





Of those respondents who would not buy LG/P wood products if they were
available, eight said they “don’t really need any wood products.” This is in support of the
opinion leader belief that consumers who buy LG/P agriculture don’t have a lot of
demand for wood products. Education may be necessary in order to inform consumers
about what constitutes a local wood product. Some consumers thought that any product
bought at a local hardware or lumber store was a local wood product. This is supported
by the perceived indeterminate status and low visibility of local wood products

articulated by opinion leaders.
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Figure 4. Local wood products purchasing by consumers of LG/P agricultural
products in the Pioneer Valley of western Massachusetts (N=44).
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Figure 5. Hypothetical intention to purchase local wood products by
consumers of LG/P agricultural products in the Pioneer Valley of western
Massachusetts (n=44).
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4. RECOMMENDATIONS/SUGGESTIONS

Buy Local agriculture campaigns such as that in the Pioneer Valley recognize the
important role of consumers and consumer attitudes in establishing and maintaining
robust markets for LG/P agricultural goods. Local wood producers would benefit from
identifying their target customer base and implementing a promotional campaign that
appeals to the salient attitudes of their target consumer.

Consumer attitudes are dynamic and are influenced by a range of factors (Beckett
and Nayak 2008; Ajzen 1991), including information, social and cultural norms, beliefs,
values and perceptions (Ajzen 1991; Ajzen and Fishbein 1980). Claims made by
respected others, such as opinion leaders, play a significant role in the development of an
individual’s attitude toward a certain product (DuPuis 2000; Ajzen 1991). Therefore,
providing consumers with information about the benefits of local wood products through
labeling, branding or other promotional efforts will directly influence attitudes towards
local wood products (Tokarczyk and Hansen 2006; Ajzen 1991).

Producers of local wood products may benefit from expanding their own
knowledge of consumers. Gaining insight into existing consumer attitudes and beliefs
through market research and test marketing, such as that done by CISA, would enable
producers to deliver effective marketing messages that resonate with consumers (Allen
and Hinrichs 2007). Promotional messages must appeal to consumers psychological
concerns (Tokarczyk and Hansen 2006). The promotional campaign by CISA included
paid and unpaid advertising and outreach events. This two-pronged approach built
awareness of locally grown foods and, importantly, established relationships between

producers and consumers based on trust (O’Hara and Stagl 2001).
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As opinion leaders pointed out, successful producers understand the attitudes and
beliefs of their target consumer, and position themselves in order to appeal to consumer
attitudes and beliefs. Additional training of producers in marketing, communication,
retailing or related areas is likely necessary for success in promoting local wood products
(Tokarczyk and Hansen 2006). Collaboration and cooperation among producers and other
stakeholders is also critical (Feagan 2007). By collaborating with a wide range of
stakeholders, such as architects, homebuilders, landowners, and others, producers of
wood products can build a broad base of support through the creation of support networks
(Murdoch 2000). Again, this may require marketing, communication or other skills
beyond those related to wood production.

Though forests provide important ecosystem services (e.g. Costanza et al. 1997)
consumers may not understand the role of local wood products markets in ensuring
forests exist for future generations. Education emphasizing the complex relationship
between keeping forests as forests and consuming local wood products may provide a

foundation for a local wood products campaign.
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APPENDIX 1. OPINION LEADER BIOGRAPHIES

Richard Burke: Mr. Burke began working for the USDA in 1976 as a loan officer for
the Farmers Home Administration, which later became the Rural Development Agency.
In his 33 years working for the USDA he held various supervisory positions and worked
on several programs to enhance farm viability. Most recently, he was working for the
State of Massachusetts as the Director of Agricultural Business Programs. In 2009 Mr.
Burke was appointed to the position of State Executive Director of the Farm Services
Agency, a position he currently holds. He works directly with farmers and producers on
financial assistance, farm loans and commodity production as well as direct marketing.
He has a B.A. in Forestry and Natural Resources from the University of Massachusetts.

