis as a
lens to study the phenomenon of buying regionally produced vegetables and food. The simple
conceptualization of practices as consisting of three elements offers a welcome guideline for
recognizing (emerging) practices, without placing too many restrictions or rigid conditions. Since this
thesis is an applied research of an explorative nature, instead of a theoretical paper, the simplicity of
the Shovean understanding is seen as an advantage which offers room for exploration. The
operationalization of practice theory in this thesis is based on Davide Nicolini’s method of changing
between movements of zooming in and out on a practice until the relationship between the locally
observed performance of a practice and the broader dynamics and effects around it becomes clear
(Nicolini, 2012). Nicolini uses the metaphor of a toolkit to explain his proposition to switch focus between
various aspects of a practice, using various methods and tools, instead of zooming in on one specific
point like a microscope (2012). This can help to provide a rich and deep understanding of the practice.
5

Likewise, the exercise of zooming out of a practice, by following trails of connections with other
practices, materials, times and places can help to understand the practice relationally, as part of a nexus
of connections (Nicolini, 2012).

2.2. Concepts
When food is bought in a store, it usually has already travelled a bit and it has been through various
hands. The system of provision exists of all the processes and organization concerned with a certain
product’s journey from production to consumption. This includes (regarding fresh produce) the farm
production, processing and packaging, transportation and or storage, retailing and eventually,
consumption. Within this system, the buying of locally produced vegetables and fruit takes place in the
interaction between the retailers and consumers. It is this activity, of course, which is the subject of
study in this thesis.
However, in order for this activity to take place on any scale, it is a requirement that local food should
be available in stores around Almere. Many authors, such as (Macdonald, Ellaway, & Macintyre, 2009),
use the term food retail environment to denote the physical presence of food stores within a certain
geographic area. Sometimes, the term foodscape is used interchangeably (Burgoine & Monsivais,
2013) but this should be avoided since in sociology, the term foodscape includes not just the physical
presence of stores, but also “the institutional arrangements, cultural spaces, and discourses that
mediate our relationship with our food” (MacKendrick, Norah for the American Sociological Association,
2014, p. 16). The availability of local food in the food retail environment of Almere as part of the system
of provision forms an essential context within (possible) local food practices take place.
While the system of provision and the food retail environment form the conceptualization of the
structural context within which shopping for local food takes place, the concept consumer lifestyle
represents the actor side of the context. The consumer lifestyle exists of “the set of social practices
an individual embraces, together with the storytelling that goes along with it” (Spaargaren, 2003, p. 689,
paraphrasing Giddens, 1991). Thus, the consumer lifestyle consists of more than just the attitude as
conceptualized in attitude driven behaviour models. The storytelling that goes allong with the set of
practices can explain how a consumer’s lifestyle consists of multiple dimensions, may include a
combination of seemingly opposing practices and may not reach all domains of his life (Spaargaren,
2003).
A shop where locally produced vegetables are sold and bought thus is the physical location where
interaction between producers and consumers takes place in the performance of the practice, and this
place is referred to as the consumption junction. The consumption junction also represents a more
conceptual space where the practice of shopping can be properly connected to both the system of
provision on the one hand and to consumer lifestyle and behaviour on the other hand (Oosterveer,
Guivant, & Spaargaren, 2007).
The abovementioned concepts related to the provisioning of (local) food and practice theory as
understood by Elisabeth Shove will be applied as the framework within which to explore whether a
practice of shopping for locally produced food exist, and if yes, what forms does it take. The consumers
6

and producers would be the carriers of the possible practice of shopping for local food. On the next
page follows a visual summary of the conceptual and theoretical framework in a diagram (Figure 2).

2.3. Diagram of the theoretical and conceptual framework

Figure 2 Visual representation of the theoretical and conceptual framework
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3. Methodology
The starting point of this thesis was the observation that there is a policy trend towards locally produced
food (in Almere). The goal of this thesis is then to explore whether there are actually practices of buying
locally produced food emerging or existing in Almere, and what these practices might look like. This
exploration will be done through studying four cases in depth. This methodology chapter explains in
detail how the case studies were selected, how data was collected during the fieldwork and how that
data was then analysed.

3.1. Selecting case studies
In exploring any possible practices related to purchasing locally produced food, this investigation started
with getting a broad view on the retail availability of local food in Almere. First, an existing map of stores
in Almere which sell locally produced food was consulted (Lokaal voedsel Flevoland, 2018). This is an
online platform which is updated regularly, where visitors can find specialty stores selling local food in
Flevoland. From this group of specialty stores, a list was drawn up which only included those stores
that sell non-processed fruits and vegetables. The stores were quite varying in size, format and produce,
ranging from a store selling only cherries to a web-shop that delivers boxes of locally grown vegetables.
This list was then extended using a systematic approach for excluding or including other stores. First,
supermarkets were not included, as field research by Piero Scrobogna (Scrobogna, 2018) pointed out
that various large supermarkets, as well as a health store in Almere could not tell the origin of their fruits
and vegetables beyond country level. From a research by Aeres students (van Dijk et al., 2018) in
Almere, it was derived that the same holds for small grocers, but that two health food stores might be
included. Moreover, (some stalls at) weekly markets of Almere are expected to offer locally produced
food, and there is one market in particular which promotes the local origin of their food. The list was
made up-to-date by excluding a few food stores and organisations which turned out to be no longer
active. The resulting list of thirteen stores which sell (some) locally produced fresh vegetables and fruits
in Almere includes specialty stores, farm shops, health food stores, market stalls at various markets
and food box home delivery (web)stores (see Appendix A for that list).
While the selection was done with care, it is still possible that some stores which do sell locally produced
vegetables are missing from the final list. However, the choice was made to work with what data is
available, and make a reasonable consideration of other possible sales points (such as the markets)
which were missing from previous research. Moreover, while the list might be incomplete, at the very
least it represents those stores that are easily found when one is looking for locally produced food.
The list was then narrowed down again by excluding stores based on the following characteristics: The
stores using home delivery or pickup of pre-arranged orders or subscriptions (usually web-based) were
disqualified as the interaction and moment of “shopping” would not be easy to observe. A few stores
were disqualified because they specialize in one specific product. Finally, the health stores were
disqualified because their assortment share of local food was too low. Thus, from these initially thirteen
shortlisted stores, four were selected for observations and interviews. The selection process is
summarised and visually represented in Figure 3.
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• shortlist of active (local) food
stores
• "real-life" stores only
• stores with a varied assortment
• stores where a large share of the
assortment is local

Figure 3 Process for selecting case studies

Thus, four stores were selected as case studies, the owners were contacted for permission to observe
in their stores, interview them and their clients, and to use those results in the thesis. The stores are:
Regelrecht van de boer, Weet hoe je leeft!, Plantage Nieuwland and Warmonderhofkraam, a stand at
the Kemphaan market. Plantage Nieuwland turned out to be in a starting phase of the business. Owner
Nuray was interviewed and the orchard and farm grounds were toured. However, it turned out
impossible to interview clients. The interview with Nuray was included in the analysis, since a starting
food shop was considered to offer possibly specifically valuable insights in the barriers to local food
practices, and Nuray as shopkeeper remains a practitioner on the production side.

3.2. Fieldwork and data collection
Data was collected at these four stores in the form of (participant) observations and semi-structured
interviews in the period between the 26th of September and the 20th of November 2018. Observations
took place inside and around the store. Photos were taken and notes made. Shopkeepers were asked
for permission to carry out observations inside the store and to approach customers for interviews.
Information concerning anonymity of the data and the nature of this thesis was provided in advance, in
order to request and obtain informed consent from all of the respondents. Inside the stores,
observations were carried out with the aim to identify behaviours, routines, and implicit and explicit rules
about how shopping for locally produced food takes place there. Where possible, at Weet hoe je leeft!
and Warmonderhofkraam, the observation took a more participatory character as the researcher was
given the opportunity to participate in selling the food herself.
3.2.1. Observations
Observations focused on three aspects. First, the material environment both directly outside the store
as well as within the store. By making detailed observations about the environment, the aim was to
discern how the material environment restricts, pushes and allows for certain behaviours. For this
purpose, photographs were taken with permission. Second, clues towards the origin of the food sold in
the store were noted, which will was also important for selecting interviewees. Third, patterns of
behaviour and interactions taking place during shopping were noted. A checklist for guiding the
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observations was made (see Appendix B), but it was not applied entirely correctly, on which will follow
a reflection in the discussion chapter.
3.2.2. Interviews
Storekeepers and a selection of customers were interviewed using the semi-formal structure provided
by two interview guides (Appendices C and D). With permission obtained from the respondents, all
interviews were recorded digitally. Additionally, some notes were made during or immediately after the
interviews.
At each store, clients who bought locally produced food were approached for the possibility to do an
interview. Thus, a method of purposive sampling was applied. A short conversation took place inside
the store to find out whether this is a regular visit and to invite them to participate in this research through
responding a longer, semi-formal interview. The interviews were carried out at the convenience of the
respondents, sometimes taking place immediately, most often taking place another date, for example
at their home. In total, twelve interviews were conducted. Below in Figure 4 follows an overview of the
stores and their shopkeepers and consumers who were interviewed.
Overview of stores as case studies, and the interviewed shopkeepers and customers per store
Regelrecht van de boer

Weet hoe je leeft!

Warmonderhofkraam

Plantage Nieuwland

Monique

Maaike

Isabel

Nuray

Janet

Silke and Rob

Lidy

-

Ingrid

Lize

Zamire

Koen

Jeanine

Figure 4 Table of case studies and interview respondents

3.3. Analysis and coding
After recording the interviews, they were transcribed verbatim. The transcriptions were coded using
ATLAS.ti software. Coding was partially informed by the theory (identifying themes connected to the
material, meanings and competence elements of the practice) and open coding was applied to mark
anything outside of the framework. The codes were studied and arranged into code trees with the aim
to identify patterns, themes and incongruencies between the respondents stories. The coded responses
were interpreted within the practice theory framework with the aim to answer the research questions
one by one. In the following chapter, an analysis of the fieldwork results will be accompanied by relevant
pictures from the observations and quotes from the interviews, which are used as illustrative supporting
examples.
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4. Results
4.1. Outline of the results chapter
In order to explore possible practices related to buying local food in Almere, it is necessary to investigate
the sites of consumption - the consumption junction, where local food is sold and bought and the system
of provision meets consumer lifestyles. The retail environment for local food shopping practices in
Almere for the purpose of this thesis exists of the four shops Regelrecht van de boer, Plantage
Nieuwland, the Warmonderhofkraam and Weet hoe je leeft!.
The results chapter consists of three main parts. First, the retail environment for local food is described
based on observations at the four shops and interviews with their shopkeepers. The description consists
of details on the locations, the shop environments, the assortments and the motivation of the
shopkeepers (the meaning ascribed to the practice by the provider-practitioners). Together, they form
the material infrastructure of the possible food practices taking place there.
Second, the performance of a practice taking place at the consumption junction in the interaction
between shopkeepers (representing the system of provision) and customers (lifestyles) is described on
basis of observations at the stores and interviews with the customer-practitioners. Plantage Nieuwland
could not be included in this part of the results, due to the fact that they were only starting up the
business, selling most food online or through personal connections and I was unable to observe
shopping taking place or to interview customers. The way in which customer-practitioners engage and
interact with the material infrastructure is explored to find out how possible local food buying practices
are performed at these shops. This part of the result chapter consists of three parts, one for each
element of the practice: A few additional material elements are described, followed by elements of
competences and meanings.
Third, the practice of buying local food as performed in these stores is described as a whole, including
a few typologies of variations on that practice. Finally, in the conclusion of the chapter, the results are
summarized and the research sub-questions answered.

4.2. The retail environment of shopping for local food
In this sub-chapter, the retail environment of shopping for local food is described. First, the location and
opening hours of the local food shops in Almere which were part of this thesis research are presented.
This is followed by a description of the direct environment and the interior of these shops. Then, the
assortment, and the meanings ascribed to the practice by the shopkeepers (the provider-practitioners)
is described. The retail environment of shopping for local food thus exists of the physical locations of
the shops, their direct environments and interior, their assortment and how the provider-practitioners
ascribe meaning to the practice. Finally, the system of provision as the material infrastructure of the
practice is summarized.

4.2.1. Locations
The four shops from the fieldwork for this thesis all have in common that they are located outside the
city centre, even on the border between the city and countryside. The locations are shown on the map
below (see Figure 5).
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The area surrounding Regelrecht van de boer and Weet hoe je leeft! is an area on the border where
the city ends, and the countryside begins. Most houses are spaced far apart from their neighbours
because they have a business attached which needs space, such as greenhouses or stables and land.
In the neighbourhood there are many horticulture companies and almost no other (food) shops.
Customers come by bike or car.
Similarly, the area surrounding Plantage Nieuwland and farmers market De Kemphaan, where the
Warmonderhofkraam sets up shop every Saturday, is even more of an outside area, countryside even
though it is relatively close to the city. The surrounding area consists mostly of farmland, nature areas
and there are almost no houses. Customers come by bike or car.

Figure 5 Map of local food store locations in Almere
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4.2.2. Opening hours
The four local food shops have in common that their opening hours are limited (especially compared to
supermarkets) and in some cases they are susceptible to change. The opening hours of each shop are
presented in the table below (see Figure 6).
Warmonderhofkraam

Weet hoe je leeft!

Regelrecht van de boer

Plantage Nieuwland

Monday

-

Monday

9.30 - 17

Monday

-

No official opening hours.

Tuesday

-

Tuesday

9.30 - 17

Tuesday

-

Orders can be made on

Wednesday

-

Wednesday

9.30 - 17

Wednesday

13 - 17

agreement via telephone or

Thursday

-

Thursday

9.30 - 17

Thursday

13 - 17

email. Occasionally, a sign

Friday

-

Friday

9.30 - 17

Friday

10 - 17

outside the store advertises

Saturday

9.30 - 13

Saturday

9.30 - 16

Saturday

10 - 17

to passers-by what products

Sunday

-

Sunday

-

Sunday

-

they sell right now

Figure 6 Opening hours of the local food stores

At Regelrecht van de boer, they often use different opening hours in winter. Shop owner Monique says
that is because less customers visit her in bad weather, and that she cannot afford to wait around in the
cold for customers who do not show up. Therefore, Monique will announce her deviating opening hours
to her regular clients on Facebook and in her weekly mailing list. At Weet hoe je leeft!, they sometimes
close the shop early if it is a slow day.

