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Abstract 
 
Much has been written about the strategic importance of added value as a means for achieving 
competitive advantage, but little attention has been paid to the meaning of the term “added 
value”. Numerous messages about added values of food products are communicated by and to 
different actors, values such as convenience regarding fast-food, luxury regarding meals, 
products without chemical additives, health, quality, taste, what the package looks like, 
exclusiveness, tradition/story-telling/, and many others. Food producers, wholesalers, retailers, 
and end-consumers constitute some of these actors. However, the concept of added value and 
the relationships between the different aspects are unclear and illusive. There is a need to 
explore as well as clarify definitions and dimensions. Therefore, the aim of this article is to 
develop a conceptual framework which explores definitions and discussions associated with 
added values of food products. Traditionally, the literature has made strict and categorical 
distinctions between core values and added values. However, we stress that this traditional view 
needs to be challenged. For food products we argue that core values cannot be clearly 
distinguished from added values. We argue that not only the end consumer but all actors 
involved in the supply chain contribute to the overall realization of the added value, i.e. all actors 
must perceive, appreciate, value and realize the added value. Only then may the added value 
result in willingness to purchase the products, increased market share or strengthened position 
at different markets.  
 
Keywords: Added Values, Core Values, Food Products, Value-Chain, Communication  

_______________________________________________________________ 
 
 
1. Introduction 
 
De Chernatony et al. (2000, p.39) point out that much has been written about the strategic 
importance of added value as a means for achieving competitive advantage, but little attention 
has been paid to the meaning of the term “added value”.  For the concept to realize its 
purported advantages, the authors continue, a better understanding of added value is crucial.  



 
 
 

Hallberg et al. / Eurasian Journal of Social Sciences, 1(1), 2013, 39-49 

 
 
 

40 
 

Numerous messages about added values of foods are communicated by and to 
different actors. Food producers, wholesalers, retailers, and end-consumers constitute some of 
these actors. Added values are constantly being expressed in media, in branch articles, as well 
as by the companies themselves. In the branch magazine Livsmedel i fokus (2009), 
approximately 20 different added values related to food products are mentioned and discussed 
– convenience regarding fast-food, luxury regarding meals, products without chemical additives, 
health, quality, taste, what the package looks like, exclusiveness, tradition/story-telling/, and 
many others. Producers, wholesalers, retailers, and end-consumers constitute a value chain

1
, 

where all parties participate to create and/or add values. Some companies are, however, not 
conscious about the added values of their products, which leads to a lack of communication of 
these values to the potential customers.  

The added values of Swedish food products have, during the past few years, been a 
common theme of the debate about the Swedish food products’ sector’s competitive 
advantages (von Schantz, 2007). After the Swedish entry in the European Union in 1995, the 
competition on the foods market increased for Swedish companies. Foods became less 
expensive for Swedish consumers, while the producers perceived the competition on the EU 
market fierce.  Swedish products were simply more expensive to produce than comparable 
products from other EU countries. The Swedish political debate, however, pointed out that there 
was an added value in the production of agricultural products. Since the food related laws in 
Sweden were considered stricter than in other EU countries, especially when it came to 
environment, care for animals, and food product security, the conclusion was drawn that 
Swedish products were worth more than foreign ones. The added value could, then, lead to a 
possibility for Swedish food producers to charge their products to a higher price than their 
foreign competitors, since their products had added values (Gullstrand and Hammarlund, 2007).  

The Swedish Board of Agriculture (2008) claims that added values in the Swedish food 
and agricultural production are often discussed related to price and competition.  The 
agricultural industry wants to get paid for the added values that are created through the 
production (2008, p.5). As Gullstrand and Hammarlund (2007) point out, the food related laws in 
Sweden were more strict, and according to The Swedish Board of Agriculture, the added values 
that are created by the stricter, Swedish requirements and rules, are the most important ones to 
get paid for (The Swedish Board of Agriculture, 2008). 