Daniel Finn: Mr. Finn works for Pioneer Valley Local First (PVLF), a subsidiary of
Businesses Alliance for Local Living Economies (BALLE) on efforts to enhance the
viability of local communities through promoting local businesses. He serves on the
Executive, Marketing and Membership, and Events Committees for Pioneer Valley Local
First, and regularly attends BALLE conferences on local economies. Prior to PVLF, Mr.
Finn worked for the New England Businesses for Social Responsibility. He has a B.A. in
Environmental Studies.

Elisa Campbell: Ms. Campbell is an Environmental Activist for various boards, groups
and committees. She has been involved with the Sierra Club, and most of her efforts in
the past two decades have been to protect Massachusetts’ state-owned public lands.

Ms. Campbell served as a member of the Board of Managers for the state’s Department
of Environmental Management from 1995 through 2000. She is active with the Wildlands
and Woodlands organization and she is also a free-lance columnist for the Amherst
Bulletin where she publishes monthly opinion pieces on environmental issues and
conservation planning.

Jay Healy: Mr. Healy and his family have owned and operated the 475-acre Hall Tavern
Farm since the early 1900’s. Today the forests of Hall Tavern Farm have been
transformed to an economically and environmentally sustainable forestry operation
through employing innovative forest management practices that protect the natural
habitat and optimize more profitable ways to operate. In 2002, Mr. Healy received a
grant from the Massachusetts Farm Viability Program through the Department of
Agricultural Resources that enabled him to expand his business operation. Each year, he
targets 10 to 15 acres of woodlands for forest improvement. Mr. Healey was a former
state legislator and agricultural commissioner.

Margaret Christie: Ms. Christie served as CISA's executive director from 1997-1999,
when the “Buy Local / Be a Local Hero” program was launched, and interim executive
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director in 2008. She is currently in charge of new project development at CISA and is
focused on infrastructure and research projects related to large-volume sales of locally
grown products. Prior to joining CISA, Ms. Christie worked for the University of
Massachusetts Integrated Pest Management Program and the Northeast Organic Farmers
Association. She has a bachelor of science degree in sustainable agriculture from The
Evergreen State College and a master of science degree in rural sociology from the
University of Wisconsin-Madison.

Charlie Thompson: Mr. Thompson works as a forester for GMO Renewable Resources,
one of the largest Timber Investment Management Organizations in the world. He serves
as a member on the Technical Steering Committee for the Massachusetts State Forestland
Management Committee. He was previously the Executive Director of the New England
Forestry Foundation.

Bob O’Connor: Mr. O’Connor coordinates land conservation programs for the
Massachusetts Executive Office of Energy and Environmental Affairs. He works on
agriculture and forestry issues, and participates in discussions about forest policy in the
Forest Forum and beyond. He has worked at various jobs in state agencies for the past 25
years. He runs the Massachusetts Forest Forum, which has as one of its main goals to
emphasize and strengthen value-added local wood processing and marketing. He has a
Bachelor of Arts in Forestry from SUNY Syracuse and a Master of Science in
Administration from the University of Massachusetts.

Mary Jordan: Ms. Jordan is the Director of Agricultural Development for the
Massachusetts Department of Agricultural Resources, Division of Agricultural Markets.
She has served as Director since 1996, when she was appointed by then Commissioner
Jay Healy. The Division of Markets works to promote the growth and viability of
Massachusetts’ agricultural markets locally, regionally and nationally. Ms. Jordan
oversees all of the programs within the Division of Markets, including Commonwealth
Quality Program, Farm-to-School Initiative, “Mass grown and Fresher” Logo, Specialty
Foods and Value-Added Production, Farmers Markets, and Export Development. Ms.
Jordan works closely with over 50 agricultural and commodity organizations as well as
with a broad-breadth of local, state, and federal level entities. She received a Bachelor of
Arts from Framingham State College in 1987.

CS Wurzberger: Ms. Wurzberger is the manager of marketing at Our Family Farms. Her
background and expertise are in marketing, and recently she began working on various
aspects of Buy Local marketing and consumer research.
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APPENDIX 2: SURVEY QUESTIONARRES

Interview Questions: Opinion Leaders

FIRST TASK: INFORM THE PARTICIPANT OF THE SURVEY RESEARCH

1.

