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Retailers, Supply Networks and Changing Articulations of Ethicality: Lessons from 

Flower Valley in South Africa 

 

Abstract 

This paper advances debate on retailers’ supply networks and ethical trade using the case of 

sustainably-harvested wildflower bouquets supplied from South Africa to domestic and UK 

retailers.  The case illustrates three developments in this field concerning: an evolving 

relationship between retailers’ brands and ethical trading strategies; a growing role for 

institutions in the global South in shaping ethical standards; and the challenges when 

retailers’ buying practices clash with ethical requirements.  These trends concern strategising, 

embedding and practising ethicality respectively, with the term ethicality capturing not only 

the ethical standards themselves, but also the changing practices shaping what counts as 

ethical. 
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Retailers, Supply Networks and Changing Articulations of Ethicality: Lessons from 

Flower Valley in South Africa 

 

Introduction 

This paper shapes debate in the field of economic geography and the broader social sciences 

concerned with corporate retailer power, global production networks and private standards 

for ethical trade.  Over the past fifteen years, research has critiqued the developing role of 

voluntary ethical codes and standards in addressing working conditions and environmental 

issues in retailers’ supply chains within a context of neo-liberalisation and globalisation.  Our 

paper advances current debate by using the case of South African wildflower bouquets sold to 

domestic and UK retailers in order to illustrate three emerging developments in this area: an 

evolving relationship between ethical trading strategies and retailers’ brands; a growing role 

for institutions in the global South in shaping ethical standards; and more explicit 

acknowledgement of the ethical trading challenges faced by producers in the context of 

retailers’ buying practices.  These developments represent particular shifts in the orientation 

of ethical trading agendas, and present challenges to the way they are theorised.  The term 

‘ethicality’ is adopted from the work of Neilson and Pritchard (2010) and is used throughout 

the paper in order to capture not only the ethical codes and standards themselves, but also the 

changing strategies and practices shaping what counts as ethical in global networks of supply. 

 

The first development we address is strategising ethicality, concerning the ways in which 

corporate programmes for ethical trade, increasingly combining social and environmental 

ethics in sustainability strategies, are connected to retailers’ brand identities.  While the 

corporate connection between ethical trade and branding in mainstream retailing was once 

almost entirely about retailers’ defensive protection of their corporate images in light of 
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negative media exposure and campaigning, cases of more proactive development and 

marketing of sustainability are also becoming increasingly significant.  However, this 

development requires careful critique, avoiding both over-celebratory accounts of somehow 

‘more ethical’ corporations on the one hand, and overly-simplistic criticisms of corporate 

green-wash on the other.  Through the second theme of embedding ethicality we explore how 

the rising powers of the global economy are increasingly shaping the terrain of corporate 

ethical trade, with specific reference to the growing role played by South African corporate 

actors and political institutions in actively defining the clauses and policies of ethical 

programmes.  This challenges, both empirically and theoretically, an assumed unidirectional 

flow where ethical codes have been seen to originate in the global North and are then applied 

in the South.  The third theme of practising ethicality deepens maturing debate on the 

challenges of executing ethical trading principles in the context of supply chains governed by 

intense, buyer-driven demands.  Referred to by ethical trade practitioners as ‘marrying the 

commercial with the ethical’, the challenges experienced by producers when attempting to 

enforce environmental and labour standards amidst the pressures of large orders, tight lead 

times, pricing squeezes and strict product design specifications also challenge the 

conceptualisation of ethical economic spaces given their often uneasy relationship with 

profit-maximising imperatives. 

 

These three trends are illustrated in turn through a case study of sustainably-harvested 

wildflowers sourced from the Agulhas Plain in the Western Cape of South Africa, which are 

supplied as bouquets to UK and South African retailers.  The Agulhas Plain is located within 

the Cape Floristic Region, the smallest and richest of the world’s six floral kingdoms and 

home to an estimated 9,600 plant species known locally as fynbos (‘fine leaved bush’).  

Fynbos flower farming is one of the main components of the agricultural sector in the region, 
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with both cultivated and wildflowers harvested for domestic and export markets.  A 

significant stakeholder is the Flower Valley Conservation Trust (FVCT), which has driven 

the development and implementation of the Sustainable Harvesting Code of Practice
1
 (Bek et 

al 2010).  The Trust manages the Flower Valley Farm near Gansbaai, which hosts its own 

wildflower harvesting team.  ‘Flower Valley’ has become synonymous with the sustainable 

harvesting programme as a whole, but in reality the Flower Valley Farm is part of a local 

network of accredited sustainable harvesting suppliers who deliver wildflowers to a local 

pack shed owned by Fynsa.  The latter supplies bouquets to a small number of retailers, 

including its major customer, the UK retailer Marks and Spencer plc, which sold some 

400,000 luxury Cape Flora bouquets from Flower Valley in its stores during 2011.  Other 

customers are the UK supermarket chain, Sainsbury, and South African retailers PicknPay 

and Checkers (owned by Shoprite).  The case study is highly appropriate for exploring new 

developments in ethical trade, as South Africa is one of the ‘rising powers’ advancing 

participation in ethical policies for export industries, and Flower Valley and Marks and 

Spencer sit at the vanguard of ethical innovations. 

 

This sustainable harvesting case study involved analysis of grey material (industry and 

conservation NGO reports, sales data, and so forth), participant observation in FVCT 

activities (meetings, sustainable harvesting training events etc.), and 61 in-depth, semi-

structured interviews between August 2010 and December 2011 with stakeholders in 

wildflower harvesting and conservation, including trustees at the FVCT, environmental 

NGOs, commercial stakeholders including retailers, farmers and landowners, pickers and 

pack shed workers. For the purposes of this paper, we draw on interviews primarily with 

retailers and suppliers, and analysis of grey materials associated with the sustainable 

                                                           
1
 ABI Sustainable Harvesting Working Group (2006), Code of Practice for the Sustainable Harvesting of Wild 

Fynbos, http://www.givengain.com/cause_data/images/1866/SH_CoP_final.pdf. 

 

http://www.givengain.com/cause_data/images/1866/SH_CoP_final.pdf
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harvesting case study.  Developing the analytical themes of strategising, embedding and 

practising ethical trade respectively, the case study illuminates: (i) the complex ways in 

which the ‘Flower Valley story’ relates to the Marks and Spencer brand and its Plan A 

corporate sustainability strategy, as well as with the ethical trading programmes of other retail 

clients; (ii) the growing role played by South African organisations in shaping the ethical 

codes influencing sustainable harvesting in a context where European retail standards have 

tended to dominate; and (iii) the challenges faced by suppliers and pack sheds in the 

sustainable wildflower harvesting supply chain when retailers’ demands concerning bouquet 

design, pricing and delivery, and the way that local organisations respond, sometimes lead to 

contravention of clauses of the Sustainable Harvesting Code of Practice and ethical labour 

codes.  Each of these three themes explores different ways in which ethicality is articulated in 

an evolving political-economic context. 

 

The paper proceeds, first, by outlining perspectives on the developing role of ethical codes in 

governing social and environmental conditions in retailers’ global supply networks.  It then 

sets the scene for the case study of sustainable wildflower harvesting in the Agulhas Plain 

before presenting the analysis of new articulations of ethicality concerning, in turn, branding, 

Southern participation and producer challenges in this particular ethical trading context.  The 

paper concludes by discussing how observations from this case resonate with broader debate 

on the changing strategies, geographies and politics of ethical trade. 

 

Corporate retailer power, supply networks and ethical trade 

Since the early to mid-1990s the ‘new retail geography’, spearheaded by Neil Wrigley, has 

captured and theorised the dramatic rise in the economic and cultural significance of the retail 

sector in advanced capitalist economies, which has been part of a broader shift in economic 



7 
 

power from the sphere of production to services and consumption (Wrigley and Lowe, 1996, 

2002).  In a wide range of national-institutional contexts within Europe, North America and 

Australasia the retail sector witnessed significant concentration of capital from the 1980s 

onwards (Harvey, 2007; Humphrey, 1998; Wrigley, 1992), with the trend being more 

recently mirrored in emerging market economies of Asia, Latin America and Africa (Coe, 

2004; Tacconelli and Wrigley, 2009; Wrigley et al, 2005).  This consolidation, along with the 

rising socio-economic influence of consumption and the increasing regulatory role of UK 

food retailers in particular, has translated into a shift in the balance of power in the supply 

chain from producers to retailers (Dixon, 2007; Harvey, 2007; Konefal et al, 2007). 