The concept of added value and the relationships between the different aspects are 
unclear and illusive, in particular as regards foods. There is a need to explore/clarify definitions 
and dimensions. Therefore, the aim of this article is to develop a conceptual framework which 
explores definitions and discussions associated with added values of food products.  
 
1.1. Values and Added Values – General Aspects 
 
Several authors consider value as a multi-faceted construct (e. g. Porter; 1985; Sweeney and 
Soutar, 2001; de Chernatony et al. 2000; Sheth et al., 1991, Sweeney & Soutar, 2001) 
proposed a four dimensional model for the explanation of attitudes and behaviour of purchase 
at brand level. The dimensions identified were denoted emotional, social, quality/performance 
and price/value for money. 

Sheth et al. (1991) present five consumption values influencing consumer choice, 
based on a great number of previous literature/sources: i) functional value, ii) social value, iii) 
emotional value, iv) epistemic value, and v) conditional value. The authors also propose that 
consumer choice is a function of multiple consumption values and that these values are 
independent of each other. 

Grönroos (1997) was one of few to distinguish between core value and added value. He 
defined an offering’s core value as the core solution and its added value as additional services 
that the consumers pay extra money to enjoy (p.413). In this article, however, the concept of 

                                                        
1
 Michael E. Porter introduced the concept of value chain in the book Competitive Advantage: Creating and 

Sustaining Superior Performance (1985) 
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added values is only discussed meaning added values that are included in the prize of the 
product carrying the core value(s).  

Kaspersson et al. (2004, p.55), on the other hand, mean that there are not only added 
values, but also “potential added values”. These can include, among others, a product’s 
environmental or ethical characteristics. It is, say the authors, not until the product is launched 
on the market, that it can be said if the characteristics (i.e. the potential added values) really 
imply added values, i.e. if customers are willing to pay for them.  
 
1.2. Added Values Related to Food Products 
 
Food products constitute products that all consumers can relate to. The Swedish food sector, 
including its different actors, has identified numerous types of added values related to food 
products.  However, these have not yet been systematically classified. Being more conscious 
about the added values of products would increase the possibilities to communicate them, to the 
next actor, and finally to the end-consumer. However, the perceptions of added values often 
vary among and between the actors in the value-chain. Further, the communication of the 
added values can change depending on how many actors there were before the last – and 
analysed - communication was written.  
 

Table 1. Examples of types of added values that may be associated to food products 

Added value Reference(s) 

Convenience Brown and McEnally, (1993), Coughlan et al., (2006) 

Health Mark-Herbert (2004), Maynard and Franklin (2003), Zaripheh 
and Miller (2009), Divine and Lepisto, 2005, Rozin et al., 
(1999) 

Environment, ecology Solér (1996; 1999; 2001), Solér et al. (2005), Aronsson 
(2006), Biel et al. (2006); Stern (2007), Wright and Mc Crea 
(2007) 

Ethics Young & Welford (2002) 

Aesthetics Jönsson (2006) 

Culture, including traditions 
and heritage 

Daugstad et al. (2006); The Council of The European Union 
(2006); European Commission (2007); Tellström, R. et al. 
(2006) 

Justice Wright and Mc Crea (2007) 

Status Worsley and Scott (2000) 

Authenticity European Commission (2007); Sims (2009), Lagerberg 
Fogelberg and Fogelberg (2011) 

 
Gullstrand and Hammarlund (2007) believe that many of the characteristics related to 

added values of Swedish food products mentioned in the debate possess so-called “credence 
characteristics” (p. 10), i.e. characteristics that consumers cannot discover before nor after a 
purchase (see also Benner, 2005). A consumer may, for instance, decide whether an apple is 
red and tastes good, but have a harder time deciding what amounts of biocides it contains. The 
harder it is perceived by a consumer to connect a certain characteristic to a certain product, the 
harder it will be for the consumer to take into account the characteristic in question when 
deciding on purchasing the product (p.10). Gullstrand and Hammarlund (2007) further describe 
“credence characteristics” as characteristics that are related to the production, such as healthy 
animals and consideration for the environment or characteristics that are associated with the 
product yet not easy to discover.  