Explain my role as a researcher doing research on local agriculture in the
Pioneer Valley. Explain that I am a Masters student at the University of
Connecticut.

The purpose of the research is to better understand why people buy locally
grown agricultural products in the Pioneer Valley. The results of this
research will be published in a thesis and a peer-reviewed journal.
Explanation of ethical issues: “I anticipate the interview should take no

99,

more than one hour and you may stop it at any time”; “answer any and all
questions you choose, and refuse to answer any question”; “may I disclose
your name in my report or would you prefer to be anonymous?”

Permission to audio-record: “may I record this interview or would you

prefer I not record it?”

PART I:

Opening (trust-building) questions:

1.

Can you tell me when you first became aware of the “Buy Local”
phenomenon, or when you first became engaged in it?

2. Can you tell me about your employment history? Education?

Addresses the consumer attitudes and beliefs

3.

In general, why do you believe more people buy locally grown or produced
agricultural products every year? What prompts them to do this?

Specifically, why do you think people in the Pioneer Valley buy locally grown

or produced agricultural products? If more than one reason, which is most
prevalent? What are the consumer attitudes and beliefs?

Addresses the various actors making competing claims
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5. How did the Buy Local phenomenon evolve in the Pioneer Valley? When did
it begin? Gain traction? How has it changed over time? Why has it been so
successful here?

6. Who are the proponents of the Buy Local agriculture phenomenon? Are there
opponents? Has this changed over time, and if so, how? Why?

Addresses the local wood products movement/potential

7. Are you aware of locally grown or produced wood products in the Pioneer
Valley? If so, can you tell me about this? When did you first become aware of
or engaged with them? (e.g. Homegrown wood)

8. Do people in the Pioneer Valley buy locally grown or produced wood
products? If so, why? What are the concerns of consumers of local wood
products? Are there certain locally grown/produced wood products that are
popular?

9. What barriers do you see that would prevent people from purchasing local
wood products? What are advantages?

Addresses the various actors making competing claims
10. How did locally grown or produced wood products evolve in the Pioneer

Valley? When did it begin? Has it gained traction? When? Has it changed? Is
it successful and if so, why?

11. Are there proponents of locally grown or produced wood products? Are there
opponents? Has this changed over time? What changed?

12. Are people involved in the Buy Local agriculture movement also involved

with locally grown or produced wood products?

Closure

13. Is there anything else you would like to tell me? Did I miss anything?

14. Can you suggest anyone else you believe is close to the Buy Local agriculture
movement *(or locally grown/produced wood products) that I should speak
with? How can I reach them?
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Survey Instrument: Consumers

Hello. My name is Charlotte Rand and I am a graduate student at the University
of Connecticut. I am doing research on the Buy Local agricultural phenomenon in
the Pioneer Valley, and part of my research involves a survey of consumers.
Please help yourself to an information sheet with more details. Would you mind
taking 2-3 minutes to answer a few questions?

Opening (trust-building) questions:

15. Do you buy locally grown or produced agricultural products (Yes; No; Don’t
know)? If so, how often?
Daily
Weekly
Monthly
Yearly
Other
Don’t know

16. What do you buy, and where do you go to buy it?

Addresses consumer attitudes and beliefs

17. Why do you buy locally grown or produced agricultural goods?
Supports local economy
Conserves rural landscape
Protects the environment
Fresher and better quality food
More socially responsible
Other
Don’t know

18. If more than one reason, which is the strongest?
Supports local economy
Conserves rural landscape
Protects the environment
Fresher and better quality food
Lower carbon footprint
Better price
Fair wages for laborers
Other
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Don’t know

Addresses the various actors making competing claims

19. Where do you get information about locally grown or produced agricultural
goods?
Local Farmers
Friends
Family
Media *( Radio TV  Advertisements)
Non-profit organizations
Government agencies/workers
Other
Don’t know

20. Do you follow local environmental issues, and if so, what issues are most
important to you (Yes, No, Don’t know)? Do you follow local political
issues? Which political issues are most important? What about local social
issues? Which social issues are most important?