4.2.3. Direct environment and interior
The material elements which make up the shop environment also shape the practice. The direct
environment around the shop and the way the interior of the store is given shape also are part of the
material elements which influence the performance of the practice of shopping for food. These topics
will be discussed per store below.
4.2.3.1. Direct environment and interior Warmonderhofkraam
The Warmonderhofkraam is one of the market stands at the farmers market on estate “de Kemphaan”.
Shopping at the Warmonderhofkraam means that you are visiting the market, and while their vegetable
stand appears to be the most popular stand, customers typically visit several of the other market stalls
too. The market is sheltered from rain and wind by a high roof and three walls, but you still have the
feeling of being outside, feeling the outside temperature and looking out over the garden and some farm
buildings of the estate. Figure 7 shows a photo of the market hall and the garden around it. Figure 8
shows various stands visible inside the market hall.
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Figure 7 Entrance and garden at the Kemphaan market

Figure 8 Market hall at de Kemphaan

The activities at other stalls can be seen, smells of fresh baked bread, pies, and goat cheese mix in the
fresh air, voices of vendors shouting at each other and to their customers sound through the space.
The fact that this shop is a market stall influences the types of activities taking place here, which differ
slightly from a traditional grocery store. For example, activities such as preparing the food for
transportation to and from the market or setting up and breaking down the stall (including the scales,
cash registers, produce, decorations etcetera). Moreover, this particular market stand is part of an
education for biodynamic farmers, and therefore, the stand itself is also a learning place for aspiring
farmers and vendors. These learning and teaching activities are fully incorporated into the everyday
activities of the supplier-practitioners going on at the store. More details on the (educative) activities
taking place at the Warmonderhofkraam follow later on in the section on competences.
At the Warmonderhofkraam, the stand itself is covered in crates of vegetables. Behind the stall are the
vendors (including some students), and behind them and next to the stall there are more crates of
vegetables. The vegetables are organized in a way that those vegetables coming from further away are
grouped together on one side of the table, while the most local and seasonal ones are found on the
other side. See Figure 9, which shows a photo of the presentation of broccoli grown at the Kemphaan
which was sold by the Warmonderhofkraam. Normally, small chalkboards show the prices and origin of
the products (as observed by the researcher and confirmed by shopkeeper Isabel), but not on the day
these pictures were taken. Almost all vegetables are unpackaged, and customers can just choose the
exact quantity they want. To the right side of the stall there is a machine where customers can pull a
number: an electric board shows the number of the next customer. There are several scales and cash
registers; several salespeople work at the same time to serve several customers. In the photo of Figure
10 you can see the scale and cash register in the background.
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Figure 9 Broccoli from de Kemphaan, sold by Warmonderhofkraam Figure 10 Warmonderhof market stand with scale and
cash register in the back

Customers are not supposed to access the area behind the stall, so if they want something from there
(potatoes for example), they have to ask the salespeople. Customers can already collect other products
themselves, even before their number is called. Customers use store baskets to collect their groceries
and bring their own shopping bags for transportation. Figure 11 shows the store baskets which
customers are supposed to use to collect their vegetables. There are paper bags available for packing
the products, as shown in Figure 12.

Figure 11 Baskets used during shopping at Warmonderhof Figure 12 Product presentation and paper bags at Warmonderhof
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4.2.3.2. Direct environment and interior Weet hoe je leeft!
The “Weet hoe je leeft! Opleidingswinkel” is part of the larger enterprise Weet hoe je leeft! which is a
social workplace, where they offer safe and supportive workplaces for people (often youth and young
adults) with a distance to the job market. The vegetable shop is located inside the main building of the
larger enterprise, and it is one of the first things a visitor is bound to see. Next to the shop there are
other places where participants can work and learn: a greenhouse where vegetables are grown, a
tearoom, a bike shop and a wood workshop, a kitchen (where they also prepare catering for third
parties), a caravan stable and a petting zoo and several rooms for relaxing and eating together. There
is also a music room where participants get to take music lessons and there are multiple rooms for
relaxing and eating together. Figure 13 shows a photo of the entrance to the store, with a sign pointing
at many of the other “destinations” at Weet hoe je leeft. When you pass through the entrance to the
store at the Weet hoe je leeft!, you will first notice the counter with the cash register and a scale on the
far right (see Figure 14).

Figure 13 Entrance of Weet hoe je leeft!

Figure 14 Weet hoe je leeft! counter with register and scales

Fresh produce is presented on the right side of the store, while the left side is taken up by processed
foods, staple foods and the refrigerator. The fresh produce is presented in high tiered racks which hold
up crates, or in crates on and underneath a low table. There are racks of various sizes which hold the
processed foods. Figure 15 shows the presentation of fresh produce, with in the background processed
food. Prices are written with chalk paint on small black signs (in case of the fresh produce) or on small
stickers on the processed food. The vegetables are not packaged yet, and paper bags are offered to
for customers to pack up the food (see Figure 16, a photograph of fresh product presentation and paper
bags). The food is displayed in a similar manner as in supermarkets; for example, the packages of
16

processed foods are “mirrored”, so that the display looks very neat and orderly. One of the reasons they
do this is so the participants also learn this skill in case they can work at a supermarket later. The racks
and the counter have been self-built in the wood workshop (together with participants) and are of a
good quality finish. There are some windows through which you can look inside another part of the
building, the store is well lit and clean. It smells like fresh air and food. There has been quite some
attention for detail put into decorating the store with (self-made) artwork.

Figure 15 Presentation of fresh and processed food at Weet hoe je leeft!
Weet hoe je leeft!

Figure 16 Fresh products and paper baggies at

There is a list of greenhouse products ready for harvest, so that customers may ask to pick their own
vegetables. Sometimes, products are sold with the roots still attached (see the photo of pak choi and
salad with the roots attached in Figure 17). A separate tray offered products which are in not perfect
condition or soon to expire for half price off (see Figure 18).

Figure 17 Pak choi and salad with roots

Figure 18 Discount to prevent food waste
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4.2.3.3. Direct environment and interior Regelrecht van de boer
Regelrecht van de boer is housed in the building of ONZE Volkstuin in de kas, where people can rent
an allotment garden inside a greenhouse. The vegetable shop is situated near the entrance of the barn
which is connected to the front of the greenhouse, so that all tenants who come to work on their
greenhouse plot pass by the vegetable shop. Figure 19 shows a photo of the greenhouse of ONZE
Volkstuin in de kas.

Figure 19 Allotment greenhouse next to Regelrecht van de boer

Directly in front of the store entrance sits Monique, the store owner and sole saleswoman. When there
are no customers or no work inside the shop, she reads and chats with everyone who passes by her
shop. It smells earthy and there are always sounds coming from the greenhouse and the office next
door. Some people who rent a garden plot here will shop inside the vegetable store on their way out,
and the other way around, some of the shop’s customers also are curious to take a look inside the
greenhouse. Regelrecht van de boer and the greenhouse are not as explicitly intertwined as at the other
two stores (Weet hoe je leeft! – social workplace, Warmonderhofkraam – biodynamic education), but
through their shared location and partially shared customer-base there is an embeddedness that is
tangible inside the shop. For example, gardening and especially everything related to growing
vegetables are beloved topics of conversation inside and around the vegetable store. More details about
the way in which shopping for vegetables is performed here and at the other niche shops will follow in
the section on competences.
When you enter the store at Regelrecht van de boer, you will directly notice the fresh produce displayed
in crates on medium high racks or tables in the middle of the room (see Figure 20 for a picture of the
general layout in the room). To the left side of the door, there are crates with different kinds of potatoes
and directly next to the door there is a bookcase where people can trade or take books. To the right
side there is the counter with a scale and the cash register (see Figure 21).
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Figure 20 General layout at Regelrecht van de boer

Figure 21 The counter and cash register at Regelrecht van de boer

At the back of the store is a table with processed foods which are produced locally: for example, jams
and juice by collaborative group Almeerse Weelde, who harvest from the “wild” in and around the city
Almere (see Figure 22). There are no windows in the shop, but there is bright illumination. The fresh
produce occupies the most space in the store. The produce is displayed in crates and small black signs
with white chalk paint show the prices (see Figure 23). The crates will be moved to a cooling cell after
closing time. Decoration is very sober; the food is the centrepiece. There is a poster about different
types of herbs on one wall. The general relaxed no-nonsense atmosphere reflects the character of shop
owner Monique.

Figure 22 Products of Almeerse Weelde

Figure 23 Product presentation of fresh food at Regelrecht van de boer

There are re-used brown paper bags freely available at the store so that customers can pack their
vegetables in them (see in the left side of the picture Figure 24). An important way for Monique to
communicate and advertise is through Facebook and email. She sends out a weekly email message
with details on the assortment and prices and puts similar information on the store’s Facebook page.
Monique often adds some background information, for example about the origin of a lesser-known kind
of vegetable, which products are typical of the season or which conditions influenced the growth of a
certain product this year. See Figure 25 for an advertisement by Regelrecht van de boer on their
Facebook page (Seynen, 2019).
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Figure 24 Vegetables and paper bags at Regelrecht van de boer
Regelrecht van de boer

Figure 25 Advertisement on the Facebook page of

4.2.3.4. Direct environment and interior Plantage Nieuwland
Plantage Nieuwland is mainly a nut orchard still in development, but they also grow vegetables and
fruits in their orchard, vegetable garden and small greenhouse, they keep chickens and turkeys and
bees. At the moment of the field research visit, there was not yet a shop building, only the house, a
shed and office, the garden, greenhouse, orchard, fields and a large fenced off area for the poultry,
including a coop. The orchard is situated in the middle of agricultural fields and forests, about a kilometre
distance from the Kemphaan estate, where the Warmonderhofkraam participates in the weekly market.
A small road which is well travelled by day tourists passes right past the orchard. Product sales happen
mostly to a small group of regular customers through online or phone orders. Regularly, produce is
offered on the driveway, or a sign invites passers-by to come into the orchard and check out the fresh
produce. Occasionally, produce is sold on regional markets, for example at the Kemphaan. It is very
clear that the orchard and the hobby farm is still in the early stages of development. The owners only
came here in 2015 to an empty plot, planting the first trees and putting up temporary buildings for living
and working. At the moment, the owners are enthusiastically working to grow the farm and orchard, but
they also still work other jobs next to it. Below, two pictures (Figures 26 and 27) from the website of
Plantage Nieuwland respectively show part of their orchard with in the background the poultry coop
(Nieuwland, photo of chicken coop and orchard), and how products are presented on their website
(Nieuwland, Screenshot of the products page of the Plantage Nieuwland website).
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Figure 26 Orchard and chicken coop at Plantage Nieuwland
Plantage Nieuwland

Figure 27 Products advertised on the website of
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4.2.4. Assortment
The assortments at these four shops are limited by their very choice to sell (mostly) locally produced
vegetables. Three shop owners mentioned difficulties in presenting a sufficiently diverse local
assortment for all seasons. In all four shops, all the vegetables sold have been grown using organic
methods. The table below shows the variety in size of the assortment of fresh (unprocessed) vegetables
and fruits as observed during one visit to each of the stores. In Appendix E to this thesis a full list of the
types of vegetables present during a field visit in these four shops can be found.
Generally, the four stores offer a specialized selection of organic, mostly locally grown and seasonal
products. Their selection often includes some (seasonal) products which you cannot find in
supermarkets, such as “forgotten” vegetables or varieties. However, the shops differ in terms of how
they deal with the limited local offer and the size of their assortment differs, and their relative strategies
will be discussed in the following sub-sections.
While the shops still offered a varied assortment of 34, 58 or about 5 different kinds of fresh vegetable
products in autumn (see Figure 28), these assortments are limited in some regards, which may indicate
a constraint for customers who want to buy vegetables and fruits. The offer of locally or nationally grown
vegetables will be smaller at the end of winter. While Warmonderhofkraam did not have any type of
fruit, Regelrecht van de boer offered locally grown apples, pears and quinces, Weet hoe je leeft! offered
seven types of fruits, of which some were not grown in the Netherlands, and Plantage Nieuwland has
only occasionally some fruits for picking. While some exotic vegetables, such as red peppers are
nowadays also produced in the Netherlands (and in Almere) and were sold at two of the four niche
stores, a popular exotic vegetable like the avocado was not sold at any of them (while it can be bought
year-round at large supermarket chains). Weet hoe je leeft! offers a small but varied assortment of other
foodstuffs, Regelrecht van de boer and Plantage Nieuwland offer a handful of other products and
Warmonderhofkraam sold nothing besides vegetables on the days of field visits.

Shop

Warmonderhofkraam

Weet hoe je leeft!

Regelrecht van de boer

Plantage Nieuwland

Day

27-10-2018

11-10-2018

27-09-2018

08-10-2018

Types of fresh

58

34

34

5

vegetables and fruits
Figure 28 short overview of assortments observed in the shops

Summarized, the Warmonderhofkraam and Weet hoe je leeft! supplement their (prioritized) locally
grown assortment with produce grown in the Netherlands or from abroad (to varying degrees) while
Regelrecht van de boer does not want to sell anything grown outside the Netherlands and makes it
priority to sell from close-by, and Plantage Nieuwland only sells product which they grew themselves.
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4.2.5. Meanings ascribed to the practice by provider-practitioners
Regelrecht van de boer offered 34 different types of fruits and vegetables during the field visit of 27
September 2018, most of which were grown in the region and all of which were grown in the
Netherlands. Next to the fresh greens, shop owner Monique offers a small assortment of other food
products, such as eggs, kefir, locally made jams, syrups, cheese and mustard. Monique says that she
explicitly chooses to really only offer local products. She says that it is important to sell food which has
been produced nearby for several reasons; in order to reduce emissions due to transportation of the
food, because the food will be more fresh and in order to stimulate the local producers. She also thinks
it is very important to sell organically produced food, because she thinks it is both healthier and better
for the environment.
“Yes I go there [to the organic farmer close by, edited] to get stuff for the store from this area. I
have all kinds of deals with people in the area trading favours. And yeah, to make sure that as
much as possible products [in the store] definitely originate from this neighbourhood – to spruce
up the Buitenvaart neighbourhood.”
Weet hoe je leeft! also offered 34 different types of fruits and vegetables during the field visit of 11
October 2018, most of which were grown locally or in the Netherlands, but also a few which were
imported (such as bananas). Next to the fresh greens, they offer a varied assortment of other foodstuffs,
such as milk, butter and meat, eggs, and non-perishables such as (self-made) jams, pickles, juices,
flour and spices. Shopkeeper Maaike explains that they start to order produce from BioRomeo, (a
wholesale offering Flevoland farmers products), when their own produced vegetables run out. Their
choice for this strategy was made because they want to offer a broader assortment and that they ask
their regular clients for input about what (new) products they would like to buy in the store. By using the
food from the store for cooking for themselves and the catering, they work to limit the amount of food
waste. About her reasons for selling local, organic food, Maaike said:
“Sustainability is important for us personally, but there is also a demand for it. Local means for
me; from the Flevopolder, and as close-by as possible.”
Warmonderhofkraam offered 58 different types of greens and vegetables (no fruit) during the field visit
of 27 October 2018, of which the majority was grown locally (a lot by the Warmonderhof themselves),
and a few items are imported from outside the Netherlands. The products at Warmonderhof are
produced using biodynamic methods, while the products from other producers are at least produced
organically. At the Warmonderhofkraam they always ensure to buy only organic products with a
certificate, and this is also checked at their place. Even though the assortment of the
Warmonderhofkraam is much larger and more diverse that that of the abovementioned two shops, their
assortment is also restricted by the local factor. Shopkeeper Isabel says that they, too, have difficulties
providing a sufficiently large assortment sourced locally, especially in late winter months. Then the
Warmonderhofkraam must sell more products from other producers, and then they also sometimes buy
from abroad. This is an issue that they are contemplating at the moment: How to organise the winter
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assortment, how to balance their own wish to sell food which was produced locally versus their
customer's wish for a wide variety of products? Isabel says about this:
“Especially since we are the only market stall here that sells vegetables [except for a tiny stall
which sells exotic fruit, edited], the customers really expect to see a large variety of products.”
Plantage Nieuwland sold about five different types of unprocessed vegetables at the time of the field
visit of 8 October 2018. However, there would have been a possibility for enthusiastic customers to
come and pick their own vegetables (with more variety) fresh from the garden. Moreover, Plantage
Nieuwland also sells their other (processed) products, such as honey, eggs, nuts, sauces and pickled
and conserved vegetables. Advertised on the side of the road were only the pumpkins on the day of
the field visit. Owner Nuray and her husband want to govern their orchard in an environmentally friendly
and conscious manner:
“…We want to increase the biodiversity of the land as much as possible. So not only a
monoculture of nuts, but between the trees various sorts of vegetables and shrubs, which as
much as possible should prevent sickness [of the nut trees, edited]. And we take care of the
soil as best as possible, which will also help the trees.”
Because Plantage Nieuwland is only a starting business, the products are usually mostly sold to a small
group of loyal customers through online or phone order, based on what is currently available to harvest
and a few items which keep well. Nuray says that she and her husband each spend about twenty hours
per week on the orchard and garden, and they have an intern once per week. They are still growing the
orchard and their farm, and they try to take their customers’ wishes and taste into account by changing
the products they make. However, they only make products about which they themselves are
enthusiastic. They are working to grow their customer base by occasionally selling food at a market
stall, for example at the harvest feast at the Kemphaan or at the Waldorfschool, as Nuray said:
“Those are the type of people who are interested in the kind of products we make. […] They
want to know where their products come from.”

