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1 Introduction 

 

1.1    Place of the countryside within the society 

 
During the last decades the countryside has gone through many changes, not only political and 

regulative changes, but crisis because of the way of productiveness. BSE (Bovine Spongiform 

Encephalophaty) and foot and mouth diseases have harmed many farms and farmers and caused 

consumer crises as well. Ways of production are connected with the changes in society. Therefore 

the setting of this study reflects the causes and effects of these changes (figure 1). Transformation of 

the society creates new demands and definitions for rural areas. New knowledge and consuming 

trends are introduced and accepted. One of these trends has been organic food growing, which 

offers health as well as environmental values. When the basic setting of rural producers and urban 

consumers is transformed, the rural?urban relationship begins to change towards the consumption of 

the countryside (Whatmore 1993; Tovey 1998; Marsden 1999; Ilbery 1998). According to Exner 

(2001, 261-263), the countryside is losing its importance in food production and leisure is becoming 

more predominant. 

 

 

Figure 1.    Basic setting of the study. Rural?urban relationship is formed by the dialogue between 
societal changes and new demands and definitions of rural. Research questions are connected to the 
rural?urban relationship.  
 

Transform of 
society

•New demands and 
definitions for rural

•New consuming trends 
(e.g. organic food)

Rural - urban relationship changes

Research questions:

- Is there still association of countryside as food 
producer?

- What guides the consumption?

- What do consumers do in the countryside or 
what does it mean for them?
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During the 1980s and 1990s there has been a growing interest towards organic production in 

Europe. For some it has been criticism against the mainstream agriculture, for others it has been 

concern for the environment. Organic farming expresses an open wish to change some parts of 

agriculture. (Michelsen 2001, 3-7.) This study will concentrate on the meanings that countryside has 

for urban consumers of organic products. The different meanings will be addressed first in the 

theoretical section, and later in the analysis.  

 

The countryside has for a long time been a place for leisure time (Exner 2001) and therefore it 

creates often pleasant and positive associations. As the countryside has achieved many different 

functions, it has become consumption countryside (Whatmore 1993). Food production has no longer 

such a clear position in economics, though still in land use. As Tovey (1998) writes, the rural actors 

can not be clearly defined anymore. Growing amounts of town citizens are defining the countryside. 

Therefore it is essential to know what urban consumers think about the rural areas and consumption. 

Organic farming can expand only if there is consumers demand for it. Thus, the study will address 

also the ways of consuming. 

 

Semi structured interviews (55) were made in Freiburg, Germany, during the winter of 2001. These 

will be reflected with the theory in an intensive research setting. Interviews were ca 15 minutes long 

and were recorded and transcribed. Freiburg was chosen, because it is known as a ”green city” 

where consumers are interested in alternatives and also because the exchange programme made it 

possible to stay in the area. In chapter 4 the methods of this study have been described more 

accurate.  

 

In the beginning of the study basic concepts are shortly introduced. Later the concepts will be  

defined deeper in the context of this study. Defining the countryside is quite difficult, because the 

definitions may vary between countries and also between areas. Also time span has its effect in 

understanding the meaning of the countryside. Actors defining the countryside also vary (Tovey 

1998, 21; Frows 1998, 55). They can mostly be found in towns, and consumers are one of the main 

groups. Hence it is essential to know what kind of meaning the ”rural” has for ”urban” consumers.  

The feeling and identity of rural has in many cases disappeared. In looking for the more traditional 

countryside, the strongest rural identity can be found among organic farmers. (Tovey 1998; Marsden 

1999.)The focus group of this study is the urban consumers of organic products and the meanings of 
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the countryside and rural for them. It would be more informative if we could compare the results with 

consumers of conventional products, but that would then be another study. 

 

1.2    It does not work without concepts 

 
Countryside 

Meanings of the countryside vary between the individuals. In this study the countryside is understood 

first of all as a space outside towns and cities. The countryside includes villages, agricultural land as 

well as forest and areas that are outside of intensive economical use. It serves as a place for various 

activities, leisure time as well as economical use. Because this study is made in the region of Freiburg, 

the countryside in the vicinity has two faces. In the valley of Rhine it belongs to the first two groups 

that Kullen (1989, 123-124) presents: Industrial / manufacturing, and municipalities where people 

commute to towns to work. The Black Forest region consists partly of the municipalities where 

people commute to Freiburg (good location along the road or railway). Also there are single 

settlements and small farmer villages where tourism is important as additional income. It needs to be 

kept in mind that there are some social and cultural differences between living in the town and the 

countryside. In this study the countryside and rural will be used synonymously. Still, the countryside 

gives a feeling of something more familiar whereas rural stays in more general level. In chapter 2 the 

concept will be better defined. 

 

Organic Farming 

Organic farming is an umbrella concept to different forms of farming. It is a way of farming that 

considers the whole farm and its cultivation cycle as a single unit. The fertility and well being of the 

land gets more attention than in the conventional farming and therefore chemical or synthetic 

substances are not needed (Plakolm and Herrmann 1993, 27) (cf. Heinonen 2000). Institutions of 

organic farming also have a goal to establish an alternative understanding for ”good agricultural 

practices”, and this way challenge the mainstream agriculture. At the same time these institutions 

serve as a buffer between the farmer and the structures of society, state and market. (Michelsen 

2001, 8.)  

 

Wippel (1997, 27) has developed a model that works in the ideal case of the organic farming. Even 

though it may not always be the case, it shows an important difference between organic and 
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conventional farming (see figure 2). In organic farming the ingredients are driven in a cycle within the 

farm. Only some few substances can be added from outside and these are strictly regulated in terms 

of which ingredients are allowed to be added to the soil and which are not. In the conventional 

farming there are several substances brought from outside.  

 

 

Figure 2.    Comparison between the organic and conventional way of production. (Wippel              
1997, 27.) 

  

Close to Wippel’s definition comes the definition that argues that the idea behind organic farming is 

to steer the material flows and input of energy in the same way as it is in the natural ecosystem. In 

other words, with the help of solar energy the ingredients are steered in a cycle. (Ökologischer 

Landbau 1995, 13.) 

 

Consumer 

The concept of consumer has many aspects. The consumer is a chooser and by choices it is possible 

to differentiate from other consumers. This is also communication between consumers. The consumer 

is not passive, she explores different possibilities and chooses the most suitable one (price, best taste, 

colour, smell etc.). The consumers also consume because of enjoyment; also luxury and glamour can 

be bought if one has the capital for that. Sometimes the consumer is a victim; the product is not what 

it was said to be. Consuming certain products can be used as a sign of rebellion and again, by 

boycotting, it is possible to protest. By choises consumers can affect which products and producers 
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they want to support. This is the case for example in organic production; it can be supported, 

because the way of farming is seen as a sustainable way of production. Consumers are also citizens, 

and citizens are regulated by the state. Even if this does not take place directly, it can be seen 

happening for example in form of subsidies for some products so that they can compete with others. 

(Almås 1997, 9-11.) By consumers of organic products the author, in this study, means the persons 

who have made a conscious decision to consume organic products. 

 

Organic products are based on organic farming. Production has to fill the common basic standards, 

at least those from the European Union (EU) and most likely they fill also the stricter regulations from 

some of the organisations. Gorsch (1992, 228) adds, that the products have to be produced without 

chemical preservatives, and the package or wrapping has to be environmentally friendly, and 

reusable when possible. According to this definition it is reasonable to ask whether for example 

organic lemons, imported from New Zealand, still meet this criteria. Even though they were light 

packed, they have been transported across half of the globe by aeroplane that needs fossil fuel. So, 

there is still a big difference between organic and ecological. In that sense an organic product is not 

necessarily always ecological, ecology forms a stricter standard. In this study an organic product will 

be used in meaning an organically produced product. 

 

Meaning of the ”meaning” 

In this study the author will discuss about the meaning of the countryside. But what is actually 

”meaning”? According to the dictionary, meaning is something that means, denotes, signifies 

something or intend, aim, design to somebody (Rekiaro and Robinson 1992, 515). Another way of 

understanding meaning is ”that which is intended to be, or actually is, expressed or indicated”, 

or ”the end, purpose or significance of something” (Webster’s Encydoclopedic Unabridged 

Dictionary 1996, 888). 

 

Meanings do not hang in the air; they are context dependent and need spatial, material and temporal 

settings. Just some place and time for a meaning are not enough; the context needs to be 

understandable, so that the unity makes sense. (Sayer 1984, 60.) The truth does not always fit into 

ready images, which can cause a small conflict to the observer. Also the meanings that one has 

previously learned tend to stay. We live in the world of meanings, but the meanings have been 

created socially (like a dove is a symbol of peace) (Lehtonen 2000, 19; Alasuutari 1999, 60). In the 
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case of countryside it may often mean that consumers still think about the countryside of their 

childhood, the ”idyllic” countryside. Though mechanization and different ways of farming have often 

changed the reality. Our knowledge is formed from meanings; when a word ”means” something, it 

can be understood within a culture where it has a common meaning (Lehtonen 2000, 20). 

 

Things are connected with associations, which again have their part in forming meanings (Sayer 

1984, 61). In this case there is the risk of shrinking large, varying meanings to certain expected 

forms. For example, the meaning of the countryside is formed in the basis of what the person has 

experienced, heard or seen in a certain place. In reality, it would be easy to claim that countryside is 

not that homogenous, rather very heterogeneous. Also Lehtonen (2000, 20) warns about giving too 

much value to the ready existing significances. Sayer (1984, 62) argues that associations may 

become a status of natural laws. Because something has been stable for a long time as the way it is, it 

is supposed to be like that in the future also; differing situations are experienced as abnormal. Marxist 

tradition assumes that the objects of the reality are presented through their use. In a broader sense 

this means that people are supposed to notice those features such things in the environment, which 

have meaning for the individuals. (Alasuutari 1999, 60.) This would make the changing meanings of 

countryside understandable. If people do not experience that they need the countryside for every day 

living, it begins to represent a place for something special, for example recreation and nature 

experiences. 

 

Lehtonen (2000, 22-23) writes that those who have the possibility to create meanings (texts etc.) has 

often also power. Giving more information about the topic can also change meanings. Showing 

pictures of burning cows and explaining causes of BSE changes the images about animal husbandry. 

Such things did not take place in the idyllic countryside of the childhood, did they. As Alasuutari 

(1999, 72) remarks, meanings do change and they produce social reality.      

 

 

 

1.3    Freiburg, in the arms of the Black Forest 

 
The region of this study, Freiburg im Breisgau, is located in the state of Baden-Württenberg in the 

south-western Germany. Freiburg is located in the east side of the Rhine valley. Further east of the 
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town the terrain rises to the Black Forest (see picture 1). The town has about 200 000 inhabitants 

and the surrounding “Landkreis” has ca. 240 000. Freiburg and Breisgau-Hochschwarzwald (the 

surrounding administrative area) cover ca. 1541 km². That means that the area has a population 

density of 286 inhabitants/ km² as the state Baden-Württenberg has the population density of 291 

inhabitants/ km² and the whole Germany 230 inhabitants/ km² . (Baden-Württenberg 2000, 238-

239.) Around Freiburg there is the area of Keiserstuhl, which is a former volcano (Kullen 1989, 

191). In this area wine growing is an important form of agriculture. The location of the town offers 

good possibilities for living in a town or a village close to the town and still to have the mountain 

areas of the Black Forest “just around the corner”. The Black Forest has many kinds of leisure time 

activities to offer and still places that are sparsely populated. During the 1950s and 1960s Freiburg 

had a strong growing phase. New parts of town were built to meet the need of the living areas 

(Kullen 1989, 192).  

 

 

Picture 1.    Freiburg is located in the south-western part of the state Baden-Württenberg. 

 

The region of Freiburg and the valley of the Rhine belong climatically to the warmest regions in 

Germany (Baden-Württenberg 2000, 23), meaning that the climatic circumstances for farming are 
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good. The most important farm products in the region are wine, fruits and vegetables (Kullen 1989, 

76). During the last decades the position and importance of the agriculture in Germany has, however, 

decreased (Haccius and Lünzer, 2000). The warm climate and hills offer a good place for growing 

wine. Wine gives a profile to some of the villages and part of the wine is also organically produced. 

In the former river bed of the Rhine the soil is fertile and good to farm. Today the Rhine flows in a 

canal and from the former arms and side rivers is not much to be seen.  

  

A short and explicit description of the agriculture is the area is difficult, because the altitude difference 

is ca. 1000 meters. This means, that the climatic conditions also change as well as the agricultural use 

of the land. This, of course, makes it difficult for the farmers located on the mountains to compete 

with the warm weather and the fertile soil in the valley. Often the farms are specialised to certain way 

of production; vegetables, milk, meat or crops, as well as in organic production.  
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2    Some discussions of countryside and rural geography1 

 

2.1    Learning to know another world than city 

 
The countryside differs in every country and even within the countries there may be big differences. 

Weißner (1999, 300) warns that the concept ”countryside” should not be used as a dumping 

category for everything that does not suit somewhere else. He writes also that because of the 

differences between rural areas the singular countryside might have to move aside and plural should 

come instead of it.  Hoggart et al.  (1999, 17) write that “we must understand the position that 

images of ’the countryside’ and ‘rurality’ carry in national identities if we are to appreciate 

cross national differences in rural trajectories”. The countryside and rural can be defined in the 

books, but still people and their images might tell something else. Urban citizens see the countryside 

as aesthetic area and as a space for hobbies, often for nature preservation or similar purposes 

(Hoggart et al. 1995, 100). 

 

Within the definitions of the countryside its functions are often presented. Henkel (1999, 36) 

mentions four of them: agricultural function, ecological function (preservation areas, ecological 

balance), function to serve as a location place (for firms that need large areas, energy plants, 

dumping places etc.) and leisure time function. Baldenhofer (1999, 250) separates different 

ecological functions more carefully, but the main categories are the same. Technically the countryside 

can be defined with the help of population density, functional areas, socio-economic aspects, 

administratively (town rights) or according to infrastructure criteria. Countryside can be seen as an 

agricultural production area or as a counterweight for industrialised society. Although it is not a 

homogenous space, some general features can be listed: migration to the central areas, relatively 

sparse population and scanty working places. For example, agriculture and forestry have strong 

influence in rural areas and the countryside is dependent upon the town in terms of refined products. 

(Baldenhofer 1999, 247-250.) Henkel (1999, 30) defines countryside as something that is near to 

nature, mostly occupied by agriculture and forestry. Economically the countryside is weaker than 

town and villages are not as centralised, though the social relationship between people are said to be 

tighter. Production of food, energy (which can be understood as part of forestry) and raw materials 

                                                 
1 Discussion about countryside and its definitions, meanings and functions is large. Because the rural areas vary 
much between different countries, I have collected general lines from some central sources, but also used debate, 
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get repeated also in the definition of Rosenqvist (1996, 71), but he emphasises that town and 

countryside are continually in interaction with each other. Therefore the goal of developing the 

society should be balanced with regional development. It is necessary for good planning and 

developing to consider the countryside as an influence area of the centre or as a part of centre-

periphery theory. This would help to get a general picture of the relationship between town and 

countryside. (Rosenqvist 1996.)  

 

In all the definitions of countryside it has to be noted that the German countryside differs plenty from, 

for example, the Finnish one. In Germany municipalities up to 5000 inhabitants are seen as rural 

(Henkel 1999, 30). When driving through the countryside it can be seen that, for example, in the 

valley of the Rhine the distances between the villages are hardly more than ten kilometres, often even 

less. Under these circumstances it is understandable that the pressure to use space for spending 

leisure time is relatively high as well as the pressure to take notice of environmental aspects. At the 

same time in Finland, centres of 500 inhabitants already can be seen as big villages or concentrations 

of settlement that are excluded from the countryside (Rosenquist, 1996).   

 

Depending where the countryside is, it has different challenges and chances. The idea about defining 

the countryside in three different levels is trying to solve the problematic of diverse functions that take 

place in the rural areas. However, the levels are difficult to define. Articles report about a division 

between the countryside close to towns, core countryside and remote countryside (Rosenqvist 1996; 

Kuukasjärvi 1993; Henkel 1999; Keränen et al. 2000). Similar division can be found from Kullen 

(1989, 123-124). Firstly, in industrial and manufacture regions farming has lost its importance. 

Villages in these regions have strong economic basis and they grow. Services, high schools and 

public administration are established to the area and the old village can not always be recognised 

anymore: village is turning to look like a town. Secondly, there are villages where at least half of the 

people work in the close by towns. These are called commuter municipalities. In the village there are 

still many (small) farmers, but many sheds have been taken to some other function. These villages are 

developed in the areas where manufacture and craftsmen have been existing along the farming 

already in the past. Third model is formed by the farm settlements, which consist of single farms that 

are located separately within a large region. Nowadays these can be found only in the highland and 

                                                                                                                                                         
which is specific for German countryside. 
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mountain areas. Only a few people work outside the village and in most cases the inhabitants get 

their living from farming. Some villages have specialised in certain product like hop for beer brewing. 

 

Marsden (1998, 17-18) has found four ideal characters for the British countryside. These types are 

presented also in other places, may be that they are called differently. Preserved countryside is 

characterised by preservationists and antidevelopment interests and decision making takes place at 

the local level. Contested countryside includes the rural areas that lie outside the core area but 

within the commuter distance (see Kullen: commuter municipalities). In the paternalistic countryside 

one can find many large private estates and therefore also the changes do not take place as rapidly 

as in the two previous models. Fourth, the clientelist countryside, can be found in the areas where 

the farming is not that productive anymore and requires subsidies.  

 

The divisions presented by Rosenqvist, Kullen and Marsden differ from each other, but the basic 

idea is similar. Differences are not to be avoided, because the environment and the circumstances 

vary so much. Rural areas close to the town are getting more similar to the centre, the effect can be 

strongly seen also in the second level; many people still work outside the village, but the traditional 

ways of living are still strongly supported. In the remote areas, where the way to work in the town is 

too distant, it is easier for farming to keep its importance. Though also there the specialisation on 

some products has been necessary in order to survive. In all the areas where the circumstances for 

farming are not good anymore, the importance of subsidies is notable.  