Addresses local wood products

21. Do you buy locally grown or produced wood products (Yes; No; Don’t
know)? If so, how often?

Daily

Weekly

Monthly

Yearly

Other

Don’t know

22.If yes, why do you buy locally grown or produced wood products? If more
than one reason, which is the strongest?
Supports local economy
Conserves rural landscape
Protects the environment
Better quality
More socially responsible
Other
Don’t know
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23.If yes, are there certain locally grown/produced wood products you
specifically buy or you would buy if available?

Paper

Construction timber

Artisan wood crafts

Landscaping timber

Other

Don’t know

24. Is there anything more you would like to tell me? Did I miss anything?

Thank you for taking the time to answer my questions.

54



Literature Cited

Ajzen, I. 1991. "The Theory of Planned Behavior." Organizational Behavior and Human
Decision Processes 50 (2): 179-211.

Ajzen, I. and M, Fishbein. 1980. Understanding Attitudes and Predicting Social
Behavior. Paperback ed. Englewood Cliffs, N.J.: Prentice-Hall.

Allen, P. and Hinrichs, C. 2007. “Buying into ‘Buy Local’: Engagements of United States
local food initiatives.” In Alternative Food Geographies, eds. D. Maye, L. Holloway
and M. Kneafsey, pp 255-272. Emerald Group Publishing 2007.

Bean, M. and Sharp, J. 2010. “Profiling alternative food system supporters: the personal
and social basis of local and organic food support.” Renewable Agriculture and
Food Systems:1-12.

Beckett, A. and A. Nayak. 2008. "The Reflexive Consumer." Marketing Theory 8 (3):
299.

Berlik, M. M., D. B. Kittredge, and D. R. Foster. 2002. "The Illusion of Preservation: A
Global Environmental Argument for the Local Production of Natural Resources."
Journal of Biogeography 29 (10-11): 1557-1568.

Berlin, L., W. Lockeretz, and R. Bell. 2009. "Purchasing Foods Produced on Organic,
Small and Local Farms: A Mixed Method Analysis of New England Consumers."
Renewable Agriculture and Food Systems 24 (04): 267-275.

Born, B. and M. Purcell. 2006. "Avoiding the Local Trap." Journal of Planning
Education and Research 26 (2): 195.

Bradley, G. A. and A. R. Kearney. 2007. "Public and Professional Responses to the
Visual Effects of Timber Harvesting: Different Ways of Seeing." Western Journal of
Applied Forestry 22 (1): 42-54.

Callon, M. 1999. "Actor-Network Theory: The Market Test." Actor Network Theory and
After: 181-195.

Chambers, S., Lobb, L., Butler, L., Harvey, K., and B. Traill. 2007. “Local, national and
imported foods: A qualitative study.”Appetite, (2007) doi:10.1016/j.appet.2007.02.003

Connecticut Department of Environmental Protection. 2010. Available online at:
http://www.ct.gov/dep/cwp/view.asp? A=3847&Q=470800

Conner, D. S., A. D. Montri, D. N. Montri, and M. W. Hamm. 2009. "Consumer Demand
for Local Produce at Extended Season Farmers' Markets: Guiding Farmer Marketing
Strategies." Renewable Agriculture and Food Systems 24 (04): 251-259.

55



Costanza, R., R. d'Arge, R. De Groot, S. Farber, M. Grasso, B. Hannon, K. Limburg, S.
Naeem, R. V. O'Neill, and J. Paruelo. 1997. "The Value of the World's Ecosystem
Services and Natural Capital." Nature 387 (6630): 253-260.

Dekker-Robertson, D. L. and W. J. Libby. 1998. "American Forest Policy: Global Ethical
Tradeoffs." Bioscience 48 (6): 471-477.