4.2.6. Material infrastructure of the practice
In this part of the results chapter, we have considered the system of provision side of the local food
practice. The sites of performance of the practice have been described, providing the material context
within which the practice takes place. Moreover, it has been described how the provider-practitioners
(the shopkeepers) ascribe meanings to the practice. Below follows a short summary of the
commonalities between the four shops, which characterize the retail environment of the possible local
food buying practices in Almere.
The retail environment for local food buying practices is situated at the periphery of the city. The opening
hours of the four food shops highly differ from each other, but they have in common that they are more
limited than most modern supermarket chains’ opening hours. The assortments of the four shops differ
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from each other, but they have in common that they are all specialized in organic, mostly locally
produced fresh vegetables, and that the assortments vary according with the seasons. The peripheral
locations of the niche shops, the (to varying extent) limited opening hours and the in some ways limited
assortments may put a material constraint on the performance of buying local food in Almere.

The

interiors of the shops (focusing on the Warmonderhofkraam, Weet hoe je leeft! and Regelrecht van de
boer) have in common that the products are presented in crates, using chalkboard signs to advertise
and price them, and the products are almost always not pre-packaged so that customers can take
exactly how much they want (a few products excepted). Clients are offered shopping baskets and paper
bags are offered to pack the products up. There was almost no plastic packaging in the stores. While
the atmosphere and décor of the stores varied, they were all quite neutral in a way that puts focus on
the products themselves.
The provider-practitioners all expressed their conviction of an intrinsic worth of local and organic food.
They ascribe meanings of sustainability to the practice, but they differed in their approaches regarding
organic certification, the extent to which they offered non-local products and whether they also grow
and produce food themselves.
The above subchapter in its entirety describes not just the sites of performance of possible local food
buying practices (the material context) and the meanings ascribed by the provider-practitioners but also
the material infrastructure for the performance of those practices. The following subchapters will
describe how customer-practitioners perform those practices in their encounter with the providerpractitioners at the consumption junction. Focus will be on the customer (lifestyle) side of local food
buying practices, starting with a few more materials used in those practices, and followed by
competences and meanings of those practices. Plantage Nieuwland will not form part of the case
studies here, as no customers from this store could be interviewed.

4.3. Materials used by customer-practitioners
Modes of transport
At Regelrecht van de boer, Warmonderhofkraam and Weet hoe je leeft!, the majority of the customers
arrive by car, and a minority by bike. From the eight customers interviewed, two go by bike and they
both mention that they enjoy the bike ride very much, but Koen (customer at Regelrecht van de boer)
also explained that he tries to bike everywhere in a conscious effort to reduce his ecological footprint.
Packaging and storage material
All customer-practitioners at these stores bring their own bags, there are no single-use plastic bags
sold. The stores only offer paper baggies for packaging the vegetables, but at home, customerpractitioners may repackage the products for fresh keeping. In the interviews, respondents often
comment on their effort to reduce plastic usage, for example Lidy (customer at Warmonderhofkraam):
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“When I come home, I have to pack it all up neatly in plastic bags… And I save those up,
because I actually do not want more plastic – I will re-use bread baggies and such. Because
then you ensure that they [the vegetables, edited] do not dry out.”

4.4. Competences of local food shopping
While there are many competences involved with grocery shopping in general, in this thesis they will
not all be discussed. Instead, focus will be on those few competences which are key for performing the
niche practice of shopping local food specifically. Extra attention will be paid to highlight where
competences for the niche practice differ from competences of the dominant practice
First, project activities and shopping activities will be discussed for each of the three shops included in
this part of the fieldwork: Warmonderhofkraam, Weet hoe je leeft! and Regelrecht van de boer. This
aims to give a picture about what it is like to shop at these stores specifically, and altogether, what it is
to buy locally produced food in the current Almere local food environment. The focus will be on what is
typically done during the shopping at these niche shops, and the main sources here are observations
at the stores and interviews with the shopkeepers. Second, knowledge and know-how related to
shopping local food will be discussed. Third, two strategies which practitioners use to navigate the
challenges of shopping for local food are presented. Finally, food related practices, skills and habits will
be discussed.

4.4.1. Project activities and shopping activities
The three stores all are interconnected with projects which form part of the practice as performed in
these stores. The projects and the activities connected to these projects will be discussed here in the
section “competences” because through the intertwinement of shopping activities and project activities,
the projects shape the performance of the practice of shopping for local food at these shops. Although
the extent of interconnectedness between the project and the store varies, the project activities directly
influence the performance of the practice through the shared competences performed inside the store.
In some cases, the project activities become to some extent inseparable from the shopping activities.
Especially in the case of the Warmonderhofkraam and Weet hoe je leeft!, the projects (and their
activities) have become embedded in the practice. This is noticeable through elements of competence,
material and meaning. Below, the typical shopping activities at each store will be shortly presented, and
the way in which the social projects influence the shopping. After that, the competence chapter
continues with a section on food knowledge.
4.4.1.1. Warmonderhofkraam project: biodynamic studies and teaching activities
The Warmonderhof farm as well as the market stall have next to their obvious functions another special
function; they provide a biodynamic farming and gardening education which lasts four years. So, the
farms but also the market stall itself serve as a space for students to learn everything about producing
and selling food. This means that the activities taking place at the stall includes the students’ learning
by doing as well as the supervision of student workers by the senior staff.
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The market stand is led by Isabel, and she works together with colleagues and students of the
biodynamic education. Isabel used to be a farmer in Groningen, and was then asked to become the
farmer at the Warmonderhof. She considers it an honour to have been asked for this task, and she
seems very enthusiastic about the opportunity to teach her profession. The teaching activities are highly
integrated into the shop, yet, the customer does not necessarily notice it a lot. In the end, it is much
more like an internship than a classroom environment.
An example of the teaching activities going on at the market stall was experienced first-hand, as Isabel
taught me the system they have for determining customers’ turns, how to use the scales and how to
register the products, make the bills and use the cash register. Of course, there are also more nuanced
skills taught and showed, for example how to advise customers or how to deal with complaints.
4.4.1.2. Warmonderhofkraam shopping activities
At the Warmonderhofkraam shopping is organized in the following way: The clients come and pull a
number that indicates their turn. There is an electronic board that indicates the number of the first person
being helped next. Customers can take big baskets and start to collect their vegetables while they wait
their turn. When their number is shown on the board and called by one of the staff, most customers
have already collected a large part of their groceries. The rest is collected by the staff member in
collaboration with the customer. Some food is only available behind the counter. When it is time to make
the bill, the basket full of products is moved to one of the scales and cash registers. The
Warmonderhofkraam employee weighs and registers each product from the basket before packing it in
the customer’s bag, or handing it to the customer to be packed. The customer pays and the baskets
stay at the market stall, to be used by the next customer. Customers regularly ask questions about the
name of a vegetable, or how to prepare a certain type of food.
4.4.1.3. Weet hoe je leeft! project: social workplace and “dagbesteding”
Weet hoe je leeft! offers a patient, professional and positive environment for participants with an
intellectual disability (predominantly young adults) to develop skills which may help them prepare for
entering the job market. The organisation also functions as a day-care offering their clients meaningful
activities. The store at Weet hoe je leeft! is called an ‘opleidingswinkel’, which translates as training- or
educational store; it is very explicitly a space for learning. It is a place where the participants get support,
coaching and supervision in order for them to learn and grow on their own level. Maaike is the person
responsible for the organisation of the store. Together with several colleagues, they both sell food as
well as support and teach their participants who help out in the store. Maaike explains that the wellbeing
of their participants is their first priority, and that shop customers who try to haggle or complain towards
or about the participants will be sent away.
Principles and activities of shopping and shop keeping are taught: preparing and storing the shelves,
keeping the store clean, greeting and helping customers, weighing vegetables and preparing and
settling the bill. For varying reasons, participants all learn at their own pace, many are for example quite
shy to interact with customers. This means that the teaching process is much more explicit and
noticeable than at the Warmonderhofkraam, and customers are much more explicitly engaged in the
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process. The interaction between customer and shopkeeper thus involves a third party; the participant
from Weet hoe je leeft! and any moment in shopping is at the same time a possible learning/teaching
opportunity. Therefore, when entering the shop, customers engage and play a part in the socialization
and education program. Shopping is thus a different experience than in most other stores, and the
performance of the practice of shopping for food at this venue cannot be seen separate from the wider
social and educative activities taking place here.
4.4.1.4. Weet hoe je leeft! Shopping activities
Visitors to the shop or other parts of the establishment are usually immediately noticed and greeted.
When people shop at Weet hoe je leeft!, they usually collect their own groceries. Some people use a
shopping basket which can be taken at the entrance to the store. Customer-practitioners walk around
the store and collect their own groceries. An employee and usually one or two participants are also
present at the store, ready to help when necessary. The food is weighed and registered at the counter
by a participant or employee. The bill is made and paid for by the customer. In general, shopping at this
store takes place at a relatively slow pace, with many regular customers interested in making small talk
with the salesperson and the participants: topics varied but often people asked about other activities at
Weet hoe je leeft!. Many customers visit another part of the building as well: such as the tearoom or the
wood workshop. Part of the customer base are also family members of participants, so they might also
be there to pick up or drop of a participant. If there are fresh produce ready for harvest in the
greenhouse, customers are also invited to go there to select what they would like. This is communicated
as well through an updated list of greenhouse products ready for harvest which hangs inside the shop.
During the process of grocery shopping, interaction often goes in a triangle between the customer, the
shopkeeper/coach and the participant, with a lot of care and attention towards the participant. The store
at Weet hoe je leeft! was created because it was the dream of some of their participants to work in a
real store. Much of the interior of the store (such as the counter and shelves) were built in their own
wood workshop. The store sells both fresh vegetables and fruits as well as processed foods. Of the
processed foods, some have also been homemade (together with participants) at Weet hoe je leeft!,
for example pickles or jam. Some vegetables are self-grown in their greenhouse, some are from other
farmers. Growing and harvesting their own vegetables, as well as preparing the processed foods, are
thus activities linked to the practice of selling food at this shop: just as much as the initial building of the
shop interior, maintaining and cleaning the shop and buying or ordering new goods.
4.4.1.5. Regelrecht van de boer project: greenhouse allotment garden ONZE Volkstuin
The shop of Regelrecht van de boer is situated inside the building of ONZE Volkstuinen in de kas,
where people can rent an allotment garden inside the greenhouse. The business collaboration between
the two enterprises does not go much further than that. For example, the food sold at Regelrecht van
de boer does not come from the greenhouse. However, they partially share a customer base, and
through their shared location they mutually contribute to increased customer reach. Some people who
grow their own vegetables will also browse Monique’s store on their way out, and the other way around,
some of her clients also are curious to learn more about the greenhouse. At Regelrecht van de boer,
topics of conversation often include gardening or growing your own food, and the origin of the food sold
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at the store. Thus, the project in this specific case becomes a part of the practice performance mostly
through location context, and partially through meanings and competences of gardening and food
knowledge and talk.
4.4.1.6. Regelrecht van de boer shopping activities
When there are no customers in the shop, Monique often sits in front of her shop, to read something or
do some administration. Everyone who enters to work in their allotment garden is greeted and many
people stop for a chat. When a customer enters, Monique will accompany them into the store. While
different customers have different shopping techniques, usually, they will walk around the store and
collect exactly those vegetables they want. The fresh produce is not pre-packaged, so that customers
can determine the exact amount they want to buy. Monique weighs, registers, makes the bill and
sometimes packs them. Customers bring their own grocery bags for transportation. Many of the
customers at Regelrecht van de boer are regular visitors who live in the neighbourhoods close by, like
Almere Buiten and Vaart.

4.4.2. Knowledge and know-how
Customer-practitioners shopping for local vegetables display a specific kind of knowledge and skillset
related to local and seasonal food. These competences are enacted, shared and shaped during the
performance of the practice of shopping for local food, and in turn, these competences also shape the
practice.
The central competence of the practice is knowledge about what are local vegetables and when they
are in season. While this is partially factual knowledge (which vegetables are grown and harvested
locally), there is not really one clear-cut and widely used definition of “local food” in popular use. There
are multiple questions of interpretation related to the meaning of “local food” which makes the definition
vague, ambiguous and open for interpretation. For example, what are local species of vegetables?
Within what radius should vegetables grow for them to be considered local? Are vegetables grown in a
(local) greenhouse included? Are exotic species (grown in a local greenhouse) included? Moreover,
what is the normative value of “local food”? It is clear from the interviews that these definitions are
debatable between practitioners.
From the interviews it turned out that the understanding of “local food” varies between practitioners and
that the amount of relevant knowledge that practitioners have (independently of their interpretation of
“local”) also varies. However, this personal view or interpretation of “local food” is spread and shared
between practitioners at the store. Either they found the store which matches their personal views
regarding local food the most, or the performance of the practice at this store may have influenced their
views on the topic, while recruiting them into the practice. Many practitioners specifically relate their
understanding of local food to ‘their’ store. For example, Zamire (customer at Warmonderhofkraam)
says:
“What is local? Yes.. I know that people perhaps think differently about this, what is réally local..
I find Warmonderhof local enough. And it also feels better for me when it is produced in the
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Netherlands. Of course that is not really local, because that is quite broad, but it is... Well I don’t
know what kind of radius would be local.”
Some of this transfer of competences or knowledge happens explicitly, through interactions between
practitioners. Here, provider-practitioners play an active role by sharing knowledge, skills and their
vision with their customer-practitioners. For example, Koen, customer at Regelrecht van de boer,
mentions that he really appreciates that shopkeeper Monique explains a lot about how to keep and
prepare food, and that he especially likes to learn ‘traditional’ knowledge from her:
“Many things that your great-grandparents knew and now you don’t because many practical,
meaningful things are actually filtered out from your life. Is my impression. (...) And we are
forgetting all these things and eliminating them from our lives because of- Technology yes. That
is not wrong but- when it is harmful then it is wrong.”
On the other hand, some of this transfer of competences happens implicitly and subconsciously,
through the immersion in or exposure to the practice at the store. For example, customer-practitioners
base their knowledge of what are local (seasonal) vegetables on what they see sold at their niche shop.
Moreover, practitioners at these shops seem to have the unspoken agreement not to use single-use
plastic shopping bags, which are also not provided by the shops. Instead, a wide array of alternatives
is being used, such as baskets, nets, re-use plastic, bioplastic, linen bags, paper bags etcetera, not
only in transporting but also in storing the vegetables at home.
This same mechanism works for knowledge related to definitions and interpretations of what is local,
what are local types, what is good, healthy, sustainable, seasonal or fair, as well as with regards to
skills, such as how to store, transport and prepare vegetables or other products, insofar as this
information or skill is discussed, performed or shown at the store. The store functions as an environment
which maintains and strengthens the performance of the practice, where specific competences are
shared and taught and where new practitioners are recruited. The provider-practitioners function (to
some, if not all, customer-practitioners) as a source of knowledge and authority on the practice, and a
great deal of trust is put in them. This trust enables consumer-practitioners to shop stress-free for local,
organic food without a need to become experts on the topic themselves. More on this mechanism will
be discussed later on in the discussion.