 

The way of life in rural areas has changed from self-sufficient closer to the city-like consume model. 

The change in the countryside and in its meaning make it impossible to give a uniform definition for 

‘countryside’. More and more people are living in the country and working in the town, which 

changes also the meaning of the countryside, creating different countrysides. (Oksa and Rannikko 

1995.) Along the changing countryside the economic forms also change. Instead of traditional 

farming, there are more small-scale enterprises, which compensate the working places (Marsden et 

al. 1993, 5).  
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2.2    Theories create understanding 

 
According to the main journals of geography, studying rural environments has not been very popular 

(Sireni 1996, 4). Most of the studies have been criticised because for example of light theory. When 

larger attention was given to the sate of environment, researchers become interested in rural areas, 

but also the weakening culture in the countryside received interest. In recent years agriculture has 

been globalizing, which has increased importance to find out the processes that work in the 

background. Rural space became again more interesting, when the environmental an ecological 

questions got more attention (Ilbery 1998, 5-6). This can be seen especially in rural land-use 

planning. Environment and dialogue between rural environments and society have been getting more 

attention. This can be seen in the field of planning, but as well as in finding the cultural capital that 

rural areas offer. (Whatmore 1993, 538-539.) National identity is bound with the history, which can 

often be found in the rural areas. Rurality is getting more attention now than within the past 50 years 

(Tovey 1998, 20). Rural areas have faced a negative migration and lately also new interest in 

preserving the rural areas. Since rural population has decreased and the structural problems have 

appeared, the question of rurality and countryside has become interesting. During the late 1960s and 

1970s the main interest was on the economic side, whereas the interest of human geographers was in 

building theories (von Thünen 1910), (Marsden 1998, 13-14).  

 

Research methods have had to change along the changing countryside. The development of rural 

geography and the main interests of the research can be seen in table 1. In the beginning of the 20th 

century rural geography was mostly describing the areas. Changes in the society gave new challenges 

also for research; motives and goals of the farmers became interesting. In the late research the farms 

and rural has been connected to a larger setting of interactions and resently to globalisation 

processes. Sireni (1996) has collected the development of rural geography well, therefore it will be 

referred to here. This study is part of the present research tradition, about countryside in larger 

context with the forces outside the farms. In this study the consumers are in the focus point. At the 

same time there are some features from the traditions of 1980s. For some, organic farming is still the 

way of life, although it is facing the challenges of market oriented production. 
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This study is about the relationship between consumers and countryside. Consumers and the forces 

outside the countryside link the study strongly to the latest research tradition, though the interaction 

within the society can be seen, and therefore, some features from the 1980s tradition can be seen as 

well. Meanings are connected with larger societal situation and views that are general in the society. 

They are a product of their time and changing continously. This means that to be able to study the 

topic, societal, farm level as well as things that happen outside of the farm need to be considered. 

     
Table 1. Development of rural geography (Sireni 1996).    
 
Period of time  Main concentration of research  
Beginning of 20th century  
Traditional rural geography 
Empirical and normative (von Thünen) point 
of view 

Location and spatial variation of different 
ways of production. 

1950s 
Farmers researched as a homogenic group 

Economical factors (costs of production and 
transport). 

1950s and 1960s 
Socio-personal factors, behavioralistic 
research tradition (innovation and diffusion 
models)   

Farmers acquiesce the situation as such 
motives and goals and decision making 
process.  

1980s (with the previous ones) 
Theoretical concepts and research methods 
from rural sociology (neomarxism and 
regulation theory) 

Farming is changing from the way of living to 
market oriented production of products. 
Agriculture as a part of production system. 

1970s  
Neomarxism (thoughts of Marx, Lenin and 
Kautsky) 

Explaining the structural development of 
farming, conceptualising the change. 
1980’s also the position of family- and small 
farming.  

1980s  
Restructuration 

Farm as a middleman and as a part of the 
interaction between general processes and 
private farms. 

Agribusiness and global economy 
(Agro-food complex and fordistic food 
supply system) 

What happens outside the farms (input, 
processing, food supply chains) 
Big and high technology farms as well as 
small and alternative farms cope in the 
competition. 
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2.3    Town is artificial, life in country more intensive 

 
Urban and rural, town and countryside, are often presented as some kind of opposites. Countryside 

is mostly seen as an area for primary production, which produces the necessary raw materials for the 

civilised town whereas the town orders the way of development (Lienau 1986, 139). Rural and 

urban have both their unique features, and in defining them, the problem is that there are many 

different forms and outcomes of them. Also they are not stable states where a general definition 

could be given. Urban and rural areas are changing all the time; they can actually be seen as products 

of deeper structural transformations in society (Potter and Unwin 1989, 12). Changes in the society 

in general have certain effect on towns and countryside as well as on their relationship. Lienau (1986, 

139-140) writes that modern communication, better transport, tourism and better mobility of the 

people are examples of development in the society that reflect to the way that the countryside 

changes. 

 

Potter and Unwin (1989, 27) have found four different levels of rural-urban linkages: economic, 

social, political and ideological. The economical takes place for example in form of labour, raw 

materials, food, commodities and energy. Social linkages are interactions between people and 

correspondence, whereas the political appear in form of laws, power, authority and budgetary 

allocation. The ideological is then ideas as well as media. Interaction becomes a complex issue, 

where there are many different variables, and therefore, there is mostly some processes of change 

taking place. Wehling et al. (1980) see that the relationship between town and country is not just 

differences in the way of living and settlements, in working and production, or in the possibilities to 

be close to culture or education. The relationship is produced also by the deeper levels of 

consciousness and can be seen as images and assumptions about the countryside. (Schäfers 1980, 

11.) The fact that all the people can experience the relationship differently adds even more variables 

to the rural?urban axis. However both rural and urban have some typical characteristics, which make 

them different from each other. Schäfers (1980, 12) mentions, that there are still differences in the 

way of thinking and behaving, and differences between values and wishes.  
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There are several different models about the urban-rural relationships. There are models that stress 

the dual differences of town and countryside, but also a model about a continuum. There, urban and 

rural are seen as poles from one continuum, which includes many different levels between the two 

space categories. The residual model sees countryside as a backward space that slowly becomes 

more similar to town. Town can be seen as a service centre for the surrounding countryside. In 

addition, the countryside can be seen to insure provision of adequate materials (food, energy, raw 

materials) for the town. (Lienau 1986, 140-141.) In such relationship rural and urban need and 

complement each other and they are not necessarily competing. Along as producer of different 

materials, the surrounding countryside serves often as a place for living, where suburbs spread when 

the town becomes too tight populated. 

 

Location further away from town is often seen as a good solution, because of the higher costs in the 

town centre (Ilbery and Bowler 1998, 66). Within the town, the land is much more expensive than 

outside. Two classical models are the one from Christaller (central places) and the spheres from von 

Thünen. The model of Christaller is based on the assumption that the settlement gets evenly 

distributed. In certain distances there will be centres, which are again connected with bigger ones. All 

the connections form a network and certain hierarchy (Christaller 1966). Zillenbiller (1980, 86) has 

been able to define different centres in Baden-Württenberg. He has found 12 centres for the highest 

level (Oberzentren), 76 for the middle one (Mittelzentren), 94 small centrums (Unterzentren) and 

165 smallest centres (Kleinzentren). Even if the figures are different after 20 years, this shows that 

the theory from Christaller can well defend its place, especially in the environment where it has been 

developed.  

 

Von Thünen developed a model about the intensity of the land use. The form of land use becomes 

less intensive when getting further from the centre. Closer to the centre the interactivity with the town 

is tighter than from further away. Intensive forms of land use, like vegetables and milk production 

(difficulties in transport) are located closer to the centre and extensive forms like meat production or 

forestry are located further away. (von Thünen, 1910.) The same basic idea can be seen in dividing 

the countryside to the countryside close to the towns, ”corn” countryside and remote countryside 

(Keränen et al. 2000, 7). Spheres from von Thünen conform e.g. for rivers or some other natural, or 

man made obstacles. 
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The presented models do not really allow the normal development and changes that happen. In 

Agglomeration model these are expected. The model is formed by various different factors. 

Migration, labour, flows of capital and decisions about locating the enterprises are only some 

examples of the factors. When these factors begin to gather to certain place, they cause positive 

growth in various areas and guarantee financial well being. The circle of development reaches the 

surroundings as a trickle down effect, and the rural areas also change. There is also a possibility, that 

the process turns the other way around and the effect is negative. Agglomeration can lead to the 

situation where most people live next to the town and farming is driven to the remote areas, where 

farmers work only seasonally. (Lienau 1986, 142-146.) The total concentration of functions in one 

place is seldom seen as a positive thing. Therefore, with the help of planning and laws, it is possible 

to direct the development and divide the positive effects to a bigger region, so that the differences 

will not be strongly polarised. 

 

After World War II the recreational purpose of the countryside resources have been gaining more 

importance. After the wages have increased above the subsistence level, the individuals have been 

able to choose to work shorter hours, which means more leisure time. (Whitby et al. 1974, 106-

107.) With the available money and more time, different ways to use the countryside have become 

actuality. Partly, the value of the countryside is in the activities and services that it has to offer, but as 

well there is a value of the countryside as such. This value can be seen for example in the 

conservation areas. Whitby et al. (1974, 113) argue, that the resource only has value because there 

is demand for what it will produce. Nowadays, however, a nature conservation area as such is often 

seen as valuable already because of the nature itself, not only because of what is has to offer.  

 

Frouws (1998, 58-62) has separated three different discourses between rural and urban. The first 

one he calls agri-ruralist discourse, in which farmers are creators and carriers of the rural as 

”social, economic and cultural space”. In the second, utilitarian discourse, the maximum advantage 

of economic potential is being pursued (in recreation, housing, food, high-tech agriculture, business 

parks etc.). As long as consumers want these goods, they support the utilitarian structure behind 

them. The third discourse is hedonistic. It includes cultural dimensions and the biggest problems are 

deteriorating aesthetic, cultural and spatial qualities. Here the actors are mostly coming from outside 

of the countryside. 
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Latest discussion has concentrated in observing the relationship between rural and urban. It seems 

that the importance of production is declining and a new way is ”consuming the countryside” 

(Whatmore 1993). The countryside is changing, and consumers are worried that some familiar 

features e.g. open space, peace and quiet, and old man made landscapes are going to be destroyed 

(Frouws 1998, 54). More people living in the countryside are working in the nearby centrums and 

have no direct contact with agriculture. These village settlers are often getting most of the power in 

decision making. This means, that the power holders are no longer producers, but the consumers. 

(Tovey 1998.) Consumers have different needs and demand things like recreation. The position of 

agriculture, structural changes, emergence of environmentalism and new uses of rural space (e.g. 

tourism, services) and demands to use of land and landscape, do not appear in same proportions 

everywhere. All this leads to general externalisation of the consumption countryside. Consumption 

countryside “...increasingly fulfils a role of socially providing a variety of marketed goods and 

services to non-rural people, who often wish to distance themselves from the pathologies of 

urban life, either temporarily or permanently.” (Marsden 1999, 505-510.) 

 

During the recent development rural policy has continued to be farm oriented and sectoral. At the 

same time there has been an increase in the meaning of non-farm parts of the food supply chain, on 

the growing non-agricultural character of rural populations and labour market. This development has 

led to the situation where sectoral policies (agriculture, housing, environment, transport etc.) are no 

longer adequate. It is not enough to keep up with changing social needs in the countryside, villages 

and market towns. (Marsden 1999, 502-504.) The situation needs more interaction between 

different policies, and creative ideas sustainable to new situations.  

 

Therefore Tovey (1998, 22) asks if there still is any point to speak about rural against urban actors. 

She suggests that it would make more sense to make the distinction between the rural and urban 

actors according to the importance of rural resources to their livelihood. According to her, one group 

of actors is the people who are ”strategically” interested in the rural, like second homeowners, who 

support rural movements, and work for the ideal typical countryside. Many new residents, who 

possibly have an urban background and might still work in urban areas, take part in the activities of 

rural areas (Reed and Gill 1997).  It is all the time getting more difficult to define, what the 

countryside means for rural and urban actors. One way to find out is to look as what countryside 
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means to consumers. When the consumers freely express the meaning that the countryside has for 

them, it is possible to draw some conclusions about the importance of the countryside.   

 

The borders between rural and urban actors can not be established by the place of living anymore. 

Groups interested in leisure values can be perform much more actively and have many more 

members than the traditional rural movements. Even if in many fields the borders are blurring, there is 

still at least one field where the border stays. As Tovey (1998, 24) shows, rural areas are still the 

areas for food production and tourism. Growing importance of good quality food products, changing 

landscape and changing values are some present features of  the rural (Ilbery 1998, 258). Production 

adapts to the demand, and therefore organic farming gets more space. Non? rural actors are often 

urban consumers of rural resources like food, space, landscape and nature. Rural movements are 

often developed within the community and stay local, whereas non?urban movements are often so 

called official movements. Production activities begin to owe their existence more to consumption 

relation, which are beyond the rural areas (Marsden 1999, 597). Further discussion of the 

consumption countryside will be covered in the analysis of the interviews. 

 

2.4     Farms, sports and criticism against towns 

 

After World War II, the intensification of agriculture relieved people from the farm work, and 

countryside changed. Because of the infrastructure, it was often possible to commute between the 

home village and town, which was the usual particularly during the 1960s (Exner 2001, 254). Part of 

these early commuters have settled in town later, but possibly some of the relatives are still on the 

countryside, though most likely no longer as farmers. The number of the working force within the 

agriculture in Germany sunk between 1989 and 1996, from 850 000 to 160 000 people (Weißner 

1999, 302). At the same time, this progress has had an impact on the structure of the villages. Farms 

do not exist anymore, instead there are often row houses and new blocks. Old structures change and 

are sometimes difficult to find; buildings and infrastructure have spread around, and in the old villages 

(Kullen 1989, 114). 

 

Another interesting feature that Exner (2001, 261-263) mentions is the establishment of the sport 

clubs. The farmers did not have that much leisure time and if there was some, it was used for resting. 

The sport was more for people who worked in towns, and for the lower social class in the village 
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that worked as hired workers in farms. So, in the near history, the countryside has offered for the 

town citizens a place to spend leisure time. The meaning of the countryside for a town resident could 

then be assumed to be a pleasant and positive, if it still brings associations about the leisure time. Of 

course, this may not necessarily be so within the younger generation that has been born in the towns. 

However, the town and the surrounding countryside need each other. Often the town needs land 

from outside its own area, for example, for cemeteries or large firms and the countryside needs the 

services and goods that the town offers (Fliege 2001, 273).   

 

In Germany, the countryside has also offered support for a criticism against big cities. There, the 

countryside is seen as a place for peace, being natural and healthy. At the same time the city is seen 

as artificial and unhealthy. Nowadays the relationship is not that polarised anymore. (Fliege 2001, 

276-277.) People can live in the country and still visit the town; positive and negative connotations 

are mixed. According to Fliege (2001, 277) the countryside has become one part of the 

town?countryside continuum in the sense of space, social and cultural aspects. Most of the people 

who at the moment live in German villages do not earn a living from farming anymore. And even 

though many people living in the town still have contact to a village, it does not mean that they have 

contact with a farmer or agriculture. So it can be assumed, that the association between countryside 

and food production is not that strong anymore. Henkel (1999, 73) argues, that the meaning of the 

agriculture in the countryside has declined during the past 3 decades. The number of the small 

farmers has decreased and hired workers do not exist as a ‘class’ anymore. Instead, the number of 

commuters and other workers living in the villages has grown. Same model is confirmed by Kullen 

(1989, 72), though he argues that the dramatic decline of small farms begun already at the 1950s.  

 

At the same time that the countryside is becoming more important, the expectations towards nature 

and rural environment increase. Changing the way of farming changes also the environment and 

landscape. Fields on steep hills can not be taken care of tractor, and if these fields are not utilised as 

pastureland, they soon begin to grow bushes and trees. Organic farming especially, is connected to a 

softer way of farming. Therefore extensive, environmentally friendly farmers are also seen as 

protectors of the rural environment (Hoggart et al. 1995, 233; cf. Tovey 1997). In some cases 

farming is supported because it can keep up the cultural landscape. Nowadays, the use of traditional 

methods needs to be paid; traditional landscape is no more a free by-product. (Kullen 1989, 73; 

Lanner 1994, 36.) But simultaneously, the consciousness and concern about the environmental 
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problems caused by agriculture has been growing. General awareness about the impacts of intensive 

farming has caused bigger concern about the environment. For example, eutrophication of the 

waters, dangers of pesticides and contamination of the soil, public health implications of resource 

contamination, concern for the amenity value of the countryside, and ethical concern for a declining 

sense of environmental responsibility (Hoggart et al. 1995, 235; cf. Potter 1998). 

 

Acording to Lanner (1994, 35), during the past years, German farmers among others have gotten the 

feeling that their work is not respected. Ways and methods of farming are criticised and “softer” 

ways required. At the same time, the policy is directed to protectionism and efficiency. He speaks 

for the farmers and demands that the role of the farmer in the society should be better defined, so 

that farmers would be better respected: “To be a farmer has to be again economically 

interesting and socially respected”. 

 

The future of the countryside is under debate. According to Weißner (1999, 302), there is a 

possibility, that the industrial investments flow more and more to the countries where the labour costs 

are less. He sees the possibility of the remote work as a new chance for the rural areas. Hope that 

the modern communication increases attractiveness of rural areas gives for Lanner (1994, 37) reason 

to dream that in the future, young people would not just move away from their home villages, but that 

they would come back and stay and be involved in the political decision making. There are some 

possibilities presented for farms: to orientate towards marketing or convert to organic farming. 