Dilley, L. 2009. "Consumption, Identity and the Case of Local Food." Centre for Rural
Economy Discussion Paper Series 23.

Dillman, D. A. 2007. "Mail and Internet Surveys: The Tailored Design Method—2007
Update with New Internet, Visual, and Mixed-Mode Guide." Hoboken, NJ, USA
John Wiley and Sons 523.

DuPuis, E. M. 2000. "Not in My Body: BGH and the Rise of Organic Milk." Agriculture
and Human Values 17 (3): 285-295.

Feagan, R. 2007. "The Place of Food: Mapping Out the 'Local' in Local Food Systems."
Progress in Human Geography 31 (1): 23.

Feenstra, G. W. 1997. "Local Food Systems and Sustainable Communities." American
Journal of Alternative Agriculture 12 (01): 28-36.

Fishbein, Martin and Icek Ajzen. 1975. Belief, Attitude, Intention, and Behavior: An
Introduction to Theory and Research. Addison-Wesley Series in Social Psychology.
Reading, Mass.: Addison-Wesley Pub. Co.

Food Marketing Institute. 2009. U.S. Grocery Shopper Trends, Food Marketing Institute:
Arlington, VA.

Foster, D. R. and W. G. Labich. 2008. "A Wildland and Woodland Vision for the New
England Landscape: Local Conservation, Biodiversity and the Global Environment."
Saving Biological Diversity: 155-175.

Gale, F. 1997. “Direct Farm Marketing as a Rural Development Tool,” Rural
Development Perspective, Vol. 12, pp. 19-25.

Goodman, D. 2002. "Rethinking Food production—consumption: Integrative
Perspectives." Sociologia Ruralis 42 (4): 271-277.

. 2004. "Rural Europe Redux? Reflections on Alternative Agro-Food Networks
and Paradigm Change." Sociologia Ruralis 44 (1): 3-16.

Goodman, D. and E. M. DuPuis. 2002. "Knowing Food and Growing Food: Beyond the

production—consumption Debate in the Sociology of Agriculture." Sociologia
Ruralis 42 (1): 5-22.

56



Govindasamy, R., Italia, J. and D. Thatch. 1998. Farmers’ Markets: Consumer Trends,
Preferences, and Characteristics, New Jersey Agricultural Experiment Station
Report P-02137-7-98, Department of Agricultural, Food, and Resource Economics,
Rutgers University, New Brunswick, NJ.

Granovetter, M. 1985. "Economic Action and Social Structure: The Problem of
Embeddedness." 4js 91 (3): 481.

Guptill, A. and J. L. Wilkins. 2002. "Buying into the Food System: Trends in Food
Retailing in the US and Implications for Local Foods." Agriculture and Human

Values 19 (1): 39-51.

Hinrichs, C. C. 2003. "The Practice and Politics of Food System Localization." Journal
of Rural Studies 19 (1): 33-45.

Hinrichs, C. C. and P. Allen. 2008. "Selective Patronage and Social Justice: Local Food
Consumer Campaigns in Historical Context." Journal of Agricultural and

Environmental Ethics 21 (4): 329-352.

Hsieh, H.F. and Shannon, S. 2005. “Three Approaches to Qualitative Content Analysis.”
Qualitative Health Research 15: 1277.

Hull, R. B. and K. Nelson. 2011. "Wildland-Urban Interface Forest Entrepreneurs: A
Look at a New Trend." Journal of Forestry 109 (3): 136-140.

Irland, Lloyd C. 1999. The Northeast’s Changing Forest. Harvard University Press;
Harvard Forest, Petersham, Massachusetts.

Jarosz, L. 2000. "Understanding Agri-Food Networks as Social Relations." Agriculture
and Human Values 17 (3): 279-283.

Jones, B. D. 1999. "Bounded Rationality." Annual Review of Political Science 2 (1): 297-
321.

Katz, E. 1957. "The Two-Step Flow of Communication: An Up-to-Date Report on an
Hypothesis." Public Opinion Quarterly: 61-78.