4.4.3. Strategies for successful local food shopping
Many of the competences which form part of the practice of shopping local vegetables (in as far as
they differ from competences in the dominant practice) have to do with the niche character and the
small scale of the local food shops. While there are of course products which are available the entire
year, or most of it, there are more products only available temporarily. As the assortment is less constant
it is therefore also less predictable for most customer-practitioners. Customer-practitioners can either
(learn to) anticipate the changing assortment based on their knowledge of seasonable products and
harvest-times, or they allow themselves to be surprised (and sometimes delighted) by the seasonal
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supply. The niche practice of shopping local food requires (more so than the dominant practice of
supermarket shopping) that customer-practitioners react to change.
In addressing the limited and seasonally changing assortment, the limited opening hours and the
peripheral locations, customer-practitioners typically apply strategies of routine and flexibility. A few of
these strategies which practitioners use to successfully carry out the practice of shopping for locally
produced vegetables have been identified through the observations and interviews and will be
presented below.
4.4.3.1. A systematic approach
Under the current form of the practice and the current shopping environment in Almere, practitioners
must get their food from various sources if they want at least part of their food to come from local origin.
The competence of applying a systematic approach helps to successfully combine buying local food
with practical aspects of life, such as time and budget management.
Before shopping, Zamire makes a meal plan or menu for the entire week, so that she knows
what to buy. Ideally, she does all the grocery shopping for the week on this one day. Since she
cannot get everything she wants at the Warmonderhofstal and the market, she afterwards also
goes to Albert Heijn or the Natuurwinkel, and thus it takes a couple of hours to do the shopping
for the entire week. She associates this routine with a decrease in total time, money and fuel
spent on grocery shopping.
As shown in the example of Zamire, visiting the niche shop every time on the same moment of the week
can be a strategy which allows practitioners to work around the limited opening hours. By always
combining their visit to the niche shop with other regular activities in the vicinity, practitioners use routine
to save overall travel time and gas money, especially given the peripheral locations of these shops.
Respondents in the interviews said that they combine their visit to the niche stores with activities such
as shopping in other stores, gardening in a nearby plot or taking a walk or bike ride in the nearby nature
area. At the Weet hoe je leeft! store, part of the customer base are family members to the participants
and visitors of the project.
As a rule, practitioners gather food from various sources and stores, and many have a system about
how to organize this collection process or habits about where they source specific types of food. For
example, they know where they can buy certain foodstuffs cheaper or in bulk. Budget management and
strategies to reduce spending are important, as many practitioners recognize that local, organic food
can be a bit more expensive than at the supermarket. Some practitioners plan their meals for the week
or stick religiously to their shopping list with the aim to save time and money and prevent impulse buys.
Ingrid (customer at Regelrecht van de boer) for example, follows the following routines which maximizes
the share of local and fair food in her total intake:
Ingrid has a harvest share at a pick-your-own farm, where she will go every other weekend to
harvest vegetables. Those, combined with the vegetables from the allotment garden she shares
with her sister form the basis in terms of vegetables. Non-perishable staple foods she orders in
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bulk. This is then complemented with types of vegetables which she cannot harvest from her
garden or farm share, which she buys at Regelrecht van de boer. Sometimes she also goes to
an organic supermarket and a Turkish shop. Finally, she occasionally goes to Albert Heijn,
where she does not buy many vegetables, except in winter.
Thus, a systematic approach to shopping can be a useful strategy to address the limitations (in terms
of location, assortment, time, money) of the niche practice of shopping for local food. One important
point to highlight however is this: a systematic visit to local food shops only can become routine when
the practice is comfortably matched with the rhythm and practicalities of everyday life of a practitioner.
As an example, consider Koen:
Koen comes to buy vegetables at Regelrecht van de boer once every week. He comes
especially to this store by bike, it takes around thirty minutes from his house. He can only buy as
much as fits in his backpack. Additionally, he bikes once per week forty minutes to a farm
in Muiden, to get eggs and some other vegetables. Finally, he orders oats, legumes, nuts and
the like online in large quantities. The practice of shopping for local food is for Koen part of
a recent shift towards a more environmentally friendly lifestyle. This larger behavioural shift is
reflected in his actions through the performance of interconnected practices, such as riding his
bike everywhere and cooking vegetarian only. Thus, the practice requires quite some effort on
his side, but currently, this fits comfortably within his everyday life. However, Koen explained
that he doubts whether he can continue this pattern of behaviour next year, when he will need
to spend more time on his studies and commuting to Amsterdam.
Retired couple Silke and Rob (customers at Regelrecht van de boer) explain very well how important it
is that a practice be comfortably embedded in your everyday life. They love shopping at the Weet hoe
je leeft! store, and they do not mind visiting many different stores. However, they only visit Weet hoe je
leeft! about every other month, even though time and money are not the issue for them. It is very
important for Rob and Silke to do the shopping trip together on foot, combining daily exercise with
grocery shopping: They mention this as one of the reasons why they do not go that often to Weet hoe
je leeft! and neither to the market at the Kemphaan. Due to these stores’ locations far away from their
house in the city centre, visiting these stores does not fit with their preferred shopping routine. Instead,
they have a routine of going to various supermarkets and smaller shops in the city centre.
Silke: “But you know, because we have everything so close to home here, and we can do
groceries so often, we just don’t get around to doing groceries here [at Weet hoe je leeft]. It is
not practical.” Rob: “No.” Silke: “We just have a different, eh, rhythm. Different, yes.” Rob: “Yes
we want to leave the car at home as much as possible. When you can walk here, you kill two
birds with one stone: you walk, ánd you do the groceries.”

They say that they would come more often if it was walking distance for them, both because they really
like to support the initiative, and because the quality of the fresh vegetables is very good.
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4.4.3.2. Flexibility
However useful the abovementioned systematic routines are for the successful performance of the
niche practice; practitioners also need to be flexible. This is especially necessary due to the niche
character of the local food shops, their small scale and varying assortments, the restricted access in
terms of opening hours and locations. Most, perhaps even all, practitioners are not stubbornly dogmatic
in buying and eating local food: as this would be highly impractical in the current circumstances and
food environment. Instead, many of the practitioners really performed the practice as a niche, and to
varying degrees diverged (into the dominant practice) by buying non-local (non-seasonal) vegetables.
During the performance of the niche practice, flexibility is a strategy that helps practitioners be more
successful in buying local food. During shopping at the niche stores, practitioners apply flexibility in
terms of adjusting to the assortment at the store. One way practitioners do this is by shopping without
a shopping list, or by not sticking rigorously to a shopping list. The choice for specific products is made
(after availability) more on the basis of characteristics such as price, smell, feel and look of the
vegetable. By determining or changing the meal plan once inside the store, practitioners successfully
react to the changing assortment at the niche stores.
But also, before and after shopping, successful practitioners show flexibility with regard to when and
where they get their food, switching between their various food sources depending on changing
circumstances. Practitioners who get a large share of their vegetables locally (high intensity
practitioners), combine various food sources and switch between them as needed and desired. Next to
visiting various shops (including supermarkets or specialty stores), practitioners may also grow their
own food in (plot) gardens, collect food ‘from the wild’ or buy online. For example, Janet goes shopping
at Regelrecht van de boer without a shopping list, and then buys impulsively those vegetables that look
best at that moment.
“I really look what is there... and that is of course dependent on the season because in the
supermarket we buy as much as possible organic but if it needs to be flown here, I don’t
really consider it

responsible,

because

through

that

you

also impact the

environment more. So, when I go to Monique, I go entirely open. What does she have, is it
reasonably affordable, do I like it, do I know a fun recipe or will I try something new. I just go
there with an open mind, just see what she has, one day I spend eight euros and the next time
fifteen because it just varies.”
While in general, her preference for vegetables from Regelrecht van de boer is based on health,
environment and supporting the cause, she also buys vegetables at the supermarket.
For example, when some specific products at Regelrecht van de boer are either too expensive
or not fresh enough. In the same way, Janet will buy some exotic vegetables and fruits at the
supermarket, in order to have a more varied (healthy) diet. Her shopping trip at Regelrecht van
de boer forms the basis, which is then complemented with vegetables and food bought at the
supermarket.
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Practitioners can perform the practice better when they are able to apply flexibility in cooking. With the
necessary cooking skills and a willingness to try new recipes and vegetables year-round, or to switch
ingredients in recipes in order to make the seasonal assortment fit, practitioners can access a larger
part of the assortments offered at the niche shops, and are less limited by changes in the assortment.

4.4.4. Food related practices, skills and habits
Below follow three more competences of shopping for local food. The first two, cooking and gardening,
are first and foremost connected practices. However, they are also part of the practice in their form as
a skill or habit which shapes the practice of local food shopping. The third competence discussed here
is the habit to adjust to the seasons, which relates to local food shopping directly through the changing
available assortment, but also indirectly through the influence of recipes, seasonal dishes and
seasonally changing vegetable garden yields.
4.4.4.1. Cooking
Buying local food is connected to the practice of cooking in three ways. First, like any kind of grocery
shopping, selecting specific (local) food products is partially informed by plans for cooking, which in turn
is influenced by familiarity with recipes, taste and eating culture. Second, since the assortment varies
year-round, for the local food practice it is also important to have knowledge of and skills on preparing
local vegetables. Third, a certain flexibility regarding changing recipes with the season and improvising
can also help a practitioner to be more successful in eating local vegetables year-round. So, cooking is
partially a competence of shopping for local food, but it is even more a separate practice which is
connected to shopping for local food.
The example of Jeanine (customer at Warmonderhofkraam) presented below is meant to illustrate that
eating habits and cooking practices are linked to shopping local food, and how specific knowledge
regarding food preparation is part of buying local food. Furthermore, the description also touches on
the topic of vegetable gardening, which will be discussed next.
Jeanine cooks traditional Dutch recipes, and she has the custom of changing her menu with
the seasons. One of the reasons why Jeanine likes going to the Warmonderhofkraam,
is that they have a quite broad assortment, including some old-fashioned vegetable types. She
knows what time of year certain vegetables will be available, and then she will make certain
dishes. In her opinion, local, seasonal vegetables are more tasty and more nutritious. She likes
to cook the food in a, sometimes time-consuming and labour-intensive, traditional way. She
also strongly associates the principles of organic food production with growing your own
vegetables in a garden, just like her parents in law, and her grandparents used to do. They
used to apply the same principles, such as avoiding the use of pesticides, growing seasonal
varieties etcetera. Furthermore, in Jeanine’s opinion, the vegetables grown in open ground
using organic methods also really taste better, especially when prepared fresh:
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“Well then I get fresh beetroot. I know I have to cook them myself, in the pot. One and a half
hours or so, but that is not a problem for me. Because they are de-licious! Yes they are
delicious, fantastic. There is no funny aftertaste, they are quite sweet even. Yes and that is
exactly how it should be. And certainly when you are older like myself, and you know it, yes it
is very nice to fall back on that. Look, younger people of course will have different motivations,
they do not know it from former days. They just like the taste.”

4.4.4.2. Gardening
Even if it is not an integral part of the niche practice and most practitioners may not grow their own food
themselves, growing food in a vegetable garden carries a relation to the practice of buying local food.
Vegetable gardening is a form of obtaining local food and as such runs parallel to shopping for local
food. In the interviews, practitioners who have access to harvest from a vegetable garden explain that
they always relate back to that harvest when buying local vegetables. Growing and harvesting your own
vegetables carries significance in the practice as an “ideal” way to obtain local food, which goes beyond
the practice of shopping for local food.
Moreover, there is also an intermingling between the two practices as was observed threefold: in the
Regelrecht van de boer shop, vegetable plot gardening happens in the same building and is a recurring
conversation topic inside the shop. Some of the supply of this store occasionally is home grown by the
owner or her friends. In the Warmonderhofkraam, the supplier-practitioners are organic farmers in
training, they not only sell vegetables but also learn how to grow them. In the Weet hoe je leeft! store,
part of the assortment is grown in the same greenhouse where the shop is located, and customerpractitioners can choose to harvest some vegetables fresh. In these ways, vegetable gardening can be
considered as a connected practice to shopping for local food. Lize (who has a greenhouse vegetable
plot) explains below how she appreciates the presentation of one fresh product at the Weet hoe je leeft!
store:
“Pak choi still in the pot, what a way to present the food; that really is something else. And it touches
really close to what I am doing; allotment gardening. I thought; well fun, I am just going to try one
pot of pak choi. And the price was also good. (...) Yes, so it was also for me a new experience to
buy such a product still in the pot, very fresh. Yes of course, you cannot get them fresher than that.”
4.4.4.3. Following the seasons
Another competence of the practice is to follow the seasons in terms of what food to buy, prepare and
eat. On the one hand, the assortment at these niche stores is for a larger part composed of seasonal
products (than at the supermarket) and therefore practitioners will be more likely to buy seasonal
vegetables by default. On the other hand, practitioners have ingrained habits to regularly eat seasonal
vegetables and dishes, and therefore are prone to buy seasonal products. Practitioners are generally
aware of which are vegetables of the season, and have routines of making certain recipes at specific
times of the year, or eating certain dishes in one season or another. Even when some practitioners do
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consider eating seasonal, local vegetables a conscious effort towards their respective goal of eating
healthy/sustainably, the habit does not have to be a “rational strategy” per se. Eating seasonal dishes
is, much more than a conscious strategy, also about following feelings, taste and habit. For example,
various respondents when asked why they would pay attention to seasonal foods actually said that
certain dishes or foods are less appropriate and appealing out of seasons, such as: hotchpotch in
summer or watermelon in winter. Below follows an example of Ingrid, who follows a seasonal pattern in
her shopping behaviour. Her example and the quotes also touch on gardening and cooking, and the
interconnectedness between these activities.
Ingrid, even though she says she does not pay much attention to the seasonality and origin of
the food (in winter), in practice, is buying and eating quite local and seasonal food most of the
year. Due to her allotment garden and the harvest share, the seasons play an important role in
what she eats and even how she shops. In the seasons that she harvests a lot of food herself,
this determines for a large part what she will eat. In winter, Ingrid tries to eat locally grown (and
self grown) winter vegetables, but she also grabs the chance to experiment a bit by cooking
according to new recipes: then, she will buy vegetables which are out of season:
“Here [at Regelrecht van de boer, edited]... I pay a little bit attention to it. Yes, she has some
products which do not fit the season. They then probably originate from the greenhouse but at
least they are organic. That I do like. Yes, and once in a while I do buy those. Yes.”
Ingrid says that she does not pay much attention to the origin of food while shopping, except
when buying in supermarkets:
“Except in the supermarket and when it is all not organic. Then I do pay attention to it. Ehm, but
not in the sense that it holds me back or something. Because when a product comes from Africa
or something.. I will know already that it is not seasonal, and that it has been transported a long
way. But in summer, all these things, when there is supply from the Netherlands, I anyway don’t
look to buy it in the supermarket, so this only goes for winter. I am not going to buy African
beans in the supermarket or something. Because that would make no sense at all. But in winter,
when our own offer is just not so varied, I am less scrupulous about that.”
Ingrid’s performance of the practice of shopping for food can thus be understood to follow a
seasonal pattern. In winter her behaviour regarding store and food selections is different than
in seasons where there is a lot of local food available. The changing availability of locally grown
food constrains the performance of the practice, as she would prefer to buy local food. The
practice of shopping for (organic) local food as performed by Ingrid is embedded in the practice
of growing and harvesting own food.
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4.5. Meanings of local food shopping
Meanings which form part of the niche practice of buying locally produced vegetables will be discussed
in this subchapter. They have been determined based on analysis of the interviews with practitioners,
both shopkeepers and customers. The position of the concept of locality will be discussed as the first
topic, because it stands central to the practice and because it is connected to many of the other
elements of meaning.