Farming is becoming a work along something else, or the spouse is working outside the farm. In 

Baden-Württenberg only 3,2 % of farmers are full time. The same statistic shows that the price the 

farmer gets for his products has decreased in the year 1999/2000. (Statistisches Landesamt Baden-

Württenberg, 2001.) (cf. chapter 3.) 
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2.5    Equal possibilities for living 

 

Free moving to towns or close vicinity to them, could have had devastating consequences to the 

countryside, if there would not have been the legislation and the principals of keeping the whole 

country populated. Those principals can be found from the Raumordnungsgesetz, the law, that 

regulates the planning and use of space. Along the regulations concerning nature protection, 

sustainability, economical use, co-operation with the EU and balancing between sparsely and tightly 

populated areas, this regulation has special importance for rural areas. One goal of the law is to 

guarantee equal circumstances for living in all areas: “gleichwertige Lebensverhältnisse in allen 

Teilräumen herzustellen” (Raumordnungsgesetz BGBl. I S. 2081 vom 1997 § 1).  In practice this 

means that the areas dragging behind receive subventions. The second section of the same law has to 

do with saving the decentralised structure of settlement and the small central areas that belong to 

them. “Die dezentrale Siedlungsstruktur des Gesamtraums mit ihrer Vielzahl leistungsfähiger 

Zentren und Standregionen ist zu erhalten.” (Raumordnungsgesetz 1997). Later in the same 

section the importance of the countryside as space for living and economical area is mentioned. By 

keeping the areas attractive (infrastructure like streets, schools, shops, services etc.) it is possible to 

achieve small, functioning villages. As a part of this attraction is the diversity of different economical 

forms. Also the forest economy and farming are mentioned to be upheld, so that the structure will 

stay diverse (Raumordnungsgesetz 1997). 

 

People can not be kept in the countryside, There is a need for perspectives, so that they will 

voluntarily remain there. A higher standard of living, with leisure and recreation value, a clean natural 

environment, with better possibilities to influence public life, along with smaller structures, also help to 

keep the younger people in the rural areas. (Lanner 1994, 32.) These goals are not easy to achieve, 

but certainly worth trying. Municipalities are allowed to plan how their area will be used, though this 

plan may not have a disagreement against the broader plans. This is the general principal of the 

planning, including the fact that the two planning levels need to take notice of each other. (Eßmann 

2002.) Good plan may help to keep the countryside as an attractive and competitive place to live. 
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Once the rural area gets emptied, it is difficult to restore it back to life. Rapid urbanising may cause a 

situation where the history of the rural area or village becomes forgotten, because the younger 

generation is not there to learn about tradition. (Lanner 1994, 33.) Planning has not only the 

challenge of creating room for housing and possibilities to work; families have members of different 

ages, and they all have their own needs. Day care for children, schools, activities for youth, public 

transport to make the way to town easy, and basic heath care are also needed (Lanner 1994, 33). It 

is also understandable that these functions are profitable if there is an adequate amount of population 

to maintain them.   
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3    Sense of the farming was questioned 

 

3.1    General lines of development of the organic farming 

 
Organic farming is not only producing trend food. It has had a larger role within the society in shaping 

opinions about or against the mainstream attitude. Open criticism against mainstream agriculture is 

one part of organic agriculture, especially for the customers. Therefore the broader social 

development, like knowledge about environment, affect organic agriculture. Michelsen (2001a, 7) 

distinguishes organic farming as a social movement, which begun as a reform movement from the 

grass root level. ”A central charesteristic of a social movement is that it includes the 

development of special perceptions and worldviews opposing dominant views, which are 

criticized.” Different interest groups have been developing organic farming on the basis of joint 

efforts: farmers, consumers, traders and also scientists and citizens. In the beginning, the state was 

not interested in organic farming. (Michelsen 2001b, 64.) 

 

Organic production often needs more work, but no fertilisers and pesticides, so that more of the 

gross incomes stays at the farm. Farmers of organic products have motives like environmental issues 

and problems that can be seen in conventional agriculture; often better possibilities in marketing 

(business- thinking) and institutional networks, which support organic agriculture (Michelsen 2001 a, 

16; Mononen 2000). Despite the regulations, marketing and networking, organic farming is still much 

different from the mainstream agriculture. 

 

The ideology of organic farming got started form the German speaking areas at the mid 1920s when 

Rudolf Steiner introduced a bio?dynamic agriculture (Ökologischer Landbau 1995, 40). The farm is 

considered to be a living being, an organism, which is also subjected to non?material influences 

(Haccius and Lünzer 2001). In Switzerland, Hans Müller begun with bio?dynamic farming, but he 

considered the organic soil life to have a bigger importance. The method he developed is known as 

organic?biological agriculture. (Ökologischer Landbau 1995, 40.) 

  

In the beginning, organic farming had to built its own identity, and the channels of marketing. The 

general trend in the mid 20th century was that agriculture got more chemicals to use; the goal was to 
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produce more, and environmental questions were not asked (Tate 1994, 11). Organic farming was 

able to offer an option for conventional farming, after the general awareness of the environmental 

problems rose in the 1960s. Some of the pesticides used in agriculture are proved to be dangerous 

and the negative effects of industrialised farming has become more obvious. According to Michelsen 

(2001a, 4-5) organic farming went through a major change during the last 20 years. It is no longer 

practised by just a few farmers to satisfy the needs of marginal consumer groups. 

 

3.2    Development of organic farming in Europe 

 
Organic farming was able to find its place, not as a relic from what it was once, but as an other 

method of farming. The pioneers of organic farming had been successful to find a niche for their 

thoughts and practices. This was surely not easy, because during the same time the ways of the 

farming in the agriculture were changing. In the 1970s the organic farming won more acceptance and 

the first growth phase begun. In the late 1970s and early 1980s, the organic movement got new 

impulses mainly from people with a strong political background, and the increasing concern about 

environment. (Willer et al. 2002.) 

 

Quite often the first organic farmers had some other professional backgrounds other than agriculture. 

They had an education or profession for another field, and they were new comers to the rural areas. 

Since the mid 1980s two main types of farms, which converted, can be identified. The first group is 

well organised and innovative in developing farms. Major interest is in business and marketing 

strategies. The second group of farmers have converted because the area is too small for 

conventional, productive farming, or the condition of machinery and farm buildings did not allow to 

continue the previous way of farming. Although financial motives are often strong, the writers note 

that organic agriculture is not intended as the solution to all the problems in agriculture. (Freyer et al. 

1995, 244; cf. Mononen 2000; Kallio 1998.) 

 

The second growth phase was from the end of the 1980s to the year 2000. in 1984 the common 

basic standard was developed giving a framework to the different organisations (Haccius and 

Lünzer, 2001). Now the organic farming has a common basis everywhere. Organic farming was 

soon seen as a ‘ecological’ and as a possibility to protect nature. Environmentally friendlier ways of 

production helped to win a social respect and helped in the marketing. This again encouraged more 
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farms to begin to farm organically. At the same time the EU supported the process financially 

(Haccius and Lünzer, 2001). Financial support caused always a larger amount of farms to change 

from conventional to organic farming. The first and larger wave occured when the Nordic countries, 

Germany, Switzerland and Austria began their change support programmes in the 1980s and 1990s. 

(Tate 1994, 12.) At the moment, in Germany, as well as in Sweden, Austria and Finland, the 

conversion rate to organic farming has not been that high. (Michelsen 2001 a, 13). The reason for 

this development might be the support arrangements made in the mid 1990s. That offered the 

possibility for more farmers to convert. Many farmers converted during the subsidy periods. After 

that, there has not been such periods where many farms would convert. 

 

The organic movement has stayed as a alternative to the mainstream agriculture. In society, the 

search for alternatives has been seen as political and public concern for the environment. It presents 

also increasing criticisms towards science in solving social problems. When organic farming has been 

getting better known, the public interest towards it has grown, and this has affected the rate of the 

second growth period. As bureaucracy needs its time, the political change came a little later: labels 

and EU regulations (1991 for plant production EEC 2092/91 and 1999 for livestock production) 

were taken into the discussion. But within the last 20 years the development of organic farming has 

been rapid. Small, alternative movement has become a theme in official policies in sustainable 

agriculture. (Michelsen 2001 a, 3-5.) 

 

The regulations in the EEC 2092/91 give clear guidelines to practical work from cultivation, 

inspections and feeding the animals to the allowed ingredients, labelling of the products and for the 

import from the third countries. There are also regulations about the conversion period, which has to 

be at least two years, and in some cases three. The cultivation and rotation cycle is also regulated as 

are the allowed fertilisers and ways to protect crops against pests and decease. (Eur-lex 1999.) 
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3.3    Development of organic farming in Germany 

 
Bio?dynamic and organic?biological methods form the main lines that can be seen within the organic 

agriculture in Germany. In the 1960s the pioneers had already been able to create a clear identity 

and organic farming had already its own place within the agricultural sector (Ökologischer Landbau 

1995, 41). According to Freyer et al. (1995, 244), the phase of pioneers was until the 1970s, and 

ended successfully, when different organisations were grounded during the 1960s and 1970s (Willer 

et al. 2002). The literature gives slightly different years for the first growth phase, but all agree about 

the period from the middle of 1970 to the end of the 1980s. Organic production was seen as a part 

of the solution of environmental problems caused by intensive agriculture. During this first growth 

period, the consumer group grew bigger, and ideological reasons for buying products were not that 

obvious anymore. (Ökologischer Landbau 1995, 42.) 

 

Germany had collected the 1984 general regulations on the basis of the regulations that different 

organisations had been using (Willer et al. 2002). By that time the organic farming had already 

achieved a certain position in the field of farming. It is clear that the production could not have been 

reliable without regulations and again, reliability is important in marketing. The general line is, that 

different producer organisations have higher standards than the EU standards are (ibid).  

 

After the reunification of Germany in 1990, organic farming was introduced in the former East 

Germany. It grew rapidly, although the whole concept of organic production was unknown. Different 

organisations were created and they began to be active. This second growing phase is similar to the 

general European line. On the other side there was more demand for the products, but even a bigger 

impact was the financial support that farming began to recieve. (Willer et al. 2002.)  

 

As in the development of the organic farming, the consumption of the products also has periods of 

growth. The first ‘boom’ was in the 1980s, and after that, the supply of the products has grown 

faster than the demand, eventhough the demand has also been steadily growing (Bruhn 2001, 4, 13). 

In some cases the organic products had to be sold in the normal markets with ”normal” price 

(Ökologischer Landbau 1995, 42-43). The second period begun in the change of the 1980s and 

1990s. Because the conversion period takes some years, one can conclude that the growing markets 
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have been one motive for decision to convert. According to Haccius and Lünzer (2001) the main 

reasons why the consumption of organic food is not growing are the lack of its supply, premium 

prices, and the availability of processed products. Positive factors are the growing variety of 

available products, better selections in supermarkets, and falling prices. 

  

Willer et al. (2002) see that the third phase in organic farming began in 2001. Their argument is clear: 

since the beginning of 2001 the goal of German agricultural policy has been strengthening organic 

farming. The goal is to reach 20 % growth yearly, so that in 2010 the area under organic farming 

would be 20 %. The goal is rather high, although in the year 2000 the growth did reach the target. In 

comparison,  Austria has reached 10 % already (Ahvenjärvi and Häkkilä 1997, 205). In the year 

2000, organic farming covered 3,2 % of the area. This figure was expected to reach 3,67 % in 

2001, whereas the same figure in the whole EU is about 3% (cf. table 2) (ibid.). In Finland, the area 

is 6.7 % in the year 2001 (Luomuviljelyala Suomessa 2001, 2002.) In order to achieve 20 %, more 

and more farms need to convert to organic farming every year. 

 

Table 2.    Development of organic farming in Germany from 1994 to 2001. Values from 2001 are 
still under evaluation. (Willer 2002.) 
 

Year Farms   Land area in 
hectare 

  

Always on 
31.12. 

Total Organic % of 
all 
farms  

Total Organic % of all 
agricultural 
land 

1994 578 003 5866 1,01 17 209 100 272 139 1,58 
1995 555 065 6641 1,20 17 182 100 309 487 1,80 
1996 539 975 7353 1,36 17 228 000 354 171 2,06 
1997 525 101 8184 1,56 17 200 800 389 693 2,27 
1998 514 999 9209 1,79 17 232 800 416 518 2,42 
1999 428 964 10 400 2,42 17 103 000 452 279 2,64 
2000 434 103 12 740 2,93 17 067 334 546 023 3,20 
2001 430 000 14 000 3,25 17 050 000 655 600 3,67 
 

In general, it is important to have regulations so that the products that are non?organic can not be 

sold as organic. In this sense the importance of the different organisations (Demeter, Bioland) is 

notable. They give regulations and have inspection bodies, which are much older than the EU 

regulations. The producers and products are continually controlled. There are more than 22 private 
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inspection bodies and 22 state authorities that supervise the activities. (Haccius and Lünzer 2001.) 

Because there are various organisations and labels, it is not simple to recognise what is organic and 

what is conventionally farmed or local, but not organic product. Therefore in the year 2000 a 

common label for organic products was introduced (Haccius and Lünzer 2001), though the different 

organisations of organic farming hold on to their own logos and labels. 

 

3.4    Development of organic farming in Freiburg 

 
According to Sick (1985, 255-266), the close vicinity to Switzerland, good climatic conditions, 

fertile soil and suitable farm structure are reasons why the organic farming has strongly developed in 

Baden-Württenberg. Diffusion of innovation from Switzerland to the Freiburg region is 

understandable, because it is less than 100 kilometres to the border and the Rhine has connected 

areas from the early days on. Before there was any education for organic farming, the farmers had to 

exchange experiences and to ask for advice from each other (Haccius and Lünzer 2001). In this 

process, close interaction with the farmers in the innovation centre has been a big benefit.  

 

Mohr (1998) writes that 2/3 of the farmers in Baden-Württenberg have another profession at the 

same time (cf. Tovey 1998, 33). When the farming incomes have not been enough anymore, farmers 

have been looking for other sources of income. While some farms have been growing, some farmers 

have had to look for a job outside the farm; others have begun to sell their products and processed 

product (cheese, alcohol, meet products etc.) directly from farm, and some have converted to 

organic farming. (Mohr 1998, 6-7.) This has lead to a situation, that Baden-Württenberg is one of 

the states, where the amount of organic producers is high when compared with other states 

(Ahvenjärvi and Häkkilä 1997, 202). 

 

In the region of Freiburg, products can be bought in various places. The negative side is that often 

the selection is not that large, or includes, for example only meet products. But in general the 

selection of organic products is good. Around Freiburg, Bioland has 22 marketing places and 

Demeter has 7 (Bioland Produkte direkt von Erzeuger, 2000; Demeter Verkaufstellen Baden-

Württenberg, 1999). Some of these places are concentrated on seasonal products (strawberries, 

fruits etc.) and do not sell throughout the year. These figures show that the influence of 

organic?biological farming is strong in the region. The actual figures are taken from the latest leaflets 
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and the area was restricted by using the zip?codes confined to the area of this study. Three big 

markets in Freiburg have permanent stands for organic products. Two of the markets are especially 

good for that, and are also well known. In the farm shops and at the market place, it is possible to 

have a direct contact between farmer and the consumer. This may help to win the trust and more 

likely gain the loyalty of the customer. 

 

The retail shops offer a better selection than market stands or farm shops. For example 

“Reformhaus”, “Naturkostladen” and “Bio-Markt” have achieved a relatively strong position in 

selling various products, although vegetables, for example, are seasonal, unless they are imported. A 

section for organic products in a regular supermarket offers the customers a possibility to choose 

organic products during everyday shopping. (Grosch 1992, 223.) In this case, the contact between 

farmer and customer is difficult to find. Basically, it is only the selling of the product that matters. 

Organisations like Bioland and Demeter have enlarged their marketing to bakeries and butchers as 

well as mills and dairies. This way the consumer can buy processed products, which makes the 

decision to buy organic product often easier. One of the latest innovations is the marketing and selling 

with the aid of the Internet, and home delivery of the products to the customer. (Verbraucher- Infos, 

2002) This way the producers try to keep up with the demand and gain new customers. 
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4    Making research and collecting material 

 

The method of this study is qualitative. Most results have been put into tables because it is easier to 

present some descriptive figures. Also some statistical methods have been used. In qualitative 

studies, the role of the person interpreting the results is important due to the big responsibility to 

correctly interpret the answers. In analysing the results, the researcher can rely on the hypothesis he 

has postulated or on the theoretical basis, which may not always be that strong (Eskola and Suoranta 

1999, 209). It can always be argued that the results are subjective. But as Alasuutari (1999, 219) 

suggests, the results can be compared with other studies and so it is possible to reflect the patterns.  

 

The fieldwork for this study was carried out in Freiburg in December 2001, during an exchange 

semester. The town is known as ”green” and has many stores for organic products. The method for 

gathering data was by semi-structured interview. The fieldwork was performed at two different 

market places and two different shops selling organic products (picture 2). An interview would have 

gathered more information, but because of the longer duration it was not possible to realise. In order 

that the whole interview would not shrink to ready made alternatives that steer the answers, there 

was a questionnaire with open questions, and customers answered with their own words. In the 

questionnaire there were 17 questions, of which two, age and gender, could be defined by the 

interviewer (see Appendix 2). The duration of the interviews was between 10 and 30 minutes. Some 

people were happy to be able to tell about an important experience they have had, and that their 

opinions and ideas were heard. Others were happy when the last question was asked. Also the 

environment had an effect on the situation. On a cold morning at the market place, the consumers 

were able to concentrate on relevant points and did not tell much extra. Then again, in the sunshine 

or in a warm shop there was a possibility to talk longer. Interviewees were randomly selected from 

the customers. The customers were asked if they had time for a short interview, and only a few said 

that they did not have time. The answers were recorded and later transcribed. 

 



 34 

 

Picture 2.    Places where interviews were made. Naturkost Herdern presents a small shop where 
the organic products are sold. Alnatura is part of a big chain and is an ”organic supermarket”. On the 
market place producers sell their own products. (Kakriainen 2001.) 
 

