Section Six
What can we (consumers) do?









	Learning aims:
· This section is designed to help students understand the role of consumers and others in the value chain to support farmers who are responding to the threats of soil degradation
· Students will learn about consumer-driven value chains, and how to shape consumer food markets to support good soil management



Introduce the class to the concept that supply chains are consumer-driven. 
So far we have concentrated on farmers and how the practices they use can either damage soil or help restore it.  However, in countries like Australia, consumers have a big role to play. Businesses that sell products to consumers (supermarkets, manufacturers) must respond to consumer demand. This has a flow on effect for farmers, because these businesses pass on consumer demands to farmers.  For example, in Australia, many consumers do not want to buy fruit that is ‘too small’ or ‘too large’. This has meant that major supermarkets may set size requirements for their produce. Farmers who have apples or bananas that do not meet these requirements will be unable to sell them or might have to sell them at a reduced price. 
Show the class the video from War on Waste Show the class the following video about bananas being thrown out because they do not meet supermarket size requirements https://www.abc.net.au/education/digibooks/war-on-waste/101750652?vcOpensOnLoad=true&vcPageId=103009168
Consumers may also make demands about production practices. Some examples include:
· Regeneratively farmed food (e.g., pasture-raised meats, cover-cropped grains).
· Brands with soil carbon projects (e.g., carbon farming initiatives like ‘cool farms’).
· Reducing food waste – Less waste = less pressure on soil to overproduce
· Organic produce (grown without any artificial pesticides and fertilisers)
· Free-range chicken and eggs (hens are not kept in overcrowded, small cages)

Class Discussion
What other examples can you think of where consumer demands might be passed on to farmers?
· sow stall-free pork (pigs are not kept in small cages)
· fair trade coffee (guaranteed fair pay for coffee farmers)  
· dolphin-friendly tuna     

Class activity
Financial markets play a significant role in any market change. Because regenerative farming focused on soil health can be a significant investment overtime, and a loss of income during transition, many famers cannot afford to change from their current practices. Thus, having access to funds that are focused on soil health, can enable farmers to develop regenerative and sustainable soil health practices.  However, it raises questions about the value and levels of risk associated with this kind of the investment.  To help structure the debate, use the corporate social responsibility model as a framework,  
· Corporate social responsibility (CSR) is the idea that a business has a responsibility to the society that exists around it and to positively impact the world. 
· CSR is guided by a concept known as the triple bottom line, measuring its social and environmental impact, sustainability efforts, and profits. - it is also known as ‘profit, people, planet’.
See this website for an example 
https://earth5r.org/csr-and-sustainable-farming-10-proven-ways-companies-are-creating-real-agricultural-impact/

Once they have an understanding of CSR, the class can debate the following question:
Should financial organisations fund and invest in farmers’ projects that support sustainable soils practices?

Consider the following:
· What roles do organisations like superannuation and investment funds have in supporting soil health?
· Are the products made by farmers who invest in soil health measures worth more money? Why?

Lead the class in a discussion about why brands and retailers respond to consumer demands:
· If brands or retailers do not meet consumer expectations or respond to consumer demands, what is likely to happen? [i.e., consumer may stop buying the products, which affects profit]
· Why would brands or retailers be concerned about this happening?
· Apart from not buying products, what else can consumers do to influence the practices of brands and retailers that they would like to change? [write to the brand or retailer directly; write to, or lobby the government to negotiate or require change; write to a consumer group such as Choice and ask them to advocate about the issue; join a non-profit group that wants to support changes in practices such as Greenpeace).


What role can consumers pay in restoring our soils?
How can we persuade people to choose products from farmers who are looking after their soil, or even to pay more for them?
We have the power to support farmers who are already looking after their soil; and to make changes through what we buy.
If people demand that farmers look after their soil, this will be passed on to farmers because supermarkets and manufacturers will start setting requirement for their producers. If consumers are prepared to pay more for products made using food soil management practices, then farmers may also make more money.
How can we get consumers to be interested in soil? 

Class Activity
Get the class to work individually or in groups to write a letter to either a brand or retailer explaining your concerns about the need to support farmers to maintain and improve soil health.  Get the class to share some of the letters.