4.5.1. Local as intrinsic quality
The concept of locality stands at the centre of the practice, yet it does not carry a clear-cut definition
that is understood in the same way by practitioners. When asked explicitly, “what is local food”, answers
varied (from food produced within a few kilometres to everything produced within the Netherlands), but
a most common definition was food that is grown within the Flevopolder. For most practitioners
interviewed, locality is only a part of the reasons for visiting these niche stores, and not the main reason.
However, even if practitioners have individually varying interpretations, connotations, values and
feelings connected to local food, there are some overarching meanings which are important elements
of the practice of buying local vegetables.
Locality in itself forms a defining and important element of the practice of buying local food, and it
inherently carries meaning for the practice and the practitioners. Within the practice, intrinsic value is
adhered to the local origin of food. The “ideal” practitioner would probably have a vegetable garden and
buy all the food that they cannot grow themselves from local producers and suppliers. Buying food
which has been produced locally, is seen as a way to consume responsibly, and this sense of
importance or responsibility is overall part of the practice. Local origin of food is deemed important or
advisable for reasons varying per practitioner, though there are a few recurring and overarching
discourses.

4.5.2. Sustainability
Locally produced food carries a meaning of environmental sustainability. There is a subgroup of
practitioners for whom the environmental aspect of food production and consumption carries a lot of
weight, and who also actively apply concepts of sustainability within their performance of the practice
of shopping local food, and furthermore in their day-to-day lives. These practitioners for example try to
limit their environmental impact through transportation by not only buying locally produced food, but
also by visiting the store on bike or making more effective car trips. The main mechanism by which local
food is deemed more sustainable is through reduced transportation from the producer to the store. More
specific to the Almere region, the fertile soils of the Flevopolder are regarded as a perfect and highly
efficient area for growing vegetables in open field. Within the practice, elements of sustainability are
applied for example in packaging, as the niche stores do not hand out plastic bags, and customers bring
their own shopping bags. The two smaller niche stores also work to limit food waste by putting discounts
on older products or repurposing and using food that cannot be sold anymore.
Within the food environment of Almere, local and organic food are interconnected. Organic production
methods form an important element of the practice, not just in the material sense (the fact that all the
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food which is sold as explicitly local food in these niche shops also happen to be organic), but also as
an element of meaning. Local food is considered a more responsible food choice partially due to the
organic production methods. Organic production is deemed more responsible in terms of environmental
sustainability and health, and these connotations are transferred to the practice as a whole. There is a
consensus among practitioners that organic production methods are healthier for humans (due to less
toxins from pesticides) and the environment. Locally produced food in Almere is considered more
healthier by proxy, given that it is also organically produced food. There is also a small sub-group of
practitioners for whom the practice of buying local food carries almost spiritual importance, linked to a
desire to stay grounded in the direct environment and a belief in the power of nature. They believe that
locally grown food will be better for your health because it is in harmony with the season and climate.
This believe is carried to varying extent, but is reflected very well in this explanation by Janet:
“…And I also think that it is good for the body as much as possible to go with the season – and
it is not for nothing that nature produces certain products in specific times of the year, so I really
believe in this.”

For Janet, the meaning of local food is interconnected with nature and the seasonal cycles. On
the one hand, she believes that it is healthy and environmentally friendly to eat seasonal
products. On the other hand, she feels an almost spiritual connection to nature, through food:
“Yes, I really belief in the power of nature- well you can see that from the nuts we have
gathered. That is really a feast for me – the walnuts are back in season, yeah! And that you
can then enjoy them for almost an entire year. And when I go to the forest and gather walnuts,
I really connect with the tree. And I touch and thank the tree. We all find it so normal, that there
are walnuts on the ground, or blackberries on the brambles, or berries. Well, that is the genius
of nature, and I find it really important to respect that, and to reflect on that.. that it is actually
really special, that every year again the cycle starts over new. So that gives me a sense of
connection, with nature, and yes, that just makes me very happy.”

4.5.3. A way to take responsibility
The practice of shopping local food carries meaning of social and environmental responsibility and
activism towards those topics. The practice of buying locally produced vegetables is laced with a sense
of social responsibility not just regarding the impact of food production and consumption on the
environment, but also with the aim to support the local economy and more importantly to support the
local entrepreneurs (both farmers/producers as well as vendors). Practitioners find it important to keep
(small) local business running, not only because practitioners prefer the specific types of products sold
at these stores, but also because they enjoy the small scale of the stores and the benefits that come
from them, such as having a friendly relationship with the shopkeeper. Generally, practitioners prefer
to support businesses and projects which carry some meaning beyond economic gain. Here follows an
excerpt from the interview with Koen as an illustration of that sense of responsibility:
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The practice of shopping for local food is for Koen part of a recent shift towards a
more environmentally friendly lifestyle. This larger behavioural shift is reflected in his actions
through the performance of interconnected practices, such as riding his bike everywhere and
eating vegetarian. The conscious character of the change in behaviour is reflected in the fact
that he thought, read and discussed about the topic and tried to find routines which would have
less environmental impact. He says that is why a while back he decided to start grocery
shopping in a more environmental responsible way:
“Yes I just googled it. It turns out that food determines about a quarter of your ecological
footprint. Besides that, you have transportation, the household and the rest. That is four times
a quarter or so. I think it was like that. And with all these things I do quite pay attention to it.”

Koen explicitly searched online to find a store which sells local vegetables. He is willing to bike
30 minutes to reach each of the two niche stores he visits:
“Because I think that it is more important that vegetables and fruit are produced locally than
that they really are organic, and when they come from the other side of the world I think they
are much more harmful than when it is professional agriculture and comes from the area. Of
course, it is best when it is both organic ánd local. That is why I am here.”

Moreover, he defined local as coming from Flevoland or close by in Noord Holland. When
asked whether food produced in the Netherlands can also be considered ‘local’, he explains
that he prefers to buy the (organic) vegetables and fruits which really come from the region
at Regelrecht van de boer because there is a shorter supply chain:
“Yes if it originates from the Netherlands it is in principle still quite good. Only I have the
impression, that, if I do not buy it here but somewhere else, if I buy it in the supermarket, yes,
that a large part of what I pay will not go to the farmer but to the distributive
trade companies etcetera. To all kinds of things that I don’t want to support.”

Shopping for local food at the niche shops is generally considered as a responsible choice, and this
normative aspect makes that it also carries a meaning of activist response to the dominant practice.
The social project at Weet hoe je leeft! enjoys a lot of support from customers at that store, and it
certainly plays a role in the success of the store by drawing new customers and even financial support.
For example, Rob and Silke occasionally visit the Weet hoe je leeft! store. They say that they would
come more often if it was closer to home for them, both because they really like to support the initiative,
and because the quality of the fresh vegetables is very good.
Rob: “But it is also, that we like that they have that education there.” Silke: “Yes.” Rob: “So you
actually end up buying, at least in my opinion, things where you think; well we do not really
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need it right now, and if it is not eaten and we have to throw it away, so be it.” Silke: “yes it
occasionally happens that we bought too much yes.” Rob: “It is just so nice to support those
people there a bit.” (…) “Well of course it is fun. The entire atmosphere there is incredibly
special.” (…) Silke: “But mostly we buy the vegetables there because it is so fresh.” Rob:
“Because it is so really fresh. And you know that they are.. not sprayed.” Silke: “Fresh
unsprayed! Yes.”

The practice of shopping for local food lends itself very well to incorporating projects and activities of a
social and environmental nature, and the act of shopping local food even without such a clear link to a
project is often considered by practitioners as almost a minor act of activism. For “light” practitioners,
the potential positive social and environmental impact of supporting the niche stores is an added bonus
and an additional reason to buy local food. On the other hand, for hard-core practitioners, shopping for
local food may represent a more serious rejection of the (industrial) food system and the environmental
damage and social inequality which they see linked to that system. Even though the daily performance
of the act of shopping is clearly more habitual than a conscious protest against the system, it can still
carry that meaning.
Shop owner Monique of Regelrecht van de boer started her shop because she felt there was
not enough local and organic food sold in Almere. She explained that she wants to do something
to mitigate environmental problems in food production and that she wants other citizens to be
more aware of the problems. Having the store is thus for her a way to be activist in a certain
way, and to put her words into action. She says:
“Because only then [when the message of environmental awareness reaches more citizens]
will there be change. Because if you leave it to the big players, they do not mind, they earn
their money. And I think that there would be no change – yes maybe when we are up to our
necks in difficulties – I do not want to wait so long. I want change now!”

4.5.4. An alternative way of shopping
The calm environment at the niche shops, their small scale and the personal relationships between
shopkeeper and clients are seen as profoundly different from the dominant supermarkets. All
practitioners interviewed considered shopping local food a positive divergence from the dominant
practice of shopping at supermarkets. They explicitly juxtaposed the niche practice with the dominant
one, both in terms of material and competence, but also in terms of meaning. However, practitioners
are not overly fanatic or dogmatic about (only) buying local food. They try to do their best, but within
limits of what is practical, and they have that same attitude towards other practitioners. Shopping local
food is perceived as a way to have a small influence on the world.

4.6. A look at the practice as a whole
After having looked in detail on each sperate element of shopping for local food, the following sections
will discuss the interplay between the elements and the place of this practice in the larger environment
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of food practices in Almere. This subchapter will be less descriptive and more analytical. At the
conclusion of the chapter, the research sub questions are revisited.

4.6.1. Shopping for local food is a constrained niche practice
As described in detail in the previous parts of this chapter, shopping for local food is recognizable as a
distinct practice being performed in a distinct retail environment in Almere. At these peripheral niche
shops, environmentally motivated provider-practitioners sell organic and local vegetables to customerpractitioners who may or may not also be environmentally motivated to buy local food. The practice of
buying local food is characterized by competences such as the possible integration of project activities
at the shops, special strategies applied to deal with the material infrastructure of the practice, and
specific knowledge and skills related to growing, buying and preparing local food. The practice of buying
local food is characterized by meanings of sustainability and responsibility and an intrinsic value on
local food and local business. However, the practice is partially constrained by the material
infrastructure and its small scale, which influence the reach of the practice.
On the one hand, the grand public is not reached or seduced by this practice due to the peripheral
locations, limited opening hours and limited assortments of these shops. The majority of the mainstream
customers will not incorporate the niche practice into their daily lives because it is impractical, and it
costs extra effort to visit the peripheral shop locations during limited opening hours. On the other hand,
the embedded projects connected to these stores and the direct environment of these stores have the
opposite effect of drawing new customers through non-traditional pathways. Through this mechanism
the reach of the niche practice is increased, potential customer-practitioners are charmed and current
customer-practitioners are more invested and bound to these small shops which have more to offer
than your average supermarket (if not always in terms of food choice then certainly in social terms).
This second, smaller mechanism thus has to some extent the opposite effect of increasing the reach of
the practice, and also of strengthening the hold of the mechanism on current customer-practitioners.
From the small sample observations in the stores, there seems to be a majority of female practitioners
(this effect is less strong at the Kemphaan market), but no other conclusions on demographics could
be drawn.
Because the assortments are limited at the niche shops, almost all the customer-practitioners still visit
other shops (including supermarkets) to buy (non-local) vegetables. At the same time, customerpractitioners of the niche practice are prone to visit various niche shops regularly, or to replace one
niche shop with another. So, while most of these practitioners do not move away (much) from the
dominant practice of shopping at supermarkets, the various niche shops do have to share their
customers’ attention (and spending). Thus, the overall effect is that the niche practice is constrained in
terms of practitioners involved and it is currently in Almere not on a trajectory to challenge the dominant
practice of shopping at supermarkets. Instead, in the current form and scale, it is bound to remain a
supplementary niche practice which exists and is performed next to the dominant practice.
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4.6.2. Shop functions as framework of reference
From analysing the observations and interviews it follows that there is a specific mechanism in place
by which niche customer-practitioners navigate food choices. This goes as follows: the niche shop
(partially through the shopkeeper/supplier-practitioner) functions as a framework of reference or
benchmark for the practitioners regarding specific characteristics of the food - most importantly: organic,
local, and fair food qualities. The standard at their preferred niche shop usually matches their personal
preference on the topic, and it is very likely that the assortment at the store also influences their thoughts
on these topics and concepts. The answer to “what is local”, “what is seasonal”, or even “what is good
food” is hard to pinpoint, but for customer-practitioners seems to be linked to the assortment of “their”
niche store, whether as benchmark or as comparison material. Therefore, the choice for “appropriate”
food (local/fair/organic) is included in the initial choice for the shop, allowing the customer-practitioner
once inside the niche store, to shop without worrying about the appropriateness of individual food
choices. Through the framework of reference, shopping at a niche store becomes attractive for
customer-practitioners who are looking to buy local food, despite the restrictive opening hours and
location of the niche store. An example based on the interview with Zamire:

The importance of seasonal or local food seems for Zamire to be separate from organic food,
which carries importance for environmental and health reasons. Instead, the local or seasonal
characteristics of the food for her seem to carry more importance related to taste and freshness.
She will sometimes still buy food from abroad, as long as it is produced organically. When
asked, she says that both organic and local production are equally important aspects of her
food choice. However, it seems that ‘local food’ is much less clearly defined for her than ‘organic
food’, but that she does connect the definition with the Warmonderhofkraam. When asked how
she defines ‘local’ food, she says:
“What is ‘local’? Yes.. I know perhaps that people think differently about this, what
is réally local.. I find Warmonderhof local enough. And it also feels better for me when it is
produced in the Netherlands. Of course that is not really local, because that is quite broad, but
it is.. Well I don’t know what kind of radius would be local.”

Zamire believes that the relatively small-scale production based on organic principles is better
for the

environmental

biodiversity

and

her

family’s

health.

And

she believes that

these organic producers share her worldview regarding respect for earth and nature more than
conventional agricultural producers. Her trust in the Warmonderhofkraam thus is based more
on the shared worldview and less on official certification and checks on the production
processes (even though Warmonderhof is certified and controlled regularly). Zamire:
“And I really want that no toxic substances are used during the production of my vegetables,
and that the seasons are taken into account. And the ecosystem. And that my children, and we
ourselves too, simply receive nutrients which are as healthy as possible in these times. Which
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are as much as possible non-processed. (…) Well yes, I think that large scale producers
probably also have respect [for the earth, ed.] but they just have a different view. A different
worldview, which I share less.”