4.1    Carrying out the field work 

 

The original plan was to make all the interviews at the different market places. At the time of the 

fieldwork the weather was relatively cold in the region, and thus, consumers were not that 

enthusiastic to give interviews outside. Another reason for the change was, that the products at the 

market are often more expensive than in the shop. Therefore it was much easier to reach the young 

families and students at a shop where the prices are a little bit cheaper. One feature in the clients in 

general was, that there were no customers from the ethnic minorities. In the end the interviews were 

made in two different market places and shops that sell organically farmed products. The other is a 

supermarket, Alnatura, where the products vary from vegetables to clothes and cosmetics. This 

market is seen as a pioneer in the large marketing of ecological products, but is criticised because of 

its power: it is killing smaller shops that can not compete with its prices. The other shop was a more 

“traditional”, small Naturkosladen serving a small part of the town. There were food products, some 

cosmetics and imported products. The workers knew many of the customers by name and the 
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atmosphere was like in a small shop in the countryside. When the weather was warmer, the author 

visited also at two different market places. The one is in the middle of the city, where the products 

are available almost every day. The other market takes place on Wednesday afternoon and Saturday 

morning. There were some differences between these places. The market that takes place twice a 

week is located in the part of town, where the standard of living and housing is relatively wealthy. 

Thus, the supermarket with the lower prices made it possible to get a wider variation between the 

different consumer groups. 

 

Short interviews do not allow drawing general guidelines from consuming patterns and meanings of 

the countryside. But as Eyles (1988, 2) writes, the possibility that we have, is to use a way of 

interpretative geography: reconstructing the reality by revealing the taken-for-granted social world, 

and combining the results to the theory; this being based on observations of one section of reality. In 

the study we have a small piece of reality and we will deal with it. The way of collecting data in this 

study does not allow the use of only qualitative or quantitative methods in the. Some of the open 

questions can be brought back to a form where they can be analysed quantitatively; other questions 

and answers would lose their fine differences – they need more individual, qualitative interpretation. If 

the material can be analysed both in qualitative and quantitative ways, both of them can be used 

(Alasuutari 1999, 212). According to Eyles (1988, 5), these combined methods are being used in 

geographical studies, although originally anthropologists have been developing the method.  

 

Hirsijärvi and Hurme (2000, 27) write that qualitative and quantitative methods are in the past years 

more often used together. The qualitative finds out meanings and contexts, and the quantitative the 

broadness and intensity. When finding out for example the regular patterns of consuming or which 

labels are well known, the standardised questions are adequate. On the other hand, meanings are so 

personal that pressing them to some given form would mean a loss of information. Therefore, both 

methods will be used in this study. The quantitative part was analysed partly in statistical program 

SPSS, but because the material is still relatively small, it came out that the Windows based Excel is 

enough for the analysis. 

 

Interviewing is a communication process, based on telling and understanding. In this research, one 

basic problem was the language. All the questions, as well as the interviews were made in German. 

When making the questions, the language problem was still relatively simple. The questions were 
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made in English and then translated into German. In this process the author received help from native 

speakers. They helped to find the differing connotations of the words, which play an important role in 

making an interview (Hirsijärvi and Hurme 2000, 53). When the questions were translated so that 

the meaning remained, there were three interviews done and analysed. After that, there still came 

some minor changes that needed to be implemented: a couple of questions were changed to a form, 

which is closer to a daily language. This made it easier to understand the meaning of a question, and 

was not too scientifically formed so that all the people who were asked were able to understand, and 

did not get scared of the question. This suited well to the general principals of doing questions. They 

should be easy to understand, short, and the language must be simple (Hirsijärvi and Hurme 2000, 

105).   

 

Also Wellhöfer (1984, 129-131) notices that it is important that the questions are short, simply 

formulated, that they encourage to speak, they are easy to understand, interesting and support 

people’s self confidence. He also writes that the answers always consist different components; 

objective facts and subjective believes like feelings and experiences and real behaviour in everyday 

life. When making the research, it is impossible to know which components are stronger and which 

weaker. But we still need to realise this so that we do not use the answers as an absolute truth.     

 

4.2    Communication process 

 

The process of communication is not simple. In a semi-structured interview, the interviewer asks a 

question with a precise meaning. The interviewee will, in an ideal case, understand the question in the 

same way as it was intended, often though with a slight difference. The interviewer must again 

understand the answer, and afterwards, the answers are lettered and evaluated. During this process 

there is a risk, that the answer gets misunderstood. In addition, there is the difference of language. 

The interviews were made, and written down in a foreign language. Although all the words would be 

familiar, there may still be problems in the interpretation. In an interview where people do not have 

multiple choice questions, the answers also form a large variety of terms. Afterwards, when the 

results are interpreted, different categories must be made, and in this process, the fine differences 

between answers are not always noticeable. Categorising into classes and condensing answers is one 

way of analysing, finding the meanings behind the free formulated answers, and speculating 

possibilities, is an other one (Hirsijärvi and Hurme 2000, 137). 
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Also the different cultural background can cause some differences in understanding the meanings. As 

a Finn, the author is used to have plenty of forest and nature around and much less people, towns 

and villages. In the valley of the Rhine the relationship is the other way round: there are many villages 

and towns, and nature and forest are often far away. This all has its reflection towards the 

understanding of countryside and it meanings. In transcribing the interviews from tapes, the original 

language was respected. As a non-native speaker it was not possible for the author to keep the 

spoken language in the answers, and so were compiled in written language. So in the quotations 

there is the original answer in German. Because it is not possible to translate the quotations fluently 

word by word, the original German version is kept and the English version is translated to fluent, 

written English. The original tapes and written versions are available still and they can be consulted 

again if needed. 

 

One practical question was how many people should be interviewed. In this study, 55 interviews 

were made, and the decision to end the process was helped by the fact that there were practically no 

new findings in the interviews anymore. Hirsijärvi and Hurme (2000, 60) refer to this way of 

collecting material as saturation, though there are some problems associated with it. This method 

though has a contradiction with the principal of the qualitative method. According to this method, all 

cases are unique and therefore bring always something new. Though this always needs to be 

understood in the frame of research, somewhere there is the end. It is also subjective as to whether 

the researcher still finds new perspectives from the answers or not. 
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5     Results from the interviews 2 

 

5.1    From trying it out to way of life 

 

In the quoting of the interviews the following system of categorising the interviewed was used. First 

letter expresses the gender: M, for male and F for female. Number indicates the age group: 1 is the 

age group from 15 to 25 (students and young adults), 2 is from 26 to 45 years old (mostly families, 

with small children), 3 is the group from 46 to 65 years old (later part of professional life) and 4 over 

65 (retired). The last letter expresses the education. U means university degree, E education in 

professional schools or colleges, R is for retired and S for student. Within the group ”retired” there 

is, of course, customers from different professional backgrounds, but all have been classified under 

same group. So, for example (F1S) means ”female under 25 years old student”. In some cases it 

would be more informative to quote longer pieces, but sometimes the answers were quite direct and 

therefore short. Background information is given in the text to aid the reader in understanding. The 

German version of the quotations is original, and the translation into English has been converted into 

fluent language, thus not a word for word. 

 

All together 55 customers were interviewed, of which 36 were women and 19 men (65 % to 35 %, 

figure 3). In the quotations the comments are made to present the point clearly. In some cases the 

gender distribution of the quotations is not even, which does not mean that there were no similar 

answers within the other gender. The bigger proportion being women is understandable: shopping is 

often part of womens’ task in the households. Especially in southern Germany, it is pretty normal, 

that mothers stay at home when the children are small, which means that they also most likely have 

more time to do the shopping. Half of the interviewees belong to age group from 26 to 45. Most of 

the interviewees came from the region of Freiburg (see Appendix 1). Two interviewees are not 

shown on the map, because they came from a distance of hundreds of kilometres (Zürich and 

Braunschweig). Points on the map are located at the area of the municipality where the customers 

come from; the exact place of living was not asked. Even though some live in the country, only two 

                                                 
2 Results of the interviews will be presented in the same order as they were asked in the questionnaire. This 
means that the main research question is handled as last, but a patient reader will be rewarded. This order is also 
logical, because the themes discussed earlier form background for the main question. 
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of the interviewees were working in agriculture, and in addition, one had an education in agriculture. 

All the others might live in the village, but do not have any direct contact with agriculture.  

Figure 3.    Age and gender distributions of the interviewees. 

 

Most of the interviewees were single. In fact, in Freiburg, there is more and more single households, 

whereas families move out of the town (Essman, 2002). This does not mean that all the people in 

single households would live alone. Often especially the younger people and the students live with 

some others in a “Wohngemeinschaft”, where everyone has a room for him-/ herself and the living 

room, kitchen, and bath are shared. Mostly the students living there buy food only for themselves 

and so the shopping is for a household of one. This form of living does not allow us to see single 

household as a sign of wealth. Considering the relative small size of the sample, it is not really 

trustworthy to draw conclusions about a correlation between the size of the household and the 

consuming of organic products (35 % single, 22 % two persons and 43 % household with children). 

It seems that families buy the products more often, although the difference is not big (Luomun 

markkinatutkimus ja luomubarometri 12/2001). Väisänen and Pohjalainen (1995, 9) have noticed 

the same trend in their research concerning Finnish customers. It can be partly explained when we 

take a look at the motives: health of the children was often one of the most important motives to use 

organic products. Parents want to take care of the children’s health e.g. by using organic products. 

This may be one explanation for the bigger group of families as customers of organic products. Clear 

evidence of health effects is under discussion, but more “natural” methods of farming and smaller 

amounts of chemicals used in the production is convincing consumers. Drake and Björklund (2002) 

provide arguments for the better environmental effects of organic production. They have used 

Age Distribution

26-45
51 %

46-65
13 %

over 65
18 %

15-25
18 %

Gender Distribution

Male
35 %

Female
65 %



 40 

method of changing the environmental effects of farming so that they are countable in terms of 

money. In this comparison, organic farming is all together cheaper than conventional farming.  

 

According to Bruhn (2001, 8-9) the kind of associations and images the consumer has about the 

organic products is essential. The association is important when the customer makes a decision 

between whether or not to buy. The most common associations consumers have is that organic 

products are “healthy”, “without chemicals”, “they have not been sprayed”, “expensive”, “natural”, 

“without chemical fertilisers” and “controlled”.  

 

5.1.1 Search for alternatives 
Tovey (1998, 21) argues that the contemporary capitalism is in crisis in its relations with the natural 

world. Industry, tourism and leisure enterprises generate pollutions and cause stress for the nature, 

which can be seen as environmental crises. People are worried about maltreating animals in present 

production ways (Frouws 1998, 55), but on the other hand there is also demand for cheaper food. 

Depth of the crisis, economical possibilities, personal interest and way of thinking reflect to the 

amount of consumption of organic products. 

 

Consumers who have grown in the countryside buy organic products slightly more often. These new 

urban consumers and their motives are interesting. Tovey (1998) and Frouws (1998) notice that 

consumers of rural space are mostly the urban people. Organic farming often connects with the 

consumers by what they know from their youth, that is, how they know the countryside. Is 

consuming of organic products also in support for the ”good old countryside”? Support for this 

assumption can be found from the interviews. There are various motives to buy organic products. 

  

“Taste, health, contact with people, it supports my way of seeing the world, support of 
horticulture. I also want to support certain ways of farming which are good for the 
environment.  I consider good and bad things in consuming.”  
“Der Geschmack, die menschliche Begegnungen, das Weltbild, die Gesundheit, 
Gärtnerisches Arbeit, ich will bestimmte Landbaumethoden unterstützen, (die gut für die 
SK) Umwelt (sind SK) und ich bin auf der Suche nach gut und schlecht.“ (M3U) 

 

“As a child I saw what farming is like. I do not agree with that and I search for 
alternatives” 
“Ich habe in der Kindheit gesehen, was in der Landwirtschaft gemacht wird, Ich suche 
nach Alternativen.“  (M2E) 
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“I got aware when I confronted the discussion about the nourishing system of the world. 
Animal husbandry, condition of the soil and to be able to support the small and medium 
farms supported my decision.”  
“Die Thematik über das Welternährungssystem hat mich aufmerksam gemacht. Die 
Tierhaltung, Vorteile für den Boden und die Unterstützung kleinen und mittleren 
Betrieben haben die Entscheidung gerstärkt.” (F2U) 
 
“I use organic products that the people in the neighbourhood get supported and 
because I do not agree with the agricultural policy of the EU. Small village structures in 
the countryside are the best - if they still work - and that there are still producers who 
sell their own products.”  
“Ich kaufe ökologische Produkte, dass die Leute aus Umgebung gefördert werden und 
weil ich mit dem Agrarpolitik der EU nicht übereinstimme. Das beste am ländlichen Raum 
sind die Kleinstrukturen soweit sie noch funktionieren und es noch Leute gibt die Ihre 
Produkte selber produzieren und verkaufen.“ (M1S ) 

 

 

Figure 4.    Motives to buy organic products. 

 

The motives can be roughly divided into two different groups (see figure 4). On the other side are 

selfish motives, personal advantage that can be reached by using organic products (cf. Luoto et al. 

1996). Health was the most important motive in this sence, taste and quality were also mentioned. 

The concept of quality is interesting when it is taken into smaller pieces. According to Ilbery and 

Kneafsey (2000, 219) quality is based on certification, establishing associations (geographical, 

connected to certain regions, historical or cultural), attraction (design, taste or freshness, appearance 

and premium price) specific production methods, raw materials and ownership. Images, knowledge, 

a good way of farming, label and good appearance can make a product attractive. Many of these 
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were also mentioned in the interviews. Trust on the products from their own region, fresh products 

and appearance was mentioned more than once. 

 

Other part of the motives is more for collective good. Environmental viewpoint was the second 

important motive whereas also supporting farmers also got lot of attention, especially if there was 

some familiar farmer. These helped to win the trust and awoke also will to help the farmer. For some 

people using organic products is a way to disagree with and act against present mainstream 

agricultural policy (EU, but also national) and agri business. As a single curiosity, the condition of the 

soil was relatively often mentioned. This can be partly explained through the organisations. Organic 

farming as general, but bio-dynamical especially pays special attention to the soil. When asking 

motives similar and partly same motives were often mentioned. Partly during the other questions 

there came still more precise description of the things that effect in the background. Answers about 

the motives shrunk often to couple of words.  

 

Habit to use organic products “developed when I noticed what is good for me and what 
tastes good.” 
“Die Entwicklung als ich bemerkt habe, was mir gut tut und was mir schmeckt.” (F2S) 
 
“I have been living on a Demeter farm and I saw what kind of relationship these people 
have to soil. Using organic products is also a political question and for children also 
because of health.” 
 “Ich habe auf dem Demeterhof gelebt und gesehen wie Menschen mit dem Boden 
umgehen. Es ist auch ein politischer Grund auf ökologischen Anbau umzusteigen und 
für die Kinder auch ein gesundheitlicher Grund.“ (F2S) 

 

Ilbery and Kneafsey (2000, 217) see that concept like “healthy” are very value-laden and are alone 

not enough for the consumers. There is increasing concern about where products come from and 

how they are produced. The way of life and good quality were also mentioned. Within the 

interviewees there were persons who have grown up with the ideology, because their parents have 

already used the organic products. These, and also some others, saw organic production as a way of 

live; their values of life and daily choises are supported by the use of organic products. Alvensleben 

(2001, 385) notices that: ”…organic food consumption is part of a way of life. It results from 

ideology, connected to a particular value system, that affects personality measures, attitudes 

and consumption behaviour.”  
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The results from Bruhn (2001, 18-19) show that the most important motive for buying organic 

products is that they perceived them as healthier (over half of the answers) than the conventionally 

farmed products. Motives like ”environmentally friendlier”, ”better taste” and ”coincidence” got 

mentioned in about 10 % in each case. Along with the motives cited the shopping experience also 

has an effect to the motives. The atmosphere of the shop and personal contact with the farmer or a 

shopkeeper are important to the consumers (ibid. 20). Bruhn has studied the contact in small shops 

or at the market place where the organic products are sold. It seems that this includes a supposition 

that conventional products are not bought from small shops, but from supermarkets. Using organic 

products can also serve as a way to express attitudes. Concern about the environmental effects can 

sometimes be seen for example in consuming organic products. If the demand of environmental 

friendliness concerns only the production, it does not yet guarantee a totally environmentally friendly 

end product. (Silvasti and Mononen 2001, 47.)  

 

There is a light correlation between using organic products and the level of education. Most of the 

interviewees have studied at the university or college (38 %) or are studying to have a higher 

education (22 %). Also, part of the retired people had university education. It seems that the 

education has something to do with consuming organic products. As Väisänen and Pohjalainen 

(1995, 9) have also noticed, consumers who use organic products more often work in leading 

positions, are clerical workers or entrepreneur families. Though the differences between the various 

groups are not necessarily huge, but still clear (Luomun markkinatutkimus ja luomubarometri 

12/2001). Generally speaking, educated people have better income and are able to buy more 

expensive products. Again, 20 % of the answers came from people who did not have a higher 

education and still consume organic products. The author met people for whom the organic products 

are a way of life, and they save from other expenses in order to be able to spend more for food. 

Some of these ”artists of life” had a university or a college degree but worked in some other 

occupation because they wanted to do something else with their lives.  

 

There were some interviewees who had just begun to consume organic products, and some others 

who had grown up with the ideology (figure 5). In all age groups there are persons who have used 

organic products through their lives or as long as they have been available. Here can be seen a 

reason for some criticism. Some of the older persons told that they come from a farm where the 

production was organic. Most likely 60 years ago there were no chemical fertilisers, but the way of 
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production was not necessarily similar to that of organic, as it is meant in this study. The existence of 

big groups of consumers who have used organic products from 10 to 25 years, can be partly 

explained by having a look at the development of organic farming (cf. chapter 3). During the last 20 

years approximately, the organic farming has had two growing periods, which are comparable to the 

growth of consumers. Within the interviewees, there can be seen no evidence of any kind of sudden 

growth in the amount of consumers since the latest BSE and foot and mouth decease crises. One 

person interviewed named BSE as a reason for beginning to use the organic products; otherwise the 

crises had amplified already an made decision.  