 

Retailer buying power has been exercised in a wide range of contexts and sectors through the 

negotiation of increasingly favourable pricing and payment terms from suppliers, the strategic 

use of own-brand lines to compete with manufacturers’ brands on both price and quality, 

demands for product development according to strict specifications and the tight management 

of inventory and logistics often incorporating short lead times for producers (Barrett et al, 

2004; Burch and Lawrence, 2005, 2007).  Moreover, the increasing globalisation of retailers’ 

supply chains within a political-economic context of neo-liberalisation, liberalisation of retail 

foreign direct investment, and rapidly expanding transnational retail activity (Durand and 

Wrigley, 2009; Neilson and Pritchard, 2007; Reardon et al 2003; Wrigley et al 2005) means 

that this buying power is exercised by retailers frequently through globally-stretched supply 

chains covering a wide range of industries and localities (Coe and Hess, 2005; Coe and 

Wrigley, 2007; Dolan and Humphrey, 2004; Konefal et al, 2005, 2007; Tokatli, 2008; Tokatli 

et al, 2008). 
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To understand the dynamics and articulations of retailer power in global supply networks, 

studies influenced by the new retail geography have connected to theoretical perspectives of 

commodity chains, with the global value chains (GVC) and global production networks 

(GPN) perspectives mobilised to understand the governance and spatial organisation of 

supply networks driven by lead firms such as retail corporations (Coe et al, 2004; Coe and 

Hess, 2005; Gereffi et al, 2005; Lund-Thomsen and Nadvi, 2011; Neilson and Pritchard, 

2009; Wrigley et al, 2005).  It is against the backdrop of retailer power in the supply chain 

that ethical trading programmes have been developed. 

 

As a result of the work of intermediaries such as the media, NGOs and consumer groups who 

have challenged the power wielded by retailers in supply chains (Clarke et al, 2007; Dolan, 

2005; Freidberg, 2004), and in the absence of state regulation of trans-national production 

networks (Jenkins, 2005), corporate responsibility in retailers’ supply chains has been 

implemented through voluntary labour and environmental codes of conduct (Barrientos and 

Smith, 2007; Christopherson and Lillie, 2005; Nadvi, 2008; Robinson, 2009).  There is a 

wide range of private food retail standards and initiatives influencing various sectors and 

supply chains, ranging from those focused on safety such as the International Food Standard 

(ISF), Safe Quality Food (SQF) and The Global Food Safety Initiative (GFSI), to those 

covering various elements of worker welfare and environmental protection including The 

Global Partnership for Good Agricultural Practice (GlobalGap) (Fuchs et al, 2011).  In the 

UK, the Ethical Trading Initiative (ETI) as a multi-stakeholder initiative significantly 

influences the codes and procedures used by many high-profile retailers and brand 

manufacturers in the governance of ethical supply chains using core International Labour 

Organisation (ILO) conventions (Barrientos and Smith, 2007). 
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With this rise of voluntary ethical standards used by retailers in the governance of their 

supply chains, social scientists have traced their emergence and articulation through neo-

liberal political programmes and campaigning contexts in advanced capitalist economies 

(Blowfield and Dolan, 2008; Busch, 2011; Hughes et al, 2007), and have critiqued their 

impact on producers and workers upstream (Barrientos, 2008; de Neve, 2009; McEwan and 

Bek, 2009ab; Neilson, 2008; Neilson and Pritchard, 2009, 2010; Ouma, 2010; Riisgaard, 

2009; Ruwanpura and Wrigley, 2011; Tallontire et al, 2011).  The importance of such 

critique concerning the genesis and impacts of ethical trade continues as private standards 

used in retailers’ supply networks evolve in the ways outlined in the remainder of the paper.  

First, we examine the sustainable harvesting case study through which we explore these 

developments. 

 

Retailers and the sourcing of sustainably-harvested flowers from South Africa 

The Cape Floristic Region (CFR) is known as a ‘biodiversity hotspot’ in which 70% of plant 

species are endemic (Privett, 2002).  Nearly one third of the original area of fynbos has been 

lost and 1200 species are critically rare, threatened or vulnerable.  Fynbos has been harvested 

from the wild for many decades as the distinctive appearance of the flowers, such as the 

iconic proteas, and foliage has proven popular with consumers, especially in Europe.  Thus, 

large quantities of fynbos are exported every year from the Western Cape with much being 

harvested from the 270,000 hectare Agulhas Plain (see Figure 1).  The fynbos industry has 

historically been loosely organised and weakly regulated.  In environmental terms, this has 

led to excessive pressure being placed upon the resource base as marketable species have 

been exploited beyond their capacity to reproduce successfully.  Other threats to the fynbos 

ecosystem include alien species infestation, agricultural conversion, property development 

and uncontrolled fires (Ashwell et al, 2006). 
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Concerted efforts to conserve the fynbos originated from a campaign to save the 580 hectare 

Flower Valley Farm from possible conversion into a vineyard.  UK-based conservation NGO, 

Fauna & Flora International (FFI), purchased the farm in 1999.  The FVCT was established 

and, with financial backing from regional, national and international conservation 

organisations, this rapidly emerged as the standard bearer for fynbos conservation (Bek et al, 

2010).  Its approach has included linking conservation and social investment with market 

engagement (FFI, 2006).  Under the auspices of the Agulhas Biodiversity Initiative (ABI), the 

FVCT has developed the concept of ‘sustainable wild harvesting’ and a Sustainable 

Harvesting Code of Practice, whereby wildflower picking can be both economically and 

environmentally sustainable. 

 

[Figure 1. ‘Flower Valley in its Regional Context’ about here]. 

 

The FVCT enjoyed the status of a cause celebre amongst the donor community, which 

enabled privileged access to influential networks.  Through these networks, interest was 

gained from Marks and Spencer.  In order to supply fynbos to Marks and Spencer, suppliers 

are required to attain sustainable harvesting accreditation, whereby members of their picking 

teams undertake training.  The pilot involved eight suppliers based in the Agulhas Plain.  In 

2004, the Fynsa pack shed operation was legally separated from the Trust in order to 

overcome actual and perceived conflicts of interest.  Fynsa’s management believed that 

accessing niche markets via long-term relationships with retailers was essential if the project 

was to become self-sustaining.  In this sense, becoming part of a global supply network was 

crucial to achieving a set of interconnected goals concerning social and economic 

development and, perhaps paradoxically, conservation. 
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Fynsa’s bouquet production has grown from 314,000 bouquets in 2008, the vast majority of 

which were sold as ‘Cape Flora bouquets’ to Marks and Spencer, to 489,000 in 2011.  Marks 

and Spencer still makes up more than 80% of Fynsa’s market.  However, in 2009 South 

African retailer, PicknPay, agreed to stock Fynsa bouquets in their Western Cape (and now 

also Eastern Cape) stores.  The UK supermarket chain, J Sainsbury plc, also became a Fynsa 

customer in 2011. In economic terms, sustainable harvesting supply chains represent a 

development success story.  Although small in scale relative to the size of the ‘mainstream’ 

wildflower harvesting industry, sustainable wildflower harvesting supports full-time 

employment for around 130 workers, either picking on neighbouring supplying farms or 

working in the pack sheds. 

 

Changing articulations of supply chain ethicality: lessons from Flower Valley 

Strategising ethicality: sustainability strategies and entanglements with retailers’ brands 

In what follows we observe the central role played by brands and the branding of ethicality in 

the economic geography of the retailer-supplier relationship in the case of sustainable 

wildflower harvesting.  While acknowledging and attending to the specificities of a very 

explicit and deliberate branding of environmental and social sustainability in the case of Cape 

Flora bouquets and their prime retail buyer, Marks and Spencer, the example nonetheless 

connects to a broader political-economic context in which forms of ethical trade associated 

with private codes and standards are related in increasingly complex ways to the brand 

identities of corporate retail buyers. 