Class Activity
Show class some/all of the TVCs
Info to provide to students: These were made by Charles Sturt University as part of a research project. The research investigated how to persuade consumers to buy, and perhaps even pay a little bit more, for products made using soil stewardship. The products and the brand (Nurtured Lands) are all hypothetical, and were made for the research project. 
Show the class the Soils TVC, the environment TVC, and several of the other TVCs. 

	TVC description
	Link

	Consumers focus on family needs and benefits to health.  It shows a woman shopping for groceries, and a family preparing and eating a meal.

	https://youtu.be/eQb2do6hBuM


	Soils is more information-rich and focuses on helping consumers understand the importance of soil.

	To be provided

	Environment describes the importance of soil stewardship for the environment, and is the only communications material to mention climate change explicitly.       

	To be provided

	Rhonda is narrated by a farmer and includes direct-to-camera and voice over.  She discusses the impact of drought, and the importance of soil stewardship for her farm.

	https://youtu.be/HLPEQgLKmpU

	Multiple contains messaging about the benefits for human health, farm businesses and the environment.
	To be provided 

	Reason to pay develops the idea that good soil does not happen overnight. Farmers need to invest time and effort in soil management. Understanding that soil management takes time and effort may give consumers a reason to pay.  
	https://www.youtube.com/watch?v=JUO3sKoOX3w



Class and/or small group discussion:
>> What are the main messages?
>> What types of people are they trying to influence (e.g., people who care about their health) 
>> What are they trying to persuade shoppers to think about?
>> Which (if any) do you find persuasive yourself?
>> What would you change to make it more persuasive? 

The Charles Sturt University research team asked real consumers what they thought about these TVCS. They conducted ‘qualitative’ and ‘quantitative’ research to explore whether consumers liked the TVCs, and which groups of consumers liked which TVCs. 
· Qualitative research involves asking groups of people questions (for example in focus groups or interviews) about their feelings, beliefs, and perspectives on the research topic.  Qualitative research is useful because people can tell researchers about their beliefs or experiences in their own words.  For example, researchers could ask people which TVCs they liked and why.   Researchers look for themes in what different people say about the topic.
· Quantitative research involves collecting and analysing numerical data.  This can be done through surveys with scales in them. For example, researchers could ask participants to indicate how much they liked the TVCs on a scale of 1 to 5, where 1 = I do not like it at all, and 5 = I like it a lot. By adding all the responses together and diving by the number of participants, researchers can determine the average for each TVC, and see which ones people like the most, and which ones they like the least.         

Qualitative Findings
Focus groups were held in urban and regional areas of Australia to understand consumer attitudes to each of the TVCs. A focus group is a meeting of typically seven to ten people that provide feedback about a product or an issue of community concern.  Some of the key findings from the focus groups are:  
· The consumers TVC was positively received.  People liked the messaging that linked soil with health. Some thought it was “boring” and not memorable, and too much like other TVCs 
· People did not like the Soils TVC, which had “too much information”, and “a bit like a documentary”. People thought it as “boring” and that people would “tune out”.   
· The Environment TVC was favourably received by most focus group participants. Many liked the image of the female shopper, and the link between farm and store. This TVC to mention climate change, which produced mixed reactions. Some participants loved this and said it was a reason to buy a product, and some participants did not like this. 
· Rhonda was also liked by some participants and disliked by others.  Not everyone liked the “emotive” nature of the TVC. Some participants liked the “human” aspect of the TVC, although some did not understand why there was a need to pay more, or the link with soils was not clear: “I liked her and what she had to say – a way to connect people – the human aspect – she was very good but I didn’t know why I needed to support soils” 
· The Multiple TVC was considered informative and a good summary, had the right balance of information, and that it made it clear why they should care about soil (linking the farm and the supermarket). Some participants felt that there was too much information and it was boring.  
· The Reason to Pay TVC was favourably received by most focus group participants. This indicates the importance of showing how soil is relevant to consumers, and giving a justification for the need to purchase products that use soil stewardship practices  

Quantitative Findings
Respondents to a survey conducted online were asked about their preferences when shopping.  These data were used to identify five consumer segments which are described below. A segment is a group of consumers who have a shared set of preferences and concerns.  
The next three tables explain the characteristics of these segments.
First is their size. There are two larger segments (‘Uninterested Battlers” and “Natural and Sustainable Shoppers”).