 

There are many people who have been using the organic products already for a long time. A possible 

reason for this has been, that the supply of organic products in Germany has existed already for a 

long time (cf. chapter 3.3). On the other hand, it can be assumed, that consumers have begun with 

smaller amounts of products and the amounts have been growing with broader supply. It is also 

difficult to say when consumers see themselves as a consumer of organic products. Does half a kilo 

of carrots every three weeks make a consumer of organic products? Often also young people had 

been using organic products already for a long time, because the products had been used at home 

since their childhood.  

 

Figure 5.    How long consumers have been using organic products. 
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Most of the customers buy organic products at least once a week. Only about 5 % said that they 

buy more seldom. Almost 60 % of the interviewees in this study said that they buy organic products 

more than once a week. Organic vegetables and fruits (91 % of the answers) are the most used 

group of products. Then milk, meat, eggs as a group, and bread and cereals as an other (both 80 

%). These include product groups, which do not stay fresh all that long. In Bruhns (2001, 15) 

research, fruits was also the most popular group, milk products and meat come after that, meaning 

that both studies report similar tendencies. Processed products like ready made pizzas do not seem 

to be that popular, at least yet. Demand for processed meat does already exist, and consumers 

would like to have more different choices (Luomun markkinatutkimus ja luomubarometri 12/2001). 

 

This does not mean that the consumers use only organic products or that they buy all product groups 

every week. The rates are high, but it needs to be noticed that the amounts that people buy are not 

always so huge. One person told that she buys one loaf bread per week and seldom any other 

products. In the statistics she looks like a weekly customer even though in reality the amount of 

organic products that she buys is negligible.  

 

Balancing between price and product 

Even the motivated consumers do not necessarily buy only organic products. Organic food 

consumption is becoming more habitual and given answers may vary from one study to another. The 

reasons behind the general line of the development are seen to be more in the supply side: 

? Declining prices (increasing supply) 

? Increasing distribution density (more selling points) 

? Production diversification and better product quality 

? Intensified communication (advertising, PR)  (Alvensleben 2001, 387.) 

 

Mostly, part of the consumption is organic, and another part conventional. Some found it too 

expensive to buy only organic products, some thought that bread, for example, tastes too much like 

organic product: flour is full corn flower and therefore it tastes ”too healthy”. Interviewees from 

bigger families told, that they cannot afford everything as organic and on the other hand, sometimes 

because of the lack of time they go to the nearest shop and buy everything that is needed. Although 

the supply of the organic products is good, there are also products that are easier available from 
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conventional farming. Consumers also have personal preferences, which often means that products 

from both, organic and conventional farming are used.  

 

“ With a big family you have to make compromises. Price relations could still change.”  
“Mit einem großen Familie muss man Kompromisse schließen. Die Preisverhältnis 
könnten sich noch ändern.“ (M2U)  

 

Over 80 % of the consumers had criticism against the organic products. Higher prices of the 

products were mentioned most often  (see figure 6). It was, however, understood that the production 

is more expensive and that the costs reflect on the prices. There is a wish that practice of organic 

farming would increase, and with the larger supply, the prices of the products would become more 

affordable. This is also the goal of the present agricultural policy with the share of 20 % organic 

production from the whole agriculture by the year 2010.  

 

Figure 6.    Criticism towards organic products. 

 

“Everyone cannot afford (to buy organic products SK), which is a socio-political 
problem.” 
“Es ist ein Sozialpolitisches Problem, weil jeder es sich nicht leisten kann.”(M2U) 
 
“I mostly buy bio-dynamical products, but it is always balancing between price and 
product.” 
“Ich kaufe bevorzugt biologisch-dynamisch ein, aber man muss immer zwischen den 
Preis und dem Produkt balancieren.” (F2S) 
 
“Organic is expensive, but it should be even more expensive so, that the farmers could 
get enough incomes.” 
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“Alles bio ist teuer, aber es sollte noch teurer werden, weil die Bauern noch so wenig 
davon bekommen.” (F2U) 
 
“It depends from which side you look at it: for customer it is expensive, as producer you 
would like to get more from the product.”  
“Es ist die Frage von welche Seite man es sieht: für Verbraucher ist es teuer, als Gärtner 
möchte man mehr dafür bekommen.” (M2E)  
 
“The products are more expensive, but one has to understand and accept it relatively 
far”  
“Der Preis ist teurer, aber man muss es ziemlich weit einsehen und akzeptieren.“ (F4R). 

 
The variety of labels makes it difficult to have an overview of what is really organically produced, and 

where “bio” or “natural” is just used as a marketing trick. There is a wish to get the field more 

transparent. There are many labels that do not necessarily require farming according to the organic 

regulations. The situation should get better with the new “Bio nach EG-Öko-Verordnung”-label. All 

farmers complying with the EU-regulations are allowed to use the label. Many of the interviewees 

hope that the new label would help to orient them: there would be at least one uniform label that can 

easily be recognised all over the country. There are also customers who want to have bio?dynamical 

products and products from under more precise control. They hope that the new label would be 

established along the old one. This way it would be possible to recognise all organic products from 

the new label but still control the tighter quality from the old one. There are also plans to establish an 

additional part to the label, which tells that the product is coming from Baden-Württenberg. This 

would help to reach the optimal combination of organic and regional. (Neues Herkunftzeichen 2002.) 

Consumers seem to trust the organic production, but in reality the label tells much about the product. 

Many interviewees told that it is impossible to control every product personally and therefore they 

need to trust the labels. 

  

“Many labels are negative side of organic products. You can not know what they all 
are, you just have to trust.” 
“Negativ sind die viele Labels, die man nicht nachvollziehen kann, man muss ihnen 
einfach vertrauen..“  (F2E) 
 
“Different labels are misleading. They have become a marketing trick.” 
“Verschiedene Siegel sind verwirrend. Sie sind zum Marketingtrick geworden.“ (M3U) 

 

The quality of the products was also seen critically. Consumers are not happy with the products that 

are too long at the shop and get old. Especially in the case of meat, there was a wish that there 

would be more processed products offered, not only fresh meat, so that you have to do everything 
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by yourself. Consumers also hope that in the future the products would be offered in more places. 

Supply was seen to be too narrow, more variety was requested. This demand goes beyond food, 

since cosmetics and clothes were requested as well.  

 

“Fruits and vegetables in the shops are often not fresh.” 
“Das Obst und Gemüse im Laden ist oft nicht mehr frisch.“ (F2U)    
 
“Meat is not that tasty, butchers should get new ideas.” 
“Das Fleisch schmeckt nicht so gut, Metzger sollten sich mehr einfallen lassen.“ (F2U) 
 
“Textiles could be more fashionable, everyone do not want to have hand made 
pullovers.”  
“Die Textilien könnten modischer sein, nicht nur selbstgestrickte Pullis. Dann würden 
mehrere Leute diese kaufen.” (F4R) 

 

Short transportation is part of ecology 

The interviewees pay attention to the origin of organic products. Only one person said that origin 

does not matter. Regional products are seen as the best, as well as the products that have not been 

transported from far away. Environmentally friendly is often connected to the organic products, but 

some also bound the ecology to the transport. Demeter is known for offering products from all over 

the world, but the transports take place also within Germany and the neighbouring countries. Bioland 

is seen more local in the region of Freiburg but, in fact, they also use transportation. Transport of 

organic products was often criticised. It was seen that a conventional product from the local region is 

better than an organic product that has been transported from far away. Here we clash into the larger 

discussion about how organic is defined; whether the way of farming is enough, or does it have 

restrictions also with transport. There might be an official definition, but as can be seen also from the 

quotations below, consumers form their own definitions. The farming of organic products next to an 

airport or highway, Autobahn, was also criticised.    

 

“For me the regional and conventional is as ecological as organic that has been 
transported from far away”  
“Für mich ist regional und konventionell genau so ökologisch wie Öko von weitem her.” 
(M1S) 
 
“Sometimes I go and see the places [where the products are produced, SK]. Organic 
production next to big road has no special meaning” 
“Ich schaue mir manchmal die Gegend an. Ökologischer Landbau zwischen Strassen 
bringt nichts.“ (F4R) 
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In addition, many said that they look at the origin of the product. Bruhn (2001, 14) has noticed that 

since the BSE crises in 2000 and 2001, people have become more sensible and pay more attention 

to the origin of the products. She concentrates to examine how the news about the influence that the 

BSE and food and mouth disease have had on the demand of organic products. Organic production 

is not the only answer to the problem, but some consumers are now more sensible and think more 

carefully what they buy. Nowadays the politics and especially the media have an influence on the 

consumer’s behaviour. Agriculture is getting new definitions from consumers, demands and 

expectations are getting more diverse and complicated (Silvasti and Mononen 2001, 43). The 

consumers do not only pay attention to the quality, but also to the processing because they want to 

know more about the way their food is produced (Alvensleben 2001, 381).  

 

If a product is coming from far away, there is often a similar one that comes from a local region. This 

supports the ideology of environmentally friendlier production: not only the way of production is 

important, but also the whole food chain. A couple of the people interviewed mentioned that it is 

important for them to buy seasonal products. Tomatoes and strawberries do not belong to winter. 

An interesting viewpoint that was mentioned was that the children should have contact with nature so 

that they grow up to know when vegetables grow. The demand for regionally produced food gives 

one change more to the countryside. Even though the demand is getting more diverse, food from the 

vicinity achieves more popularity: it can be traced to the familiar environment (Silvasti and Mononen 

2001, 45), the nearby countryside gets supported at the same time. Marsden et al. (2000, 424-425) 

talk about Short Food Supply Chain meaning that the regional products are brought to the regional 

markets. As one interviewed expressed:   

 
“Short transportation, from the region to the region is good” 
“Kurze Transportwege, aus der Region für die Region ist gut” ( F2E) 

 

Support and trust towards the local region are reflected along the ecological way of thinking. This 

gives also possibilities for new ways of marketing. As seen earlier in the study, there are web pages 

where the food can be ordered, and this way the traditional ways through many hands can be by-

passed. Short Food Supply Chain has the presumption, that producer and consumer can meet either 

personally or through information that is printed in the packaging (Marsden et al. 2000, 425). 

Contact can be based on personal interaction or maybe in contact through on-line trading. Producer 

and consumer can meet for example at the market place. The value and the meaning can also be 
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passed forewords, outside the region of production. (ibid. 425-426.) An example for this is the wine 

production in Keiserstuhl. With the label ”Eco vin” it can be recognised more widely.  

 

Figure 7.    Consumers of organic products seem to prefer regional products. 

 

To the question whether ecology has a meaning in everyday life, 90 % of the consumers answered 

positively. Interviewees said that, in general, it is important in the society. Themselves they at least try 

to pay attention to ecology. Question 10 (see App. 2) deals in general, with ecology in consuming. 

Often the words were “I try”, “I have decided to pay more attention for that in the future”, or “when 

it is possible”. In consuming, ecology walks hand in hand with the economy. An ecological product 

should not cost a lot more than a conventional product and should have a good availability. 

Otherwise it is unlikely that the consumers will buy it. All in all, it is difficult to know to what extent 

people really make ecological decisions in everyday living and what is more like a wish to do so. This 

is the problem that Wellhöfer (1984, 96) presents: which are facts, which part is feelings and 

experiences and what is the real behaviour. Nygård and Storstadt (1998, 36-37) present the same 

problematic by saying that the first filter is the individual’s behaviour space; the second filter is a 

mechanism that determines which action, within the possibilities, will be carried out. Possibilities (can 

do) and wishes (want’s to do) can then be used to explain the fact how people buy.       

 

Interviewees answered that the strongest attention to ecology is paid by groceries. Another often-

mentioned thing was the use of public transportation and minimising the use of own car, or the people 

did not have a car at all. In reference to household things, wooden furniture, chemicals and paints 
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without poisons, machines that are repairable, biologically degradable detergents and clothing were 

mentioned. Natural materials like cotton, wool and leather are preferred to synthetic materials. The 

decisions were not always seen as easy, and often there were facts like different opinions about the 

environment effects which made the decision process even more complex. Crises like BSE or some 

other that have a direct impact on food, motivate to think about the origin of the product more 

carefully. But as seen from the Bruhn’s article, crises get plenty of attention for a short time, but are 

soon forgotten, and the consumption returns to normal (Bruhn 2001, 6). 

 
“Yes, of course I pay attention to the ecology as far as I can afford it and I am not too 
lazy to do that.”  
“ Ja, ich schaue auf jedem Fall ob es ökologisch ist, soweit ich es mir leisten kann und 
nicht zu faul bin.“ (M1S) 
 
“Crises make the ecology always more conscious.”  
“Die Krisen machen die Ökologie immer mehr bewusst.“ (M3U) 
 
“Ecology is in connection with the word view, there you can see how people think.” 
“Ja, Ökologie und Weltbild hängen zusammen und dadurch sieht man wie man denkt” 
(M3U) 
 
“It is difficult to notice everything. There are different opinions for example about tetra 
packs or bottles, some say this is better and some other way round.” 
“Es ist schwer alles zu beachten. Es gibt auch verschiedene Meinungen z.B. von 
Tetrapacks oder von Flaschen, einige sagen das ist besser und andere, dass dies besser 
ist.“ (F1S) 
 
 “Ecological products are a way to be conductive to a change” 
“Ökologische Produkte sind für mich eine Weise mitzuwirken und nach einer Änderung 
zu verlangen.“ (F2S) 

5.1.2    Informative and transparent 
In Germany, there is a variety of different organic labels. In question 11 (see Appendix 2) consumers 

were asked, which of the six labels they recognise. When the answers were transcribed by the 

author, it was noticed that some of the people said: “That one I have seen but I do not know what 

label it is”. The others pointed out the labels even if they had seen them only once ”I saw that in the 

newspaper”. This means that others  “knew” instead of “recognising”. Knowing meant that also the 

background was also known, for example, Bioland as a label for organic?biological and Demeter as 

a label for bio?dynamical way of production.  
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Figure 8.    How well known the different labels are. 

 

The common label should help the consumer to find organic products easier (see picture 3). This 

label can be used without extra costs by all the farms that fulfil the EU regulations. For a farmer, it 

means that, the expensive inspections from some organisation are not the only way to produce 

organic products anymore. Of course, the label is still new and first it needs to be introduced to the 

market, and secondly, it needs to be accepted by the customers. In the products, this label can be 

seen from spring 2002 on (Ruppaner 2001). The organisations also have ready marketing networks, 

meaning that as an outsider “free producer”, one has to find the marketing area by oneself, which 

might be a difficult task. Positive visions are that the label helps to increase the demand of the 

products, and this encourages the farmers to produce more organic. But still, about 40 % of the 

organic products in Germany are imported. Not only fruits and vegetables, but also, e.g., milk from 

Austria. (Ruppaner, 2001.) The channels of marketing should be created so that there would be 

more demand for the German products. Otherwise, the hoped growth percentage can not be 

achieved, and even so the expectation stays high.      
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Picture 3.    New uniform label for organic products. 

 

Bioland 

Bioland is the biggest organisation for the organic farming in Baden-Württenberg. Altogether, 715 

farms are members of the organisation (AÖL, 2001). The farms obey the Bioland regulations 

(organic- biological) and, in addition to the EU controls, there are also controls from the 

organisation. The product will display two labels, one from the EU, and the other from Boiland (see 

picture 4). In Baden-Württenberg, the Bioland was the pioneer. It was established in 1971, but at 

that time the public still saw it as a group of  “spinner- nuts”. As it’s own achievements, Bioland sees 

the stabilisation of the label and its fame as a “serious brand”, as well as the fact that the organic-

biological method of farming is today well accepted and seriously taken. Also important, especially 

for the farmers, is that the farming is economically in balance. One goal for the future is to win more 

customers and keep up the good quality. (Bioland – Öffentlichkeitarbeit, 2000.)  

 

Picture 4.    Logo of the organic?biological farming. 

 

Demeter 

Demeter is the organisation and also the logo for the bio?dynamical farming. Demeter has its own 

common basic standard for the production and compliance by the farmers to follow the regulations is 

being controlled at least once a year. In addition to general regulations of the organic farming, 

Demeter observes the cosmos, for example, the movements of the Moon and flows of energy. 

Instead of chemical ingredients, Demeter uses preparations from herbs, minerals and manure in small 
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amounts, to keep the soil fertile. (Herrnkind, 2000.) The way of production has a close connection 

to the anthroposofical philosophy. 

 

Demeter is an old organisation and has existed since Steiner developed the bio-dynamical farming in 

1924 (Haccius and Lünzer, 2001). At present, there are 464 farms in Baden –Württenberg (AÖL, 

2001). Demeter offers not only food supplies, but also cosmetics and clothes. The products can be 

recognised from the logo (see picture 5). All the products are not local, German or even European. 

Altogether Demeter products are brought from 35 different countries: when the coffee from Mexico 

is bio?dynamically farmed, it gets the Demeter logo (Herrnkind, 2000). The interest of this study is 

to find out the meanings that the countryside has for the consumers. Besides, when a product has 

travelled such a long way, it could be said that the ecological meaning of the product has already 

been lost. Therefore, the import of these products that can be planted closer is not useful. The 

difference can be seen in products like many spices, coffee or tee that in every case need to be 

imported.  

 

Picture 5.    Logo of the bio?dynamical farming. 

 

ANOG is one of the biggest and oldest organisations, which has been working since 1962. 

Regionally it has not such a meaning, because it is mainly concentrated around Bonn, Mainz and 

Köln (Die Arbeitsgemeinschaft für naturnahen... 2002). Eco vin is a label for wines that comes from 

the vicinity, from Keiserstuhl. Naturland (Association for Organic Agriculture) was established in 

1982, near Munich. The strongest area for Naturland is therefore in the south eastern Germany, 

where most farmers or co-operative groups are located. The label has though made itself more 

visible through it’s function as a certifying organisation in the global level (Naturland 2002). This 

means that tee, coffee, spices etc. can have a Naturland label.  