Often case the customer-practitioners put a lot of trust in the supplier-practitioners, while accepting that
the assortment might not always meet all their ideal criteria's. The shop’s assortment is not expected to
have been produced in perfect circumstances, but the niche provider-practitioners are considered to be
more alert and critical than their colleagues at other shops such as supermarkets, thereby ensuring a
best possible assortment in the imperfect circumstances of the current production landscape. The shops
thus provide the framework within which the food becomes trustworthy, acceptable and attractive due
to properties, not of the individual food article itself, but ascribed to the shop, the shopkeeper and by
extension the assortment as a whole. The characteristics and meanings connected to the niche practice
in general and the shop in particular, are extended and transferred to the entire assortment of the shop.
This is illustrated well by Janet:
Janet goes to Regelrecht van de boer to buy organic products. She mentions that she wants to
reward and support the initiative since Monique takes such passionate care to make sure the
products are of good quality, organic and animal friendly. Interestingly, even though many
vegetables at Regelrecht van de boer do not carry an official certification, Janet expresses
confidence in the sincerity and quality of the organic products based on her trust in Monique.
“Monique truly devotes herself heart and soul, so I know that it is of good quality. I also buy
eggs there and she told me she really scoured several companies who sell eggs to see how
they treat their chickens. (…) I find that very great. The products are generally good, organic,
non-sprayed. It is wonderful bike ride to get there and I really get along well with her. And I
really want to reward such an initiative so for me it is the total package.”
Another reason why she prefers organic vegetables from Regelrecht van de boer is because
these vegetables have been produced locally and therefore the emissions in transportation are
less damaging for the environment. This means that the moment of choice for organic and local
food is already incorporated in her decision to visit the store at Regelrecht van de boer. Inside
the store, she does not worry about whether she is buying (environmentally) responsible
food. Instead, while shopping at Regelrecht van de boer, she has other things on her mind:
“I really look what is there... and that is of course dependent on the season because in the
supermarket we buy as much as possible organic but if it needs to be flown here, I don’t
really consider it

responsible,

because

through

that

you

also impact the

environment more. So when I go to Monique, I go entirely open. What does she have, is it
reasonably affordable, do I like it, do I know a fun recipe or will I try something new. I just go
there with an open mind, just see what she has, one day I spend eight euros and the next time
fifteen because it just varies.”
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The niche shops sell local and organic food at fair prices, and the shopkeepers do also express this
and profile themselves accordingly to differentiate themselves from other stores. Depending on the
store and seasonal changes in local supply, local share of the assortment can vary and in some stores
not the entire assortment carries official organic certification. However, for most customer-practitioners,
this does not matter. The consumer-practitioners trust the provider-practitioners to guarantee these
qualities to their best ability, while at the same time accepting that it cannot be perfect:
Jeanine for example thinks locally grown food is tastier and more nutritious. The environmental
impact of her food choices does not seem to play a large role in her decision for organic, local
and seasonal food. She says that she prefers to support an initiative which she likes on most
aspects, instead of being very critical about it for environmental reasons. She will trust the
professionals at the Warmonderhof to conduct their business in the best way possible and she
wants to support them: The shop’s framework thus helps her to make a more responsible food
choice with less effort:
“If we get red peppers, they might have been flown over from Chile- I hope not. Yes oké, there
is no getting around it for those few peppers. Preferably not. But I am not so fanatic as to attack
those people about the issue. So how they arrange it- I leave it up to them. (...) I am not attacking
people on that. You could, if you were really fanatic you could say; ‘yes but you should not do
that’ and ‘are you crazy’ and ‘it is polluting the environment’. And yes indeed, that is
true. But these people have their store, and they are doing good work. So great.”

This framework of reference thus enables customer-practitioners once inside the niche store to make
more responsible food choices with less effort. The choice for “responsible” food is therefore already
included in the choice to shop at these niche stores.
Based on the observations and interviews, two food choice moments have thus been identified. The
most obvious moment is during shopping when customer-practitioners are inside the store and they are
selecting the products for their basket. The other food choice moment actually takes place before that:
it is when customer-practitioners decide what type of food store to visit. This food store choice moment
normally does not receive much attention from customers and researchers and the importance of that
choice for responsible consumption seems to be underestimated.
While it is debatable to what extent these food choices are the result of a careful, rational, well-informed
assessment of various options, customer-practitioners interviewed do say that they consider factors
such as the price, freshness and quality of the product, whether they know a nice recipe to prepare the
product, eating habits and whether they (and their family members) like the taste. However, customerpractitioners develop and maintain habits on which types of vegetables they buy, which recipes they
make regularly, and which stores they visit, so that food choices for a large part are made by force of
habit.
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At a “regular” shop (such as a supermarket) customer-practitioners who prefer to buy locally, fairly or
organically produced vegetables have to search for the small assortment of items which meet these
criteria. At the same time, they also have to take into account all the other factors which normally
influence their food decisions, which are often of more immediate or practical concern. Many customerpractitioners at these dominant shops then make per item or per category a choice not only for a specific
vegetable type but also between the dominant or niche version of that product. Even if customers are
planning on making rational and responsible food choices during shopping, research shows that food
choices are more complicated than that, and highly influenced by the shopping environment, nudges,
and especially habits. It stands to reason that for a “responsible customer”, shopping at the dominant
stores is more stressful: a choice for an explicitly local or organic product requires extra effort while the
less responsible products are more easily bought but may cause a bad conscience. This decisionmaking process costs a lot of energy, can be frustrating and still does not yield great results at dominant
shops (due to their limited assortment in terms of local, organic, fair food).
In contrast, when shopping at a niche store, customer-practitioners assume that the entire assortment
meets their personal criteria in terms of local, organic and fair production circumstances. This framework
of reference thus makes the niche shops in fact more practical than the dominant supermarkets for
customer-practitioners who want to shop responsibly, as it allows them to shop responsibly but also
more care-free, habitual and intuitive. Thus, when a customer-practitioner decides which type of shop
to visit, they are already engaging in a food choice moment. By choosing to go shop at the niche store
instead of the supermarket, customer-practitioners have already made a choice for local food (or
another responsible food choice, for example for organic or fairly traded food). The choice for the niche
shop is a strategy which enables the successful incorporation of the practice of shopping for local food
responsibly into daily life. The following Figure 29 shows a diagram of the two food choice moments,
and how the framework of reference may pave the way for customer-practitioners who want to make
responsible food choices.
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Figure 29 Diagram showing framework of reference

The choice to visit a specific shop (whether dominant or niche) may initially start out as a conscious
choice, but through repetition it becomes a habit to visit that particular store. Even despite the
impractical location and opening hours, many clients of the niche stores are regulars. The simple
assumption that the average product bought at the niche store is more responsible; more local and
produced under more fair, healthy and sustainable circumstances than the average product at the
supermarket, simplifies the many small food choices customer-practitioners make while shopping inside
the store. The choice for the niche shop thus may be more important for determining whether a customer
will buy local or organic products than the actual food choices while shopping. In the meanwhile, the
numerous smaller food decisions inside the niche shop are taking place in a more habitual manner, on
automatic pilot so to say, thus making it easier to incorporate the practice into daily life.

4.6.3. Typologies of the practice
While a recognizable food shopping practice exists, which can be characterized around the central
notion of “local”, there are variances in the performance of that practice on the basis of meanings. Based
on the observations and interviews in this small explorative thesis research, a few typologies of the
practice could be made. The three typologies made are presented below:
4.6.3.1. Shopping for local food as a leisure practice
Local food shopping as a leisurely practice is characterised by meanings of pleasure related to shopping
in a small scale, stress free shop which has something extra to offer. Within the performance of the
practice, extra care is given to make the shopping trip a memorable, fun and stress-free experience.
For example, customer-practitioners combine the shopping trip with a beautiful bike ride, a visit to the
Kemphaan estate or taking a refreshment with pie afterwards. The small scale of the niche stores,
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personal attention from the shopkeeper, the atmosphere, specialties from the assortment and the store
projects all are important aspects in the performance of the practice as a leisurely activity.
The visit to the niche shop is considered an outing, a pleasant undertaking or a special occasion.
Leisurely local food practitioners only occasionally buy local food. As a proportion of their monthly
budget, they are not willing or able to spend a lot of time and money on local food, but they may consider
it a luxury to splurge occasionally. They are typically not very consciously engaging with the local aspect
of buying food at the niche stores. The location of the niche stores on the periphery of the city may even
play a role in the attraction: an excuse to get out of the city on occasion. Rob and Silke, who shop
occasionally as an outing at Weet hoe je leeft!, explain that the interaction with the participants of the
social workplace is the most valuable aspect of the experience for them:
Silke: “The youngsters with an impairment?” Rob: “Yes. That is precisely what makes it special.”
Silke: They are always coached properly, by another person. But they let them do a lot
themselves, I really like that.” Rob: “Yes.” Silke: “Especially when they still need to harvest
things from the greenhouse. And then you can come with.” Rob: “Oh my god, that is wonderful”
Silke: “And then you get to point out [what you would like to get]. And sometimes you get a
whole tuft of soil with it, and it goes; no, you should cut it a little bit higher, you know. Well I
really appreciate that. (…) Yes and then we will think of recipes to go with it. I mean; we look
what they have and if they have fennel, yes we will take fennel.”
4.6.3.2. Shopping for local food as an environmental practice
Local food shopping as an environmental practice is characterised by meanings of sustainability
attached to the organic production methods and the reduced food transport. Within the performance of
the practice, extra care is given to reduce the customer-practitioners’ impact on the environment. For
example, packaging material is reduced and re-used. This form of the practice may be more strongly
connected to gardening, which is considered as the ideal way of obtaining local food. Shopping for local
food as an environmental practice is an active move away from the mainstream.
Environmentalist local food practitioners have (to varying degrees) an environmentally conscious
lifestyle. For example, they may intentionally reduce their intake of meat or exotic fruits, they try to
reduce their car use, plastic use, and try to avoid buying at supermarkets. Environmentalist local food
practitioners are motivated to buy local food mostly for sustainability reasons and are willing and able
to spend more time on shopping. While probably they will typically be from higher SEC status and willing
and able to spend more money, they also are aware of the higher prizes and do find ways to be crafty
with their budget. Most of them have thought about the reason for buying local and feel like they are
acting on a well-considered basis, whether it be hard science and logic or (soft) emotions, culture and
believes. Below follow two explanations by practitioners:
Customer-practitioner Janet aims to live a conscious life, following the Buddhist life path. She
relates that same consciousness to the act of grocery shopping. She tries to eat healthy and
sustainably. Buying organic food is one of the mechanisms through which she tries to achieve
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these goals. Another way is by buying less meat and sweets. She connects buying organic food
to sustainability in the following way:
“So nature is increasingly being pushed into a tight corner, we are exhausting nature and the
soil. Yes for me it is- it is not a débt to earth, but simply a form of respect, to make the conscious
choices as much as possible, as we are able to do so. And if I would not have the money to do
that, I might start a vegetable garden or so, growing my own vegetables. Yes. Yes, it is kind of,
how do you say, being tributary, that I find really important.”
Customer-practitioner Koen explains that he prefers to buy the (organic) vegetables and fruits which
really come from the region at Regelrecht van de boer because there is a shorter supply chain:
“Yes if it originates from the Netherlands it is in principle still quite good. Only I have the
impression that, if I do not buy it here but somewhere else, if I buy it in the supermarket, that a
large part of what I pay will not go to the farmer but to the distributive trade companies etcetera.
To all kinds of things that I don’t want to support.”

4.6.3.3. Shopping for local food as a culinary practice
Local food shopping as a culinary practice is characterised by meanings of taste, freshness and health
ascribed to the high quality of local and organic food. This form of the practice is interrelated very
strongly with the practice of cooking and a lot of value is put on the specialist assortments at the niche
shops. While shopping, extra attention is payed to the presentation and freshness of the food products.
Culinary practitioners are strongly concerned with health aspects of the food, and they are conscious
of quality indicators such as freshness and pesticide use. They mostly visit the (local food) niche shops
because they are convinced of superior quality and freshness of the vegetables here. Practitioners who
buy local food as a culinary practice typically are willing to spend more time on shopping and to spend
a larger part of the budget on local food.
Jeanine explains that she likes going to the Warmonderhofkraam because they have a quite broad
assortment, including some old-fashioned vegetable types. Another important reason is that the
vegetables are organic, and she believes that they are therefore healthier:
“Well it is really because they [the vegetables at Warmonderhofkraam] are organic. (...) So you
think it is cleaner, so more healthy; you ingest less toxins. I mean you hear and read all sorts
of things. (...) So it is the health aspect, that is really important. And also, the vegetables they
always have are really fresh. (...) And they have a great many different things, right? I assume
there are plenty of people who do not know turnips exist, or what they should do with winter
carrots nowadays.”
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Jeanine connects her way of eating and shopping to a bit of a traditional Dutch lifestyle. She likes to eat
Dutch dishes, which she links to eating seasonal food, and thus buying Dutch grown seasonal
vegetables at the market. She does not eat much meat. She likes to cook the food in a traditional way.

Individual performances of the typologies of the practice are carried out on a spectrum ranging from
“low” to “high” intensity performance. This degree of intensity is not only gauged by frequency of the
performance, but more importantly also by the depth and deliberateness of the performance, and the
embeddedness of the performance of the practice into the daily life of the practitioner. The different
typologies of the practice can be placed on different ranges on the intensity scale; typically,
performances of the practice as a leisure activity will be on the low intensity end of the scale, while
performances of the practice as an environmental or culinary activity will be typically more on the high
intensity side of the scale (due to the depth, embeddedness and the frequency of the performances).
Typologies are placed as ranges on the scale in the Figure 30 below:

Figure 30 Typologies of the practice placed on an intensity scale

Thus, three typologies of the practice have been identified and described. The typologies determined
here are not exhaustive and in order to explore them more, additional research would be necessary.
The typologies of the practice may help us to better understand the embeddedness of the practice for
policy making and research purposes and possibly can be used to streamline an approach to increase
the sale of local food by identifying ways in which practitioners relate to the practice.
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4.7. Niche character as an inherent strength
The niche character of the practice of shopping local food in Almere is defined by many of the elements
which together form the practice, including the peripheral locations, limited opening hours, limited
assortments, differing habits and culture inside the store, meanings ascribed to the practice and the
embedded projects. The material infrastructure (such as peripheral location, limited opening hours and
assortment) influences the way in which the practice of shopping is performed inside these shops:
Whether customer-practitioners come by bike or by car, many of them (and especially the regular
customers) plan their shopping trip or develop a routine which takes into account the extra (travel) time
necessary and the limited opening hours. From the interviews with customer-practitioners it becomes
clear that they go to extra lengths to make it possible to shop in these small niche stores, but not without
limit. As was illustrated earlier, the customer-practitioners also acknowledged the constraints on the
practice and explain how they manage to incorporate shopping at these small shops into their daily lives
and what their reasons are for doing so.
As shown earlier on in this chapter, practitioners also explicitly juxtapose shopping for local food with
the dominant practice of shopping at supermarkets. The niche character of the practice has become a
strength and value in itself and practitioners express their appreciation for the small scale of the stores
which set the scene for the performance of the practice. The niche practice as it exists now is intrinsically
linked to the small scale and could not be performed the same way if these small shops were to expand
a lot. For example, shopping at Weet hoe je leeft! is embedded in their small-scale day-care and social
workplace which prides itself on their personal attention for each client, and therefore it would not be
desirable for this store to become too big and too busy. So, while there is still room for growth in terms
of customer-practitioners at these stores, the current forms of performance and the identity of the niche
practice itself puts a limit on that growth.
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4.8. Conclusion to the results chapter: return to the sub-questions
Shopping for local food is a constrained niche practice which is not on track to challenge the dominant
practice of supermarket shopping. Throughout the results chapter while discussing the various
elements, differences between supermarket shopping and local food shopping have been revealed. It
has been theorized that the niche shop functions as a framework of reference for practitioners, which
helps them to navigate the constrained practice. The elements of the niche practice together shape that
practice, and the practice shapes them. The niche shops play a special role in shaping that practice, as
it not just provides a framework of reference for practitioners, but it is also the site at which the practice
takes place. Shopping for local food seems to be connected to the practice of cooking and to (vegetable)
gardening practices. Figure 31 follows a schematic overview of how the previously discussed elements
work together to form the niche practice of shopping local food. The niche shop is represented in the
middle of the diagram as it functions as the framework of reference and the stage where the practice is
performed on a daily basis.