King, C. W. and J. O. Summers. 1970. "Overlap of Opinion Leadership Across
Consumer Product Categories." Journal of Marketing Research 7 (1): 43-50.

Kittredge, D.B. 2009. “The Fire in The East.” Journal of Forestry 107:162-163.

Kloppenburg, J., J. Hendrickson, and GW Stevenson. 1996. "Coming in to the
Foodshed." Agriculture and Human Values 13 (3): 33-42.

57



Kloppenburg, Jr, J., S. Lezberg, K. De Master, G. W. Stevenson, and J. Hendrickson.
2000. "Tasting Food, Tasting Sustainability: Defining the Attributes of an
Alternative Food System with Competent, Ordinary People." Human Organization
59 (2): 177-186.

Kozak, R. A., D. H. Cohen, J. Lerner, and G. Q. Bull. 2004. "Western Canadian
Consumer Attitudes Towards Certified Value-Added Wood Products: An
Exploratory Assessment." Forest Products Journal 54 (9): 21-24.

Lockeretz, W. 1986. "Urban Consumers' Attitudes Towards Locally Grown Produce."
American Journal of Alternative Agriculture 1 (02): 83-88.

Lyson, T. A. and J. Green. 1999. "The Agricultural Marketscape: A Framework for
Sustaining Agriculture and Communities in the Northeast." Journal of Sustainable
Agriculture 15 (2): 133-150.

Martinez, S., Hand, M., Da Pra, M., Pollack, S., Ralston, K., Smith, T., Vogel, S., Clark,
S., Lohr, L., Low, S. and C. Newman. 2010. “Local Food Systems: Concepts,
Impacts, and Issues.” Economic Research Report number 97, U.S. Department of
Agriculture, Economic Research Service.

Massachusetts Department of Agricultural Resources 2010. Agriculture Fact Sheet:
Available online at: www.mass.gov/agr/facts/index.htm

Morgan, K., T. Marsden, and J. Murdoch. 2006. Worlds of Food Oxford Univ. Press.
Murdoch, J. 1998. "The Spaces of Actor-Network Theory." Geoforum 29 (4): 357-374.

Murdoch, J. 2000. “Networks-A New Paradigm of Rural Development?” Journal of
Rural Studies 16 (4): 407-419.

Murdoch, J., T. Marsden, and J. Banks. 2000. "Quality, Nature, and Embeddedness:
Some Theoretical Considerations in the Context of the Food Sector." University of
California, Berkeley.

Ostrom, M. 2006. “Everyday Meanings of ‘Local Food’: Views from Home and Field,”
Journal of the Community Development Society, Spring 2006.

O'Brien, K. A. and M. F. Teisl. 2004. "Eco-Information and its Effect on Consumer
Values for Environmentally Certified Forest Products* 1." Journal of Forest
Economics 10 (2): 75-96.

Parrott, N., N. Wilson, and J. Murdoch. 2002. "Spatializing Quality: Regional Protection

and the Alternative Geography of Food." European Urban and Regional Studies 9
(3): 241.

58



Peters, C. J., N. L. Bills, J. L. Wilkins, and G. W. Fick. 2008. "Foodshed Analysis and its
Relevance to Sustainability." Renewable Agriculture and Food Systems 24 (01): 1-7.

Polzin, PE and JL Bowyer. 1999. "Misperceptions About Forests and Wood Products: A
Statewide Survey in Montana." Forest Products Journal 49 (9): 37-42.

Schlich, E. and U. Fleissner. 2005. "The Ecology of Scale: Assessment of Regional
Energy Turnover and Comparison with Global Food (5 Pp)." The International
Journal of Life Cycle Assessment 10 (3): 219-223.

Sedlacek, S. and V. Gaube. 2010. "Regions on their Way to Sustainability: The Role of
Institutions in Fostering Sustainable Development at the Regional Level."
Environment, Development and Sustainability 12 (1): 117-134.