 

Eating in a more conscious way 

When the demand is getting fragmented, one answer is to use labels on the products to faciliate their 

recognition. In reality, consumers are dependent on the labels and signs when they make decisions in 

everyday life (Silvasti and Mononen 2001, 45-46). The label informs the customer about the 
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guaranteed quality, and a part of the consumers said that they look for the labelled products. Trusting 

the labels was not done blindly; many had heard also some negative aspects or did not fully trust 

them. In reality, and in everyday life, however, labels are seen helpful and they are used as a 

guideline. 

 

“I buy bio because I can trust it and organic because it has a label.” 
“Bio kaufe ich weil ich Vertrauen habe und Öko weil es ein Siegel hat.” (F3U) 

 

If organic production wants to compete in all areas, import is also necessary. Local and regional 

variations in our eating patterns remain, but at the same time, there are signs of the globalisation of 

food market (Nygård and Storstadt 1998, 35). Globalisation can be seen in the shops as 

standardised products (Silvasti and Mononen 2001, 44). Globalisation, or to be more exact, the 

global trade, has made it possible to get to know different kinds of products. Even though some 

consumers would mostly use products from the vicinity, it is seldom absolute. There is the change to 

try products from different parts of the world and curious consumers would like to know them. 

Doing something unusual, like buying an exotic product for example, can make a day special. 

 

“I do pay attention where the products come from. Mainly I buy only from region but 
every now and then for example a mango from India.” 
“Ich schaue wo die Produkte herkommen. Meistens kaufe ich aus der Region, aber doch 
ab und zu Mangos aus Indien.“ (F2U) 

 

Labels can be seen as a strategic in building confidence and trust, in order to win the loyalty of the 

consumers, which is especially important for aspects like health, environment and ethics. (Nygård 

and Storstad 1998, 35-36.) It is not easy to change consumers’ habits. One strategy might still be to 

introduce new products under a familiar label. This is also important in daily life, because consumers 

do not have the time and energy to find out the details about every product; they trust the labels 

(Silvasti and Mononen 2001, 46). The shops selling only organic products work as a kind of 

guarantee - all the labels are not necessarily known, but the shop is, therefore the products can be 

trusted.  

 

“I want to buy organic. In the shop (for organic products, SK) I do not need to pay 
attention to that anymore.” 
“Ich will ökologisch kaufen. Im Laden muss ich nicht mehr so drauf achten.“ (M2E)      
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Food can also present other values. If someone wants to live ecologically, junk food does not fit well 

into the picture. Food is becoming a symbol for culture (Nygård and Storstad 1998, 39). As well as 

being a symbol for culture, it can be symbol for a certain way of living. Labels also tell that products 

are something well known and safe. Intermittently there is news about crises in the food industry, and 

that is often beyond the consumer’s control  (Nygård and Storstad 1998, 40). Where does the 

product come from and what does it contain? Consumers seem to trust more to products that still 

have recognisable colour, taste, shape and smell, which are often not that well recognisable in the 

processed foods (ibid, 41). Silvasti and Mononen (2001, 45) talk about standardised food. The 

product has to look and taste the same and that is part of the quality. Also Alvensleben notices that 

people would like to know more about how their food has been produced (Alvensleben 2001, 381). 

 

“Product can be sold twice as much if it has a label. Appearance is also important. If 
you know a product it is OK, but a label gives more security, but it can not guarantee 
everything.” 
“Wenn ein Produkt eine Marke hat, kann es doppelt so viel verkauft werden. Das 
Aussehen ist auch wichtig. Wenn man ein Produkt sonst kennt, ist es okey, aber eine 
Marke gibt mehr Sicherheit, aber alles kann es auch nicht garantieren. ” (F1S) 

 

Within the different organic labels, there are differences between farming methods. Bio?dynamic 

farming is closely connected also to the antrophosophic world view. In this case the label Demeter is 

for many people more than just a way to identify the product. A relationship between buyer and 

seller can be seen also in the form of building loyalty to labels; identification of the seller happens 

through a label (Nygård and Storstad 1998, 42). “Quality of food is not only tied to qualities of 

the final product, but also to conditions surrounding the production process, which includes 

the producers’ attitudes and practices regarding the environment and animal ethics.” (Nygård 

and Sotstadt 1998, 50.) The difference between knowing and recognising the labels has one of its 

roots here. Seeing a label couple of times is recognising, but knowing the label is much deeper. 

Knowing goes back to the ways of production and the regulations in farming. 

 
“Labels are important because for the child I have higher standards. Demeter ideology 
is important and needs to be supported.” 
“Die Labels sind wichtig, weil für das Kind sollte es Demeter sein, höhere Ansprüche. 
Demeter Ideologie ist wichtig und deswegen ist es auch wichtig das zu unterstützen.“ 
(F2U) 
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“People have sympathy for the labels that come from the local region. Still it would be 
good if this uniform label would connect all the labels. Maybe double labelling, Bio 
(label from federal state, SK) in addition. But there should be one uniform Label.”  
“Die Leute haben Sympathie für die Logos der eigenen Region, trotzdem wäre es gut, 
wenn diese eine einheitliche Marke verbinden würde, vielleicht so, Doppelmarkierung, 
Bio dazu. Es sollte eine einheitliche Marke geben.“  (M2U) 

 

Labels reveal much about the origin of the product at a glance. Labels are widely used for marketing 

in many countries, where they mostly tell that the product is domestic. Locally produced food is often 

seen as safer than imported products (Nygård and Storstadt 1998, 48; Tovey 1998, 39; Silvasti and 

Mononen 2001, 46). The images of contaminated soil and industrial farming methods with chemicals 

are mostly associated with the production somewhere else. This assumption can be supported by the 

interviews: 

 

“Dutch products can never be so ecological as the ones from southern Germany.” 
“Die Holländischen Produkte können nie so ökologisch sein wie die von süddeutschem 
Raum.“ (F2U)   

 

According to Nygård and Storstadt (1998, 50) labelling works as a two way process. Buyers get 

information about the product, and the seller can note and collect the signals that reflect back.  After 

this, the producer can make products that fulfil the demand, so that the product does not stay in the 

shop selves. 

 

5.2    Countryside 

 

Ilbery (1998, 257-259) collects together some features of the countryside from the past and the 

present. He notices that the significance of agriculture is declining, both in terms of employment and 

food production. Manufacturing, high technology, service industries and small and medium size 

enterprises become more important. There is a growing importance of pluriactivity and quality of 

food products. Continued afforestation of agricultural land is changing the landscape, and the 

changing values and perceptions are being shifted forestry and land use. New uses of rural space are 

introduced, including tourism, recreation and environmental conservation. There is repopulation of 

the rural areas (service sector), yet, at the same time, emigration of young people can be seen. This 

development has led to dualities: consumption versus production, development versus preservation, 
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deregulation versus reregulation, global versus local processes, commuters and service ‘classes’ 

versus the ‘locals’, the farm lobby versus environmentalists.  

 

There are new ways of consuming the countryside (Whatmore 1993). Differences between rural 

areas are growing and areas develop unevenly (Marsden 1999, 501).  If the countryside was used in 

the past for food production and raw materials, nowadays the situation is seen differently. 

Macnaghten (1995, 136) has found out a general profile of users of the countryside. It is always 

popular to visit the countryside, especially to go for a walk on the surrounding rural areas. Changes 

or threats towards the countryside awake strong attitudes, both from rural and urban citizens. There 

are worries about losing some well-known features of the countryside, like open space, peace and 

quiet, and old man made landscapes (Frouws 1998, 54). Cultural significance of an attractive 

countryside is well recognised and people are concerned if the old and ”childhood” countryside 

threatens to disappear. 

 

”In a way, countryside and soil are source of the life whereas town is made by humans. 
Town is also pretty, but it always destroys something. We need the countryside for 
farming and living.” 
”Der Ländliche Raum und die Erde sind in gewisser Weise der Ursprung des Lebens und 
die Stadt ist von Menschen gemacht. Die Stadt ist ja auch schön, aber sie zerstört immer 
etwas. Wir brauchen den ländlichen Raum für den Anbau und für das Leben.” (F2S) 

 

The idea of the interviews was to find out what the countryside means to urban consumers of organic 

products. Can the changes that researchers have noticed be also seen in the meanings for 

consumers? If the countryside as a concept is not easy to define, it is then differently understood. For 

some people countryside “ländlicher Raum” was already at the edge of the town. Herdern is a one 

area within the town Freiburg, a suburb that has grown together with the centre so that it is not 

possible to say where one part ends and another one begins. There were people who felt that 

Herdern is a village, and therefore, they feel that the area where they live is already almost 

countryside. It is true, that you were able to walk directly from Herdern to the forest, but it did not 

change the fact that you were still living in the city. 

 

“Herdern for me is almost countryside and we have a nice home here.” 
“Herdern ist für mich fast ländlich und wir haben ein schönes Zuhause hier.“  (M4R) 
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Another example is that, parks and the neighbouring forests that are full of routes and ways were not 

seen as nature. Nature was something more virgin. Nature turns into a park when the area gets 

intensively used and a park is no more nature. For others, the countryside was villages and space 

outside the villages was no longer countryside, but nature (more about concept of nature, cf. Kallio 

1992). In one question interviewees were asked to tell the 5 first things that come into the mind when 

they hear the word “countryside” (see appendix 3). Most often consumers think about nature (19) 

and animals (15). It seems that countryside still carries the image about “natural environment”, where 

the elements of nature are not so controlled as in towns. Already in the third place is farming (13), so 

it seems that consumers do combine countryside and farming still to each other, especially because 

farms and villages (10) get mentioned again after peace (11). Part of the answers noticed only the 

activity of farming, whereas others stressed that farms and villages, as places, are important. Also 

landscape, meadows, air and forests were often mentioned. 

 

The answers to this question have not been grouped as effectively as it might have been possible. 

And it was actually surprising to notice, that even though there were no options given, very similar 

answers got repeated. It seems that the word “countryside” brings mostly positive associations to 

consumers. From all the answers, 89 % describe some positive feature, and only 12 % mentioned 

some negative aspects of countryside (poor public transportation, conservative, structural problems). 

According to this, it can be argued, that the images of the countryside are mostly positive. It is not 

possible to notice all the different possibilities of understanding countryside in the evaluation, so the 

definition of the countryside presented in chapter 1.1 will be used as a guideline.  

 

The image of the countryside is not something stable. Countryside itself changes, and so does its 

image. Media, especially entertainment media, produces forms pictures about the countryside (Butler 

1998, 219). Scwarzwaldklinik TV series (telling about the life of a doctor family in the Black Forest) 

was very popular, and was filmed not far away from Freiburg. The house, which was in the film, is 

still a popular tourist attraction. Such programmes present mostly a very idyllic picture of the 

countryside, not the reality that the people living there daily confront. Anyway, if such a program is 

able to awake the interest and discussion about the countryside, it may give new possibilities for 

marketing of rural areas. As long as such image does not tie the residents to a certain imagined 

formula of behaviour, it can be seen as a way of making the countryside (or one side of it) better 

known, or at least to make people realise, that such a thing as the countryside does exist. Butler 
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(1998, 225) notices that the long-settled European countries tend to have strong positive feelings 

about preserving a living rural heritage, both aesthetic and cultural elements of it. Tovey (1998, 21) 

talks about new rural actors who can be found from towns. What kind of demands do these actors 

give for the countryside if they get strongly influenced by this romantic and idyllic ”media-

countryside”?    

 

”When it is possible I visit the countryside to get to know a different world than town. 
Meaning for me is to experience alienation from the town and to see the differences that 
come with the time. In countryside some things are still the way they once were in the 
town.” 
”Ich besuche den ländlichen Raum gelegentlich, um eine andere Welt als die Stadt 
kennezulernen. Die Bedeutung für mich ist, die Verfremdung von der Stadt zu erleben 
und zeitliche Veränderungen zu erkennen. Auf dem Lande sind noch einige Sachen so, 
wie die einmal in der Stadt waren.” (M3U) 
 
”Best in the countryside is the peace. One thinks that it is still more like a ideal world, I 
do not know if it really is something like that.” 
”Das beste auf dem Lande ist die Ruhe. Man meint, dass es noch eine heile Welt wäre, 
ob es wirklich so ist, weiß ich nicht.” (F3E) 

 

As the activities and locations are scattered, one area can be defined as industrial, agricultural or 

service sector area at the same time. This means that the population, which influences what is 

happening in the area, includes local as well as non-local people who all work in the same social 

world. ”Rather, it has to do with being involved in a variety of different relations with space - 

where rural space is, increasingly, part of and shaped by a hierarchy of spatial organisation 

which is urban-centred and dominated by urban tastes and preoccupations.” (Tovey 1998, 

30.) It seems that urban consumers increasingly define the countryside. When new definitions have 

emerged, part of the agriculture has faced crisis. In the model of ”ideal countryside”, farmers have 

renewed their social understanding with society. They have begun to practice multifunctional 

agriculture that meets various forms of demand. It produces items from healthy food and pure 

drinking water to attractive landscapes and country recreation. (Frouws 1998, 58.) Rural areas get 

more attractive to outsiders, the urban consumers. Rural areas become places, where consumption 

can be practised, conveniently not far from urban areas (Marsden 1999, 507).  

 

There were five questions in the questionnaire concerning different meanings of the countryside. The 

answers partly overlapped, but asking from many sides helped the interviewees to think more than 

just one side of the matter. Therefore in the following chapters, the evaluation of the different 
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questions has been combined on the one side, because the same answers came in slightly different 

forms, and on the other side, because by comparing, it is easier to get a holistic picture of the matter.  

 

When countryside and the actual questions and developments are presented this way, the difficulty of 

defining countryside becomes understandable. Rural is not something unified, nor does it have only 

one meaning. It forms a space where different activities are done, and is seen differently by every 

individual who is observing and experiencing it. Countryside has also different dimensions that can be 

felt differently: perspectives of local, outsider or visitor, connection with local, global or something in 

between. 

 

5.2.1    World out of towns is not possible 
One question addressed the meaning of the countryside. Even though people were allowed to 

express freely, what the meaning is, similar answers repeated themselves. Recreation got mentioned 

most often. It was a clear ‘number one’ within the answers. As second comes a group of two 

meanings; to be able to be in contact with nature, and peace.  Five other factors come in the 

following group. Relaxation, leisure time and happiness, the good effect to the health, good feeling to 

be in the nature, and being away from daily tasks, are also important. Recreation and relaxation are 

actually close to each other. If these two groups are combined they get the absolute biggest meaning. 

The group ‘others’ was formed from things like we are part of the nature, or to be able to experience 

another ‘world’.  
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Figure 9.    Personal meanings of the countryside for the consumers of organic products. (All 
aspects that were mentioned got listed. Some interviewees mentioned more than one aspect and 
therefore there are more 55 answers together.) 
 

The answers support the profile of the users of countryside that Macnaghten (1995) has created. 

Walking in the surrounding areas is an important part of the recreation. Huge monocultural fields do 

not invite people to go for a walk. It is more likely that a place with nice landscape and idyll gets 

chosen. It also helps if there is a possibility to go for a cup of coffee on the way. Hiking in the 

countryside does not yet mean interactive connection with the farmers, though the farmed fields can 

be seen clearly. Idyllic countryside (way it was in the childhood) has small structured farming, which 

can be nowadays more often found from the organic farms. This may be one of the reasons, which 

are forming the image about organic farming to a more positive direction.   

 

”When I am driving to work I see huge field where the corn grows. Soil in the fields does 
not look good.” 
”Wenn ich zur Arbeit fahre, sehe ich riesige Felder mit Maisanbau. Die Erde da sieht 
nicht gut aus.” (F2U) 

 

The second part of the questionnaire was why is the countryside needed. Answers partly repeat the 

things that were named as a meaning, which on the one side shows the importance of those things, 

and on the other side, it brought new ideas, when the people thought once more and a little bit from 

another viewpoint. Recreation was important also here. Meaning was seen as a personal question, 
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and why we need it for more general. Half of the people said that we need the countryside for 

farming and food production. 

 

It seems that the opinions are that we need the countryside for farming and food production, but the 

personal meanings for the interviewed were that recreation, nature and relaxation are more 

important. This suits well also to what Marsden et al. (1993, 9,154-155) have noticed. When the 

importance of primacy production diminishes, new consumption-oriented roles, such as recreation, 

leisure and environmental conservation win more importance. Principally, the farmers can develop 

additional sources of income or also totally new ones, though the question is still who has the 

required input: often the property rights are redefined and the entrepreneur comes from outside. 

Tourism is an activity that causes tensions between farmers, developers and residents. Farmers own 

the land, residents have often political and / or financial power, and developers have their influence 

through the house building or planning. For developers and farmers, tourism can offer possibilities to 

earn some money. On the other side tourism, can also cause restrictions to the ways of farming (no 

manure wished behind the hotel or restaurant), and for the residents it is of course extra restlessness 

in the region.   

 

”For me Freiburg is almost countryside. Every now and then we go with the children out 
of town to play in snow, sledding, pony riding, visiting farms or swimming.”  
”Für mich Freiburg ist schon fast ländlich. Mit den Kindern gehen wir ab und zu raus 
aus der Stadt, in den Schnee, Schlitten fahren, Pony reiten, Bauernhöfe zu besuchen 
oder zum Schwimmen.” (F2E) 
 
”We need the countryside for production of food and simply to survive. We need it for 
air and for psyche but also to protect a place of living for different species.” 
”Wir brauchen den ländlichen Raum für die Ernährungsproduktion und einfach zum 
überleben. Für die Luft und Psyche, um die Lebensgrundlage auf verschiedene Arten zu 
erhalten.” (F4R) 

 

Food generates attention from consumers as an expression of individual and social identity. Food is 

an everyday link between production and consumption, between rural and urban society. 