The added value of a product is determined by the products physical properties, 
distribution (Bergström and Hedlund, 2004) as well as by the receivers’/consumers’ associations 
and evaluations of the feelings the concept transmits. Generic grounds for added value are 
displayed in Table 1. Social values may involve components such as those of status, context, 
shared interests, exclusivity and authenticity (van Ittersum et al., 2007; Lagerberg Fogelberg 
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and Fogelberg, 2011). Origin is sometimes put forward as an added value. However, the added 
value is not carried by the origin itself but by the associations to the origin. These associations 
involve e.g. health, comfort, environment, exclusivity, ethics and social values, i.e. all of the 
above mentioned added values. Consequently, whether the origin represents an added value or 
not is determined by the types of properties (above) the receiver associate to. Therefore, the 
origin in itself is not regarded as an added value but is of a different character than the added 
values mentioned. 

The senders’ level of involvement, that is enthusiasm and engagement as well as lack 
of enthusiasm and engagement affect the receivers’ perception and appreciation of potential 
added values. Moreover, the valuation of potential added values are modified by aspects such 
as context (e.g. whether in a positive social environment or under stress) or shared interests 
creating a sense of belonging and comfort from sharing views, perceptions, and appreciations.  

The potential added value becomes actual upon realisation on the market in terms of 
increased demand and/or higher price. It is not only about adding values to products but also to 
prevent negative associations which may lead to subtracted values. This would occur in a 
situation such as when the product/offer looses in exclusivity when the product is sold in major 
common stores and the accessibility increases. 
 
1.3. Added Values Transforming into Core Values 
 
Traditionally, the literature has made strict and categorical distinctions between core values and 
added values. However, we stress that this traditional view needs to be challenged/nuanced. 
For food products we argue that core values cannot be clearly distinguished from added values. 
Figure 1 illustrates the relationships between core values and added values. Some core values 
associated to food include nutrition, taste, fullness, hygienic and chemical properties associated 
to food safety. 

 

 
 

Figure 1. From separated core value and added value to 
overlapping core values and added values 

 
Added values may become more important than core values. This implies that the 

added value adopts the function/characteristic of a core value. For instance, during the process 
of a person becoming a vegetarian for ethical reasons, the added value of ethics transforms into 
a core value over time. Simultaneously, in the case of the same person perceiving meat to be 
more tasteful than vegetarian substitutes, the tastes of these alternatives compete in being 
(remain or become) the core value. We thus argue that there exists a threshold where the 
preference of meat taste loses its dominant status as a core value while the preference of taste 

Core value Added value

Core value Added value

Core value Added value

Core value Added value



 
 
 

Hallberg et al. / Eurasian Journal of Social Sciences, 1(1), 2013, 39-49 

 
 
 

43 
 

of vegetarian substitutes gain enough core characteristics to overthrow the meat taste as core 
value.  

Taste is an example of a value possessing characteristics of both a core value in 
accordance with some basic minimum level of taste, and an added value, i.e. related to the 
degree of taste above the minimum level. We stress that the customer require a minimum level 
of satisfaction regarding the value in question for an added value to be perceived to be a core 
value. There are thus individual thresholds between added values and core values. Core values 
as well as added values change in accordance with the associations of senders and receivers. 
There are thus individual thresholds between added values and core values.  
 
1.4. Dimensions of Added Values Related to Food Products 
 
Our analysis emanated in seven dimensions of added values regarding foods. The dimensions 
constitute attributes of the added values. The dimensions are illustrated as continuum, where an 
added value can be perceived by different actors in different places of the respective continuum. 
For instance, for different receivers/customers the added value “tradition” can be more or less 
concrete, depending on their knowledge of the tradition. Furthermore, the consumers who 
perceive a product’s origin as an added value are those who are willing to pay the extra costs 
that the added value may have caused the company in order for a potential added value to 
become an actual added value. The identified dimensions of food-related added values are 
presented in Figure 2. 
 