 

While ethical trading on the part of retailers has a long history in the case of some companies, 

the use of private standards as a pervasive tool for managing ethical trade gained significant 
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momentum during the 1990s when critical media attention and campaigning directed 

consumers’ attention to poor labour conditions in the global supply chains of leading, high-

profile brands such as Nike, Gap and Wal-Mart (Klein, 2000).  This came at a time of an 

“intensified rise of branding during the 1990s” (Pike, 2009, 624), when companies sought 

ever more sophisticated ways of not only labelling and marketing products and services, but 

also selling lifestyles, ideals and values through brands to increasingly reflexive consumers 

(Hudson, 2005; Jackson and Taylor, 1996; Mansvelt, 2006).  The glossy images of high-

profile brands were attacked dramatically in very public media exposés of labour conditions 

in global supply chains during the 1990s and 2000s (Hughes et al, 2007; Klein, 2000).  In a 

context of globalisation and neo-liberalisation, voluntary codes of labour practice and 

environmental standards were adopted to protect brand images and corporate reputations in 

the face of growing political pressure.  This in turn has been part of a wider shift whereby, as 

Power et al (2009) argue, the management of reputational risk has become a key 

organisational feature of the economy and society in the current period of late modernity.  For 

retailers, occupying a pivotal position between worlds of production and consumption, the 

dual management of supply chains and consumer-facing brand identities is fundamental to 

maintaining profitability (Dixon, 2007). 

 

While getting ‘behind’ the fetish of the branded commodity to ‘unveil’ previously hidden 

social relations of production still resonates with NGOs, labour unions and critical journalists, 

supply chain ethicality today appears to have a rather more complex relationship with the 

brands of retailers.  As ethical codes and standards for supply chains have become a more 

expected and integral part of retailers’ supply chain organisation (Busch, 2011; Fox and 

Vorley, 2004; Lang et al, 2009), so they have become more intertwined with consumers’ 

understandings, expectations and imaginative geographies of commodities and their systems 



13 
 

of provision (Barnett et al, 2011; Hall, 2011; Jackson et al, 2009; Moor and Littler, 2008).  

An albeit variable consumer awareness of supply chain ethicality means that companies are 

compelled to respond to sets of ethical expectations not only in their supply chain 

organisation through the use of private standards, but also in the management of their 

consumer-facing images.  While there is of course marked differentiation in terms of how 

retailers implement and market ethical credentials (Hughes, 2005), the past decade has 

witnessed an overall mainstreaming of sustainability programmes incorporating both social 

and environmental responsibility as integral parts of retailers’ corporate strategies (Fuchs et 

al, 2009; Lang et al, 2009; Vorley, 2007).  Thus, the majority of retailers are developing ever 

more detailed and careful programmes and policies for managing sustainability in their 

supply chains.  The communication of these programmes to the consuming public, to 

shareholders and to influential governmental and non-governmental institutions has also 

become increasingly important. 

 

This corporate mainstreaming and marketing of sustainability strategies demands careful 

critique, avoiding both over-celebratory and hyper-critical accounts.  A more complex 

entanglement of supply chain ethicality and retailer branding demands conceptualisation 

combining the political-economic frameworks of GVCs and GPNs on supply chain 

organisation with those used in geography and cultural studies to capture the cultural politics 

of consumption, brands and identities (Cook and Harrison, 2003; Hudson, 2005; Mather and 

Rowcroft, 2004).  Through the example of sustainably-harvested wildflowers sold to UK and 

South African retailers, we draw on Pike’s (2009) nuanced approach to the geographical 

entanglements of branding in order to show how notions of ethicality and sustainability 

themselves become part of the product and retail brand, while also having organisational and 

material consequences across the supply chain. 
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Marks and Spencer is one of the most high-profile UK high street retail chains, with a brand 

reputation for quality, affordability, trust and long-term supply relationships.  Thus, the 

targeting of labour standards in its global supply chains from the mid-1990s onwards has had 

significant corporate consequences.  Most significantly, Marks and Spencer was very quick to 

devise and implement voluntary ethical trading codes for its supply chains.  This came at the 

same time as its traditional policy of sourcing garments only from UK suppliers was 

systematically dismantled in a context of rapid globalisation (Crewe, 2004; Tokatli et al, 

2008).  Marks and Spencer was one of the early members of the UK’s ETI at its inception in 

1997 and continues to be one of its most advanced and influential members.  In very similar 

ways to other high-profile brands, such as Nike and Wal-Mart, whose supply chains were 

also placed under scrutiny at an early stage, Marks and Spencer has developed one of the 

most comprehensive ethical trading programmes in the UK, incorporating not only the ETI’s 

Base Code of labour practice and systems for monitoring its implementation, but also 

extensive and innovative programmes of supplier training, remediation work and 

sustainability strategies integrating environmental and social elements of its business. 

 

In a context where NGOs and the media continue to place pressure on corporations with 

respect to the treatment of workers in their supply chains, these extensive programmes of 

ethical trading work were outlined by Marks and Spencer’s Head of Responsible Sourcing in 

her letter to the Executive Director of the Africa Division of Human Rights Watch in 2011.  

This NGO wrote to the majority of UK food retailers, asking them about their ethical trading 

policies, at the time it launched its report on Ripe with Abuse: Human Rights Conditions in 

South Africa’s Fruit and Wine Industries.  Illustrating the mainstreaming of corporate 

sustainability and its communication, Marks and Spencer’s response highlighted its very 
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high-profile sustainability strategy, Plan A, which was launched in 2007 with the objectives 

of improving energy efficiency, reducing waste and developing healthy product ranges, as 

well as improving sustainable sourcing (Beavis, 2012).  Also emphasised in the letter was the 

retailer’s project work in South Africa initiated in 2006 with the FVCT.  This signalled the 

positioning of Marks and Spencer’s relationship with the FVCT not only in terms of the 

worthiness of the Flower Valley project itself, but also as a key element of its sustainability 

strategy and management of Marks and Spencer’s reputational risk. 

 

Embodying elements of conservation, social upliftment
2
 and economic empowerment, 

the FVCT and its commercial partner, Fynsa, represent ideal supply chain partners for 

Marks and Spencer as part of their Plan A sustainability programme.  Moreover, FVCT 

and Fynsa also fit well with Marks and Spencer in terms of their dependability and 

ability to supply their luxury Cape Flora bouquets of wildflowers at appropriate price 

points
3
 to their customer base.  Built on the foundation of Marks and Spencer’s strong 

support of FVCT and Fynsa, a very close supply relationship has been developed that 

fits with Gereffi et al’s (2005) GVC category of relational governance.  Close ties 

reflect the need for regular discussion about changing bouquet design, as well as 

payment terms and logistics.  However, there are also strong supply chain links 

concerning the integration of FVCT into Marks and Spencer’s Plan A agenda, as the 

FVCT Enterprise Development Manager explains: 

 

“[The Head of Responsible Sourcing for Marks and Spencer] is coming over to 

meet all Marks and Spencer suppliers in Cape Town. Flower Valley will have its 

own private session with her to reinforce our social and environmental 

credentials. There’s lots of preparation to do. Marks and Spencer comes out once 

a year to talk to suppliers in a mini-summit. They explained how Plan A works 

                                                           
2
 ‘Upliftment’ is the term used in policy and legal documents in South Africa when referring to 'previously 

disadvantaged groups’ 
3
 Cape Flora bouquets typically retail at prices between £10 and £25. 
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last year ... [The Head of Responsible Sourcing] and her teams also come to visit 

the farms. She has been to Flower Valley a few times” (Interview, 24/09/10). 

 

As in the case of all long-term supply relationships based on trust, there are also relations of 

power at work, which reflect the uneven development and inequalities that Pike (2009) 

argues can be intimately connected to geographies of branding.  FVCT, Fynsa and their 

suppliers all acknowledge in interviews that without the developmental support and custom 

of Marks and Spencer, they would not exist and their fynbos conservation programmes would 

likely be lost.  Neither over-celebratory narratives of corporate sustainability, nor hyper-

critical accounts of green-wash capture adequately this complex connection of dependency.  