Movements around food can therefore illuminate the situation of contemporary rural actors. The main 

actors involved are no longer traditional rural actors. Urban food consumers raise the issues and they 

also have the expertise to manage the development. (Tovey 1998, 38.) These meanings define 

consumer expectations about the countryside. The organic movement crosses rural-urban and 

producer-consumer divisions (Tovey 1998, 39). Therefore, the urban consumers have strong power 
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in defining the countryside. This is one of the reasons why it is essential and important to know what 

kind of meanings the countryside has for urban consumers, because they can affect the way the 

countryside is developing. 

 

A relatively high part of the consumers saw the countryside as important for the balance between 

body and soul: the mind needs time to rest and that was often found in the peace of the nature. 

Sustainability of the nature and fresh air were important points that we need the countryside for. This 

can reflect the need to have some quality in our lives. This is of course flattering to the people and 

lifestyle on the countryside, but does not take the problems away. Sympathy is there, but the 

structural problems are not away with it.     

 

”Freiburg, especially Wiehre (part of the town SK), is almost rural. It does not take long 
to get out of the town, I can not handle the noise in the town. We need the countryside 
for natural circulation of air and water.” 
”Freiburg, und besonders Wiehre, ist fast ländlich. Man ist schnell weg von der Stadt, 
den Lärm halte ich nicht aus, ich muss ab und zu weg. Wir brauchen den ländlichen 
Raum für den natürlichen Luft- und Wasseraustausch.” (F4R) 

 

 

 

Figure 10.    Collective needs of the countryside. 
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The recreation value of the countryside has been growing since World War II. More leisure time, 

better personal mobility and technological innovations have increased the importance of recreation in 

the rural areas. Recreation is not only viewing, sightseeing, picnics and sports, but also visiting 

historic properties and dining out. One important notion is, that the recreational activities have partly 

moved to the countryside, because the land is cheaper and easier available there than in the most 

urban settlements. (Butler 1998, 211-212.)  The supply and demand of different activities has 

changed. Bird watching is no more enough to lock the people to the country. Riding, well equipped 

possibilities to stay overnight during a hiking trip and guided tours, as well as good dining, are needed 

to keep the people in the area. Certain infrastructure is also needed for the modern use of the 

countryside. For example roads so, that the tourists are able to drive to the destination by car, do 

downhill skiing, or hike on a well-marked road (Butler 1998, 218).  

 

New demands lead to the dualities that Ilbery (1998) talks about. Good services are desired, in 

addition to plenty of space to walk in and enjoy the peace. Consumers want to be able to drive by 

car next to the  ”wild” nature, which form contradicts. The area should be built and developed, but at 

the same time preserved, so that nature experiences are still possible. Consumers come to the 

countryside and want something from it; peace, recreation, distance from daily tasks, and idyll. There 

is a certain picture of a countryside that can offer these things, and when it is found, consumers go 

there. This is one way to consume the countryside. You take parts you need and leave the others. 

Consumers have therefore the power to be urban actors defining and affecting the rural life (Tovey 

1998, 22). Some rural areas fit to this picture of consumption countryside, others do not. 

 

Collective needs like sustainability and air quality gets highlighted in a densely populated country. For 

urban consumers, the nature can be found in rural areas; therefore we need areas to be able to 

protect the sustainability. Air quality is also an issue, especially during times when air in the valley of 

the Rhine stays stagnant. Fresh air in the county is appreciated. For the author, being a Finn who 

comes from the countryside, it was a surprise to see villages in the Black Forest, which advertise 

themselves as ”Luftkurort” - areas where the air is ”healing”. The worries about environmental 

problems, health implications, concerns about amenity values along with ethical values (c.f. Hoggart 

1995) give more understanding to the answers. E.g. peace, being natural and healthy, and the quality 

of life are bound with the worries about declining quality of environment. 
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5.2.2    Countryside is prettier than ”cityside” 
Positive things repeat partly the same aspects that have been mentioned as meaning or what we need 

the countryside for. The most important positive thing is that in the country people feel that they are 

close to the nature (figure 11). Fresh air and peace are also important. These three are the most 

often mentioned things. Peacefulness can again be combined with the peace in the answers to the 

meanings.  

 

In the next group come peacefulness and the contact with the neighbours. A less hectic life and 

meeting people in the village as well as during events were seen as positive. On the other hand, only 

a few consumers felt that there is a stronger social control in the village, and that was seen as a 

negative point. This shows us how differently individuals experience the similar situations. Mentioned 

in the next group were the place that one has in the country, and less traffic. Hand in hand goes then 

the reverse site when thinking about living in the country: long distances, poor public transportation 

and the need to own a car to overcome the problems in moving between places. These were 

mentioned in 80 % of the answers. Here we clash with the dualities again. 

 

Figure 11.    Positive sides of the countryside. 

 

”For me countryside means leisure time and recreation. I go hiking or walking. It is 
peaceful, air is fresh, one can observe the nature and ride ?  you are without machines. 
Negative is that you have to know where you can find nice spots and you have to drive 
there and even then you hear cars and see electric masts.”  
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”Der Ländliche Raum bedeutet für mich Freizeit und Entspannung, ich gehe wandern, 
oder spazieren. Es ist ruhig, da gibt es frische Luft, man kann die Natur beobachten und 
reiten ?  man ist ohne Maschinen. Schlecht ist, dass man sich auskennen muss dass man 
schöne Stellen findet und man muss hinfahren und trotzdem hört man Autos und sieht 
Strommasten.” (F1S.) 

 

Walks in the nature and the experiences than you can get there seem to be important for the citizens. 

According to Macnaghten (1995, 142) consumers would be willing to set restrictions for moving and 

using the countryside. But the results are not that clear; instead there was a claim, immediately 

followed by a counter argument, for example: ”In favour of planning authorities encouraging 

new tourist and leisure developments in the countryside, but also agreeing that planning 

authorities have a duty to restrict new tourist and leisure developments.” (1995, 143). It 

makes sense that consuming needs to be restricted, but from whom? Somehow the results give a 

feeling that ”I” should be allowed to do everything without restrictions, but the ”others” should be 

controlled. 

 

For the people who live in the industrialised world in towns and suburbs, the term rural conveys 

comfortable images: small villages, open countryside, prosperous farmers, a clean environment, 

freedom from stress, simple face to face relationships and neighbourliness, more or less the best that 

the life has to offer (Furuseth 1998, 233). Small structures were named to be the best in the 

countryside in 15 % of the answers. In these cases, small structures mean structures that remind of 

the old villages: shop, bank, school and post office in every village, and small scale farming 

structures. Society has changed from those times, and it will hardly be possible to return back to the 

situation where the economic structure of the villages was very diverse. What can be done is to take 

care of the still existing structures. 

 

”Best in the countryside are the small structures: there are still people who produce and 
sell their own products like milk and vegetables. The nature is still respected.” 
”Das Beste auf dem Lande sind die Kleinstrukturen: dass es noch Leute gibt die ihre 
eigene Produkte, wie Milch und Gemüse, produzieren und verkaufen. Man weiß noch 
die Natur zu schätzen.” (M1S.)  

 

The images of the countryside are not always realistic, or with some luck the countryside may still be 

found if one looks for it long enough. But the realism for the people living there might be something 

else. From the countryside one can find lots of positive things, but contrary to what the pictures from 

holidays show, the sun does not always shine. Rather, it is a dream of idyll. 
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”The best in the countryside is the contact with the nature, to talk with my wife or to 
carve with the children. Simply to enjoy the nature.” 
”Das Beste auf dem Lande ist der Kontakt mit der Natur, Gespräche mit meiner Frau 
oder Schnitzen mit den Kindern. Die Natur einfach zu genießen.” (M2U) 

 

5.2.3    Too far away from activities 
Almost half of the interviewees argued that living in the countryside means being far away from 

certain culture, which for them means activities like pubs, restaurants, theatre, cinema, concerts 

etc.(figure 12.). In combination to this, the interviewed found that the social aspects are difficult. The 

difficulty to keep in contact with the people living outside the village, the social control, and the 

problems of the teens who live in the villages were most often mentioned as negative sides on social 

life. For an outsider it is not difficult to see the problem. In town there are more people and different 

hobbies. In town it takes much more to differ from the crowd than in the village. The planners have 

recognised the needs (see chapter 2.5). Ideal would be to make villages good places to live. Though 

a certain amount of population is needed to be able to maintain also something else than just a basic 

infrastructure. 
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Figure 12.    Negative sides of the countryside. 
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These factors can also bee seen as reasons why people are not willing to move to the countryside. 

Two other separate things are still worth mentioning. Stronger building of the countryside got 

criticism, as well as the farming methods in conventional farming. On the other hand, it should be 

relatively clear that when people wish to be able to move fast between two places or drive by an 

own car, new roads are needed. Demand for bigger apartments or houses, and to live at the edge of 

town, lead to the building of the neighbouring countryside.  With the farming methods it is surely 

more difficult in Germany and region of Freiburg than in Finland. Because of the high population 

density, it is always visible what is done and how. The manure stinks, which is not good, but 

fertilisers are also not good. There are always opinions that something should be done differently. 

Also the village structure is different from the Finnish one. German farms are often in the middle of 

the village - if the farms still exist. Therefore, it is much easier for the outsiders to criticise the 

methods. In Finland, the farms are often in the middle of the forest or at least further away from 

towns and big villages. But the farms in Finland that are located next to the town know the same 

problems that the German farmer has.  

 

Even though the positive face to face contacts are wished in the countryside, the reality can be that 

the relationship makes living more difficult. Social control can be too tight. Furuseth (1998, 233) 

writes that public images forget the decaying farms or emptying villages, abandoned mines and mills 

that have helped the developing of the industrial society. One side of this development is natural and 

understandable; times change and so do the ways of working. The other side is that unprofitable 

production is caused partly because of political decisions or market development. Also, the 

politicians and decision makers have noted this, and try to help the situation by laws and land use 

planning. Though if the people have better changes for working and living in towns, they can not be 

bound to the ground; whereas, if they want to live on the country, the possibility should be given in 

form of adequate services (health, post, food store).    

 

”In the country I would miss the social contacts that I now have. In the town there are 
many possibilities and offers from which you can freely choose. In the countryside 
everything needs to be planned in advance and may be that you have to organise a car 
so that you are able to came back home in the evening.” 
”Auf dem Lande fehlt der heutige soziale Kreis. In der Stadt gibt es viele Angebote wo 
man kurzfristig und frei wählen kann. Auf dem Lande muss man das planen und 
eventuell ein Auto organisieren, dass man später auch zurück kommt.” (F1S) 
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”No, I need the town, I also grew up in a town. The town has a good infrastructure 
whereas in the countryside one needs a car. From mentality I am a townplant” 
”Nein, ich brauche die Stadt, bin ja dort auch aufgewachsen. Stadt hat gute 
Infrastruktur, auf dem Lande braucht man wieder ein Auto. Von der Mentalität bin ich 
doch eine Stadtpflanze.” (F2E) 

 

5.3    Better place to grow up? 

 

The last question handled about moving to the countryside. A little bit over half of the interviewees 

grew up on the countryside or in a village. There is a difference of eight people and also the 

contingency coefficient shows light tendency that people grown up in the country would also be more 

willing to live on the rural areas. But once again, the data is not big enough to allow us to make 

generalisations. It seems that to live further away from the town is not that popular. 56 % said that 

they could imagine themselves someday living in the countryside, but once again the countryside here 

was the one close to the town. The best place would be on the outskirts of town, where the cultural 

life and public transport from the town is easily available, and one is still away from the downtown 

itself. This means the countryside that Kullen (1989, 123-125) calls as industrial manufacturing area 

or not further as the commuter municipalities (see also chapter 2.1). As Lanner (1994, 34) writes, 

living in the countryside is becoming a “symbol of status”, which 53 % of the people asked at 1988 

would like to achieve.  Especially younger people answered that, as long as one is alone, a town is a 

good place, but with a family it would be good to be on the countryside.  

 

“I could live on the countryside, especially with a family” 
“Ich könnte auf dem Lande wohnen, besonderes mit der Familie.” (M1S) 
 
“In the country the traffic connections are poor and there is not enough cultural offers. 
But with the family it would be something else.” 
“Negativ auf dem Lande sind die schlechten Verkehrsverbindungen, kulturelle Angebote 
sind nicht ausreichend, aber mit Familie wäre es vielleicht anders.” (F2E) 
 
“ For the children countryside is better place to grow up. The seasons can be seen and 
felt better that in the town and connection with the nature is stronger. Children can see 
when the different berries and vegetables grow.”  
“Für Kinder zum aufwachsen ist ländlich besser. Die Jahreszeiten sind besser sichtbar 
und die Verbindung mit der Natur ist stärker. Die Kinder können sehen wann welche 
Beeren, Gemüse usw. wachsen.“ (F2U) 
 
”Public transport in the countryside is not working very well and the cultural offer is not 
big enough. It might be something else with a family.” 
”Die Verkehrsverbindungen auf dem Lande sind schlecht und das kulturelle Angebot ist 
nicht ausreichend. Mit Familie wäre es vielleicht anders.” (F2A) 
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”Yes, I would certainly like to live on the countryside. For me the contact with the nature 
and possibility to be quickly in the nature are important. I do not need the cultural offers 
of town, I do not use them, whereas I need to go for a walk every day. I would also like 
to live with animals and in the rural areas that is possible.” 
”Ja, ich möchte auf jedem Fall im ländlichen Raum wohnen. Mir ist der Kontakt mit der 
Natur wichtig, schnell in der Natur zu sein. Ich brauche die kulturellen Angebote in der 
Stadt nicht, ich benutze sie auch nicht. Spazieren gehen muss ich täglich und ich möchte 
auch mit den Tieren leben, auf dem Lande ist die Möglichkeit dazu.” (F2U) 

 

This is actually no recent trend. In England, already in the mid 1960s, the businessmen of London 

preferred living, or at least having a house, on the countryside (Marsden et al. 1993, 25). This has of 

course required a lot of money that only a privileged people have had. Often also, the missing 

possibility to work was seen as an argument against moving to the countryside. Some answered that 

yes, they would like to live in the country, but do not see a realistic possibility to that. 

 

“Yes, they are fantasies. It would be nice to have a garden, you work at home, physical 
work on the contrary to the present.” 
“Sind Fantasie, ja. Es wäre toll einen Garten zu bewirtschaften, man arbeitet im Haus, 
einfach körperliche Tätlichkeiten, im Gegensatz zum Moment.“  (M2U) 

 

The first organic farmers did not let themselves to get scared by social differences, and decided to 

create the working places they needed. They decided to move and start all over again: new way of 

life, new profession in new environment. Strong, collective identity on rural can mostly be found 

within these farmers, who have chosen an ”alternative” way of farming, mostly organic production, 

but often also an alternative way of managing rural living, and practising traditional knowledge. 

(Tovey 1998, 33; Whatmore 1993, 543.) Still, not all the organic farmers have an alternative way of 

life. Agriculture is globally directed to more productive and effective ways of production. Those who 

are not capable or willing to do this, are often left out of the game. They are often directed to 

tourism, work outside the farm or various environmental and heritage management (Tovey 1998, 

36). Organic production can be seen as a sort of counter movement. In conventional agriculture, the 

differences between rural and urban are blurring more and more (chemicals, part of a long food chain 

and strong economical thinking). Organic food production is still representing more the way of ”rural” 

living, where people are more interested in the local food production and the local countryside. It is 

actually cruel to put it like this, and certainly, not all the farmers would agree. But if we consider the 

level outside the farm, we can see this broader picture.  
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Also images about the social relationships got often noticed in the answers. Mostly it was said that 

the social relationships are tighter on the country. Some saw that it is a good thing, where there were 

people who experienced it as negative. In one answer it was expressed very compact: 

 

“The best in the country is the anonymity, the worst in the country is the anonymity” 
“Das Beste am Ländlichen Raum: Anonymität und das schlechteste ist die Anonymität.“ 
(M2E) 

 

Less anonymity than in the town was found good. But at the same time it brings in the aspect of 

social control that can also turn into negative. Positive was that people know each other and meet in 

many different occasions, not only  “on Monday in the choir”. As Halfacree (1993, 25) says, 

individuals come into contact with the same people in a variety of situations. 

 

“There is the life more intensive: you do not have that many offers or ways of passing 
time but you have more to do with the people around you.” 
“Da ist das Leben intensiver, man hat nicht so viele Angebote oder Ablenkungen, aber 
man ist mehr mit den Menschen die um einen herum sind.“ (M1S) 

 

Countryside presented for many people a native region; a place where one comes from. Land and 

house have, in general, more meaning for the people in the countryside than for the town residents; 

house is a heritage that needs to be kept. (Henkel 1999, 75.)  

 

“Village is more like a native region, but I would miss the culture.”  
“Das Dorf ist mehr Heimat, aber die Kultur würde fehlen.” (F1S) 

 

On the other side it was seen, that contact brings more control. Everyone knows with whom you 

went out yesterday, and if you like to wear something unusual, it is noted, and not necessarily simply 

accepted. There were also opinions that people are afraid against new things or that they lag ten 

years behind the town. These things make a nice mixture, where some say that this is countryside and 

that is why we like it, and others feel themselves pressured through the same things. The question 

about living is personal. Some would see as a punishment to live in the countryside, for some it is a 

dream. Vision of the countryside has two extremes, one says that life in the country is “healthy” and 

stress the “real” culture of the countryside; the other says that the countryside is backward and that 

people who live there have no culture (Henkel 1999, 38). As seen in this study, people who would 
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like to live in the countryside also think that the culture would be missing. In the end it is such a 

mixture that only the rough direction can be said.    