 
                                     Degree of Belonging to the physical product 
Intrinsic ______________X__________________________________________Extrinsic  
 

  
                                                        Degree of Materialism 
Physical________________________________________X________________Immaterial 
 

 
                                                       Degree of Concreteness 
Concrete_______________________________________X_________________Abstract 
 

 
                                                       Degree of Objectivity 
Objective__________X_____________________________________________Subjective 
 

 
                                                        Degree of Dynamism 
Static______X_____________________________________________________Dynamic 
 

 
                                                       Degree of Directness 
Direct________________X___________________________________________Indirect 
 

 
                                                     Degree of Segmentation 
Related to target market ____________________________X____ Unrelated to target 
market 
 

Figure 2. Dimensions of added values associated to food products 
Note: The X signs represent examples how an added value may be located on the scale of each dimension. N. B. the 
scale of any dimension is independent of the scales of other dimensions. 
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The scale of any dimension is independent of the other dimensions, i.e. the positions of 
different added values may only be compared to each other within each dimension and not 
between dimensions. 

Some of the dimensions are partly overlapping, however, a future challenge will be to 
divide the overlapping or interrelated dimensions into subgroups. In the following, explanations 
are given regarding all of the dimensions. In order to illustrate the different dimensions in a 
concrete way, examples are given below. 
 
 Intrinsic and extrinsic: Intrinsic added values imply that the values are a part of the 

product, whereas extrinsic added values are outside the product. (Baughn and Yaprak, 
1993). An example of an added value that is intrinsic is when ingredients, such as 
probiotics, are included in the product. An example of an extrinsic added value is the 
geographical origin of the product.  

 
 Physical and immaterial: Physical added values resemble intrinsic values, since they both 

make part of the product and are not outside the product, such as immaterial added values 
can be. The two dimensions (intrinsic/extrinsic and physical/immaterial) partly overlap. 
However, it can e.g. be discussed if the package of a product is material, however not 
extrinsic, as an example.  

 
 Concrete and abstract: The value added of a product that is promoted as being from 

Gotland (the Swedish largest island) may be more concrete than the value added of 
Swedish products in general. The reason would be that Sweden is a larger geographical 
entity.  

 
 Objective and subjective: An added value may be objective in the sense that different 

customers would not have different opinions about it. A company can, for instance, claim 
that there are no chemical additives in a product. In that case, the added value is objective.  

 
 Static and dynamic: An added value can change more or less over time in the eyes of 

consumers or other parties, or its importance can remain static. One example is consumers’ 
interest in ecology and climate. Some years ago, the interest was much lower for these 
values. Some added values, such as if the product tastes good, are static (although 
subjective as well, see above).  
 

 Direct and indirect: A product’s origin may be an added value that a consumer 
appreciates. However, the added value that the consumer really searches for is an 
exclusive food product to show friends and family. In this example, the added value “origin” 
would be the direct one, and exclusiveness the indirect added value.  
 

 Related to target market – unrelated to target market: An added value may interest a 
certain segment of consumers, while other added values may be more or less “universally” 
appreciated (i.e. among all types of consumers).  

 
Some added values such as health and environment may be considered synergistic in 

that the experience of some health components are associated with enhanced environmental 
values and vice versa. Thus spinoff or cascading effects may be generated from such 
associated added values. 

Added values may contradict each other. Accessibility may have positive and/or 
negative influences on purchase behaviour depending on whether the product is perceived to 
possess exclusive attributes or is a necessary every day food product. For instance in a 
situation where a consumer wishes to purchase an exclusive farm made cheese in the regular 
supermarket where the cheese loses some of its exclusivity, the consumer may decide not to 
purchase it. In this case, accessibility and exclusivity may be considered antagonistic. This may 
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be seen as an example of negative cascading where one added value will have negative impact 
on another added value.  
 