Rather, the supply relationship requires the nuanced perspective called for by Pike (2009), 

which embraces the cultural politics of the branding process and at the same time recognises 

material consequences involving inequalities.  This is further illustrated through the ways in 

which the ‘Flower Valley story’ has been both selectively presented, and yet also sometimes 

hidden, through heavily branded retail spaces. 

 

While the Flower Valley story clearly fits with the dimensions of the Marks and Spencer 

brand concerned with product quality, difference and ethicality, and the supply relationship 

has been used within a corporate defence of the retailer’s ethical reputation, the promotion of 

the Flower Valley story through retail spaces has been uneven.  As with many other product 

lines explicitly labelled as ethical and/or sustainable (Bryant and Goodman, 2004), attaching 

images of the product and place of production to the label has become part of Cape Flora’s 

presence in UK markets.  Since 2010, the bouquets sold in Marks and Spencer stores and 

delivered to customers through the online business have labels with an image of the fynbos 

landscape and a brief description of the FVCT project, in order that consumers can connect 

with the conservation and empowerment initiatives they are supporting through their 
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purchases.  However, the image on the label is quite blurred and the label itself can only be 

seen when a customer in a store picks the bouquet from the bucket.  The Director of FVCT 

commented that the Flower Valley story is much more prominent when a customer receives 

the flowers as a gift delivered to their home and sees the label when the flowers are 

unpacked, or when a customer ordering online clicks on the Flower Valley story under the 

retailer’s section on Plan A (Interview, 07/09/10).  In stores, the aesthetic qualities of the 

wildflower bouquets appear to matter more than the labelling of ethical credentials.  This is, 

in part, linked to a deliberate management of products and in-store design, but might also be 

attributed to caution on the part of a retailer when communicating particular ethical 

credentials of their supply chains that might invite critical scrutiny. 

 

In addition to the complexity of branding and communicating ethicality observed within the 

context of a single retailer, there is also marked differentiation in the ways that Cape Flora 

bouquets are marketed through different retail clients’ channels.  For example, Fynsa’s 

presence in the Western and Eastern Cape stores of South Africa’s second largest 

supermarket chain, PicknPay
4
, also fits with the sustainability narrative of this retailer 

(FVCT, 2011).  However, the most notable contrast with UK retail buyers in terms of how 

the Flower Valley story is articulated through PicknPay’s retail spaces is that, for South 

African consumers, the ethical appeal of fynbos is not only that it represents a conservation 

success story, but also that it is a local product and linked explicitly to empowerment in 

PicknPay’s product promotions (Interview with the Head of Sustainability, PicknPay, 

30/11/11).  This is significant given that forms of local sourcing from within South Africa are 

viewed by corporate actors and the consuming public as central elements of sustainability in 

                                                           
4
 PicknPay is second to Shoprite and above Spar Group in terms of share of the South African grocery market 

with 34.6% (by value) in 2009  (Ntloedibe, 2010). This is ahead of the market entry of Wal-Mart (Durham, 

2011). 
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South African retail strategies.  While more research is needed on this theme, it suggests that 

the same Cape Flora bouquets viewed by retailers and consumers in the UK as ‘exotically 

ethical’ are valued in somewhat different ways by South African consumers on account of the 

local meanings and short supply chains they embody.  In terms of changing articulations of 

ethicality, this difference illustrates the importance of place to the construction and 

interpretation of what counts as ethical.  We suggest that these arguably more entangled 

geographies of ethically-inflected branding and retailers’ sustainability strategies for supply 

chains need to be acknowledged in further critical research on retailers and private ethical 

standards in global production networks. 

 

Embedding ethicality: challenging the putative flow of ethical codes from global North to 

South 

Although there has long been a crucial role for labour unions and civil society organisations 

at sites of production in the global South in both campaigning for more ethical workplace 

initiatives and shaping existing programmes (Miller, 2004; Prieto et al, 2002; Prieto-Carron, 

2006), ethical codes and standards have been frequently devised in the global North and are 

assumed to be universal and exportable to the global South.  While responding to inequities 

and exploitative relationships in global production networks is desirable, these ethical 

interventions have a tendency to construct agencies within the global North as ‘ethical’ 

actors, while the terrain of production in the global South is constructed as ‘unethical’ and 

requiring external intervention and regulation (Freidberg, 2003).  This ignores the fact that 

countries like South Africa, for example, have comprehensive labour laws (if not always the 

capacity to implement these, especially within the agricultural sector), plus a commitment (at 

least on paper) to more radical ethical issues, such as economic empowerment.  In addition, 

ethical interventions are often driven by Northern ethical concerns with minimal 
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consideration for socio-economic realities in the South (Neilson and Pritchard, 2009).  

However, there are recent examples of a more proactive role in ethical trade being played by 

actors in the global South.  This is seen, for example, in the re-writing of Fairtrade rules in 

South Africa because of the requirement to include both land reform and Broad-based Black 

Economic Empowerment (BBBEE) (Kruger and Du Toit, 2007).  Indeed, there is growing 

debate on the increasing participation of the global South in re-shaping the agenda of the 

Fairtrade movement as a whole (Wilkinson and Mascarenhas, 2007).  Here, we focus on how 

different institutional actors in South Africa are actively influencing the ethical codes and 

standards applicable to suppliers like Fynsa in the Western Cape. 

 

For Fynsa and the sustainable harvesting supply network, as with all other South African 

producers, compliance with a wide range of overseas retail buyers’ standards has been a 

fundamental part of their business in a neoliberal context (Bek et al, 2007; Mather and 

Greenberg, 2003; McEwan and Bek, 2009a,b).  The ETI Base Code has been particularly 

influential given its adoption by the majority of UK high street retailers and supermarket 

chains, and this has been a key tool used by these retail buyers to manage reputational risk 

associated with labour conditions in their supply chains.  However, recently there has been 

acknowledgement by retailers that the implementation of these generic codes has to be more 

carefully managed in local contexts of supply.  In response, most retailers sourcing from 

South Africa have pursued a strategy of setting up in-country ethical trading teams at sites of 

production in the global South, which mirrors the corporate retail strategy of developing 

buying teams and hubs in key production regions (Coe and Wrigley, 2007).  Indeed, the local 

ethical trading managers often sit alongside these buying teams.  These UK retail strategies 

represent one organisational mechanism for localising ethical trading strategy (Interviews 

with retailers’ ethical trading managers, 29/11/11, 02/12/11).  In South Africa, this corporate 
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strategy is accompanied by the growing role of South African retailers in shaping the 

strategic agenda for ethical sourcing in the country.  Award-winning programmes of 

PicknPay are a case in point, but Shoprite too runs corporate responsibility and sustainability 

programmes, and the niche, high-value retailer, Woolworths, has a high-profile Good 

Business Journey strategy including codes and audits for ethical sourcing (Interview, 

28/11/11)
5
.  Fynsa suppliers specifically referred to the increasing power of South African, as 

well as overseas, retailers in defining production standards (Interview, 22/09/10). 

 

In addition to corporate retail strategies, the more political role of South African non-

corporate institutions also reflects the growing participation of South African-based actors in 

driving changing spatial articulations of ethical code implementation.  For example, WIETA 

(the Agricultural Ethical Trade Initiative, South Africa) receives considerable attention from 

ethical trading practitioners and academics (see McEwan and Bek, 2009a).  During 2006, in 

order to ensure social standards, Marks and Spencer encouraged Fynsa’s supply network to 

become a WIETA member (Bek et al., 2007).  While WIETA is accepted by overseas 

retailers and builds on core ILO conventions at the heart of the majority of ethical codes, it 

also incorporates social clauses of direct relevance to South Africa including joint worker-

management participation in implementation (complementing BBBEE measures), elements 

of South African labour laws, and issues such as security of tenure for farm workers.  During 

2009, Fynsa and four of its suppliers received full WIETA accreditation.  Although the 

influence of Northern retailers and brands downstream in endorsing WIETA and requiring 

strict monitoring by suppliers is significant, WIETA’s ethical code is nonetheless firmly 

embedded in the South African context in which ‘being ethical’ requires both a commitment 

to empowering previously disadvantaged people and security of tenure for workers. 