Selfa, T., R. A. Jussaume, and M. Winter. 2008. "Envisioning Agricultural Sustainability
from Field to Plate: Comparing Producer and Consumer Attitudes and Practices
Toward [ Environmentally Friendly Food and Farming in Washington State, USA."
Journal of Rural Studies 24 (3): 262-276.

Selfa, T. and J. Qazi. 2005. "Place, Taste, Or Face-to-Face? Understanding Producer—
Consumer Networks in “Local” Food Systems in Washington State." Agriculture
and Human Values 22 (4): 451-464.

Simon, H. A. 1955. "A Behavioral Model of Rational Choice." The Quarterly Journal of
Economics 69 (1): 99-118.

Somers, M. 1994. “The Narrative Constitution of Identity: A Relational and Network
Approach.” Theory and Society, 23.

Sparks, P. and R. Shepherd. 1992. "Self-Identity and the Theory of Planned Behavior:
Assesing the Role of Identification with" Green Consumerism"." Social Psychology
Quarterly 55 (4): 388-399.

Sylvander, B., N. Schieb-Bienfait, L. Floch-Wadel, and C. Couallier. 2004. "The
Strategic Turn of Organic Farming in Europe: A Resource Based Approach of
Organic Marketing Initiatives." Research in Rural Sociology and Development:2005.

Teisl, M. F. 2003. "What we may have is a Failure to Communicate: Labeling
Environmentally Certified Forest Products." Forest Science 49 (5): 668-680.

Teisl, M. F., S. Peavey, F. Newman, J. A. Buono, and M. Hermann. 2002. "Consumer
Reactions to Environmental Labels for Forest Products: A Preliminary Look." Forest

Products Journal 52 (1): 44-50.

Tokarczyk, J. and E. Hansen. 2006. "Creating Intangible Competitive Advantages in the
Forest Products Industry." Forest Products Journal 56 (7/8): 4-13.

59



Tolbert, C. M., T. A. Lyson, and M. D. Irwin. 1998. "Local Capitalism, Civic
Engagement, and Socioeconomic Well-being." Social Forces 77 (2): 401-427.

Tropp, D., and J. Barham. 2008. National Famers Market Summit Proceedings Report.
US Department of Agriculture, Agricultural Marketing Service. Available online at:
http://www.ams.usda.gov/AMSv1.0/getfi le?dDocName=STELPRDC5066926

Valentine, G. 1999. “Eating In: Home, Consumption and Identity.” The editorial board of
the Sociological Review: 491-524.

Vermeir, 1. and W. Verbeke. 2006. "Sustainable Food Consumption: Exploring the
Consumer “Attitude—Behavioral Intention” Gap." Journal of Agricultural and
Environmental Ethics 19 (2): 169-194.

Weatherell, C., A. Tregear, and J. Allinson. 2003. "In Search of the Concerned
Consumer: UK Public Perceptions of Food, Farming and Buying Local." Journal of
Rural Studies 19 (2): 233-244.

Watts, D.,B.Ilbery and D.Maye. 2005. “Making Re-connections in Agro-food
Geography: Alternative Systems of Food Provision.” Progress in Human Geography
29 (22).

Watts, D.; Ibery, B. and G. Jones. 2007. “Networking Practices Among ‘Alternative’
Food Producers in England’s West Midlands Region.” In Alternative Food
Geographies, eds. D. Maye, L. Holloway and M. Kneafsey, pp 289-307. Emerald
Group Publishing 2007.

Wernick, I. K., P. E. Waggoner, and J. H. Ausubel. 2000. "The Foresters Lever:
Industrial Ecology and Wood Products." Journal of Forestry 98 (10): 8-14.

Wolf, S. A. and J. A. Klein. 2007. "Enter the Working Forest: Discourse Analysis in the
Northern Forest." Geoforum 38 (5): 985-998.

Zepeda, L. and C. Leviten-Reid. 2004. "Consumers’ Views on Local Food." Journal of
Food Distribution Research 35 (3): 1-6.

Zepeda, L. and J. Li. 2006. "Who Buys Local Food?" Journal of Food Distribution
Research 37 (3): 1.

60