2. From Potential Added Value to Intentions to Purchase  
 
In order for the existence of a potential added value to lead to intentions to purchase we 
propose that certain conditions must be met (Figure 3). The added value must be perceived or 
understood/interpreted by the customer. Moreover the customer needs to appreciate the added 
value in order to assign value to it. All these conditions must be met in order for the customer to 
respond by realizing the added value in his or her purchase, or by spreading positive word of 
mouth enhancing purchase. Not only the end consumer but all actors involved in the supply 
chain contribute to the overall realization of the added value, i.e. all actors must perceive, 
appreciate, value and realize the added value. Only then may the added value result in added 
pay or other advantages such as increased market share or strengthened market position at 
different markets. If any of these conditions are not met the added value will not be realized 
at/on the market. 
 

 
 

Figure 3. Conditions for an added value to lead to intentions to purchase 
while transforming the potential added value to an actual added value 

realized on the market 
 

Figure 3 was inspired by the model of the perceptual process by Solomon et al. (2006, 
p.37), which describes the process by which the consumer responds to the basic stimuli sights, 
sounds, smells, tastes, and textures. Our model above rather explains how the perception of 
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added value may lead to a strengthened position of the agent supplying an offer with added 
value. During this process the potential added value is interacting with the knowledge and 
emotions of the customer whereby it is transformed into an actual added value upon realization 
on the market.  

Potential added values may be picked up and added to the original product including 
original associated potential added values along the actor chain (Figure 3).  

We also propose that there is a specific type of added value generated by a group’s 
consumption pattern, i.e. when the consumption of individuals complement each other in such a 
pattern that the overall consumption of the group results in advantages for the individual. This is 
the case for values involving environmental effects and is a burning issue to central authorities 
and governments. For instance consuming all parts of an animal (cow, pig, sheep) within a 
limited region, however any single individual living in the region does not need to eat all parts of 
the animal, generates environmental advantages, that is added value, for all the individuals in 
the region.  This type of added value is thus generated by the individuals’ choices relative to the 
group’s overall choices, i. e. it is created at group level, but is harvested at individual level. It 
may be argued that this type of added value is difficult to realise on the market, especially by the 
individual. However the effects of such group behaviour adding value may result in avoided 
costs such as for restoring environmental functions/values when/if possible, medical care etc. 
which also generates benefit to the individuals’ economy. The work in progress by the Swedish 
National Food Administration to aid/trigger the Swedish population to eat more environmentally 
clever may be seen as an effort to create such added value where the groups changed 
behaviour create added value at the individual level (Lagerberg Fogelberg, 2008; National Food 
Administration, 2009a; b). 
 
2.1. Co-Creation of Added Values of Foods 
 
It has been shown that experiences surrounding the original offer may be co-created (co-
produced) with the consumer, thus creating an added value (see e.g. Sogn-Grundvåg et al., 
2009). However, while many consumers seem to gain satisfaction by taking active part in the 
production of added value, others may be more indifferent regarding this aspect (Johansson et 
al., 2010). In one previous study a small scale bakery emphasizes that adaption of the 
offer/product to the customers’ desires is an important part of the added value of their offer 
(unpublished, Mark-Herbert and Lagerberg Fogelberg, 2007). In the same study a small-scale 
fruit industry emphasized its cooperation with customers to develop products and surrounding 
services fitted to the customers’ needs.  Both of these illustrate active co-creation of (added) 
values as a strategy to market success. Sogn-Grundvåg et al. (2009) examined customer 
relation strategies of eight Norweigan seafood retailers. They found that co-creation was 
possible in a short-term interaction of retailing. Considerable effort was also devoted to co-
creation of experiences while making use of different strategies to involve customers. 

It thus seems too simplistic to view the customer as a passive recipient of potential 
added values. Instead the customer often contributes to the creation of added values in several 
ways. For instance: active, knowledgeable and involved customers may contribute to the 
development of improved products, for instance by suggesting to extend of the assortment of 
products (Johansson et al., 2010). The added value experience of eating the exclusive artisan 
bread Upplandskubb is co-created by customers, producers and other actors jointly creating an 
environment of exclusivity.  
 