                                                           
5
 It remains to be seen how the presence of Wal-Mart in South Africa will also affect the role of retailers in 

terms of influencing corporate sustainability agendas following the corporation’s acquisition in June 2011 of the 

South African general merchandising chain, Massmart Holdings Limited. 
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The role of WIETA in the national-institutional context of South African export production 

illustrates the kind of territorial and network embeddedness of global production networks 

theorised by economic geographers (Coe et al, 2004) and reflects how institutions in terms of 

both organisations and place-based norms and values shape the articulation of ethical trade 

through supply networks (Neilson and Pritchard, 2009).  Another example of a South African 

institution re-shaping programmes of work on ethical trade is that of Fruit South Africa.  This 

is an organisation bringing together four key growers’ associations in the country’s fruit 

industry and the Fresh Produce Exporters’ Forum, representing 5,000 producers and 400,000 

workers.  The body’s aim is to ensure a harmonised approach to improving labour conditions 

on South African farms, which ensures that international and local ethical trading standards 

are aligned not only in the fruit industry, but also in other related sectors such as floriculture.  

Its stated goals also include the management of commercial risk related to ethical trade. 

 

Fruit South Africa was established in 2008 to develop a single South African-based ethical 

standard and programme in order to provide retail buyers with assurance that working 

conditions are sound in their South African supply base, and to ensure that South African 

suppliers need only undergo one ethical audit that meets with international and local labour 

standards, retailers’ requirements and national labour laws.  The resulting ethical code 

represents an alignment of the international standards and tools developed in the prominent 

Global Social Compliance Programme (GSCP) with elements of South African law, the 

country’s Skills Development Act and BBBEE.  The first edition of Fruit South Africa’s 

Ethical Trade handbook was launched in October 2011 with the endorsement and financial 

support of UK retailers including Sainsbury, Waitrose, Co-operative Food, Tesco and Marks 

and Spencer.  The FVCT has been involved in this programme and, despite the contribution 
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of retailers overseas, the agency of South African organisations is notable.  As the Ethical 

Trade Manager for South Africa of one UK retailer explained, “... [I]t is not now the retailers 

dictating what the requirements are, it is Fruit South Africa saying, ‘We are here’.  It is a 

change, a turnaround” (Interview, 29/11/11).  This view is endorsed by the Ethical Portfolio 

Representative of Fruit South Africa: 

 

“[T]he whole principle was that we need to drive this ourselves. We must not just 

be in a position of reacting to pressures. We need to be more proactive. We need 

to be more positive about it as an industry… We are saying, let’s deal with things 

around the table rather than running off to the newspapers” (Interview, 15/02/11). 

 

In addition to the applicability of WIETA and Fruit South Africa programmes informing the 

wider agricultural sector, the case of sustainable harvesting of fynbos also involves ethical 

codes originating more firmly from within the Western Cape and relating specifically to 

wildflowers.  For example, regional conservation knowledge about fynbos informs FVCT’s 

Sustainable Harvesting Code of Practice, which lies at the heart of the NGO’s mission and 

which unsurprisingly goes much further than buyer-led and other institutional codes on the 

environmental governance of supply.  The initial Code of Practice resulted from research and 

analytical input from a range of local stakeholders, including NGOs, landowners and 

botanical experts.  Through links with fynbos scientists, more sophisticated understandings of 

the resilience of different species is emerging, which in turn facilitates refinements in the 

harvesting guidelines.  This illustrates the addition of very locally-driven ethical codes that 

interweave broader, national and international private standards in this particular case. This 

further implies not only a growing voice for South African actors in shaping the private 

ethical standards at sites of production, but also a complex institutional hybridity requiring 

theorisation through a combination of political-economic and cultural analytical frameworks. 
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Practising ethicality: addressing tensions between commercial demands and ethical codes 

In addition to exploring the strategising and branding of what counts as ethical, and the 

geographies concerning where and through which institutions this takes place, understanding 

the politics of putting ethical standards into practice in the context of retailers’ extant supply 

networks is also significant.  Of particular importance is the conundrum facing ethical trading 

practitioners regarding the implementation of ethical codes in the context of global supply 

networks governed by intense, buyer-driven demands.  This conundrum shows that while 

organisations and initiatives at sites of production in the global South are more proactively 

shaping ethical trading agendas, these agendas are not always easily aligned to retailers’ 

commercial demands in practice (see Hughes et al, 2010 for discussion of the ETI’s projects 

on purchasing practices). 

 

For FVCT and Fynsa, there have been clear examples of challenges experienced whereby the 

commercial demands of UK retailers have placed pressure on fynbos suppliers.  In the 

following analysis, we illustrate this by attending to issues where retailers’ demands in the 

areas of bouquet design, pricing pressure and ordering lead times put pressure on suppliers’ 

ability to comply with FVCT’s Sustainable Harvesting Code of Practice and accompanying 

labour standards represented by WIETA and Fruit South Africa codes.  Although FVCT and 

Fynsa have made significant strides in establishing the Sustainable Harvesting Code of 

Practice, there is some digression from this code caused in part by commercial pressures. 

 

Regarding bouquet design, interviews revealed that product development managers and 

buyers representing UK retailers continue to exert far more influence than their South African 

retail counterparts.  In the flower industry, this role for retailers in product design has been a 

key part of corporate strategies to gain market share from traditional florists, to exert control 
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over growers through more direct supply chains, and to capitalise on the alignment of 

bouquet production with tastes and trends in the sphere of consumption (Barrett et al, 2004; 

Hughes, 2000).  Such emphasis on bouquet aesthetics and design, although not fundamentally 

in contradiction to the model of sustainable harvesting for wildflower bouquets, presents 

some clashes of interest in practice.   For example, species availability is seasonal in the wild 

and prone to variations driven by minor, but commercially significant, annual and other 

climatic vagaries.  Also, the Enterprise Development Manager for FVCT acknowledges the 

challenges of meeting both commercial and ethical standards for wildflower bouquets in the 

context of export markets preferring long, straight stems and unmarked flowers, for example 

(interview, 07/09/10).  The following extract from an interview with a supplier reflects the 

difficulties this presents for wildflower harvesting: 

 

“Last month I had a big reject from [a pack shed] on product where the leaves had 

brown spots and they rejected it for this reason ... They rejected a huge amount 

and I told them I don’t want to pick them anymore, but they said the line is 

running, we must pick. So, rejection is more than cutting the wrong way. One of 

the other reasons [for rejection] is stem length, but if you cut shorter then you are 

cutting more sustainably than long. It is all on appearance as things sit on the 

shelf” (Interview, 22/11/11). 

 

Retailers’ demands for minimum stem lengths can mean that re-sprouting species are cut too 

short and many other species are precluded from usage, putting greater pressure on a small 

number of species.  Another example where the power of buyers downstream is equally 

problematic for sustainable harvesting and labour codes concerns pricing pressures.  One 

supplier reflected on this pressure and its implications for wages in the context of particular 

market pressures associated with global economic recession in 2009 (Interview, 22/09/10).  

The following extract from an interview with another supplier articulates a more general and 

recent downward pressure on prices exerted through the organisational intermediaries of the 

sustainable harvesting supply chain: 
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“They [the pack shed] now put more stems into their bouquets and the way to get 

more stems is they take from our price.  We are nearly on the boundary with [the 

pack sehd], all the suppliers feel the same. We need the volume because [the pack 

shed] is taking a lot of product that we cannot sell through the wholesale line ... 

[The pack shed]’s prices for three or four years have been the same” (Interview, 

22/11/11). 