Figure 31 Schematic representation of the practice

The results chapter in its entirety forms a detailed exploration of the practice of shopping for local food
at the selected niche shops in Almere. Now, returning to the sub-questions of this thesis research, the
following brief answers are formulated, based on the results as were described and discussed above.
What can the food retail environment tell us about the availability of local food in Almere?
Local food is not easily available in Almere. It is mostly available at a few niche shops in peripheral
locations on the outskirts of the city, which are open during specific (limited) opening times. The
availability of vegetable types varies with the seasons.
How does shopping for local food take place at various venues?
The description of shopping for local food can be found elaborately in the results chapter. In short,
shopping for local food in Almere takes place in small niche shops. They have in common that they are
specialty shops in the sense that they offer organic and (mainly) locally produced vegetables. The niche
shops are all characterized by their small scale, product specialization and connected projects. At the
same time, the shops each express differing character and atmospheres. The niche shops provide a
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framework of reference to make it easier for consumer-practitioners to buy local and organic food. The
practice is laced with meanings of sustainability and connotations of shopping responsibly.

What does an exploration of food shopping at the different venues tell us about the purchase of
local food?
Due to the constrained nature of the practice, customer-practitioners in Almere need to collect additional
foodstuff and groceries from other shops or places. Thus, shopping for local food takes place next to
other types of shopping such as at supermarkets and next to other ways of procuring food, including
vegetable gardening. This commitment of extra time especially (as well as money) does not fit well
within the everyday life of many citizens. Shopping for local food is thus a niche practice, which is not
on a trajectory to challenge the dominant practice. Three typologies of the practice have been identified,
which explain the difference in performance of the practice as centred around the meaning customerpractitioners ascribe to the practice: Shopping for local food as a leisure practice, shopping for local
food as an environmental practice and shopping for local food as a culinary practice.
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5. Discussion
This discussion chapter consists of four parts, starting with a reflection on the research findings. Then,
limitations to the research concerning data collection and the theoretical framework are discussed.
Recommendations for further research and policy makers are made. The final part of the discussion
pertains a personal reflection on the research process.

5.1. Reflection on the research findings
This thesis has aimed to explore the practice of buying local food treating the following four shops as
case studies: Regelrecht van de boer, Weet hoe je leeft!, Warmonderhofkraam and Plantage
Nieuwland. The rich description of the practice of shopping for local food as performed at these shops
increases our understanding of the practice and the Almere food environment and points towards topics
of interest for further research. It was found that shopping for local food is recognizable is a distinct
practice, and three performance typologies of the practice were identified based on varying meanings
ascribed to the practice by the customer-practitioners.
The research has confirmed that local food as such is not easily available in Almere: there are only a
few smaller shops where it can be bought, and these shops are often located on the periphery of the
city. By zooming in on performances of the practice at these niche shops, it was found that local food
in Almere is inextricably bound up with organic production methods, both in the assortments at these
shops as well as in the minds of practitioners. The idea was developed that the niche shops provide a
framework of reference for customer-practitioners, which allows them to shop for local and organic food
more efficiently and effortlessly. Customer-practitioners apply strategies of systematic and flexible
shopping to address the niche character of shopping for local food.
The practice in itself carries meanings of responsible, healthy, and sustainable consumption. However,
while there is a small sub-group of practitioners for whom shopping for local food is embedded in other
efforts to live sustainably, for many practitioners, this does not necessarily seem to be the case.
Furthermore, it was found that the performance of the practice is not per se sustainable considering
personal transport; as the niche shop locations are peripheral, many practitioners even from within
Almere come by car to buy local food. The car use prevalent in the practice of shopping for local food
in Almere may contest the practice’s claim of sustainability.
Variations in the performance of the practice revolved around the described meanings customerpractitioners ascribe to the practice. Three typologies of the practice of shopping for local food were
identified: Shopping for local food as a leisure practice, shopping for local food as an environmental
practice and shopping for local food as a culinary practice. The typologies of the practice as they have
been described at the end of the results chapter may help us to better understand variations in
embeddedness of the practice in everyday life. It might also help inform a more targeted awarenessrising of local food practices in Almere. The niche character of the practice of shopping for local food
was found to be an inherent value and strength.
Practice theory informed the formulation of the research questions and the unit of analysis and focus of
this thesis. It was helpful to focus on the practice as opposed to individual behaviour, especially in an
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explorative study where there was not space to interview many respondents. The exercise of zooming
in and zooming out helped to prevent getting stuck on performances and individuals and instead see
the bigger picture, interconnectedness of the Almere food environment and food practices within that
context. The theory steered focus on everyday activities, shared competences, and material aspects,
but steered focus away from (individual) attitudes and values.

5.2. Limitations
This thesis research is very specifically applied to the city of Almere, and as such should not be
generalized to other contexts. Moreover, it is an explorative study, which was carried out on a very small
scale. The description of the practice as given in this discussion and the results chapter is applicable
specifically to the niche shops and in a broader context, this represents an aspect of the Almere local
food environment.
Limitations regarding data collection
During the data collection process, mistakes were made. It would have been better to put more focus
on collecting specifics regarding customer lifestyle so that a larger understanding of that side of the
practice could have been reached. A small amount of data which should have been collected according
to the methodology and plan, were not. The occupation, exact address and exact age of interview
respondents was often not noted down. The exact origin of all vegetables at the niche stores were not
collected specifically: rather, a dialogue about origin and strategy in general was had. Thus, the thesis
results could have been more nuanced and detailed. However, general descriptions of the respondents
include approximations, such as neighbourhood or place of residence, and general labour status.
Limitations regarding the application of practice theory
To what extent is a practice something that can be (objectively) observed and descried- as even the
experience itself is subjective and performances are varying. As the researcher, I try to identify the
patterns which reveal the practice – but can I really distance myself from my own experience,
expectations, and previous conceptions? This is something that can be addressed by applying multiple
research methods, including quantitative research, which has been attempted in this thesis. Moreover,
the researcher can make her personal position explicit, thereby opening up about potential researcher
bias. This will be explained a little bit further in the reflection section. Finally, a rich description was
attempted in an effort to both address this objectivity concern and to show the strength of practice theory
as an approach. By focussing on the practice as a unit of analysis instead of individuals and their
behaviour, more space is created for abstraction and moving between the close-up of individual
performances and the wider view of city-wide patterns regarding the practice. Practice theory may be a
difficult basis for policy, which is often informed by economic and psychological theory. Therefore, an
effort has been made to specifically make the research relevant for policy and try to come up with policy
recommendations for Almere, which will be presented below in the section on recommendations.
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5.3. Recommendations
Additional research into the lifestyles of customer-practitioners and the role of income
During this thesis fieldwork, not enough research has been done into the lifestyles of practitioners.
Additional research on this might help us to better describe who practices shopping for local food and
why, and it may help us to better understand the dynamics of differentiation in the practice (as related
to the typologies of the practice) and the embeddedness of shopping for local food in other practices.
While the role of income and prize were not investigated sufficiently, from the interviews it was clear
that money does play a barrier to the spread of the practice. On the one hand I interviewed mostly
practitioners who clearly were in a comfortable position to spend money on food. Most importantly: they
felt comfortable spending what they thought was a lot on food. So, they acknowledged local food is
more expensive, but to them, it is worth it. However, I also spoke to some practitioners who had less
money to spend and were quite careful with their budget (for example Koen, who is a student). Current
practitioners had in common a willingness to make an effort and spend money to carry out the practice.
Thus, price is probably a real barrier to many people with a lower socio-economic status (when they do
need to count each penny) and this topic deserves more research attention. More specifically, access
to and engagement with healthy food (including vegetables) should be a policy and research concern,
especially for citizens with lower socio-economic status.
Further investigate the significance of niche as a meaning within the practice
From the interviews with the practitioners it has become clear that the niche character of the practice
of shopping for local food carries significance in itself as a meaning of the practice. The small scales of
the shops, informal contact between the customer and the shopkeepers, the organic production
methods and specialized assortments, the atmosphere and approach to shopping at the niche stores,
the charm of the self-made products (jams, sauces, pickles) and the interpretation of the practice as a
more sustainable reaction to supermarket shopping combined form the niche character of the practice.
The description of the performance of the practice as a leisurely activity shows that the niche aspects
of the practice are attractive in itself. In the performance of the practice as a sustainability or culinary
activity, the niche character also plays a meaningful role. This niche character is regarded an inherent
strength of the practice. More research into the meaning of niche an sich for the practice is advised.
Will the practice still carry this meaning if sustainability and local food become more mainstream? Will
it keep the niche character as a valuable meaning if the practice grows to recruit more practitioners.
Look into the larger local food landscape and the system of provision
Some shopkeepers interviewed mentioned that a main difficulty for them is to offer a sufficient local
food assortment year-round. The system of provision and the larger local food landscape (including
producers and distributors) could be an interesting point of focus for research and policy, especially
given recent policy interest in circular agriculture which may offer space for (new) local partnerships.
Integrative approach to stimulating local food practices include gardening and cooking
To stimulate local food practices, an integrative approach which supports and connects with efforts and
organisations related to gardening and cooking is recommended, as these practices are linked strongly
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to buying local food. Research efforts into local food should also consider gardening and cooking as
potentially offering interesting perspectives, especially regarding a predisposition to eat local, seasonal
vegetables.
Stimulate niche shops in centre locations
If it is truly the policy goal to enrich the local food environment while also stimulating local small
businesses, policy makers could stimulate starting local food businesses to locate to the city centre or
neighbourhood shopping centres other prime locations. From the interviews, it followed that location
does play a role in how often customer-practitioners visit the niche stores. However, for most citizens,
who do not fit in the typologies of practitioners, the extra time, effort, and money needed to visit the
niche shops will remain a barrier to adopting the practice. The practice in the current form is not on track
to seriously challenge the dominant practice, even if, or because it is, a reaction against the mainstream.

5.4. Personal reflection
The thesis has been by far the most challenging part of my studies and it can be said that there was
plenty of opportunity for me to learn about myself. In this section I will reflect on my personal learning
process within the context of the thesis, and lessons learned. The overall thesis process was long and
strenuous in part because I was afraid to make mistakes but also afraid to ask for help. The next time I
am in such a situation, I will be more open about this with my supervisor or colleague and make better
agreements about the writing process and especially about me checking in regularly.
Originally, this thesis research was supposed to include a section on statistical analysis of a panel
survey by Bouman (2018) amongst Almere residents. However, it became apparent that this would not
yield insightful results, as the dataset was too complicated for my limited statistical skills. And there
were some complications related to addressing income related interdependencies. Playing around with
the dataset and trying out various solutions was a valuable learning experience, but eventually, the
choice was made to carry on and instead focus on the empirical study.
The fieldwork was exciting and new for me, and it was interesting to observe in the special environments
of these niche shops, and to interview practitioners about such an ordinary activity as doing groceries.
However, I made some mistakes during data collection especially, which came about mostly from being
nervous. Next time around, I would definitely try to prevent this either by building in several rounds of
data collection, or if there is less time, by doing a test-round with my interview guide and observation
log and improve them based on previous results. It would have been important to check in with my
supervisor more during the data collection process to discuss progress and get my methods and results
checked again. In hindsight, I would have set up more varying ways to collect data: such as collecting
postal codes of all customers at the stores in order to be able to say more about the travel distance of
customer-practitioners.
My presence during the fieldwork (even while observing) could have had an influence on the
performance of the practice of others around me. For example, especially it could be that providerpractitioners engaged a bit differently with customer-practitioners or spoke about different topics with
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them. During (semi-structured) interviews, I found it difficult to reduce my influence on the conversation
topics and content. On the one hand, I wanted naturally flowing conversation where the respondent
was not pushed to talk too much into a direction, and I wanted my own reaction to be as genuine as
possible. On the other hand, I wanted them to address specific topics. I tried to avoid steering the
conversation too much, and to be aware of my own expectations about the research outcomes and my
personal views on the topic while analysing the interviews; for example to reduce the influence of my
personal interest in sustainability on the overall analysis. I think it is important to make this explicit here,
but it remains in my opinion an issue with (especially qualitative) research.
Engaging with the theory was always a challenging part of the thesis process for me. I found it difficult
to apply it consistently, both in the design of the research method as well as in the analysis and writing
of the results. I felt that at a late stage of analysing the interviews I came to better understand practice
theory and the pieces of my ‘thesis puzzle’ started to fit together for me.
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6. Conclusion
This thesis in its entirety forms a detailed exploration of the practice of shopping for local food taking
place at four selected niche shops in Almere, using a practice theory perspective. Observations took
place at Weet hoe je leeft!, Regelrecht van de boer, de Warmonderhofkraam and Plantage Nieuwland
and their four shopkeepers (provider-practitioners) were interviewed. Customer-practitioners of three of
those shops were interviewed. Important themes were identified using a practice theory lens, focusing
on elements of material, meaning and competence. In order to answer the main research questions,
three sub questions were explored in the results chapter: What can the food retail environment tell us
about the availability of local food in Almere? How does shopping for local food take
place at various venues? What does an exploration of food shopping at the different venues tell us
about the purchase of local food? Below follows a summary of the most important findings of the results
chapter related to those three sub-questions.
Local food is not easily available in Almere. It is mostly available at a few niche shops in peripheral
locations on the outskirts of the city, which are open during specific (limited) opening times. The
availability of vegetable types varies with the seasons. Local food is intrinsically connected with organic
food at these shops and in the minds of practitioners.
In short, shopping for local food in Almere takes place in small niche shops. They have in common that
they are specialty shops in the sense that they offer organic and (mainly) locally produced vegetables.
The niche shops are all characterized by their small scale, product specialization and connected
projects. At the same time, the shops each express differing character and atmospheres. The niche
shops provide a framework of reference to make it easier for consumer-practitioners to buy local and
organic food. The practice is laced with meanings of sustainability and connotations of shopping
responsibly. Customer-practitioners apply specific shopping strategies and use specific knowledge
related to local food.
The exploration of shopping for local at the different venues has showed that due to the constrained
nature of the practice, customer-practitioners in Almere need to collect additional foodstuff and
groceries from other shops or places. Thus, shopping for local food takes place next to other types of
shopping such as at supermarkets and next to other ways of procuring food, including vegetable
gardening. This commitment of extra time especially (as well as money) does not fit well within the
everyday life of many citizens, which is why the practice as it is now, will not emerge to challenge the
dominant practice of supermarket shopping.
Based on the exploration of the sub-questions in the results chapter, the answers to the main research
questions can be summarized as follows below.
What does shopping for locally produced food in Almere look like? Shopping for local food can
be recognised as a distinct practice, which has been described in the results chapter. In short, the
practice of shopping for local food is a niche practice which takes place at a few small shops selling
organically and locally produced food in Almere. The practice carries meanings of responsible, healthy
and sustainable consumption. Due to the constraints (time, location, assortment) on the practice, local
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food practitioners need to additionally get vegetables, fruits and other groceries from other sources.
Buying at a niche local shop thus requires so much additional effort that it is not easily integrated in
busy schedules of the average consumer. However, for customer-practitioners who are purposeful
about buying local food, the niche shops function as a framework of reference concerning local food
qualities: the niche shop becomes their preferred store for buying local and organic vegetables, as they
comfortably assume that the assortment at “their” store meets their standard. Therefore, buying local
food at niche shops is not currently emerging as a real “challenge” to the dominant practice, but is rather
existing at the fringe, as a supplementary practice for a small group of practitioners. Shopping for locally
produced vegetables at these niche shops is thus currently a constrained niche practice in Almere.
Which form(s) does a possible practice of buying locally produced food take? Three typologies
of the practice have been identified. Variations in the performance of the practice revolved around the
meanings customer-practitioners ascribe to the practice: shopping for local food as a leisure practice,
shopping for local food as an environmental practice and shopping for local food as a culinary practice.
The typologies may help us to better conceptualize variations in embeddedness of the practice in
everyday life. For the environmentalist local food practitioner, the practice is mostly embedded in an
environmentally conscious lifestyle. For the culinary local food practitioner, the practice is mostly
embedded in the practice of cooking and a desire to eat healthy. For the leisurely local food practitioner,
a visit to the local food store is an occasional special outing. The typologies may also serve to inform a
more targeted awareness-rising of local food practices in Almere.
Given that the niche practice of buying local food is mostly time costly, and only efficient for practitioners
who purposefully buy local and organic food at the niche shops (due to the framework of reference),
further research could look into how local food practices can be made more accessible for citizens of
Almere who currently do not buy local food. This may be especially important for Almere citizens with a
lower socio-economic status, who may have overall less healthy diets. Based on this thesis, the
probable role of income should be further investigated, as well as the lifestyles of practitioners. Solutions
could be explored in making more central locations available for local food buying practices, and in
taking integrative approaches which incorporate other local food practices such as cooking and
gardening. From the interviews with the practitioners it became clear that the niche character of the
practice of shopping for local food carries significance in itself as a meaning of the practice. This niche
character is regarded an inherent strength of the practice. Another important recommendation is
therefore to further investigate the meaning of the practice vis-à-vis the niche character of that practice.
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Appendices
Appendix A: List of stores selling fresh local produce in Almere
Farm shops:
-