3. Conclusion and Managerial Implications 

 
In this article, the term added value regarding food products has been discussed as a 
contribution to previous literature, where added value has not been related to these products. 
Since the concept of added value was unclear, as well as its dimensions, the discussion in this 
article could clarify and explore definitions as well as dimensions more thoroughly. In the 
beginning of the article, a discussion on core values and added values as two totally separate 
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types of values came to be considered somewhat overlapping, this being the case if an added 
value is perceived more important than a core value to target consumers.  

The article identifies major challenges for food product producers – both what regards 
their consciousness of the added values of their own products’ and how communicate them to 
the other actors in the value chain, and - finally – to the end-consumer.  

This, then, implies that food producers will have to identify and classify their core, added 
and subtracted values respectively, depending on what consumer segment they are targeting 
with their products, and by what market channels they are selling and communicating the values 
of their products. A particular challenge lies in communicating products with credence 
characteristics, since the information on the added value is difficult to identify by the consumer 
even after consumption.  

Also, companies should ask themselves if they should add value as a part of a long-
term strategy/marketing plan or to let customers in any step of the value chain find the added 
values. These, however, are two “extremes”, and most companies ought to prefer a mix of these 
two ways of adding values. In any case, the adoption of a strategy implies a more active 
construction of added values. Furthermore, based on inspiration of this article, companies 
should be able to identify and classify their added and subtracted values respectively in relation 
to their target groups and the marketing channels used to communicate the added values.  

Furthermore, companies should identify where the added values of their products are 
located along the scales of dimensions presented in Figure 2, reflect on the consequences of 
those results, e.g. relate their position on the scales to their target group(s). Doing so, 
companies may more easily figure out whether they are targeting the right consumer segments. 

Decisions for food companies to make are facilitated if companies have access to or, if 
they, themselves, conduct market research including the target consumers. Certain answers to 
why consumers would purchase companies’ products will be given by such research. The issue 
of added values being perceived as core values for some consumers may be a result of such 
market research as well. 

The conceptual framework was developed focusing on food products, but it could also 
be used as an inspiration source regarding how a conceptual framework could be discussed 
and developed for other types of products.  
 
 
References  
 
Aronsson, C., 2006. Dyrt att missa miljön [Too expensive not to consider the environment].        

Veckans Affärer. 48, p.23. 
Baughn, C.C. and Yaprak, A., 1993. Mapping country-of-origin research: Recent 

developments and emerging avenues. In: N. Papadopoulos and L. Heslop, eds. 
Product-country images, impact and role in international marketing. International 
Business Press. 

Benner, D., 2005. Quality ambiguity and the market mechanism for credence goods, 
Arbeitsbericht nr 9, Institut für Agrarpolitik und Lantwirtschaftlich Marklehre (420), 
Universität henheim, 70593 Stuttgart. 

Bergström, F and Hedlund, A., 2004. En vara som inte kan säljas saknar värde [A good that 
is not sold has no value]. AB Handelns Utredningsinstitut (HUI), Forskningsrapport S 
97. fullständig bibliografisk information (in Swedish). 

Biel, A., Bergström, K., Carlsson-Kanyama, A., Fuentes, C., Grankvist, G., Lagerberg-
Fogelberg, C., Shanahan, C., and Solér, C., 2006. Environmental information in the 
food supply system. Report FOI-R-1903-SE.(errata 
www.cul.slu.se/forskning/forskare/charlottel.html). 117s. 

Brown, L.G., 1993. Convenience: Definition, structure, and applications. The Journal of 
Marketing Management, 2(2), pp.47-56. 