 

The Head of Technical for the UK-based supplier of Fynsa flowers notes, however, that in 

the context of Marks and Spencer’s supply chains, the corporate focus on high-quality goods 

rather than lowest-cost product lines has at least allowed it to avoid some of the ‘race to the 

bottom’ strategies common to other retailers’ supply chains (Interview, 14/09/11).  What has 

arguably been a more chronic issue for wildflower harvesting are the demands exerted by 

large orders and short lead times, which place pressure on suppliers attempting to comply 

with the FVCT Sustainable Harvesting Code of Practice.  As one supplier summarised, 

despite supporting the Sustainable Harvesting Code of Practice, “The only way to do this 

fynbos is to pick a high volume, pick a lot of it. We must expand, we need more orders” 

(interview, 27/09/10).  Suppliers explain that they often receive orders from the pack shed the 

night before, or sometimes on the day the order is due, despite the fact that the retailers tend 

to place their orders a week ahead with  the pack shed.  They therefore have little time to plan 

the most effective use of their resources in ecological terms, which in turn puts pressure on 

workers who have to deliver the orders.  Thus, negative impacts upon the environment and 

labour standards cannot be purely understood as inevitable outcomes of unidirectional 

pressures imposed by retailers, since local agency in business management, whether within a 

supplying team or a pack shed, can also exert an influence upon outcomes for the 

environment and workers.  It is certainly the case that some local operators have been better 

able to manage downward pressures than others.   This supports the applicability of a more 

relational notion of power in supply networks, as suggested by Tokatli et al (2008). 
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According to WIETA audits and a linked socio-economic study conducted in 2009 pickers 

interviewed on the Flower Valley farm and other neighbouring farms involved in sustainable 

harvesting reported relatively good working conditions, and wages are often substantially 

higher than the mainstream wildflower industry.  However, a review of the Sustainable 

Harvesting Code of Practice conducted in March 2011 found that, amongst other factors such 

as communication challenges for migrant workers and a need for further training, pressure to 

meet orders occasionally results in digression from elements of the code concerned with off-

take limits and the length of stem cutting.  On a positive note, though, FVCT is working to 

ensure that retailers’ demands become more commensurate with sustainability targets.  The 

review exercise held in 2011 and a growing emphasis on training for pickers illustrates this 

objective and is also supported by a deepening role for FVCT’s Enterprise Development 

Manager to ensure that retailers’ requirements are more effectively managed through the pack 

shed and communicated more efficiently to farmers in order to increase lead times for them 

and to reduce any unnecessary uncertainty concerning orders.  It is interesting to note that 

that the drive to improve business practice is coming via the NGO. 

 

To complement these developments within sustainable harvesting supply chains, Fruit South 

Africa is also beginning to engage with the purchasing practices debate; working in part 

through the ETI and its project work (Interview, Ethical Portfolio Representative, Fruit South 

Africa, 15/02/11).  While this move by Fruit South Africa and the FVCT initiatives are in 

their infancy and face considerable challenges, they nonetheless show how the more 

prominent role for South African organisations in defining ethicality promises to influence 

the developing debate around retailers’ purchasing practices and the problems they pose for 

putting ethical standards into practice.  Tying together the themes of embedding and 
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practising ethicality, the tensions between mainstream corporate targets of profit 

maximisation and objectives of sustainability are, therefore, not simply experienced passively 

at sites of production in South Africa, but are also being acknowledged and challenged by 

actors in this particular context. 

 

Conclusion 

This paper has used the specific case of a sustainable harvesting supply chain for wildflower 

bouquets, linking the Western Cape with UK and South African retail spaces, to highlight 

some significant developments in the field of corporate retailer power and the use of private 

standards for ethical trade.  First, on the theme of strategising ethicality, the case study 

illustrates the complex ways in which the ‘Flower Valley story’ relates to the Marks and 

Spencer brand and its Plan A corporate sustainability strategy, as well as with the ethical 

trading programmes of other retail clients.  We argue that a combination of political-

economic and cultural theorisation, in line with Pike’s (2009) approach to geographies of 

brands, is required to understand the arguably intensifying entanglements of corporate 

sustainability strategies and retailers’ brand identities. 

 

Second, the growing role played by South African organisations (producers, retailers, NGOs, 

governmental institutions, unions and consultancy firms) in shaping ethical standards is 

illustrated in the case of Cape Flora in a context where European retail standards have tended 

to dominate.  This embedding of ethical standards in the South African context highlights not 

only retailer strategies of localising their ethical trading policies, but also more radical shifts 

through which national South African institutions and the local initiatives of the FVCT are 

more proactively re-defining the ethical codes themselves.  This demands a recognition of 
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more spatially hybridised networks through which ethical standards are constructed than 

currently dominates the literature on retailers and ethical trade. 

 

Third, we discuss the challenges faced by suppliers in the sustainable wildflower harvesting 

supply chain when retailers’ demands concerning bouquet design, pricing and delivery 

sometimes induce contraventions of clauses of the sustainable harvesting and ethical labour 

codes.  These contradictory requirements illustrate the ways in which ethical economic 

spaces are often problematically intertwined with the logics of capital.  However, we suggest 

that such contradictions are not the inevitable result of structural and competing rationalities, 

but rather are constructed through sets of ongoing practices in the operationalisation of 

buying processes and sustainability initiatives as they touch down in particular localities.  

Such a view is aligned to practice-based and relational notions of alternative and 

conventional economic spaces (Lee and Leyshon, 2003). 

 

Taking a geographical approach, we acknowledge the specificities of this case study that are 

informed, for example, by the materiality of the wildflower commodity, the geographical 

particularities of the Western Cape and the networks linking this site of production with UK 

retail spaces.  However, in linking this case study to broader debate on retailer power, global 

production networks and ethical trade, we have drawn some lines of connection to wider 

issues of ethical strategising and brands, ethical interventions by institutions in the global 

South and arenas of debate concerning purchasing practices, which suggest that our case 

study fits with broader-level shifts in the orientation of ethical trading agendas.  Furthermore, 

we emphasise the importance of this case study in drawing attention to the role that Southern 

agency can play in shaping ethical codes within supply chains even where power relations 

remain unequal.  Although internal contestations exist between South African stakeholders, 
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they are collectively influencing the content and delivery of ethical codes and practices.  

Precisely how these shifts will benefit producers, workers and the environment is as yet 

unclear, although the Flower Valley story offers some encouraging signs.  What this reflects 

is the growing strategic significance of national-institutional contexts in the case of ‘rising 

powers’ in terms of private ethical standard-setting.  We suggest there is a need for further 

research on each of the three developments highlighted in this paper, and the links between 

them, in order to capture the changing landscape of ethical standards and supply networks.  

Economic geography, embracing a combination of political-economic and cultural 

approaches, together with its sensitivity to place, offers a set of perspectives to advance 

understanding of this rapidly changing landscape. 

 

Acknowledgements 

The sustainable harvesting case study is part of a wider research project entitled “Ethical production 

in South Africa: Advancing a cultural economy approach.” We are grateful to the Leverhulme Trust 

(F/00128/BE) for funding this research. The funding source had no involvement in the, study design, 

the collection, analysis and interpretation of data, preparation of the article, writing the report, or in 

the decision to submit the article for publication. We would also like to express our thanks to the 

participants in the research, especially to the Executive Director and Conservation Co-ordinator at 

FVCT, without whom the research at Flower Valley would have been impossible. We thank also the 

many people involved in sustainable harvesting, associated NGOs and businesses who gave freely of 

their time. Marianna Afrikaaner at FVCT provided organisational assistance; Colin Tucker and Rhoda 

Malgas (both of Stellenbosch University) assisted with some of the interviews that inform this piece. 

We are grateful to two anonymous referees for their constructive comments on the paper. 

 

References 



30 
 

Ashwell, A., Sandwith, T., Barnett, M., Parker, A., Wisani, F. (2006) Fynbos Fynmense: 

People Making Biodiversity Work. Pretoria: South African Biodiversity Institute, SANBI 

Biodiversity Series 4. 

 

Barnett, C., Cloke, P., Clarke, N., Malpass, A. (2011) Globalizing Responsibility: The 

Political Rationalities of Ethical Consumption. Chichester: Wiley-Blackwell. 

 

Barrett, H.R., Browne, A.W., Ilbery, B.W. (2004) From farm to supermarket: the trade in 

fresh horticultural produce from sub-Saharan Africa to the United Kingdom, Chapter 1 in 

Hughes, A., Reimer, S. (eds) Geographies of Commodity Chains (Routledge: London and 

New York) pp. 19-38. 

 

Barrientos, S. (2008), Contract labour: the ‘achilles heel’ of corporate codes in commercial 

value chains, Development and Change, 39: 977-990. 

 

Barrientos, S., Smith, S. (2007), Do workers benefit from ethical trade? Assessing codes of 

labour practice in global production systems, Third World Quarterly, 28: 713-729. 