[bookmark: _Toc139884492]Segment Size 
	
	Aussie-first, Marketing Sceptics
	Uninterested Battlers
	Younger, Pragmatic Jugglers
	Natural and Sustainable Shoppers
	High-end Health Conscious

	Segment Size

	Percentage of respondents
	14.1%
	38.6%
	10.4%
	29.4%
	7.5%

	Number of respondents
	925
	2532
	682
	1930
	493
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In the next table we see the preferences for the different segments.    Can you see how the food preferences differ by group and have influenced the names given to each of the groups?

Segment Size Product Preferences 
	
	Aussie-first, Marketing Sceptics
	Uninterested Battlers
	Younger, Pragmatic Jugglers
	Natural and Sustainable Shoppers
	High-end Health Conscious

	Summary Preferences
	Australian made, support Aussie farmers, easy and tasty
	Cheap, tasty and easy to prepare
	Slight preference for easy to prepare, Australian made, cheap, fine food, unprocessed, environmentally friendly packaging
	Australian made, support Aussie farmers, natural ingredients, nutrient rich and healthy food, unprocessed, env friendly packaging
	Organics, healthy, natural ingredients, nutrient rich food, no processing, environmentally friendly packaging, fine food





In the third table are details about the household, including age, income, children and expenditure on food.  

Segment Sociodemographic Profile
	
	Aussie-first, Marketing Sceptics
	Uninterested Battlers
	Younger, Pragmatic Jugglers
	Natural and Sustainable Shoppers
	High-end Health Conscious

	Summary socio-demographics and food expenditure
	Older, mid income, more likely to be female, lower education, fewer children
	Mid aged, average income, low weekly food spend, more likely to be female
	Youngest cohort, lower income, more likely to be male, larger family size
	Older, mid income, mid education, more likely to be female, fewer children
	Mid aged, highest income and education, largest family size with segment 3, largest expenditure on food



The next table shows how different groups or segments responded to the different TVCs.
Notes:
· Possible responses to the statement included strongly disagree, disagree, neither agree nor disagree, agree and strongly agree.  
· The percentages in the tables indicate the proportion of people in each segment that very strongly agreed that they would try the Nurtured Lands Brand after seeing a specific commercial. For example, 8% of people in the ‘Uninterested Battlers’ segment strongly agreed that they would like to try the Nurtured lands brand after being shown the Environment TVC. 

	
	Aussie-first, Marketing Sceptics
	Uninterested Battlers
	Younger, Pragmatic Jugglers
	Natural and Sustainable Shoppers
	High-end Health Conscious

	Trial ("The commercial told me about a new brand and I think I'd like to try it = strongly agree only)

	Reason
	8%
	7%
	14%
	16%
	13%

	Soils
	8%
	9%
	7%
	18%
	31%

	Consumers
	7%
	11%
	12%
	21%
	27%

	Environment
	16%
	8%
	8%
	21%
	17%

	Rhonda
	20%
	9%
	23%
	15%
	21%

	Costa
	8%
	13%
	8%
	22%
	24%

	Multiple
	10%
	7%
	22%
	22%
	29%


NB: Red boxes were negative responses, blue showed positive responses of the segments towards the message in the advertisement
Class discussion
· Which TVCs appealed to the Natural and Sustainable shoppers
· Which segments did the Rhonda TVC appeal to?
· Which segments did the environment TVC appeal to?
· Which segment had the most positive response to the TVCs?
· Which segment had the least positive response to the TVCs?
· If you were advising a marketing campaign for Nurtured Lands, which segments would you target?  What are the demographic characteristics of these segments (socio demographic profile).  What are they looking for when they go shopping (product preferences)?
· How would you go about advertising to these segments?  What messages would you use?
 
Major term assessment
Introduce the class to the major term assessment – how would you get consumers interested in soil?
· Make a persuasive piece of communication to convince a group of consumers of the importance of choosing products produced using soil stewardship practices. You should include factual information about:
· some aspect of agricultural soils such as the causes of degradation and loss of productivity
· some of the practices that farmers are using to improve their soil
· Remember the lessons from the CSU research – just telling people about soil is not enough. 
· How would you get them to care enough to buy a product or pay more for a product?  What messages would you use? How would you make soil relevant to them? 
· Communication format options: 
· Storyboard/script
· Film/Tiktok/Instagram reel
· Poster/infographic/website
· Podcast
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