Coughlan, A.T., Andersson, E., Stern, L.W., and El-Ansary, A.I., 2006. Marketing channels. 
New Jersey: Prentice Hall. 

http://www.cul.slu.se/forskning/forskare/charlottel.html).%20117s


 
 
 

Hallberg et al. / Eurasian Journal of Social Sciences, 1(1), 2013, 39-49 

 
 
 

48 
 

Daugstad, K., Rønningen, K., and Skar, B., 2006. Agriculture as an upholder of cultural 
heritage? Conceptualizations and value judgements – A Norwegian perspective in 
international context. J. Rural Studies, 22, pp.67-81. 

de Chernatony, L., Harris F., and D’all Olmo F., 2000. Added value: Its nature, roles, and 
sustainability. European Journal of Marketing, 34(½), Bradford, pp.39-49. 

Divine, R.L. and Lepisto, L., 2005. Analysis of the healthy lifestyle consumer. Journal of 
Consumer Marketing, 22(5), pp.275-283. 

European Commission, 2007. European policy for quality agricultural products, European 
Commission Directorate-General for Agriculture and Rural Development, Brussels. 

Grönroos, C., 1997. Value-driven relational marketing: From products to resources and 
competencies. Journal of Marketing Management, 13, pp.407-419. 

Gullstrand, J. and Hammarlund C., 2007. Säljer svenska mervärden på EU-marknaden? [Do 
Swedish added value sell on the EU market?], Report Livsmedelsekonomiska 
institutet. 

Johansson, E., Lagerberg Fogelberg, C., and Hallberg, A., 2010. School of Economics and 
Commercial Law, unpublished material. 

Jönsson, H., 2006. Lokal mat i en global upplevelseekonomi [Local Food within a Global 
Experience Economy]. Livsmedel i fokus. 5:51.  

Kaspersson, E., Gullstrand, J., Jörgensen, C. Lövbom, J. and Rabinowicz., 2004. Svensk 
livsmedelsexport - analys av vilka som exporterar och vad [Swedish food export — 
analysis of who exports what]. Report Livsmedelsekonomiska institutet 2004:1.105 
pages. 

Lagerberg Fogelberg, C. and Fogelberg F., 2011. “Upplandskubb” and “Bruna bönor från 
Öland” – A case study of two Swedish protected designations. Journal of Agriculture, 
Food Systems, and Community Development. Submitted. 

Lagerberg Fogelberg, C., 2008. På väg mot miljöanpassade kostråd [On our way towards 
environmentally adapted food health advice]. Vetenskapligt underlag inför 
miljökonsekvensanalysen av Livsmedelsverkets kostråd. Livsmedelsverket, Report 
No 9/2008.  

Livsmedel i fokus, 2009. No. 8. 
Mark-Herbert, C. and Lagerberg, Fogelberg, C., 2007. Success factors for marketing 

regional foods. In: N. Sorensen, ed, Proceedings of the 1st IFOAM international 
conference on marketing of organic and regional values. 26-28 2007, Schwäbisch 
Hall, pp. 67-74. 

Mark-Herbert, C., 2004. Innovation of a new product category - functional foods. 
Technovation, 24(9), pp.713-719.   

Maynard, L.J. and Franklin, S.T., 2003. Functional foods as a value-added strategy: The 
commercial potential of “cancer-fighting” dairy products. Review of Agricultural 
Economics, 25(2), pp.316-331. 

National Food Administration, 2009a. Miljösmarta matval [Environmentally intelligent choices 
of food products]. Reviderad version efter kommentarer från EU-kommissionen och 
Rumänien. 2009-11-17. 

National Food Administration, 2009b. Notifiering av Livsmedelsverkets Miljösmarta matval – 
underlag till svar på Europeiska kommissionen och Rumäniens kommentarer. Dnr 
1885/2009. 

Porter, M.E., 1985. Competitive advantage: Creating and sustaining superior performance. 
New York: The Free Press. 

Rozin, P., Imada I.M., Sarudin, S., and Wtzesniewski, A., 1999. Attitudes to foods and the 
role of food in life in the U.S.A., Japan, Flemish, Belgium: Possible implications for 
the diet-health debate, Appetite, Vol. 33, No. 1999.0244, pp.163-180. 

Sheth, J.N. and Newman, B.I., 1991. Why we buy what we buy: A theory of consumption 
values. Journal of Business Research, 22, pp.159-170. 