 

Beavis, L. (2012), M&S: doing the right thing leads to change for the better, The Guardian 

Sustainable Business Best Practice Exchange, http://www.guardian.co.uk/sustainable-

business/best-practice-exchange/marks-and-spencer-change-better (accessed 13/06/12). 

 

Bek, D., McEwan, C., Bek, K. (2007), Ethical trading and socio-economic transformation: 

critical reflections on the South African wine industry, Environment and Planning A, 39: 

301-319. 

http://www.guardian.co.uk/sustainable-business/best-practice-exchange/marks-and-spencer-change-better
http://www.guardian.co.uk/sustainable-business/best-practice-exchange/marks-and-spencer-change-better


31 
 

 

Bek, D., Binns, T. and Nel, E. (2010), Wild flower harvesting on South Africa’s Agulhas 

Plain: a mechanism for achieving sustainable Local Economic Development?,  Sustainable 

Development (doi 10.1002/sd). 

 

Blowfield, M.E., Dolan., C.S. (2008), Stewards of virtue? The ethical dilemma of CSR in 

African agriculture, Development and Change, 39: 1-23. 

 

Burch, D. and G. Lawrence. (2005), Supermarket own brands, supply chains and the 

transformation of the agri-food system, International Journal of Sociology of Agriculture and 

Food, 13: 1-18. 

 

Burch, D., Lawrence, G. (2007), Supermarket own brands, new foods and the reconfiguration 

of agri-food supply chains. In Burch, D., Lawrence, G. (eds) Supermarkets and Agri-food 

Supply Chains: Transformations in the Production and Consumption of Foods. Cheltenham: 

Edward Elgar, pp. 100-128. 

 

Bryant, R., Goodman, M. (2004), Consuming narratives: the political ecology of 'alternative' 

consumption, Transactions of the Institute of British Geographers, 29: 344-366. 

 

Busch, L. (2011), The private governance of food: equitable exchange or bizarre bazaar?, 

Agriculture and Human Values, 28: 345-352. 

 

Christopherson, S., Lillie, N. (2005), Neither global nor standard: corporate strategies in the 

new era of labor standards, Environment and Planning A, 37: 1919-1938. 

http://onlinelibrary.wiley.com/doi/10.1111/j.0020-2754.2004.00333.x/abstract;jsessionid=C84A3B8769B878DC945EDDFF8FCC5FBD.d01t03
http://onlinelibrary.wiley.com/doi/10.1111/j.0020-2754.2004.00333.x/abstract;jsessionid=C84A3B8769B878DC945EDDFF8FCC5FBD.d01t03


32 
 

 

Clarke, N., Barnett, C., Cloke, P., Malpass, A. (2007), ‘Globalising the consumer: doing 

politics in an ethical register’, Political Geography 26: 231-249. 

 

Coe, N.M. (2004), The internationalization/globalization of retailing: towards an economic 

geographical research agenda, Environment and Planning A, 36: 1571-1594. 

 

Coe, N., Hess, M., Yeung, H.W-C., Dicken, P., Henderson, J. (2004), Globalising regional 

development: a global production networks perspective, Transactions of the Institute of 

British Geographers, 29: 468-484. 

 

Coe, N.M., Hess, M. (2005), The internationalization of retailing: implications for supply 

network restructuring in East Asia and Eastern Europe, Journal of Economic Geography, 5: 

449-474. 

 

Coe, N., Wrigley, N. (2007), Host economy impacts of transnational retail: the research 

agenda, Journal of Economic Geography, 7: 341-371. 

 

Cook, I., Harrison, M. (2003), Cross-over food: re-materialising postcolonial geographies, 

Transactions of the Institute of British Geographers, 28: 296-317. 

 

Crewe, L. (2004), Unravelling fashion’s commodity chains, in Hughes, A. and Reimer, S. 

(eds) Geographies of Commodity Chains. London and New York: Routledge, pp. 195-214. 

 



33 
 

De Neve, G. (2009), Power, inequality and corporate social responsibility: the politics of 

ethical compliance in the South Indian garment industry, Economic and Political Weekly, 

XLIV (22): 63-71. 

 

Dixon, J. (2007), Supermarkets as new food authorities. In Burch, D., Lawrence, G. (eds) 

Supermarkets and Agri-food Supply Chains: Transformations in the Production and 

Consumption of Foods. Cheltenham: Edward Elgar, pp. 29-50. 

 

Dolan, C. (2005), Fields of obligation: rooting ethical sourcing in Kenyan horticulture, 

Journal of Consumer Culture, 5: 365-389. 

 

Dolan, C., Humphrey, J. (2004), Changing governance patterns in the trade in fresh 

vegetables between Africa and the United Kingdom, Environment and Planning A, 36: 491-

509. 

 

Durand, C., Wrigley, N. (2009), Institutional and economic determinants of transnational 

retailer expansion and performance: a comparative analysis of Wal-Mart and Carrefour, 

Environment and Planning A, 41: 1534-1555. 

 

Durham, L. (2011), Opportunities and challenges for South African retailers, Supermarket 

and Retailer, May 2011, pp. 33-35. 

 

FFI (2006) Flower Valley, South Africa, www.fauna-flora/africa/flower_valley.html, 

(accessed 02/03/2006). 

 

http://eprints.soton.ac.uk/66334/
http://eprints.soton.ac.uk/66334/
http://www.fauna-flora/africa/flower_valley.html


34 
 

Fox, T., Vorley, B. (2004) Stakeholder Accountability in the UK Supermarket Sector. Final 

report of the ‘Race to the Top’ project. London: International Institute for Environment and 

Development. 

 

Freidberg, S. (2003), Cleaning up down South: supermarkets, ethical trade and African 

horticulture, Social and Cultural Geography, 4: 27-43. 

 

Freidberg, S. (2004), The ethical complex of corporate food power, Environment and 

Planning D: Society and Space, 22: 513-531. 

 

Fuchs, D., Kalfagianni, A. and Arentsen, M. (2009), Retail power, private standards, and 

sustainability. In Clapp, J., Fuchs, D. (eds) Corporate Power in Global Agrifood Governance. 

Cambridge, Massachusetts: MIT Press. 

 

Fuchs, D., Kalfagianni, A., Havinga, T. (2011), Actors in private food governance: the 

legitimacy of retail standards and multistakeholder initiatives with civil society participation, 

Agriculture and Human Values, 28: 353-367. 

 

FVCT (2011), Ethical bouquet receives market boost, FVCT news 10th October 2011, 

http://www.flowervalley.org.za/blog/2011/10/ethical-bouquets-receive-market-boost/ 

(accessed 20/06/12). 

 

Gereffi, G., Humphrey, J., Sturgeon, T. (2005), The governance of global value chains, 

Review of International Political Economy, 12: 78-104. 

 

http://www.flowervalley.org.za/blog/2011/10/ethical-bouquets-receive-market-boost/


35 
 

Hall, S.M. (2011), Exploring everyday ethical consumption: an ethnography of the ethics of 

family consumption, Geoforum, 42: 627 – 637. 

 

Harvey, M. (2007), Supermarkets and asymmetries of economic power. In Burch, D., 

Lawrence, G. (eds) Supermarkets and Agri-food Supply Chains: Transformations in the 

Production and Consumption of Foods. Cheltenham: Edward Elgar, pp. 51-73 

 

Hudson, R. (2005) Economic Geographies: Circuits, Flows and Spaces. London: Sage. 

 

Hughes, A. (2000), Retailers, knowledges and changing commodity networks: the case of the 

cut flower trade, Geoforum, 31: 175-190. 

 

Hughes, A. (2005), Corporate strategy and the management of ethical trade: the case of the 

UK food and clothing retailers, Environment and Planning A, 37: 1145-1163. 

 

Hughes, A., Wrigley, N., Buttle, M. (2007), Organisational geographies of corporate 

responsibility: a UK-US comparison of retailers’ ethical trading initiatives, Journal of 

Economic Geography, 7: 491-513. 

 

Hughes, A., Wrigley, N., Buttle, M. (2010), Ethical campaigning and buyer-driven 

commodity chains: transforming retailers’ purchasing practices? In Goodman, D., Goodman, 

M., Redclift, M. (eds) Consuming Space: Placing Consumption in Perspective. Surrey: 

Ashgate, pp. 123-146. 