 

”Combination of Güntherstal (”satellite” suburb of Freiburg, SK) and closeness of town 
is ideal for me. I would not like to move further to the countryside. I need train station to 
get to work, I enjoy the leisure activities that town has to offer and still I have the 
possibility to live almost on the countryside.” 
”Die Kombination von Güntherstal und Stadtnähe ist für mich das Ideale. Ganz auf das 
Land möchte ich nicht ziehen. Ich brauche den Bahnhof um zu Arbeit zu fahren, ich 
genieße die Freizeitangebote von der Stadt und trotzdem habe ich die Möglichkeit fast 
auf dem Lande zu wohnen.” (M2U) 

 

Lewis (1998, 149) has studied the motives of rural migration in England. According to the study the 

environment and social ties are the most important reasons for choosing the area. Work does not 

seem to play that important role. When the area has been chosen, over half of the people choose the 

village where the possibility for housing can be found. The environment, ties and work play only a 

small role in the decision making. It is clear that there are nowadays many more different interests 

towards the countryside, housing being one of them. Moving to the country is often seen as exclusive 

housing (to a big new house), though only certain areas can compete, whereas the remote 

countryside stays remote (Marsden et al. 1993, 10). The change of the countryside is not a smooth 

process; it brings new demands and new groups to the village community. New ways of using the 

land bring new conflicts, for instance, use of land, nature protection and house building. (Marsden 

1993, 29-30.)  

 

It can be seen that countryside offers more freedom. There is not just one wall between the 

neighbours and outside, but there is lot of space where one can relatively freely move around. 

Developing own patterns and habits within a village makes the feeling of being local stronger, and 

prompts people to do something for the village. Though this local is not an independent unit 

somewhere, but has ties to the centres (Marsden et al. 1993, 146). Legislation and other orders are 

made in the towns and centres, which may give a feeling that the special features of the countryside 

are not being understood. Some see a risk that the town is using the countryside as a place for waste 

deposits, for living, transport ways and producer of raw materials (Henkel 1999, 353). Such 

conflicts make it more difficult to find a way to harmonic living with one another. One attempt are the 

Local Agenda 21 plans. The goal in this general planning is to find good ways to sustainable 

development of the region (ibid. 354).    
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As power holders of rural Europe are presented various interest groups (public concern is getting 

more important), the traditional group of farmers does not get mentioned in the lists (Tovey 1998, 

21; Frouws 1998, 55). Therefore, the power of decision making in the countryside is getting out of 

reach. It is going more to the non-agriculture level, to consumers who want to have certain services 

and infrastructure as well as green areas, offices in nice nature surroundings - and extensive or 

organic agriculture on the rural areas (Frouws 1998, 55). Also Reed and Gill (1997) talk about new 

stakeholders and reconfiguring the power structures. According to Marsden (1999, 502), interest 

groups are migrating from the countryside to towns, or they are residents in villages, who work in the 

urban areas. Environmentalization has happened in the policy structures. This has not helped to 

alleviate the underlying uncertainties that rural areas face, for example, global and national processes 

of economic and social restructuring.  

 

Globalisation and international relationships have become part of everyday life. Free markets, new 

technologies and increased personal mobility affect also to the cultural values. Demographic changes 

in the society are as real as new winners and losers because of the new situation. New forms of 

governance need to be searched and used. Even if agriculture would still be the main user of land in 

the rural areas, it does no longer have a big meaning as employer. Anyhow, it does still have a 

relative importance in food production. At the same time, farmer as a specialised producer, is 

dependent on distant markets, and on the other hand needs to be a rural businessman or local 

environmental manager. Differentiations between localities get stronger. 
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6    Conclusions 

 

In this study the author has aimed to find out meanings of the countryside. It has been studied from 

different points of view, from theoretical aspects as well as from the consumer side. Consumers were 

asked also a little bit boarder about the ways of consuming. But it was still difficult to make 

conclusions about the different buyer groups, because frequency of buying still does not tell much 

about the amounts of products or the money spent. In the field of rural geography this study is 

located to the present research tradition. It concentrates on the relationship between alternative 

farming and consumers (Sireni 1996, chapter 2.2). 

 

Consumers and Countryside 

In chapter 2.2, the discussion about the concept countryside has been shortly introduced. Various 

ways to understand the words “rural” or “countryside” form the basic problem. As seen later in the 

empirical part, customers have also different definitions and ways to understand the words 

countryside, rural and nature (chapter 5.2). In addition to the questions in the interviews, it would 

have been interesting to hear how consumers define the countryside. In praxis this might have been 

difficult, because the interview situations were not calm and quiet; something happened all the time in 

the background. Definition was tried to compensate by asking the interviewees to name different 

functions for the countryside. Answers matched with the functions named by Henkel (1999, chapter 

2.3), but so, that mostly just the “positive” functions like leisure, agricultural and ecological functions 

got mentioned. The function to serve as a location place got mentioned just a couple of times and 

only for housing. Dumping sides and firms did not get attention in interviews. 

 

The relationship between urban and rural is changing. It changes with the society and also the 

meanings of the countryside change (figure 1 in chapter 1.1). Nowadays, distances can be more 

easily overcame and some villages are becoming “satellite-suburbs” of the cities. The environmental 

structure of the countryside is transforming, agriculture is losing its importance whereas recreational 

values are getting more important. The power of the decision-making is concentrating on to the 

towns. Decisions will be made according to the aspects that the power holders consider important. 

Countryside and rural are tightly linked with the definitions, which are mostly given by urban actors 

(Tovey 1998).  
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As Marsden (1999) notices, countryside provides goods and services to non-rural consumers. The 

proportion of consumers who come from towns but still define the countryside has been growing. As 

more and more urban consumers are taking part in the activities in the countryside and using it, they 

also begin to define it. When the rural population is no longer living from agriculture it becomes more 

essential how rural is defined by investors or consumers who invest in the countryside. In chapter 5.2 

there has been presented different meanings of the countryside and also what it is needed for. 

Personal meaning seems to differ from the need, which shows that definition of the countryside may 

be changing. In most cases, these are the urban consumers (Tovey 1998), who are looking for 

attractive areas close to towns, where the consumption can be practised (Marsden 1999). A 

countryside that is close to the towns is also seen as a more popular place to live. Results in chapter 

5.3 support this assumption. Consumers were often willing to move to the countryside, but not far 

from town. 

 

Organic farming and its support 

Organic farming developed, and has stayed, as an alternative for the conventional farming. At first, it 

was a marginal ideology. Organic farming has had a clear identity since the 1960s and it has been 

getting stronger all the time. A marginal movement got more supporters, general regulations, won 

more respect within the society, and has lately become a part of official policy. Consumers support 

organic agriculture for various reasons. Personal motives like health or taste are strong, but also 

societal reasons like supporting farmers, or as a way to protest against “industrial farming”. In this 

work the author has tried to be careful when been talking about organic farming and environmental 

protection. The methods of organic farming can be seen as environmentally friendlier than the 

methods of conventional farming. In reality, long transports can reverse the positive environmental 

effect. Therefore, using regional products was seen in some cases as good as to use organic 

products. Familiar produces and regional products were trusted. The label and origin tell the 

consumers much about the product (see chapter 5.1). 

 

Nygård and Storstadt (1998) write about food becoming a symbol for a culture. The countryside 

that is often wanted to be part of the culture is the traditional, idyllic countryside. Nowadays, organic 

agriculture is presenting this idyll for a part of the consumers. With this logic, using organic products 

(products from this idyllic countryside) is symbol for the traditional culture of countryside that the 

consumer wants to support.  
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Past news about animal decease have obviously not had such a big effect on the opinions about the 

countryside, maybe about ways of farming, but not the whole countryside. Organic farming is seen as 

a healthier and environmentally friendlier option for food production, and therefore, it was seen as 

safer. The societal change, aspiration to efficiency got mentioned relatively often as a negative side. 

Supporting organic farming was a way to protest and do something concrete against this. Organic 

farmers seem to be present rural actors, who are still interested in the rural and are active in 

developing it. 

 

Consumption 

It seems that, when urban consumers go to the countryside, they also use the urban criteria to 

evaluate the countryside. However, the countryside is another kind of space; it has different 

structures, needs and culture (Fliege 2001, chapter 2.4). For example, when somebody asks where 

the onions grow in the garden, one can give different, correct answers. One can give co-ordinates 

and a map as an answer, and it is correct too. But it is much easier if one tells “first row on your 

right”. Using unsuitable criteria to express something gives easily a wrong expression. Urban actors 

are defining and measuring the countryside, using the same measurements than in the town. How 

would a town look like if we would define it by using the rural criteria of living etc.? Few 

interviewees did this. The result was that they were dreaming of living in the countryside some day. 

The town was too full, polluted and artificial for them.  

 

Information and images that consumers get through the media, personal experiences and beliefs steer 

the consumption. Still, labels, images and ideologies can manipulate the choices. Organisations try to 

keep up a good fame of the labels so that customers trust the products. Consumers have also 

realised that there is a difference between organic and ecological. For many, it was important that 

products came from the vicinity that the transport was short and the origin was known. Often in 

everyday life, the label is an adequate witness of the origin. 

 

On the basis of this material, it could be said that normal consumers buy the organic products 

because they want to know more about the products they consume: where they come from, and how 

they have been processed. Consumers also believe that the organic products are better for the health 

than the conventionally farmed products, and that they are more natural and consist of less chemicals. 
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They buy organic products relatively often, and go to certain place to do the shopping, because the 

atmosphere is comfortable there, but use also conventional products along the organic ones. For the 

consumers, it is also important that not only the basic products are available, but also processed ones 

like juices, bread, cheese etc. In everyday life, the labels help to orientate the consumer and to 

identify the products. Consumers are missing one uniform label so that the jungle of different labels 

would get smaller. A uniform label should be coming during the spring 2002.  

 

Collecting material by doing interviews has always restrictions; they have been already presented in 

the chapter 4. There were two themes in the interviews. It seems that telling about consuming was 

easier for the consumers. Questions concerning the countryside were already taken into pieces so 

that it is easier to answer them without long time of considering. In the end it seemed that the author 

could still have used some more information about the rural. The difficulty is then to be able to keep 

the correct semiotic meanings.  

 

Collective need for the countryside differs from the personal meanings. Collectively, farming and 

food production are seen as most important. “We” need the countryside also for environmental 

aspects like sustainability and air quality. To ask the personal meaning of the countryside is not 

exactly the same as to ask what we need the countryside for. Consumers have images of and criteria 

to the ways of good farming. Mainstream agricultural practices and agri-business got criticism, small 

structures in the countryside were seen as positive. The familiar nostalgic and “childhood”-

countryside was seen as positive, and organic agriculture could mostly meet the images. The founding 

supports the theory from Ilbery (1998, 258), who writes that good quality food products, changing 

landscape and values are present features of rural. The regional countryside is best known. Clean 

environment and trust for the own region as well as contact to the producers awake the trust. 

Interesting would be to know if these images have an effect on the respect for the farmers.  

 

Meanings of the countryside 

Rural is supposed to be peaceful, clean and away from everyday life. Contact with nature as well as 

with the people in the village is supposed to be closer and easy to find. Small and traditional 

structures are appreciated, and the countryside is needed for food production. On the negative site 

are missing culture, long distances, the need to use the own car, difficulties in social relationships and 

social control, conservative people and “wrong” ways of farming (chapter 5.2). This reveals part of 
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the dualities Ilbery (1998) talks about. If roads and public transport cover the whole area, it is not 

likely that the area stays peaceful, clean and away from everyday hectic life. Long distances mostly 

mean that, in between, there is place for the nature, which the consumers of the countryside want to 

have. Preserving traditional structures means, that social contact needs to exist, and if people living 

there would follow the “modern” trends, the changes would happen fast, changing the structures of 

the countryside just as fast. On one hand consumers are willing to change the countryside, on the 

other hand the structures, which are important to them, should stay. Organic production can be seen 

as an answer to one of the dualities Ilbery (1998) talks about; there is, indeed, a possibility between 

farm lobby and environmentalism.  

 

Even if food production is still recognised as a function of the countryside, personal needs have 

changed. The most important meaning of the countryside was recreation (cf. chapter 5.2; 

Macnaghten 1995). Still, the images about farming and food production are strong. The recreational 

values were very important both as meanings and as needs, and if we combine the results from these 

two questions, the recreation is the most important. If it is true, that local food patterns stay 

important, it gives also a possibility to combine recreation and food patterns. In the recreation areas, 

restaurants, which serve traditional foods, might be interesting. 

 

Countryside has not lost its importance for the urban consumers of organic products. It is very 

important as a recreation area, and as a counterweight for the lifestyle in the towns. Its meaning as a 

place where one can go during the weekend and get away from the everyday routine and hectic life, 

getting closer contact with nature, is important. The meanings are strongly utilitarian, in that they 

concentrate on how countryside can be used. Preserving the countryside because of sustainability, air 

quality or quality of life are examples of utilitarian reasons. Conserving is good, because we might 

need the conserved things in the future. Images are pleasant, and the media is feeding them with 

idyllic pictures. On the other side, the media presents the problems of agriculture, such as diseases. 

Recreation and activities require also infrastructure. There should be a good balance found between 

building and preserving, so that activities and pure nature could coexist.  

 

The study has been done within a small group, and therefore, it does not allow to make great 

generalisations. Still, the results support the theoretical background presented in the beginning of the 

study. Freedom of choosing and moving was seen more limited in the countryside and received the 
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most criticism. If the countryside is able to offer some kind of surplus to the needs of urban citizens, it 

is perceived as positive (recreation, peace etc.). But if they should give up some of the privileges of 

town that is in majority of cases, negative. Contact with the countryside was seen important also for 

the children, who are then able to see and learn the natural change of seasons, and seasonal 

products. 

 

According to the empirical research, people are looking for recreation, connection to the nature, 

peace and relaxation. The countryside, which can offer these, attracts more visitors. Demands for 

recreation mean also building infrastructure for different sports and activities. Consumers announce 

that we need the countryside for food production, and again, for recreation. In the countryside of the 

images, there should be farming, but it should be small structured and use traditional methods, or at 

least methods that are similar to “the ways we used to have”. Consumers seem to be looking for the 

“idealtypical” countryside that Tovey (1998) talks about. 

 

Dualities 

Interviews showed two clear groups of motives to consume organic products. On the one side are 

selfish motives, which include things like health and taste. The other side presents motives, which are 

for collective good. Environmental reasons, supporting farmers and food production are examples of 

these motives. From the relationship to the countryside, several dualities can be found. The following 

list is not exclusive, and it presents only some results that can be found from this small group of the 

studied consumers.  

? Small structures of the countryside are beloved. They form a traditional structure and are 

pleasant when consumers visit the countryside. However, there is a demand for cheaper food. At 

the present way of production, producing cheap food means, in most cases, that the small 

structures need to step aside and large farms come instead. 

? An important point in the environmental side is the short transportation. At the same time, there is 

a growing demand for variety of products, exotic products, and their regular supply. In most 

cases a regular supply means that some products need to be transported, because the growth 

period is restricted. 

? Images from the media, shorts visits and memories do not necessarily present the reality of the 

countryside. 
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? Space and peace on the countryside were respected. At the same time the countryside was 

considered to be far away.  

? Physical freedom on the countryside was seen as positive. Then again, opinions about social 

control need to be noticed. For some people, tighter social ties in the villages are positive, others 

see them as negative social control.  

? The countryside presents nature, whereas the town is seen as a place for cultural activities. 

? The meaning of the countryside is on one side personal, important for example for the balance 

between body and soul and for recreation. Then again, the countryside was seen important for 

general needs like preserving nature and for good air quality.  

 

Finally 

What are then the “ Meanings of rural to urban Consumers of Organic Products”? The countryside is 

seen as a place, which still has stronger connection to the nature. Important to the consumers are 

meanings like recreational values, farming, contact to the nature and balance between body and soul, 

and that countryside can offer them. Associations of the countryside as a place for nature, animals 

and farming are also strong. Hardly anyone impressed that countryside would serve as a place for 

housing, roads or its need to be supported. According to this study, consumers mainly mean by 

countryside the rural areas close to towns, and the meanings that get mentioned are positive. 

 

This study has raised the question whether other consumers think similarly to the consumers of 

organic products. Do consumers of organic products have stronger connotation of countryside as a 

food producer than consumers in general? Production countryside changes to consumption 

countryside. What happens to the countryside, which does not fulfil the requirements of consumption 

countryside? Does it still have a future, and what is the future like? Are the organic farmers higher 

respected in society than the conventional farmers? Does the images, transmitted by media, visits and 

memories present the reality of the countryside? 
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Appendix 1    Map of the area where the customers come to Freiburg. 
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Appendix 2    Questionnaire. 
 
1. Gender  man   woman  
 
2. Age  1. 15-25 2. 26-45 3. 46-65 4. over 65 
 
3. Do you live in Freiburg? other town / village (Which?) 
 
4. How many people live in your household? Of which ____ children. 
 
5. Did you grow up in the town or  in village? 
 
6. Profession ________________  
Education:  sill in the school / studying___ vocational school ___ university / college degree  
 
7. How long have you used organic products? 
 
8. Why did you decide to start using the organic products? 
- Why do you use them? 
- Do you still have the same motives than in the beginning? 
- How often do you buy organic products? Several times a week ___ 
  weekly ____  every month _____    occasionally ___ 
 
- Do you have any improvement wishes or criticism? 
 
9. Do you pay attention to where the products come from? Why? 
 
10. Do you think that the ecological aspects are important in consuming? (Do you consider them 
somehow? / How do you consider them?) 
 
11. Which of the following labels do you recognise? 
 (pictures of 6 different labels from the organic farming) 
 
12. Are the labels important? Why? 
 
13. Which of the following do you mostly buy from organic production?  
meat / milk products / eggs   vegetables / fruits  
refined products   bread / cereals  
 
14. Could you pleas say the first 5 things that come in to your mind from the countryside? 
 
15. How often do you visit the countryside? Why? 
(What do you do there/ why do you go there?) 
 
16. What does the countryside mean to you? 
- What is the best / worst in the countryside? 
- For what do we need the countryside? 
- Do you have some other thoughts about the countryside? 
 
17. Could you think about moving to the countryside sometime in the future? 
 Why / why not? 
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Appendix 3.    Images and things that come to mind from the word countryside. 
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