Sims, R., 2009. Food, place, and authenticity: Local food and the sustainable tourism 
experience. Journal of Sustainable Tourism, 17(3), pp. 321-336 

http://www.sciencedirect.com/science?_ob=IssueURL&_tockey=%23TOC%235866%232004%23999759990%23513915%23FLA%23display%23Volume_24,_Issue_9,_Pages_673-760_(September_2004)%23tagged%23Volume%23first%3D24%23Issue%23first%3D9%23Pages%23first%3D673%23%20


 
 
 

Hallberg et al. / Eurasian Journal of Social Sciences, 1(1), 2013, 39-49 

 
 
 

49 
 

Sogn-Grundvåg, G., Rånes, S.A., Grønhaug, K., and Gray, B., 2009. Co-creating value in a 
retail market setting. Journal of Food Products Marketing, 15(1), pp.1-14. 

Solér, C., 1996. Ecologically friendly buying: Theoretical implications of a phenomenological 
perspective. Scandinavian Journal of Management 12(3), pp. 275-289. 

Solér, C., 1999. Att köpa miljövänliga dagligvaror, meningsskapande och relevans 
(Purchasing environmentally friendly everyday commodities: Creation of meaning 
and relevance). In: Ekström, K.E, and Forsberg, eds. Den flerdimensionelle 
konsumenten [The multi-dimensional consumer]. Tre Böcker, Göteborg, pp.103-128. 

Solér, C., 2001. Communication of product related environmental information. User 
requirement studies of Environmental Product Declaration, EPD, systems. CPM 
report 2001:4. 

Solér, C., Bergström, K., and Shanahan, H., 2005. Purchasers’ conception of environmental 
information–supply chain implications. Business Strategy and the Environment 
107(5), pp.306-318. 

Solomon, M., Bamossy, G., and Askegaard, S., 2006. Consumer behaviour: A European 
perspective, Third Edition, Prentice Hall, Financial Times. 

Stern, N., 2007. The economics of climate change. The Stern Review. Cambridge Journals, 
Cambridge, Storbritannien. 

Sweeney, J.C. and Soutar, G.N., 2001. Consumer perceived value: The development of a 
multiple item scale. Journal of Retailing, 77, pp.203-220. 

Tellström, R., Gustafsson, I-B., and Mossberg, L., 2006. Consuming heritage: The use of 
local food culture in branding. Place Branding, 2(2), pp.130-143. 

The Council of the European Union, 2006. Council Regulation (EC) No 510/2006 of 20 
March 2006 on the protection of geographical indications and designations of origin 
for agricultural products and foodstuffs. Official Journal of the European Union 
31.3.2006. 

The Swedish Board of Agriculture, 2008., Mervärden för svenskt kött – studie 2007. [Added 
Values for Swedish Meat – 2007 Study], Report 2008:5. 

van Ittersum, K., Meulenberg, M.T.G., van Triip, H.C.M., and Math, J.J.M., 2007. 
Consumers’ appreciation of regional certification labels: A pan-European study. 
Journal of Agricultural Economics, 58(1), pp.1-23. 

Von Schantz, Dag, In: J. Gullstrand and C. Hammarlund, eds, preface, (2007), 
Livsmedelsekonomiska institutet, Mediasystem AB, Malmö.  

Worsley, A., and Scott, V., 2000. Consumers’ concerns about food and health in Australia 
and New Zealand. Asia Pacific Journal of Clinical Nutrition, 9(1), pp.24-32. 

Wright, S. and McCrea, D., eds, 2007. The handbook of organic fair trade food marketing. 
Oxford: Blackwell Publishing. 

Young, W. and Welford, R., 2002. Ethical shopping. Where to shop. What to buy and what to 
do to make a difference. London: Fusion Press. 

Zaripheh, S. and Miller, G., 2009. Value-added dairy: Meeting consumer demand for foods 
with health benefits. Dairy Foods, June 2009. 

 
 
 