 

http://www.ncl.ac.uk/gps/research/publication/3114
http://www.ncl.ac.uk/gps/research/publication/3114


36 
 

Jackson, P., Taylor, J. (1996), Geography and the cultural politics of advertising, Progress in 

Human Geography, 20: 356-371. 

 

Jackson, P., Ward, N., Russell, P. (2009), Moral economies of food and geographies of 

responsibility, Transactions of the Institute of British Geographers, 34: 12-24. 

 

Jenkins, R. (2005), Globalization, corporate social responsibility and poverty, International 

Affairs, 81: 525-540. 

 

Konefal, J., Mascarenhas, M. and Hatanaka, M. (2005) Governance in the global agri-food 

system: Backlighting the role of transnational supermarket chains, Agriculture and Human 

Values, 22: 291-302. 

 

Konefal, J., Bain, C., Mascarenhas, M. and Busch, L. (2007), Supermarkets and supply 

chains in North America. In Burch, D., Lawrence, G. (eds) Supermarkets and Agri-food 

Supply Chains: Transformations in the Production and Consumption of Foods. Cheltenham: 

Edward Elgar, pp. 268-288. 

 

Lang, T., D. Barling, D., Caraher, M. (2009) Food policy: Integrating Health, Environment 

and Society. Oxford: Oxford University Press. 

 

Lee, R., Leyshon, A. (2003), Conclusion: re-making geographies and the construction of 

‘spaces of hope’. In Leyshon, A., Williams, C.C., Lee, R. (eds) Alternative Economic Spaces, 

London: Sage, pp. 193-98. 

 



37 
 

Lund-Thomsen, P., Nadvi, K. (2010), Global value chains, local collective action and 

corporate social responsibility: a review of empirical evidence, Business Strategy and the 

Environment, 19: 1-13. 

 

Mansvelt, J. (2005) Geographies of Consumption. London: Sage. 

 

Mather, C., Greenberg, S. (2003), Market liberalization in post-apartheid South Africa: the 

deregulation of citrus exports, Journal of Southern African Studies, 29: 393-412. 

 

Mather, C., Rowcroft, P. (2004) Citrus, apartheid and the struggle to (re)present Outspan 

oranges, Chapter 8 in Hughes A and Reimer S (eds) Geographies of Commodity Chains, 

London and New York: Routledge,  pp. 156-172. 

 

McEwan, C., Bek, D. (2009a), Placing ethical trade in context: WIETA and the South 

African wine industry, Third World Quarterly, 30: 723-742. 

 

McEwan, C., Bek, D. (2009b), The political economy of alternative trade: social and 

environmental certification in the South African wine industry, Journal of Rural Studies, 25: 

255-266. 

 

Miller, B. (2004), Globalization, sweatshops and glocal organizing, Antipode 36: 575-580. 

 

Moor, L., Littler, J. (2008), Fourth worlds and neo-Fordism – American apparel and the 

cultural economy of consumer anxiety, Cultural Studies, 22: 700-723. 

 



38 
 

Nadvi, K. (2008), Global standards, global governance and the organization of global value 

chains, Journal of Economic Geography, 8: 323-343. 

 

Neilson, J. (2008), Global private regulation and value-chain restructuring in Indonesian 

smallholder coffee systems, World Development, 36: 1607-1622. 

 

Neilson, J., Pritchard, B. (2007), The final frontier? The global roll-out of the retail revolution 

in India. In Burch, D., Lawrence, G. (eds) Supermarkets and Agri-food Supply Chains: 

Transformations in the Production and Consumption of Foods, Cheltenham: Edward Elgar, 

pp. 219-242. 

 

Neilson, J., Pritchard, B. (2009) Value Chain Struggles: Institutions and Governance in the 

Plantation Districts of South India. Chichester: Wiley-Blackwell. 

 

Neilson, J., Pritchard, B. (2010), Fairness and ethicality in their place: the regional dynamics 

of fair trade and ethical sourcing agendas in the plantation districts of South India, 

Environment and Planning A, 42: 1833-1851. 

 

Ntloedibe, M. (2011), Republic of South Africa Retail Foods: 2010 Annual Retail Food 

Sector Report, Global Agricultural Information Network, USDA Foreign Agricultural 

Service. 

 

Ouma, S. (2010), Global standards, local realities: private agrifood governance and the 

restructuring of the Kenyan horticulture industry, Economic Geography, 86: 197-222. 

 



39 
 

Pike, A. (2009), Geographies of brands and branding, Progress in Human Geography, 33: 

619-645. 

 

Power, M., Scheytt, T., Soin, K., Sahlin, K. (2009), Reputational risk as a logic of organizing 

in late modernity, Organization Studies, 30: 165–188. 

 

Prieto M, Hadjipateras, A., Turner, J. (2002), The potential of codes as part of women's 

organisations' strategies for promoting the rights of women workers: a Central America 

perspective. In Jenkins, R., Pearson, R., Seyfang, G. (eds.) Corporate Responsibility and 

Labour Rights: Codes of Conduct in the Global Economy, London: Earthscan, pp.146-159. 

 

Prieto-Carrón, M. (2006), Central American Banana Production – Women Workers and 

Chiquita Ethical Sourcing from Plantations. In Barrientos, S., Dolan, C. (eds.) Ethical 

Sourcing in The Global Food System, London: Earthscan, pp. 97-114. 

 

Privett, S. (2002), Vegetation Survey of Flower Valley Farm. Unpublished Report. 

 

Reardon, T., Timmer, C.P., Barrett, C.B. and Berdegue, J. (2003), The rise of supermarkets in 

Africa, Asia, and Latin America, American Journal of Agricultural Economics, 85: 1140-

1146. 

 

Robinson, P. (2009), Responsible retailing: regulating fair and ethical trade, Journal of 

International Development, 21: 1015-1026. 

 



40 
 

Ruwanpura, K., Wrigley, N. (2011), The costs of compliance? Views of Sri Lankan apparel 

manufacturers in times of global economic crisis, Journal of Economic Geography, 11: 1031-

1049. 

 

Tacconelli, W., Wrigley, N. (2009), Organizational challenges and strategic responses of 

retail TNCs in post-WTO-entry China, Economic Geography 85: 49-73. 

 

Tallontire, A., Opondo, M., Nelson, V., Martin, A. (2011), Beyond the vertical? Using value 

chains and governance as a framework as a framework to analyse private standards initiatives 

in agri-food chains, Agriculture and Human Values, 28: 427-441. 

 

Tokatli, N. (2008), Global sourcing: insights from the global clothing industry—the case of 

Zara, a fast fashion retailer, Journal of Economic Geography, 8: 21-38. 

 

Tokatli, N., Wrigley, N., Kizilgun, O. (2008), Shifting supply networks and fast fashion: 

made in Turkey for Marks and Spencer, Global Networks, 8: 261-280. 

 

Vorley, B. (2007), Supermarkets and agri-food supply chains in Europe. Partnership and 

protest. In Burch, D., Lawrence, G. (eds) Supermarkets and Agri-food Supply Chains: 

Transformations in the Production and Consumption of Foods. Cheltenham: Edward Elgar, 

pp. 243-267. 

 

Wilkinson, J., Mascarenhas, G. (2007), Southern social movements and fair trade. In 

Raynolds, L.T., Murray, D.L., Wilkinson, J. (eds) Fair Trade: the Challenges of 

Transforming Globalization. London and New York: Routledge, pp. 125-137. 

http://eprints.soton.ac.uk/64881/
http://eprints.soton.ac.uk/64881/


41 
 

 

Wrigley, N. (1992), ‘Antitrust regulation and the restructuring of grocery retailing in Britain 

and the USA’, Environment and Planning A 24, 727-49. 

 

Wrigley, N., Coe N.M. and Currah, A.D. (2005), Globalizing retail: conceptualizing the 

distribution-based TNC, Progress in Human Geography 29: 4, 437-457. 

 

Wrigley, N. and Lowe, M. (eds.) (1996) Retailing, Consumption and Capital: Towards the 

New Retail Geography. Harlow: Longman. 

 

Wrigley, N., Lowe, M. (2002) Reading Retail: A Geographical Perspective on Retail and 

Consumption Spaces. London: Arnold. 