Regelrecht van de boer
Weet hoe je leeft! opleidingswinkel
Onze volkstuinen streekwinkel (turned out to be very small, not so active)
Efibia winkel aan huis (turned out to be inactive)
Plantage Nieuwland

Markets:
-

Boerenmarkt at the Stadsboerderij
Regular weekly markets (some stalls may sell some fresh local produce)

Subscription, home delivery boxes, online shopping:
-

Voedselkollektief Almere (turned out to be inactive)
Fruitmere (business only)
Hofwebwinkel (partially regional)
BeterBio.nl (partially regional)
Beebox (partially regional)

Specialty stores: (One product type only)
-

Het kersenboertje
Glenns Peppers

Health stores: (Only very limited amount of local produce – 2%)
-

13

8
6
4

Ekoplaza
Natuurwinkel

•shortlist of active (local) food
stores
•"real-life" stores only
•stores with a varied assortment
•stores where a large share of the
assortment is local

Selected stores for case studies: Regelrecht van de boer, Weet hoe je leeft, Warmonderhofkraam,
Plantage Nieuwland
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Appendix B: Observation checklist
Informed consent store attendant:
•
•

•
•

Provide short information on my research
Obtain permission to make and record observations regarding:
o Material environment in and outside store (including pictures)
o The origin of food in the store
o Patterns of behaviour and interaction (including noting interactions with clients)
Obtain permission to interview attendant (including voice recording) --> make appointment
and permission to invite/approach clients for interview
Obtain permission to help out/volunteer (at least half the day) and spend the rest of the day
more as an outside observer

General:
•
•
•
•
•
•
•
•
•

Make general notes about weather, atmosphere, anything special
Write timestamps for all observations
If possible, participatory observation: helping out in the store
Sit/stand in various places at the store (where I can see the counter, the entrance, the aisles)
Time how long people are in the shop / at the counter (maybe 20)
Observe behaviour consciously several times
Participate as a volunteer
Note clients that buy local food: approach them for interviews
Take regular breaks to look over observation checklist and to write down observations

Material environment:
•

•

Outside
o transportation: parking space/busstop/bikestand
o weather
Inside:
o layout of the store
o atmosphere (light, decorations, music)
o how the food is presented
o how to pay
o What information about the food is provided visually
o What information regarding origin?

Origin:
•
•
•

Which foods are coming from the region? (make list!)
Is that info given in writing? Available easily (when asked)?
Where are other foods coming from?
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Patterns of behaviour and interaction:
•
•
•
•
•
•
•
•
•
•
•
•
•
•

What do people do when they first enter the shop?
How long do people spend inside the shop? At the check-out counter?
How do people handle/interact with the food?
What senses do people use?
What is said about the food? To the shop attendants? To companions/others in the store?
What is important in the choice for a certain product?
Is attention paid to the (local) origin or the sustainability of products?
How do people determine whether a product meets their standards?
Which norms can be recognized?
Which routines?
What lifestyle references can be noticed?
What is said and done during checkout/payment?
Which explicit or implicit rules can be observed?
Which competences are carried out inside the store?

Day planning:
Before: make clear agreements about what, when etc. obtain permission, ask about foodlist
Early morning: noting date, weather, material outside store
(Before) Store opening: taking pictures inside the store, noting down quickly the interior
First hour: Origin of the food; create a list of local foods!
Time 10 people
Before lunch: find clients for interview
After lunch: check observation checklist
Time 10 people
Afternoon-close: Volunteer as assistant
After closing: write thoughts, observations down asap.
Next day: Elaborate notes
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Appendix C: Interview guide - shop
Informed consent:
•
•
•
•

Provide information on my research
Obtain permission to make and record interview
Make agreements about levels of anonymization
Explain that at any time we can stop, they can ask questions etc.

General:
•
•

Voice record double using phones
After interview, write down notes about any observation which cannot be heard on tape

Supply side (shopkeeper):
1. What do you love about your work?
2. What do you sell? (why this?)
3. What kind of activities do you do during work?
4. Why did you decide to work at/establish this company?
5. Why do your customers come here, instead of somewhere else?
6. What is the vision/mission of your store? (reflect on official statement if they have it) (Why is
this important to you?
7. How should I shop in your store (imagine I am new to the concept)?
8. How do you interact with clients? What do you talk about?
9. Can you describe your typical clients?
10. On which basis do you decide what assortment is offered?
11. How do you pick the supplier, or exact “brand” of a type of food sold in your store?
12. What is important about the food you sell?
13. How do you pay attention to the seasonality of products? Can you give some examples? Why
is it (not) important to sell seasonal products?
14. In what way does origin of food play a role? Can you give examples? Why is that (not)
important?
Do you have questions for me, or is there something you would like to share?
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Interview guide in Dutch – winkeliers
Informed consent:
•
•
•
•

Provide information on my research
Obtain permission to make and record interview
Make agreements about levels of anonymization
Explain that at any time we can stop, they can ask questions etc.

General:
•
•

Voice record double using phones
After interview, write down notes about any observation which cannot be heard on tape

Winkeliers:
1. Wat vindt u leuk aan uw werk?
2. Wat verkoopt u? Waarom?
3. Wat voor activiteiten/handelingen doet u tijdens het werk?
4. Waarom koos u ervoor hier te werken/deze winkel op te zetten?
5. Waarom komen uw klanten hier, in plaats van ergens anders?
6. Wat is de visie/missie van uw winkel? (reflecteer op eventuele geschreven statements.
Waarom is dit belangrijk voor u?)
7. Hoe zou ik boodschappen moeten doen in uw winkel? (Stelt u zich voor dat ik totaal
onbekend ben met het concept)
8. Hoe is uw interactie met klanten? Waar spreekt u over?
9. Kunt u uw klantengroep beschrijven?
10. Op welke basis bepaalt u het assortiment van de winkel?
11. Hoe kiest u de leverancier, of het exacte “merk” van een bepaald soort groente/fruit om te
verkopen?
12. Wat vindt u belangrijk aan het eten dat u verkoopt?
13. Is het belangrijk om op het seizoen te letten? Hoe doet u dat? Waarom? (voorbeeld?)
14. Op welke manier speelt de herkomst van producten een rol? Waarom is dat (niet) belangrijk?
Kunt u een voorbeeld geven?

Heeft u nog vragen, of is er iets wat u wilt delen?
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Appendix D: Interview guide-customer
Informed consent:
•
•
•
•

Provide information on my research
Obtain permission to make and record interview
Make agreements about levels of anonymization
Explain that at any time we can stop, they can ask questions etc.

General:
•
•

Voice record double using phones
After interview, write down notes about any observation which cannot be heard on tape

Short interview at the store:
1.
2.
3.
4.

Do you like grocery shopping?
Do you come to this store regularly?
I see you bought ... why did you choose this product?
Can you tell me what you did before coming to this store? And what will you do after you
leave here?

In-depth interview:
1.
2.
3.
4.

What do you like about this store?
Where else do you get your food from?
How do you decide where you go to buy certain foods?
Do you have habits/routines concerning shopping for food?

5.
6.
7.
8.

How do you choose what to buy in the store?
What do you pay attention to when you are buying vegetables in the shop?
Do you buy on impulse or do you take a shopping list?
How do you decide what you will eat?

9. Do you pay attention how much you spend on groceries?
10. What do you do to stay within the budget?
11. How do you save money when doing groceries? What products do you not want to save on?
Why?
12. How often do you do groceries? Are you the only in your household to go grocery shopping?
13. How much time do you have to go for groceries? How do you manage to do all the groceries
within that time?
14. Do you think it is important to eat vegetables and fruit of the season? Why?
15. Which product of the season do you like? To which winter food are you looking forward?
16. Do you pay attention to the origin of vegetables and fruit? How? Why?
Do you have questions for me, or is there something you would like to share?
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Interview guide in Dutch – klanten
Informed consent:
•
•
•
•

Provide information on my research
Obtain permission to make and record interview
Make agreements about levels of anonymization
Explain that at any time we can stop, they can ask questions etc.

General:
•
•

Voice record double using phones
After interview, write down notes about any observation which cannot be heard on tape

Kort interview in de winkel:
1.
2.
3.
4.

Houdt u van boodschappen doen?
Koopt u hier regelmatig groente en fruit?
Ik zie dat u… gekocht heeft. Waarom koos u voor dit product?
Kunt u me vertellen wat u deed voordat u hierheen kwam vandaag? En wat u straks gaat
doen? (beschrijf uw ochtend/middag/avond)

Diepte interview:
1.
2.
3.
4.

Wat vindt u leuk aan deze winkel?
Waar krijgt u verder nog uw boodschappen vandaan?
Hoe bepaalt u waar u heen gaat om voedsel te kopen?
Heeft u gewoontes met betrekking tot boodschappen doen?

5.
6.
7.
8.

Hoe kiest u wat u gaat kopen in de(ze) winkel?
Waar let u op als u groente koopt in de(ze) winkel?
Weet u al wat u gaat kopen voordat u in de winkel bent? (shopping list/impuls?)
Hoe kiest u wat u gaat eten of koken?

9. Let u er op hoeveel u uitgeeft aan boodschappen?
10. Hoe zorgt u ervoor om binnen budget te blijven?
11. Waar bespaart u op bij het boodschappen doen? Op welke producten zou u nooit besparen?
Waarom?
12. Hoe vaak doet u boodschappen? Bent u de enige in uw huishouden die boodschappen doet?
13. Hoeveel tijd heeft u om boodschappen te doen? Hoe zorgt u ervoor dat u alle boodschappen
binnen die tijd doet?
14. Vindt u het belangrijk om groente en fruit van het seizoen te eten? Waarom?
15. Wat vindt u lekkere groente van het seizoen? Waar verheugt u zich op voor de winter?
16. Let u op de herkomst van groente en fruit? Hoe? Waarom?
Heeft u nog vragen, of is er iets wat u wilt delen?
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Appendix E: assortment lists
Shop

Warmonderhofkraam

Weet hoe je leeft!

Regelrecht van de boer

Plantage Nieuwland

Day

27-10-2018

11-10-2018

27-09-2018

08-10-2018

Types of fresh
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34

34

5

vegetables and
fruits

Regelrecht van de boer
assortment on
27-09-2018
Apples (regular and for
pulp)
Beet

Weet hoe je Leeft
assortment on
11-10-2018
Apples (3 types)

Warmonderhofkraam
assortment on
27-10-2018
Alfalfa

Plantage Nieuwland
assortment on
08-10-2018
(nuts, eggs, honey)

Bananas

Artichoke

Bok choy

Bantams

Arugula

Broccoli

Beets

Bean sprouts

Brussels sprouts

Block pepper

Beef tomato

Courgettes (multiple
types)
Different soft fruits to pick
from the garden and nut
grove
Different vegetables to
pick from the garden and
greenhouse
Pumpkins (3 types)

Butter lettuce

Bok choy

Beetroot

Tomatoes (multiple types)

Carrots

Brussels sprouts

Bok choy

Celery

Butter lettuce

Broccoli

Cucumbers

Carrots (colored)

Brussels sprouts

Eggplant

Cauliflower

Carrots

Endive

Chicory

Celeriac

Garlic

Eggplant

Celery

Kale

Endive

Cherry tomato

Kohlrabi

Garlic

Chicory

Leek

Ginger

Chinese cabbage

New potatoes

Head cabbage

Cucumber

Parsnip

Kiwi

Eggplant

Pears

Leeks

Endive

Pears for stewing

Lemons

Fennel

Pickles

Mushrooms

Garlic

Potato (4 types)

Oranges

Ginger

Pumpkin (2 types)

Oxheart cabbage

Green beans

Quinces

Pears

Iceberg lettuce

Red onion

Peppers (3 types)

Jerusalem artichoke

sauerkraut

Potatoes

Kale
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Regelrecht van de boer
assortment on
27-09-2018

Weet hoe je Leeft
assortment on
11-10-2018

Warmonderhofkraam
assortment on
27-10-2018

Savoy

Pumpkin

Laos root

Sweet peppers

Red cabbage

Leeks

Sweetcorn

Red onion

Lollo Rosso lettuce

Swiss chard

Spring onion

Mixed salad leaves with
edible flowers

Tomato (2 types)

Sweet pepper

Mixed sprouts

Turnips

tangerine

Mushrooms

Wild spinach

Vine tomato

Oak leaf lettuce

Yellow onion

White cabbage

Oyster mushroom

Zucchini

White onion

Palm cabbage

Plantage Nieuwland
assortment on
08-10-2018

Paprika
Parsley, coriander, mint,
celery
Parsnip
Pointed pepper
Potatoes (2 types)
Pumpkin (6 types)
Purslane
Radish
Rettich (2 types)
Roman lettuce
Romanesco
Salsify
Sauerkraut
Sea lavender
Shi-take
Small peppers
Spanish peppers
Sweet potato
Swiss chard
Turnip
Turnip green
Vine tomato
Watercress
Zucchini
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